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G iven the strong export performance in 2017, Malaysia is 
expected to continue dominating the world market for rubber 
gloves, especially medical gloves, for use in the healthcare 

sector. Minister of Plantation Industries and Commodities, Datuk Seri 

Mah Siew Keong said the industry is confident of achieving the target of 
securing at least 65 per cent of global exports of rubber gloves in 2020. 
For 2017, exports grew at a robust pace of 19.4 per cent year-on-year to 
RM15.9 billion compared with RM13.3 billion previously.

 MALAYSIA TO CONTINUE DOMINATING GLOBAL GLOVE MARKET

THAI SME BANK AIMS FOR 1M CLIENTS

T
he state-owned Small and Medium Enterprise 
Development Bank of Thailand (SME Bank) has set 
an ambitious goal of increasing the number of 

customers to 1 million within three years. The average credit 
amount for each borrower has dipped to 1 million baht from 3.2 
million in the past, reflecting the bank's greater number of 
small-business customers, said president Mongkol Leelatham. He 
expects the average loan amount to further decline to 320,000 
baht per borrower. SME Bank has about 100,000 customers.

MOODY'S: ROBUST 
GROWTH FOR MALAYSIA 
BUT LEVERAGE A 
CONCERN

M
oody's 
Investors 
Service sees 

robust growth for the 
Malaysian economy in 
2018, averaging growth of 
5.2 per cent, but it is 
concerned about the debt 
level and how the 
government can further 
reduce the fiscal deficit. It 
said Malaysia's (A3 stable) 
credit profile is supported 
by its large and diversified 
economy, ample natural 
resources and robust 
medium-term growth 
prospects. “However, 
Malaysia's elevated 
system-wide leverage, 
including in the house-
hold sector, poses credit 
challenges.” Moody's said 
it expected the robust 
growth in 2017 would 
likely continue into 2018 
and over the medium 
term, supporting the 
sovereign's credit profile. 

TRANS-PACIFIC TRADE 
DEAL FINALISED, INCLUDES 
MALAYSIA

T
he final version 
of a landmark 
mega-regional 

free trade agreement, the 
Comprehensive and 
Progressive Agreement for 
Trans-Pacific Partnership 
(CPTPP), was released on 
21st February, signalling 
the pact was a step closer 
to reality even without its 
star member the US. More 
than 20 provisions have 
been suspended or changed 
in the final text ahead of 
the deal’s expected offi  cial 
signing on 8th March, 
including rules around 
intellectual property 
originally included at the 
behest of Washington.
        The original 
12-member deal was 
thrown into limbo early 
last year when President 
Donald Trump withdrew 
from the agreement to 
prioritise protecting US 
jobs. The 11 remaining 
nations is led by Japan.

SINGAPOREANS TO 
PAY GST ON APPS AND 
ONLINE PURCHASES

S
ingaporeans 
will have to pay 
goods and 

services tax (GST) for 
online services purchased 
from an overseas supplier 
from 1st Jan 2020. This 
means that Singapore 
consumers will have to 
pay tax for, say, 
downloading Google and 
Apple applications and 
for movie and music 
streaming services.
        Singapore will be 
the first government in 
Southeast Asia to charge 
GST on imported digital 
services. Malaysia is also 
considering such a move. 
Last year, Malaysian 
Customs Department 
director-general T 
Subromaniam was 
reported as saying his 
department had proposed 
amendments to the GST 
Act to incorporate the 
digital economy and 
e-commerce transactions. 
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THAILAND RANKING IN CORRUPTION  FIGHT IMPROVES

E
ff orts to curb corruption in Thailand are paying dividends, 
with the Kingdom’s ranking in the latest global Corruption 
Perception Index rising to 96 from 101 last year. The index, 

prepared by Transparency International, ranks 180 countries and 
territories by perceived levels of public-sector corruption. Nine key 

assessment sources are used to compile the index, including the 
International Country Risk Guide, Economist Intelligence Unit, and the 
World Economic Forum’s Executive Opinion Survey. On a scale of 0 to 
100, in which 0 is “highly corrupt” and 100 is “very clean”, Thailand 
scored 37 this year, up from 35 last year.

PHILIPPINES 
MAY EXTEND BAN 
ON OUTBOUND 
WORKERS

P
hilippine 
President 
Rodrigo 

Duterte said he 
would extend his ban 
on sending workers 
to Kuwait to include 
other countries if 
investigations 
showed Filipinos 
were being seriously 
abused by employers 
elsewhere. The 
country has 
suspended the 
deployment of 
workers to the Gulf 
state since last month 
after Duterte said the 
abuse was unchecked 
and had driven 
several Filipino 
domestic helpers 
there to suicide. He 
was visiting the wake 
of a Filipino whose 
body was found this 
month in a freezer at 
an abandoned 
apartment in Kuwait, 
with signs of torture.

BOT HEAD CAUTIONS 
AGAINST MARKET 
CORRECTIONS FROM 
MISMATCHES

B
ank of 
Thailand 
governor 

Veerathai Santiprabhob 
has sounded the alarm 
over potential sharp 
market corrections 
based on a mismatch 
between market 
expectations and 
economic fundamentals.
        The recent sell-off  
in global equities and 
bonds is an example 
of a market correction 
triggered by a mismatch 
between US economic 
readings and market 
expectations, he said. 
A global equity market 
rout and spike in US 
treasury yields were seen 
earlier this month as 
the better-than-expected 
US unemployment 
rate prompted investor 
concerns that the US 
Federal Reserve would 
hike the policy rate 
at a faster pace than 
expected.

HO CHI MINH CITY 
TARGETS 8.3PC 
GROWTH

T
o achieve 8.3 
– 8.5 per cent 
of economic 

growth target this year, 
Ho Chi Minh City 
would strongly focus on 
utilising its financial 
special mechanism and 
mobilising resources. 
“Local authorities 
should take care of and 
support families of 
people who have 
contributed to the 
revolutionary cause, 
mobilise resources to 
implement the city’s 
sustainable poverty 
reduction programme,” 
said People’s Committee 
chairman Nguyen 
Thành Phong. Recently 
many localities have 
successfully 
implemented the city’s 
programmes to promote 
socio-economic 
development, persuaded 
people not to encroach 
on pavements, ensured 
security, and stepped up 
administrative reform. 

SINGAPORE CONSUMER PRICES STAY FLAT IN JAN

O verall consumer prices in Singapore remained flat in the first 
month of 2018, even though the cost of key items such as 
healthcare and education went up. There was no change in the 

consumer price index - the main measure of inflation - for the month of 
January compared to a year ago, according to the Department of Statistics 
data released on Friday. This was a dip from the preceding month’s 
inflation rate of 0.4 per cent, as well as below economist estimates of a 
0.4 per cent increase. This was mostly due to lower accommodation and 
private road transport inflation.
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M alaysian international passport is in the top six of most 
powerful passports in the world based on the 2018 Passport 
Index developed by global financial advisory firm, Arton 

Capital. The Passport Index is a reference point on all passports’ rankings 
based on the number of countries that can be visited by people of a 

country without requiring a visa, or with a visa-on-arrival. Immigration 
Department director-general Datuk Seri Mustafar Ali said the recognition 
was something expected as the Malaysian passport met the guidelines set 
by the International Civil Aviation Organisation (ICAO), and that it was 
now accepted in 157 countries without requiring visa.

ANOTHER VIBRANT YEAR AWAITS VIETNAM’S PROPERTY MARKET

L
ast year, Vietnam’s real estate sector witnessed many 
mergers and acquisitions (M&As) and foreign investors’ 
interest in the market is forecast to continue in 2018. In 

Q42017, CapitaLand announced it had bought a condominium 
project covering 1.45ha in District 4 of Ho Chi Minh City at US$40 
million. The purchase raised the number of housing projects owned 
by the Singapore-based firm to nine in HCM City and 11 in 
Vietnam. Many insiders expressed belief that 2018 will be another 
big year for foreign investment in Vietnam’s property market.

THAILAND IN NO 
RUSH TO RAISE 
INTEREST RATES

T
hailand is in 
no rush to 
tighten its 

monetary policy despite 
rising global interest 
rates, thanks to ample 
domestic liquidity and 
benign inflation, the 
central bank governor 
said on Thursday. The 
central bank will focus 
on domestic factors in 
deciding monetary 
policy, Bank of 
Thailand (BoT) 
Governor Veerathai 
Santiprabhob told 
reporters. “For 
Thailand, there is no 
need to raise interest 
rates quickly, despite 
higher global interest 
rates,” he said. 
Recently, BoT left its 
policy interest rate 
steady at 1.50 per cent, 
noting it did not give 
“special weight” to 
rises in US interest 
rates.

JACK MA TO PARTNER 
DUTERTE TO IMPROVE 
PH’S TECHNOLOGY

T
he Philippines 
has invited Jack 
Ma and his 

Alibaba Group to partner 
with President Rodrigo 
Duterte to improve 
technology for gover-
nance and to assist in 
building an inclusive 
financial system that 
would aid small 
businesses, Finance 
Secretary Carlos 
Dominguez said. Ma, in a 
meeting with Philippine 
government offi  cials in 
Hangzhou on 1st Feb 
said the Philippines had 
huge potential to embrace 
the technology revolution 
because e-commerce was 
specifically designed for 
developing economies. 
Dominguez said Duterte 
issued instructions to 
pursue discussions with 
Ma to find common areas 
that Alibaba and the 
Philippine government 
could pursue together.

VIETNAM WORKS TO 
STOP ILLEGAL FISHING

V ietnam has 
been actively 
working to 

implement the European 
Commission (EC)’s 
recommendations since 
it announced a illegal, 
unreported and 
unregulated fishing 
(IUU) yellow card on 
Vietnamese fisheries on 
23rd October last year. 
According to Vũ Văn 
Tám, Deputy Minister of 
Agriculture and Rural 
Development, the 
issuance of the EC’s IUU 
yellow card has gained 
positive results as the 
number of illegal fishing 
vessels has decreased. 
Central coastal province, 
Khánh Hòa, one of 
several key provinces for 
tuna fishing has tried 
drastic solutions as well 
as disseminated 
information among its 
fishermen to understand 
and practise responsible 
fishing.

MALAYSIAN PASSPORT SIXTH MOST POWERFUL GLOBALLY
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TAILWINDS PROJECTED FOR THAI SHIPMENTS IN 2018 
B he government is upbeat about the country's export 

prospects after shipments rose at the fastest rate in more 
than five years in January. Commerce Minister Sontirat 

Sontijirawong said that despite the strong baht, exports could tally 
8 per cent growth this quarter, boosted by higher shipments, 

particularly of computers and components, auto and parts, plastic 
pellets, jewellery, chemicals, and rubber products. The Commerce 
Ministry's export growth target of 8 per cent is well above the 6.8 
per cent forecast by the National Economic and Social Develop-
ment Board. 

MALAYSIAN 
PALM OIL 
PRICE HITS 
TWO-WEEK TOP

M
alaysian 
palm 
oil 

futures rose over 
1 per cent on 
23rd February 
evening, rising to 
a two week high, 
backed by gains 
in related edible 
oils such as soy 
oil on the US 
Chicago Board of 
Trade, and as 
export demand 
remains firm. The 
benchmark palm 
oil contract for 
May delivery on 
the Bursa 
Malaysia 
Derivatives 
Exchange was up 
1.4 per cent at 
RM2,523 
(US$644.12) a 
tonne at the close 
of trade, its 
strongest daily 
gain since the 
start of the year. 

MALAYSIAN 
BUSINESS 
CONFIDENCE 
IMPROVES

B
usiness 
leaders in 
Malaysia 

are more optimistic 
compared to just a 
year ago, according 
to a new finding by 
Grant Thornton’s 
quarterly business 
survey. In a 
statement yesterday, 
Grant Thornton 
said the survey – 
the International 
Business Report 
(IBR) – involved 
2,500 businesses 
across 36 econo-
mies. Grant 
Thornton Malaysia 
country managing 
partner, Datuk NK 
Jasani said the IBR 
revealed that the 
optimism level in 
Malaysia rose to 6 
per cent, the highest 
level since 2014, a 
vast improvement 
compared to a year 
ago (-36 per cent).

BALANCED GROWTH 
IN SINGAPORE 
AS ECONOMY 
GATHERS PACE

M
ore individual 
investors from 
Japan, 

Australia, Indonesia, the 
UK and France set sights 
on Singapore. Singapore 
ended the year positively 
with 14,115 new 
businesses formed in 
Q42017, according to 
data presented in 
Hawksford Singapore's 
latest research report, 
Singapore New Business 
Trends Report Q4 2017. 
Despite a 10.7 per cent 
decline quarter-on-quar-
ter (QoQ), Hawksford 
Singapore noted 
balanced growth in 
Singapore with a rise in 
the formation of large 
and medium scale 
companies as well as 
small business set-ups in 
2017. Hawksford 
Singapore COO 
Jacqueline Low believes 
that Singapore remains a 
hot spot for investment 
and business expansion.

BUSINESS MATCHING EVENT SHOWCASES CAMBODIA’S POTENTIAL

A
 business matching event between Cambodian and Thai companies 
held on 21st February in Phnom Penh brought to the kingdom more 
than 30 Thai enterprises looking to capitalise on locals’ expanding 

incomes and the surging economy. The business event brought together public 
offi  cials from both countries to discuss ways of enhancing bilateral trade and 
investment. Speaking during the event, Jirawuth Suwanna-arj, Minister 
Councillor of Commercial Aff airs at the Thai Embassy in Phnom Penh, said a 
growing number of Thai companies and investors are eyeing the kingdom to 
expand their businesses.
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ASIAN FINANCIAL 
SERVICES CONGRESS 

1 & 2 MARCH 2018
SANDS EXPO & CONVENTION CENTRE, 
SINGAPORE
www.ap.idc.asia/events/calendar

T
he Asian Financial 
Services Congress, 
organized by the 

IDC will take place from 1st 
March to 2nd March 2018 in 
Singapore. The conference will 
feature evolving role of central 
banks in the new financial 
world, placing the x in 
banking, user and customer 
experience, the importance of 
innovation in emerging 
nations, essential technology 
guidance, navigating the 
tectonic shifts within 
technology and much more.

UFI ASIA PACIFIC 
CONFERENCE 2018

1 & 2 MARCH 2018
SHANGRI-LA HOTEL, KUALA LUMPUR
www.ufi.org

T
hemed “New 
Approaches, 
Diff erent Angles”, 

the 13th UFI Asia Pacific 
Conference is dubbed  as the 
exhibition industry’s most 
important networking 
conference in the region. 
Between 200 to 250 senior 
level delegates comprising of 
exhibition organisers, 
exhibition centres, associations 
and service providers related 
to the exhibition industry are 
poised to attend the 
conference. It is expected to 
generate RM1.8 million in 
economic impact to Malaysia.

10TH WCA WORLDWIDE 
CONFERENCE

4 - 8 MARCH 2018
SUNTEC, SINGAPORE
www.wcaworld.com/Events

M
eet your fellow 
freight forwarders 
at the industry's 

largest and most impactful 

MALAYSIA INTERNATIONAL 
FURNITURE FAIR

8 - 11 MARCH 2018
PUTRA WORLD TRADE CENTRE, MALAYSIA
http://2018.miff.com.my

B
eing the No. 1 
furniture fair in 
Southeast Asia, and 

consistently ranked amongst 
the top 10 worldwide, the 
Malaysian International 
Furniture Fair (MIFF) has 
spearheaded the furniture 
trade scene for years. Every 
March, quality exhibitors and 
buyers from all over the world 
converge on this global stage. 
Since its inception in 1995, 
MIFF has created fantastic 
business and networking 
opportunities for hundreds of 
thousands of participants.

ECOBUILD SOUTHEAST ASIA 2018

15 - 18 MARCH 2018
SINGAPORE EXPO HALL 5
www.singaporefoodshows.com.sg

T
he mega Food and 
Beverage Fair 
featuring tons of 

delicious and tasty local, Asian 
and international favorites is 
back in EXPO next year 
March. Visit this remarkable 
“food paradise” and discover 
newly launched delicacies and 
unbelievable deals all in this 
annual event. New show 
attraction showcasing a myriad 
of beverage products including 
tea, coff ee, carbonated, energy 
drinks, creative mixtures, 
beers, spirits and wine. 

DAIRY FOCUS 2018

21 & 22 MARCH 2018
BANGKOK, THAILAND
www.positiveaction.info/
conferences.php

T
his year’s Dairy 
Focus Asia 2018 has 
international experts 

from over a dozen countries in 
Europe,   America and Asia 
among its speakers. They will 
be addressing key issues that 

impact on effi  ciency of 
production especially in 
relation to nutrition and 
health. This event which has 
been running for over a decade 
attracts dairy farmers from 
across the Asian region who 
value the event for its unique 
networking opportunities as 
well as its highly informative 
technical presentations. 

SUSTAINABLE ENERGY & 
TECHNOLOGY ASIA (SETA)

21 - 23 MARCH 2018
BITEC, BANGKOK, THAILAND
www.setaasia.com

R
iding upon 
consecutive waves of 
success since its 

inception in 2016,  SETA 2018 
again promises  to be a strong 
and significant platform to 
address the trends, issues and 
challenges in the realm of 
Sustainable Energy and 
Technology.  The region of 
Asia Pacific – comprising the 
mature economies of ASEAN, 
the emerging players of the 
CLMV cluster, and most 
significantly the mammoth 
markets of China, India and 
Thailand – ranks the highest in 
global energy consumption.

ECOBUILD SOUTHEAST ASIA 2018

27 - 29 MARCH 2018
KUALA LUMPUR CONVENTION CENTRE
www.ecobuildsea.com

E
cobuild SEA is 
organised by 
UBM Malaysia, 

hosted by Construction 
Industry Development 
Board (CIDB) Malaysia and 
held in conjunction with 
International Construction 
Week (ICW) 2018 with 
co-located events 
Greenbuild Asia, Ecolight 
Asean, Construction 
Showcase, Malaysia IBS 
International Exhibition 
(MIIE) and Construction 
Career Fair making it a true 
platform in ASEAN for the 
construction industry. 

industry networking event of 
the year. Due to its success in 
2017, WCA's Worldwide 
Conference will again meet 
in Singapore where industry 
professionals will gather for a 
week of accelerated 
face-to-face meetings with 
more than 2,000 freight 
forwarding professionals.

INTERIOR & DESIGN MANILA

8 - 10 MARCH 2018
SMX CONVENTION CENTER, PHILIPPINES
www.gesi.com.ph/IDMNL

I
nterior Design 
Manila is the world 
class event 

programmed to discuss and 
demonstrate interior 
furniture and home decor. 
This event showcases 
products and services like 
equipment, machinery, 
accessories related to the 
woodworking industry, 
plywood, laminates, glues in 
the Architecture & Designing 
industry. Notable 
personalities gather and 
share their knowledge with 
the attendees. Business 
professionals converge to 
meet their target consumers 
interested in some exotic 
home decor.

DEEP INDONESIA

8 - 11 MARCH 2018
JAKARTA CONVENTION CENTRE, 
INDONESIA
www.deepandextremeindonesia.com

T
he 12th annual DEEP 
Indonesia exhibition 
will be an even larger 

arena not only to conduct 
business, provide premier 
networking opportunities and 
showcase products. It will also 
off er visitors and participants 
the most extensive events 
programme yet through 
seminars on diving equipment, 
diving safety plus other 
presentations from 
manufacturers, travel 
destinations and dive 
certification organisations. 

C

M

Y

CM

MY

CY

CMY

K

CHELSEA_210X275mm.pdf   1   10/11/2017   6:25 PM



C

M

Y

CM

MY

CY

CMY

K

CHELSEA_210X275mm.pdf   1   10/11/2017   6:25 PM



   IDEAS BAR      10    IDEAS BAR   10

ECO     ENVIRONMENT FRIENDLY PACKAGING  

J
ulie Corbett faced a challenge in the very niche industry of eco-friendly product packaging production. Inspired by her 
daughter’s school’s zero waste policy, she sought out to implement functional and highly sustainable containers for a variety of 
products. Ecologic’s design consists of an environmentally conscious vessel with a recycled paper outer shell that conceals a 
very thin, plastic and recycled liner. Corbett believed in the capacity of her design to reduce carbon emissions in the atmo-
sphere. Ecologic’s eco-friendly product packaging was further developed with the help of L’Oreal and Seed Phytonutrients. 

The new design was made to be compostable (no glue), to withstand a hot shower environment and featured an updated plastic pouch that 
was 60% thinner than a typical plastic bottle.

LIFESTYLE     SMART MIRROR  

A
merican lifestyle brand, AVITA’s IMAGO 
Smart Mirror comes with an embedded 
Android operating system and IoT technology 
for a one-touch smart home experience. The 
smart technology generates user-friendly 

reports such as the user’s weight, skin condition and sleep 
quality. To further enhance smart living, the AVITA IMAGO 
also provides other helpful information, such as breaking 
news and the local and regional weather outlook. The smart 
mirror’s Full HD display ensure perfect image quality when 
interacting and controlling the mirror. It has a built-in sensor 
connected to external devices for data collection. 

BY 
JEFF
TAN

SPORT    WORK-OUT EARPHONES 

T
here has been an ongoing trend 
of staying fit among the health-
conscious, and most of workout 
in the gym to the beats of music. 
Because exercise is a demanding 

activity, a pair of wireless earbuds come handy 
for workout junkies. The Bose SoundSport 
wired earbuds have a great fit. The tech giant’s 
signature appliance accessories is off ered at a 
reasonable price, and surprisingly comes with 
stylish looks. If you don’t like the idea of 
recharging your headphones between 
workouts, this is the option to go for.
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DESIGN     WINE AERATING CARAFE  

G
et the most flavour and aroma from your favorite wine 
with the rabbit MAKO Glass Wine Decanter. This simply 
designed decanter is shaped for proper aerating, while 
its gorgeous design will become a centerpiece of any bar 
space. Its modern-style cork topper keeps out pesky dust 

and bugs. The carafe has a wide mouth that provides easier, mess-free 
pouring. Constructed with durable and easy-to-clean glass, the carafe 
is a natural addition to any wine lover’s home bar or kitchen.

WEARABLES     FITNESS TRACKER

T
he new Fitbit Alta Fitness Tracker tracks your 
activity levels, sleep patterns, and more with 
the black Fitbit Alta Activity Tracker in size 
small. This sleek band uses an array of 
sensors to keep track of how many steps you 

take, how far you walk, how many floors you climb, the 
number of calories you burn, and the time you spend 
active. It connects to your smartphone via Bluetooth and 
syncs its data wirelessly while providing you with 
notifications, workout assistance, and more on its OLED 
tap display.

TRAVEL     LIGHTWEIGHT BACKPACK

F
or some of us, travel is a never-ending journey consisting of a few 
flights, then a train ride or two, then a bus to a faraway 
destination, and, of course, countless miles on your feet. Well, 
Cotopaxi’s Allpa is the perfect companion for all your getaways. 
It has a rugged yet lightweight construction, an incredibly 

well-thought organisation system inside, a breathable mesh back panel and 
low-profile harness to distribute loads, theft-proof webbing across the external 
zippers, and so, so much more. 

GADGET     MINI SPEAKER 

E
ver dreamt of owning a lightweight 
speaker? The Chant Mini, by House of 
Marley,  allows you to connect to your 
collection of music - anywhere, anytime. At 
just 3.3 inches tall, the Chant Mini is 

connected to your devices through Bluetooth. It might 
be small in size, but it delivers crystal-clear sound to 
parties, picnics, or anywhere else life takes you. With 
sustainable design and socially responsible 
craftsmanship, you’ll feel as good about your choice as 
you do about the music

TRAVEL     LIGHTWEIGHT BACKPACK
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the need for diversified skills. 
Therefore, we can expect both job 
hunting and hiring activity to pick 
up in 2018,” said JobStreet.com 
Malaysia country manager Chook 
Yuh Yng.
        With a growing market 
confidence this year, the 
JobStreet.com Job Outlook 
Report 2018 also revealed some 
useful insights on competitive 
hiring strategy – employee 
compensation and benefits. 
        According to the report, 
the top five benefits desired by 
employees are: health/medical 
insurance, transportation 
allowance, medical coverage for 
family/dependents, pension/
retirement fund and flexible 
working hours.
        “In times of increased hiring 
activity, employers should look 
into emerging needs of employees 
as pull factors to be competitive 

        Meanwhile, 15 per cent of 
the employers surveyed have 
mentioned that they will maintain 
their hiring rate in 2018. In 
addition, a notable drop in “hiring 
freeze” was observed by a 5 per 
cent improvement from last year, 
affi  rming the growing momentum 
in hiring activity.
        This growing confidence 
correlates with an increase in job 
postings – a 9 per cent increase 
year-on-year – in which online 
migration of non-executive job 
postings contributed 3 per cent to 
the overall growth.
        “We see both employers 
and candidates sharing a more 
optimistic outlook towards the job 
market this year. 
        “The key drivers of this 
sentiment are the rise of start-ups, 
expansion of local businesses, 
and entry of foreign companies 
that will lead to job creation and 
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in talent attraction and retention. 
Essentially, it is important for 
employers to find a balance 
between employees’ desired 
benefits and off ered benefits to be 
able to retain and attract talent,” 
added Chook.
        The JobStreet.com Job 
Outlook Report 2018 was 
shared during the JobStreet.com 
Malaysia Career and Training 
Fair 2018 (MCTF’18) along with 
JobStreet.com’s latest feature, 
Career Insights – a data-driven 
tool for insights into candidates’ 
intended job roles such as salary 
data, skill requirements, and 
industry trends. 
        This new feature from 
JobStreet.com boasts a total of 
162 roles, encompassing 75 per 
cent of the most popular job 
roles across all industries to help 
candidates make better informed 
career decisions.

T
he JobStreet.
com Malaysia 
Career and 
Training Fair 
2018 (MCTF 
2018) was 

successfully held from 10th and 
11th February 2018 at the Mid 
Valley Convention Centre. This 
year’s fair attracted 61,042 
job seekers.
        At MCTF 2018, JobStreet.
com, Asia’s leading talent sourc-
ing partner revealed its Job Out-
look Report 2018, indicating that 
both employers and talent have a 
more optimistic outlook in 2018.
        According to the Job 
Outlook 2018 report, job 
opportunities for candidates are 
expected to be stronger than they 
were in 2017, with 30 per cent of 
Malaysian employers indicating 
an increase in hiring activity – a 
12 per cent increase year-on-year. 

TTTTT

MALAYSIA CAREER AND 
TRAINING FAIR 2018
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        Facility managers are continuously 
being challenged with how to address these 
forces of change and run their buildings 
more effi  ciently. 
        To do this, they are increasingly relying 
on system integrators and support teams 
to help optimise electrical equipment and 
energy performance, improve electrical system 
reliability and manage energy costs. 
        This means that systems integrators 
now need to be fully up to speed and 
knowledgeable on the latest electrical and 
energy system technology to deliver the 
best service for their clients. This can be a 
challenge for integrators who have spent years 
learning one set of products and technologies, 
and now need to quickly change direction.
        To ensure they are up for the task, 
system integrators should focus on the 
following key tactics:
1.  Training. Conduct regular, specialised

training on the most critical challenges fac-
ing building owners and facility managers 
and the solutions that can solve them. This 
will help system integrators broaden their 
expertise to off er their clients a greater 
range of products and solutions and help 
them stand out from the competition.

2. Networking. Seek out an open network of
fellow system integrators that promotes idea 
sharing and best practices implementation. 
With a built-in network of partners to work 
with, system integrators can more easily 
take on collaborative projects that might 
otherwise be beyond their reach and open 
up new opportunities for growth. 

3. Technology. Gain access to the industry-
leading technology solutions that will drive 
the future of intelligent buildings – and 
the highly skilled people needed to design, 
install and support those solutions.

These days, facility managers need a full 
range of technologies and an army of experts 
to optimize operational effi  ciency and 
management of energy and electrical systems. 
Nobody can go it alone anymore. 
        By partnering with a system integrator 
that’s constantly expanding their expertise and 
has the right partnership ecosystem in place, 
it will make the challenge at hand much easier 
for facility managers to tackle. 

SOO POW LEONG IS SCHNEIDER ELECTRIC 
MALAYSIA COUNTRY MANAGER 

W
ithout a doubt, managing energy costs while driving sustainability 
and effi  ciency is one of the biggest power management challenges 
that facility professionals face today. While advances in technology 
are making building power management and electrical 
maintenance more effi  cient, there are new obstacles that come 
along with these improvements. 
        For example, one of the biggest trends impacting power 
management in a facility is the growth of complex electrical networks 
that include distributed generation like solar, battery storage and 

backup generation, and voltage disturbances from harmonic emitting sources like variable 
frequency drives and LED lighting. 
        In the past, every building was more or less designed in the same way from an electrical 
perspective with the main source of power coming directly from the electrical utility. 
        Now, we have much more complex buildings that have diff erent needs in terms of where 
they consume energy and also how they manage the diff erent sources from where that energy is 
being distributed. 
        This adds a layer of complexity for facility managers, because now they are not just a 
consumer of energy, but also a producer of energy, and have to manage those two diff erent 
sources in parallel. 
        Additionally, the face of the facility manager is changing. Traditionally, a facility manager 
was someone who was an engineer and in many cases had been stationed in the same building 
for years. 
        Now, we are seeing a shift in that profile as older workers retire and a new generation of 
facility managers emerge who may not know the ins and outs of a particular facility, but bring 
unique backgrounds and skill sets. 
        It’s also important to consider that a growing number of facilities are viewing electricity as 
a critical resource. Hospitals, for example, have always considered electricity as mission critical 
as the loss of power becomes a life safety issue, but now even facilities like shopping malls are 
viewing it with the same magnitude. 
        If the building loses power and stores have to close, that outage can drive customers to 
competitor stores and significantly impact the bottom line. 
        Putting things into perspective, Schneider Electric partnered with KFM Holdings to provide 
smart energy solutions for the Malaysian Prime Minister’s Offi  ce, accelerating its eff orts to meet 
the Copenhagen promise of reducing 40 per cent carbon emission by 2020. 
        With Schneider Electric’s Building Management System, we allow consumers to make 
fact-based decision for improving energy use, operational effi  ciency, comfort, and financial 
performance throughout their building's life cycle. Such systems are a critical component to 
managing energy demands, especially when buildings worldwide today consuming 42 per cent 
of all electricity. 
        With this computer-based control system installed in the Prime Minister’s Offi  ce, 
management are able to control and monitor the building’s mechanical and electrical equipment 
such as ventilation, lighting, power systems, water effi  ciency, and security systems. 
        The management system also lets the physical staff  work more eff ectively through remote 
monitoring and equipment control and decreased trouble calls and on-site repairs. 
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3. DETERMINE YOUR BRAND OBJECTIVES 
Critical to eff ective brand management is the 
clear definition of the brand's audience and 
the objectives that the brand needs to achieve. 
How do you go about defining those objectives 
and putting a plan into place that will help you 
succeed in meeting them?

4. FOCUSING ON YOUR TARGET AUDIENCE
Critical to eff ective brand management is the 
clear definition of the brand's audience and 
the objectives that the brand needs to achieve. 
How do you go about defining those objectives 
and putting a plan into place that will help you 
succeed in meeting them?

5. DISCOVERING AND CRUSHING YOUR 
BRAND BARRIERS When creating your brand 
strategy for a product or service it is important 
to perform a careful analysis to determine 
principal barriers that you may come in 
contact with. These barriers are also known as 
market conditions that can keep your product 
or service from achieving success. In this 
lesson, you will learn where you can do the 
research to find your specific brand barriers.

6. BRAND PACKAGING AND IDENTITY 
Branding is your identity in the marketplace, 
is yours saying what it should? Your company 
image is all about the appearance of your 
packaging. What is your company image saying 
to the marketplace?

7. TOP 5 BOOKS ON BRANDING Branding 
is your identity in the marketplace, is yours 
saying what it should? Your company image 
is all about the appearance of your packaging. 
What is your company image saying to the 
marketplace?

BRANDING = PURPOSE Branding is often seen 
as confusing or not important to high-level 
executives, it's diffi  cult for them to see the 
tangible benefits. Without a brand strategy it's 
a playground for “anything goes” and even for 
the small business, this can be a dangerous 
position. 
        Without a brand, the business doesn't 
have an identified purpose, without a purpose 
how can you stand out from among your 
competition? 

THIS ARTICLE ORIGINALLY APPEARED ON 
WWW.THEBALANCE.COM.

D
eveloping a brand strategy can be one of the most diffi  cult steps in the 
marketing plan process. It's often the element that causes most 
businesses the biggest challenge, but it's a vital step in creating the 
company identity.

Your brand strategy will identify the following three core components 
of your business and can then be used as a blueprint when it comes to 
developing your marketing strategy and tactics. 

1.  PURPOSE - Your business must have a functional and intentional purpose.
2. CONSISTENCY - Without consistency, a business will struggle to survive. 
3. EMOTIONAL IMPACT - Emotion is what helps customers connect with you a brand strategy 
  helps you develop the emotion that you are going after. 

Your brand identity will be repeatedly communicated, in multiple ways with frequency and 
consistency throughout the life of your business. 
        To begin the development of your brand's strategy you must have an understanding of these 
four marketing components: primary target customer and/or client, competition, product and 
service mix, and unique selling proposition.
        By identifying these components of your marketing plan you have created the basis 
for crafting your brand strategy. An eff ective branding process will create a unique identity 
that diff erentiates you from the competition. That is why it's often deemed as the heart of a 
competitive strategy.
        Creating your brand strategy can be done easily by following the step by step guide below.

1. WHAT IS BRANDING? A strong brand is invaluable as the battle for customers intensifies day 
by day. It's important to spend time investing in researching, defining, and building your brand. 
After all, your brand is the source of a promise to your consumer. It's a foundational piece in your 
marketing communication and one you do not want to be without. In this first week's lesson, we 
will discuss and lay the foundational concept of branding, what it is and what it is not.

2. HOW TO DEFINE YOUR BRAND? It is the first step in the process of developing your brand 
strategy. By defining who your brand is you create the foundation for all other components 
to build on. Your brand definition will serve as your measuring stick in evaluating any and all 
marketing materials and strategies.
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        Therefore, taking the time to look at 
products and compare options, features, and 
prices will help you make the best decision. 
Many products allow a free trial or demo as 
well which can help inform your decision even 
more.

3. GET PRODUCT RECOMMENDATIONS FROM 
PEOPLE YOU KNOW AND TRUST
Ask people who are working on similar things. 
They have likely found products that work and 
others that do not. This can speed up your 
discovery process and help you find powerful 
products you might not have known existed.

4. KEEP TRACK OF YOUR SPENDING 
AND USE OVER TIME
Many services follow a monthly or yearly 
recurring payment cycle. That means if you do 
not cancel your "subscription" then you will 
continue to pay for the service each month. 
Keep track of your use of the services and 
make sure to set reminders to decide whether 
to cancel subscriptions.
        This way, when you are about to pay 
for another cycle of the service you can see 
how much you actually used it over the past 
period and decide whether it is worthwhile to 
continue.

5. NEGOTIATE
Many people think that the listed price or 
first off er is the price that they have to pay. 
This is entirely not the case. It is diff erent for 
every product, but negotiating can never hurt. 
It could lead to them throwing in additional 
features or lowering your purchase price. At 
worst, they say no.

6. LOOK AT PRODUCT REVIEWS
Online product reviews are sometimes 
biased which is why asking your friends can 
be helpful.
        That being said, there are useful reviews 
for products talking about their benefits. A 
friend or colleague will give you the finer 
points about what onboarding is like, and who 
they might make sense for. 

RAMPTON IS FOUNDER OF THE ONLINE PAYMENTS COMPANY 
DUE AND PRODUCTIVITY COMPANY CALENDAR. THIS ARTICLE 
FIRST APPEARED ON FORBES.COM.

T
here has been an explosion of services, geared to do just about anything 
you want for your business. When you have a lean team (or no team at 
all), you must work to make sure that you avoid overpaying for your 
services.
        You will have to figure out your payroll, lead generation, and 
marketing services all by yourself. Instead, there are other tools that 
you can use to pay a fraction of the cost. You may be overpaying to 
accomplish the same services that you could hire for less.
That being said, it is easy to spend too much in searching for the perfect 

software. There are thousands of products that exist and navigating that, on top of making the 
deals and integrating the products into your flow, can be diffi  cult.
        Here are 10 things that you can do to help avoid paying too much for these services:

1. LOOK TO SEE IF YOU CAN AUTOMATE OR OUTSOURCE
Hiring somebody could be considered a service. The first step is to see if the work that you need 
to be done has to come in the form of a full or part-time hire. That is the most expensive (and 
often time-consuming) route.
        Look at the diff erent parts of your business and see what takes up your time. There are tools 
out there that you likely do not know exist that can accomplish these tasks for you. Finding those 
pain points, first, and then seeing if there is something out there to handle it will save yourself 
money and energy.

2. SPEND THE TIME LOOKING AND DISCOVERING OTHER OPTIONS
Just because you have not heard of a product that solves your problem does not mean such a 
product does not exist. Spending the time to look, ask around and explore -- is the first step.
        Once you find a product that you want to use, do not just jump in and pay for it. Despite 
the elation that comes from the discovery of something great to use, if there is one company that 
solves the problem, there are almost certainly others that you can check into for what the costs 
will be.
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4. IT’S NO LONGER JUST ABOUT ON-PAGE 
OPTIMISATION A few years ago, Wikipedia and 
other big fish ruled the search results simply 
because of their high domain authority (DA). 
That is no longer the case – even though DA is 
still a ranking factor, search engines no longer 
look at the size of the website or its overall 
popularity. These days you’re likely to hear 
content strategists convincing webmasters they 
need to focus on a topical authority, that is, one 
prevalent topic your site should focus on.
        What this means is that on-page optimiza-
tion has extended to on-site optimization. In 
layman’s words, it’s not so eff ective to focus 
all your eff orts on optimizing one page for a 
particular keyword and trying to earn links to 
it but should instead work on building your 
entire brand around a relevant phrase.
        The solution is to work on establishing 
yourself as an authority in your industry. You 
will need to go far beyond an on-page SEO 
checklist and anchor text links. It’s essential 
that you start creating associations between 
your website and your business niche through 
quality content that will indicate to search 
engines you are the one who can be trusted on 
industry topics.
        For the end, a cliché – change is the only 
constant in the SEO world – and if you’re not 
following the trends, you’re falling behind. 

GUEST AUTHOR: CHLOE SMITH IS A CYCLING ENTHUSIAST, 
BUSINESS CONSULTANT FOR AN SEO AGENCY IN PERTH AND A 

ADVICE. SHE BELIEVES THAT PASSION, COURAGE AND, ABOVE 
PART-TIME WRITER ALWAYS WILLING TO SHARE TIDBITS OF 

ALL, KNOWLEDGE BREED SUCCESS.

S
mall-to-medium-sized businesses (and even big players) rarely 
understand what SEO really implies; what they know are merely 
statistical results they are bombarded with at every corner:
The no. 1 position in Google will get you nearly 33 per cent of clicks; 
75 per cent of users never scroll past the first page of search results; 
almost 80 per cent of searchers say they commonly choose to click on 
the organic results.

Basically, all 
you know is that you have to find a way to 
get to that first page (ideally, first place), 
no questions asked (aside from the one 
regarding the price of SEO services, of 
course). But what that agency actually 
does to get you to the top is none of your 
concern.
        Well, let me tell you a little secret – 
it should be. Many are those in the digital 
industry taking advantage of unethical 
practices in order to deliver their clients the desired results almost instantly. However, quick fixes 
and shortcuts don’t bring any good in the long run. 
        Au contraire – they can bury your website deep in the rankings, or even remove it for good.
And it’s not just unethical practices one should steer away from – it’s the outdated ones that are 
(not so) slowly but surely crossing over to the dark side.

1. GUEST BLOGGING IS DEAD What this statement meant for link builders was that the world was 
coming to an end. Just as they thought they’d found a loophole in Google’s system, one of search 
engine’s top people announced all those who earn their backlinks through this method will be 
penalized.
        Now, this actually sounded much worse than it should have. Namely, this did not mean we 
have to turn to creating quality content and releasing it to the online world, hoping someone will 
come across it and link to it. 
        No, this algorithm change did not tie our hands; Google targets only irrelevant, low-quality 
content which contains links that have nothing to do with websites they are posted on.
        The solution is to craft unique, informative content that will appeal to wider audiences and 
off er them answers to their queries. As a result, you’re bound to see increased traffi  c on your blog 
and more natural backlinks, which Google is going to reward with higher rankings. 

2. MORE IS ALWAYS BETTER This has been the mantra of many SEOs since the beginnings of 
digital marketing. The more websites you get to point to you, the more valuable you will be in 
the eyes of Google. Though this claim has been denied on numerous occasions, many are still 
exchanging and buying links, posting them in comments, forums, and directories, etc.
        Then the Penguin was released to attack those who have concentrated on building as 
many links as possible in the least amount of time; and yet, links are still listed as one of 
the strongest ranking factors. Evidently, these situations leave link builders clueless of 
what their approach should be.
        The solution is to (as it was the case with content creation) focus on quality. 
When you have a piece worth linking to, something others will consider worthy 
of presenting to their audiences, instead of defining a certain number of links to 
build to it, make a list of possible websites where you could off er your content 
as a relevant source of information. 
        Target high-quality sites and industry influencers – this method won’t 
bring as many backlinks, but the ones you do acquire will prove more 
beneficial.

3. KEEPING COUNT OF KEYWORDS With most agencies, optimisation of a 
website begins with keyword research and analysis in order to determine 
the relevant phrase a business should rank for. The myth you’ve likely come 
across in your life is that the more times you repeat a keyword, the higher you 
will rank for that term. 
        You can stop counting how many times you’ve mentioned a particular phrase 
on your page and in other elements, like meta tags or alt attributes of images. 
        Still, experts prefer to highlight that although there is a minimum number that has 
to be satisfied (after all, you need to give Google a hint about what you’re talking about) 
that doesn’t mean you should follow the advice which states your keyword should be found 
once in every 100 words, or in every title, meta, H tag. Once you go overboard, you’ll be labeled 
“spammer”, not just in the eyes of search engines, but users as well.
        The solution is to decide upon a keyword that best describes your product, services or topic 
you are writing about, and sees that it naturally fits the content you are creating.

        Then the Penguin was released to attack those who have concentrated on building as         Then the Penguin was released to attack those who have concentrated on building as 
many links as possible in the least amount of time; and yet, links are still listed as one of many links as possible in the least amount of time; and yet, links are still listed as one of 
the strongest ranking factors. Evidently, these situations leave link builders clueless of the strongest ranking factors. Evidently, these situations leave link builders clueless of 

        The solution is to (as it was the case with content creation) focus on quality.         The solution is to (as it was the case with content creation) focus on quality. 
When you have a piece worth linking to, something others will consider worthy When you have a piece worth linking to, something others will consider worthy 
of presenting to their audiences, instead of defining a certain number of links to of presenting to their audiences, instead of defining a certain number of links to 

        You can stop counting how many times you’ve mentioned a particular phrase         You can stop counting how many times you’ve mentioned a particular phrase 

        Still, experts prefer to highlight that although there is a minimum number that has         Still, experts prefer to highlight that although there is a minimum number that has 
to be satisfied (after all, you need to give Google a hint about what you’re talking about) to be satisfied (after all, you need to give Google a hint about what you’re talking about) 
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start to achieve data integrity, big data and 
analytics will help unlock the potential of 
disparate sources of data. Increasingly, 
data will better serve decision making at 
the enterprise level and provide a better 
understanding of emerging risks.

  PATIENT TRUST AND CENTRICITY: To become
more digitally-enabled and patient-centric, 
life sciences companies are using a range 
of strategies, including patient-centric 
corporate culture, collaborative healthcare 
ecosystem and digital partnerships among 
others. Organisation are looking to engage 
patients earlier to better understand unmet 
needs impacting trial design, patient 
recruitment and resilience. Products and 
services that better meet patient needs and 
improve treatment regimens will receive 
higher acceptance by payers, providers 
and regulators.

  A SMART, CROSS-FUNCTIONAL REGULATORY
APPROACH: As regulation timelines 
fluctuate, all stakeholders will need to 
continually evaluate the individual and 
collective impacts of new regulations 
and take a proactive approach to 
managing regulatory change. With 
regulations becoming more global, 
companies are moving towards self-
regulation and a culture of quality. 
Everyone’s goal is to make processes 
much simpler, and companies are 
starting to align their regulatory groups 
to accelerate the process.

 
GROWING THROUGH PARTNERSHIPS AND 
NEW OPERATING MODELS
  ALLIANCES AND PARTNERSHIPS: Over the

next few years, alliances will become 
more important for accessing external 
expertise and technology. New 
collaborations and partnerships will be 
established where the best scientific or 
technological fit can be achieved.

New Operating Models: Establishing collab-
orative ways of working is high on the agenda 
for life sciences organisation, and will require 
breaking the constraints of the current system. 
New operating models will welcome diverse 
and collaborative eff orts from a cross-sector of 
industries, public and private collaborations, 
and alliances between nonprofit and for-profit 
organisation. Companies will want to adopt 
new capabilities to support external partner-
ships and collaborations with health systems, 
patient advocacy groups, and other data ag-
gregators. 

I
n 2018, life sciences companies will need to embrace change and 
uncertainty. To adapt to the Fourth Industrial Revolution, they will 
need to build forward-looking organisation and establish new 
collaborative ways of working. 
        This is according to Deloitte Global’s 2018 Global Life Sciences 
Outlook: Innovating Life Sciences in the Fourth Industrial Revolution: 
Embrace, Build, Grow.
        “The life sciences sector is experiencing quite a bit of disruption 
and it’s creating transformative opportunities that should be embraced 

in the near term. The organisation that eff ectively manage this type of change will be better 
prepared to improve profitability and stay competitive,” said Deloitte Global & US life sciences 
sector leader Greg Reh. 
        “The life sciences sector will need leaders that think outside the current system and drive 
fast, focused innovation.”
        The advancement of innovative technologies has off ered life sciences companies with 
opportunities to reimagine their business and become more agile. 
        “In Southeast Asia, cloud, cognitive tools, artificial intelligence, and robotics are being 
pursued across the value chain of life sciences companies, which are leading to R&D effi  ciency, 
manufacturing productivity enhancements and patient centricity. 
        Increasingly, life sciences organisation are also moving towards innovation centres to acquire 
new capabilities and better meet Asia's healthcare needs,” commented Deloitte Southeast Asia’s 
life sciences and health care industry leader Mohit Grover.
        As the industrialisation of life sciences continues to evolve, companies should consider these 
key trends and strategies:
 
EMBRACING CHANGE AND UNCERTAINITY
  EXPONENTIAL CHANGES IN TECHNOLOGY: Artificial intelligence (AI), cognitive technologies, automation

and computing power are advancing at an accelerating rate. From improving drug safety 
and patient outcomes to shortening production times and increasing process effi  ciencies, 
technology is disrupting the life sciences industry and allowing companies to provide more 
custom and targeted patient care.

  UNCERTAINTY COMING FROM PRICING PRESSURES, VALUE-BASED CONTRACTING, THE GEOPOLITICAL CLIMATE AND TAX
REFORMS: Pricing, along with securing market access, is expected to continue to be a top priority 
for life sciences companies in 2018. Value in the eyes of patients and payers is expected to in-
creasingly drive pricing, not simply cover R&D expenses. Also, tax reforms globally will create 
incentives and disincentives for the life sciences industry and impact future investments. In an 
era of geopolitical uncertainty, the impact on pharmaceutical companies is still being assessed.

 
BUILDING FORWARD-LOOKING ORGANISATION
  FUTURE OF WORK: The future of work will be more networked, devolved, mobile, collaborative,

team-based, project-based, and fluid. Organisation need to adapt to new leadership 
mindsets, work built around technology, a skills-based economy, the evolution of a new AI, 
and a focus on mission, values and ethics. Informed leaders of the future will recognize 
these forces of change, how work is being redefined, and the implications for individuals, 
organisation and public policy.

  AN ETHICS-DRIVEN CULTURE FOCUSED ON SAFETY AND SECURITY: This will be a massive focus of regulators
in the next few years. Regulators expect the life sciences sector to be proactive, rather than just 
react to inquiries or defend themselves. Forward-thinkers will need to anticipate and build the 
kind of AI-infused world we want to live in, while focusing on security by design and migitating 
cyber security risks.

  DATA INTEGRITY, MAKING DATA REUSABLE AND ACCESSIBLE ACROSS SILOS: The biggest roadblock to future
innovation is everyone working in a very siloed manner. Companies need to create a 
working environment that values data integrity. As companies move away from silos and 
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W
hen it comes to investing in a 
franchise brand, one of the most 
important factor that comes into 
mind is the initial investment 
required by the franchise. When 
starting a business venture, your 

starting capital is what that gets the ball rolling.

AFFORDABLE 
FRANCHISE BRANDSBY 

JEFF
TAN

BUILDINGSTARS
F

ounded in 1994, Buildingstars is a 
commercial cleaning company ranked 
224th on the Entrepreneur Franchise 

500 list.
        At a very aff ordable minimum fee of 
US$2,245, you can invest in the franchise. 
The company focus on offi  ce buildings to help 
franchisees keep their schedule and workload 
consistent, attract quality employees and keep 
customers happy.
        Under Buildingstars’ Rising StarTM Man-
agement Program the initial investment will make 
franchisees a “technician”, or someone who runs 
a part-time cleaning business while keeping the 
security and income of their current job. 
        When franchisees are ready, the company 
will help them transition from the Technician 
Franchise into full-time business ownership. They 
will begin managing larger accounts, as well as a 
team of cleaning employees, and pitching in the 
cleaning work when needed.
        Once a franchisee developed the expertise 
and resources to manage larger tenant offi  ce 
buildings and small corporate headquarters, 
he or she will be welcomed to Buildingstars’ 
Corporate program. It’s the only large building 
franchise in the industry, and it off ers the highest 
average gross revenue of any cleaning franchise.
        With an opportunity to invest in the 
franchise and keeping your day job at the same 
time, the management program is attractive to 
people who are taking their first steps toward 
entrepreneurship. 

CEO: Chris Blase
Business headquarters: Maryland Heights, Missouri.
Franchising since: 2,000
Initial investment: US$2,245 to US$53,200
Initial franchise fee: US$995 to US$46,995
New units in 2017: 53 units (7.8 per cent)
Training: One to five hours on the job, three to 16 hours in 
the classroom
Marketing support: Ad templates, regional 
advertising, social media, SEO, email marketing

DREAM VACATIONS
R

anked at 138th on the Entrepreneur 
Franchise 500 list, Dream Vacations is 
the lowest-ranked company in this 

article, but still ahead in the rankings of major 
brands such as Doubletree by Hilton. 
        Speaking of which, a Doubletree by Hilton 
can sell for as much as US$69.3 million —  over 
21,000 times more than a Dream Vacations 
franchising opportunity.
        According to the offi  cial website of Dream 
Vacations, the initial investment fee is one-time 
only and the contract period is for a 5-year term. 
Should you choose to renew after the 5-year 
term, you will not be required to pay the initial 
fee again.
        To be a franchisee, no prior experience 
in the travel industry is necessary. Dream 
Vacations’ home based travel business owners 
come from many diff erent social and professional 
backgrounds.
        One attractive perks of being a franchisee 
is that you will receive 100 per cent of the 
travel industry’s highest paid commissions. 
Additionally, as a debt-free company, Dream 
Vacations will be paying out commissions weekly 
via direct deposit.

CEO: Tim Davis
Business headquarters: Fort Lauderdale, Florida.
Franchising since: 1,992
Initial investment: US$3,245 to US$21,850
Initial franchise fee: $495 to $9,800
New units in 2017: 29 units (2.7 per cent)
Training: 45 hours in the classroom
Marketing support: Co-op advertising, ad templates, 
national media, regional advertising, social media, website 
development, email marketing, loyalty program/app

STRATUS BUILDING SOLUTIONS
S

tratus provides the most 
comprehensive green janitorial and 
offi  ce cleaning options in the industry. 

        The company off ers environmentally 
responsible, Green Business and LEED 
compliant janitorial services with state-of-
the-art cleaning equipment using UV-C light, 
allergy-reducing HEPA filters, microfibers to 
reduce chemical use, and Green Seal Certified, 
biodegradable, non-toxic, no-VOC Stratus Green 
Clean chemicals. 
        Like the rest of the companies featured in 
this article, Stratus has two diff erent types of 
franchises available: unit and regional master. 
        A regional master offi  ce oversees several 
smaller units, hence the big diff erence in possible 
investment cost. However, you can start a Stratus 
unit franchise with a net worth of as little as 
US$5,000.
        A regional master acts as an area developer, 
selling and supporting unit franchisees in 
an exclusive territory. In comparison, a unit 
franchise is aff ordable and home-based.
        Frequent customers of the Stratus franchise 
are schools, medical offi  ces, shopping centers, 
warehouses, dealerships, religious centers, 
professional offi  ces, daycares, retail stores, gyms 
and more. Purchasing a commercial cleaning 
franchise provides a limitless source of new 
customers, in major metropolitan areas to 
smaller towns. 

CEO: Afshin Cangarlu
Business headquarters: Canton, Massachusetts.
Franchising since: 2,006
Initial investment: US$3,450 to US$48,350
Initial franchise fee: US$2,700 to US$37,600
New units in 2017: 91 units (7.4 per cent)
Training: 40 hours on the job, 40 hours in the classroom
Marketing support: Co-op advertising, ad templates, 
national media, regional advertising, social media, SEO, 
website development



        Hence, if you are exploring franchising 
opportunities, always check with the 
franchise owner on the initial investment 
and initial franchise fee. There is also the 
matter of advertising fee which would need 
to be agreed upon. 
        A franchisee should also be aware 

of the training and marketing support 
provided by your franchise. 
        The whole idea of taking up a 
franchising opportunity is to leverage 
on the strength of a franchise brand to 
start your own business. As part of an 
established brand, you gain credibility 

among consumers and have access to 
resources that would be hard to secure on 
your own.
        In this issue of SME, we look into seven 
franchise brands in the Entrepreneur 
Franchise 500 list, which presents 
aff ordable franchising opportunities.
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JAZZERCISE 
J

azzercise is ranked 63th on the 
Entrepreneur Franchise 500, which is 
one of the highest rankings on the list. 

The female-focused fitness franchise is one of the 
world’s leading dance fitness companies.
        Jazzercise was founded by Judi Sheppard 
Missett in 1969 and the company started fran-
chising in 1982 - longer than any other companies 
mentioned in this article. However, the company 
is still growing in units - 2017 represented a 10 
year high with over 9,000 locations.
        Judis’ family moved to Carlsbad, California 
where she taught classes in local recreation 
centres. Jazzercise quickly took off  in San Diego 
and she trained new instructors herself. 
        Many of those first instructors were in 
military families, so as they moved around the 
country, and the world, new populations were 
continually introduced to the programme. 
        Initially using VHS videos, Judi was able to 
train franchisees from a distance and began to 
sell franchise rights for Jazzercise studios across 
the country. She still runs the company as CEO 
and teaches classes every week. Her daughter, 
Shanna Missett Nelson, is the company’s 
president and an instructor. 
        Jazzercise combines dance, strength, and 
resistance training with popular music for a full-
body workout.

CEO: Judi Sheppard Missett
Business headquarters: Carlsbad, California
Franchising since: 1982
Initial investment: US$3,700 to US$32,750
Initial franchise fee: US$1,250
New units in 2017: 199 units (2.2 per cent)
Training: Ongoing, self-directed training on the job
Marketing support: Co-op advertising, ad templates, 
regional advertising, social media, SEO, website development, 
email marketing

JAN-PRO
A

t 51 on the Entrepreneur Franchise 
500 list, JAN-PRO is the highest-
ranked among the seven franchise 

mentioned here. 
        The commercial cleaning company is also 
one of the most expensive entries in this article 
— though that depends on which perspective you 
are looking from, considering the initial franchise 
fee can go for as low as US$2,520 and the initial 
investment can be less than US$4,000. 
        JAN-PRO requires its franchise owners to 
complete extensive training on JAN-PRO brand 
standards, the latest technologies, JAN-PRO 
branded processes, cleaning techniques and a 
checklist of services. 
        The combination of proprietary processes 
such as the EnviroShield® process — the same 
cleaning process used to sanitise hospital 
operating rooms — an extensive cleaning regimen 
each visit, and ongoing training keep JAN-PRO to 
be one of the leaders in commercial cleaning.
        Other than home-based franchising 
in the US, JAN-PRO off ers international 
franchising opportunity. The company’s two-tier 
international cleaning franchise model places 
each master franchisor squarely in charge of a 
high-potential territory.
        Through the JAN-PRO franchise model, 
international master franchisors will develop 
a network of single-unit franchise owners who 
become the driving force behind their business’s 
revenue stream. 
        A master franchisor will take care of exec-
utive-level responsibilities while the single-unit 
franchise owners execute cleaning services and 
attend to the needs and concerns of their clients.

CEO: Eddie Curry
Business headquarters: Alpharetta, Georgia.
Franchising since: 1,992
Initial investment: US$3,985 to US$51,105
Initial franchise fee: US$2,520 to US$44,000
New units in 2017: 262 units (3.2 per cent)
Training: 15 hours on the job, 15 hours in the classroom
Marketing support: Regional advertising, social 
media, SEO, website development, email marketing

MAID RIGHT
F

ounded in 2013, Maid Right is the 
youngest company on this list. Until 
today, the brand has grown from just 

two US franchises to 254 locations, including 
eight international franchises. 
        The company’s business model is built on 
providing people with the training, equipment, 
and the support needed to start their own 
successful home cleaning businesses. 
        With Maid Right, Cleaning Pros aren’t 
hourly employees. They are empowered local 
small business owners — committed to growing 
their businesses through great service and long-
term customer satisfaction.
        Maid Right has achieved exceptional 
results by having its franchise owners directly 
involved with the residential cleaning services 
they off er. The company’s franchise owners put 
their reputations on the line with each and every 
cleaning they deliver. 
        Like the rest of the franchises on this list, 
Maid Right off ers multiple opportunities for 
investing. The first is to become a maid or clean-
ing pro yourself, while the second is to become 
a manager or executive. Maid Right is ranked 
473rd on the Entrepreneur Franchise 500.

CEO: Eddie Curry
Business headquarters: Alpharetta, Georgia.
Franchising since: 2,013
Initial investment: US$4,675 to US$48,755
Initial franchise fee: US$3,600 to US$43,800
New units in 2017: 100 units (64.9 per cent)
Training: 15 hours on the job, 15 hours in the classroom
Marketing support: Regional advertising, social media, 
SEO, website development, email marketing 
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T
he UK, a leading 
trading power 
and financial 
center, is the 
third largest 
economy in 

Europe after Germany and 
France. Agriculture is intensive, 
highly mechanised, and effi  cient 
by European standards, 
producing about 60 per cent of 
food needs with less than 2 per 
cent of the labour force. 
        The UK has large coal, 
natural gas, and oil resources, but 
its oil and natural gas reserves are 
declining; the UK has been a net 
importer of energy since 2005. 
Services, particularly banking, 
insurance, and business services, 
are key drivers of British GDP 
growth. Manufacturing, mean-
while, has declined in importance 
but still accounts for about 10 per 
cent of economic output.
        In 2008, the global financial 
crisis hit the economy particularly 
hard, due to the importance of 
its financial sector. Falling home 
prices, high consumer debt, and 
the global economic slowdown 
compounded the UK’s economic 
problems, pushing the economy 
into recession in the latter half 
of 2008 and prompting the then 
Brown (Labour) government to 
implement a number of measures 

to stimulate the economy and 
stabilise the financial markets. 
        Facing burgeoning public 
deficits and debt levels, in 2010 
the then Cameron-led coalition 
government (between Conserva-
tives and Liberal Democrats) 
initiated an austerity program, 
which has continued under the 
Conservative government. 
        However, the deficit still 
remains one of the highest in the 
G7, standing at 3.6 per cent of 
GDP as of 2017, and the UK has 
pledged to lower its corporation 
tax from 20 per cent to 17 per 
cent by 2020. The UK had a debt 
burden of 90.4 per cent GDP at 
the end of 2017.
        The UK’s economy has 
begun to slow since the referen-
dum vote to leave the EU in June 
2016. A sustained depreciation of 
the British pound has increased 
consumer and producer prices, 
weighing on consumer spending 
without spurring a meaningful 
increase in exports. 
        The UK has an extensive 
trade relationship with other 
EU members through its 
single market membership 
and economic observers have 
warned the exit will jeopardise its 
position as the central location for 
European financial services. 
        Prime Minister Theresa 

May is seeking a new “deep and 
special” trade relationship with 
the EU following the UK’s exit. 
However, economists doubt that 
the UK will be able to preserve 
the benefits of EU membership 
without the obligations.

ETIQUETTE AND 
CUSTOMS The Brit-
ish adhere to certain 
protocols in business 
and their daily lives. 
Here are 10 things 
to take note of in 
the UK.

01 VISITING In most 
houses in Britain, 
the door are usu-
ally kept closed. 
It is customary to 
visit people at a 
pre-arranged time 
and day. In general, 
people are not com-
fortable if you just 
drop in.  Neverthe-
less, if someone 
says to drop in at 
anytime, feel free to 
do so as long as it is 
not in the middle of 
the night.
        When you 
go into someone’s 
house, do take your 

UNITED KINGDOMBY 
JEFF
TAN

hat off  (men only). It is impolite for 
men to wear hats indoors especially 
in churches. It is now becoming 
more common to see men wearing 
hats indoors. However, this is still 
seen as being impolite, especially 
to the older generations

UNITED KINGDOM IN FIGURES: Official name: United Kingdom of Great Britain and Northern Ireland  Capital: London  Land Area: 241,930 sq km  Population: 65,648,100 (2016 estimate)  
Languages: English  Major Religions: Christian  Currency: Pound sterling  GDP: $2.88 trillion (2017 estimate)  GDP per Capita: $43,620 (2017 estimate)  Main Exports: Manufactured 
goods, fuels, chemicals, food, beverages  Main Export Destinations: The US, Germany and France  Main Imports: Manufactured goods, machinery, fuels; foodstuffs

   TRADE      
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02 FORM OF GREETING In Britain the 
handshake is the common form of 
greeting. When you meet people 
for the first time, it is normal to 
shake hands. A firm handshake 
is the norm; there are no issues 
over gender in Britain. The usual 
formal greeting is “How do you 
do?” and a firm handshake, but 
with a lighter touch between men 
and women.
        “How do you do?” is a greet-
ing not a question and the correct 
response is to repeat “How do 
you do?” You say this when shak-
ing hands with someone.
        Avoid prolonged eye contact 
when you meet people for the first 
time, as it might make them feel 
uncomfortable. In Britain, there 
still some protocol to follow when 
introducing people in a business 
or more formal social situation. 
        Introduce a younger person 
to an older person, that is, intro-
duce a person of lower status to 
a person of higher status. When 
two people are of similar age and 
rank, introduce the one you know 
better to the other person.

03 GIFT GIVING ETIQUETTE During 
Birthday and Christmas celebra-
tions, it is common for the British 
to exchange gifts between family 
members and close friends. The 
gift need not be expensive, but 
it should usually demonstrate an 
attempt to find something that is 
related to the recipient’s interests. 
        When invited to someone’s 
home,  it is normal to take along 
a box of good chocolates, a good 
bottle of wine or flowers. Do 
note that gifts are opened when 
received in the UK.
 
04 QUEUING Queuing is a unique 
part of the British culture. People 
in Britain usually form a queue 
or a single line in a shop, or when 
they want to buy a ticket with the 
intention of allowing  those who 
arrived first to be served first. 
        It is advisable to take your 
place in the queue and not try 
to muscle your way to the front 
as this may annoy other people 
in the queue. If you are really in 
a desperate hurry, people will 
always let you through to the 
front if you politely ask.
 
05 PUNCTUALITY The British are 
generally punctual, especially 
the Scots. The British consider 
it rude and impolite if you turn 
up late for an appointment.  

Punctuality is very important in 
business situations. In most cases, 
the people you are meeting will 
be on time. 
        Call even if you will be five  
minutes late than agreed. If you 
have been delayed or cannot 
make the appointment , then 
make an eff ort to contact the 
person to let them know. It is a 
good idea to telephone and off er 
your apologies.

06 DINING ETIQUETTE If invited to a 
person’s house for dinner, ensure 
you are punctual as already 
discussed. Do not sit down at 
once when you arrive. The host 
may show you to a particular seat. 
Table manners are Continental, 
i.e. the fork is held in the left 
hand and the knife in the right 
while eating.
        Do not rest your elbows on 
the table. When you finish eating, 
lay your knife and fork parallel 
across the right side of your 
plate. remember If you have not 
finished eating, cross your knife 
and fork on your plate with the 
fork over the knife.
        If invited to a meal at a 
restaurant, the person extending 
the invitation usually pays. 
Usually starters will be served 
first, followed by the main 
course, before dessert. When 
discussing business over dinner, 
be prepared to backup your 
claims with facts and figures. 
British rely on facts, rather than 
emotions, to make decisions.
  
07 MAKING FRIENDS The British 
are generally friendly and 
open-minded. It usually takes 
some eff ort at first to build 
relationships, but once built it 
could last over a long period 
of time. one easy way to make 
friends is to  chat with your 
school mates as the opportunity 
presents itself.  
        Generally, the British are 
very reserved and private people 
and their women are accustomed 
to being independent. It is 
considered impolite to ask a 
lady her age. The two classic 
signs a lady would like to be left 
alone are reading a newspaper 
or listening to music through 
headphones. Only interrupt if you 
actually know the lady quite well.

08 TIPPING Tipping is not expected 
in the UK, in the way it is in 
the US or Canada, but is much 

appreciated. It is not necessary 
to tip at all in taxis, but it is 
customary to round up to the 
nearest pound on metered taxi 
journeys, more as a convenience 
than a tip. 
        On an airport journey in a 
booked minicab you might wish 
to tip two or three pounds if the 
driver helps with your bags. If tak-
ing a metered London taxi from 
Heathrow the metered charge will 
be so high compared to minicabs, 
that this really is not necessary.
        Some restaurants add on 
an “optional” service charge to 
bills, of typically 10 per cent or 
12.5 per cent. This should always 
be noted in the menu. If you are 
unhappy with the service you 
can ask for it to be removed. For 
parties of six or more the service 
charge is sometimes mandatory. 
If a service charge has been 
added onto your bill, you should 
NOT add any further tip

09 HOW TO BEHAVE IN PUBLIC PLACES
It is impolite to stare at people in 
public places; and spitting in the 
street is considered to be very bad 

TIPS ON DOING BUSINESS IN THE UK
 In general, the British value time-keeping for business arrangements. If you set
up a meeting for two o’clock, the chances are your counterparts will arrive on 
time or just before. 
 Attending social events is slightly different, and guests may be expected to arrive
about fifteen minutes after the specified time, but this is contingent on the 
nature of the event and the number of attendees. 
 In the UK, an agreement will not normally be final and complete until a written
contract has been formally signed and witnessed. Thus, it is crucial to ensure that 
all the terms and conditions are included in a formal contractual document. 
 When it comes to business dress codes, classical conservative attire is the norm
for both men and women in British culture and dark colours such as black, dark 
blue and charcoal grey are predominant. 
 Denim is not normally acceptable for professional business meetings. When in
doubt about the dress code for a particular business event, it is advisable to be 
overdressed rather than risk making a poor impression. 

FUN FACTS
 There is only a 34 kilometre (21 mile) gap between England and France and the
countries are connected by the Channel Tunnel which opened in 1994.
 England was the first industrialised nation after the industrial revolution that
began around 1760.
 The first televised airing of The Championships, Wimbledon (tennis) was by the
BBC on 21st June 1937.
 Noted for its 15th-century church, half-timbered medieval cottages and circular
walk, Lavenham, a village in Suffolk made the perfect film set for Harry Potter’s 
Godric's Hollow.
 Sherwood Forest, located in Nottinghamshire, is the fabled hiding place of Robin
Hood and his Merry Men. There is a giant Major Oak tree that could be 1,000 years 
old in the forest.
 On average the London Eye receives more visitors per year than the Taj Mahal and
the Great Pyramids of Giza.
 The 32 capsules on the London Eye are representative of the 32 London boroughs,
and each one weighs as much as 1,052,631 pound coin. 

mannered. Also try not to pick 
your nose in a public place. If 
your nostrils need debugging, use 
a handkerchief.
        Most members of the British 
public will happily provide you 
with directions if you approach 
them politely.  Make sure you are 
familiar with terms like round-
abouts, level crossings, traffi  c 
lights, zebra crossings, bus lanes, 
contra flow, and, if using any of 
the motorways, traffi  c jams.

10 THANK YOU/ I’M SORRY/ PLEASE
The British say thank you a lot, 
even for minor things. If you 
accidentally bump into someone, 
say “sorry”. They probably will 
too, even if it was your fault. This 
is a habit and can be seen as very 
amusing by an “outsider”.
        Sometime the Brits say 
“cheers” instead of thank you. 
You may hear “cheers” said in-
stead of “good bye”, what they are 
really saying is “thanks and bye”. 
There are no absolute rules about 
when to use polite terms, but you 
should certainly use them when 
shopping or addressing strangers.
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I
n the last 
decade, 
reputable 
international 
luxury hotel 
chains such as 

Shangri-La, Peninsula, Hyatt, 
Four Seasons, Mandarin 
Oriental and Ritz-Carlton have 
moved in to Tokyo. Other 
notable hotels include Tokyo 
Station Hotel, Palace Hotel and 
the Capitol Hotel Tokyu.
        For easier directions when 
travelling in the metropolis, the 
easiest way is to start off  from 

the central point of Tokyo – the 
Chiyoda district. It is an area 
around the Imperial Palace and 
gardens – a 3.5 sq km green 
space (and residence of the 
Emperor Akihito and his wife 
Empress Michiko). 
        Notable districts for business 
travellers include Marunouchi 
(to the east of the palace), 
Roppongi and Shibuya (to the 
southwest) and Shinjuku (to the 
west) – these are the areas with 
the most international hotels, 
multinational offi  ces and western-
style restaurants. 

TOKYO
A BUSTLING 
CITY 

BY 
JEFF
TAN

   BUSINESS TRAVEL      

tariff  in Tokyo is between ¥410  
to ¥640. 
        A sparkling new 
international terminal, a fourth 
runway, proximity to the city 
centre and an increasing number 
of international arrivals have 
combined to transform Tokyo’s 
Haneda International into 
the preferred airport for most 
business travellers. 
        Prior to 2010, Haneda 
was primarily Tokyo’s domestic 
hub because most international 
operations took place at distant 
Narita International Airport. 

        These districts are well 
connected by the highly effi  cient 
Tokyo Metro system. For first-
time travellers to Tokyo, you 
might be bewildered by the 
number of subway lines in the 
capital city. It is hence advisable 
to request assistance at your 
hotel front desk before heading 
to your destination. 
        For those who would like 
to skip the hassle of finding out 
which subway line to take for 
your trip, taxis are plentiful but 
very expensive. According to 
Numbeo.com, the starting taxi 
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not on top of it: you will find the 
venue along the Koshu-kaido near 
Takaosanguchi Station.

According to Business Events 
Tokyo, the 10 reasons to 
choose Tokyo as a business 
destination are:

01. CONVENTION CITY WITH PROVEN 
TRACK RECORD Tokyo hosted 
225 international congresses 
in 2016 alone, which ranks 
Japan’s capital city sixth in 
the world and has retained 
the position in UIA’s top 10 
cities for the sixth consecutive 
year. Having attracted 20,000 
participants, the success of 
the “World Ophthalmology 
Congress 2014”, raised Tokyo’s 
excellent reputation as a host 
city even higher.

02. GREAT ACCESS FROM AROUND THE 
WORLD Tokyo’s two modern 
international airports handle all 
major carriers and provide great 
access for our guests from around 
the globe. 
        Narita Airport off ers over 
1,610 international flights from 
103 cities and Haneda Airport 
in the city center off ers over 760 
flights from 31 cities each week. 
More international flights are 
scheduled ahead of the Olympic 
and Paralympic Games in 2020.

03. WIDE RANGE OF HOTELS AND VENUES
As a business capital, Tokyo 
constantly welcomes government 
dignitaries and business leaders, 
off ering the highest quality 
of service and organisation. 
The 98, 000 guest rooms in 
Tokyo off ers a wide choice of 
accommodation, from budget to 
luxury international brands. A 
variety of multi-purpose venues 
can fulfill the specific needs of 
every meeting planner.

04. SAFE AND CLEAN Despite being 
a huge metropolis, Tokyo has 
a very low crime rate and has 
been ranked No. 1 in the top 10 
safest cities in the world by the 
2015 Economist Intelligence 
Unit Report. 
        One can walk the streets 
or take the subway at night and 
feel completely safe. Many guests 
visiting Tokyo for the first time 
comment on the cleanliness of 
the city as well – the roads are 

incredibly clean, the air is clear 
and the tap water is safe to drink.

05. UNIQUE MIXTURE OF MODERN AND 
TRADITION Asakusa District, the 
Imperial Palace, Meiji Jingu 
Shrine and many more carefully 
preserved sites represent 
Tokyo’s 400-year history, 
along with the new icon Tokyo 
Skytree, the world’s tallest free-
standing tower. 
        State-of-the-art skyscrap-
ers and neon lights intersperse 
hidden temples and shrines. 
Traditional arts and cutting-edge 
design and technology continu-
ously take on new shapes, making 
Tokyo the ultimate combination 
of modernity and tradition.

06. IRRESISTIBLE JAPANESE CUISINE
Washoku, or authentic Japanese 
cuisine, including globally 
popular sushi and tempura, has 
been designated by UNESCO as 
an Intangible Cultural Heritage. 
        There are more than 80, 
000 restaurants in Tokyo, 
and the city boasts the most 
Michelin stars in the world. 
The exquisite quality and wide 
variety of dishes, from washoku 
to world cuisine, make for an 
unforgettable experience.

07. ACADEMIC AND BUSINESS HUB IN ASIA
Over 150 universities that include 
the University of Tokyo, which 
is home to 10 Nobel laureates, 
are located in Tokyo, fostering 
scientific innovation and cutting 
edge collaboration between 
academics worldwide. 
        Tokyo is also a global busi-
ness hub in Asia with numerous 
world-renowned companies such 
as Honda and Canon. Tokyo 
therefore has the power to attract 
many participants and exhibitors 
to your event.

08. EXCEPTIONAL ORGANISATION 
AND SERVICE The Japanese are 
renowned for their good nature 
and unique temperament, 
providing dependable, top-class 
service with a smile. 
        An attention to detail 
and the ability to anticipate 
your needs and deliver what’s 
required as well as execution 
according to plan combine to 
off er you a level of precision and 
comfort that is sure to make 
your event a great success.

09. CITY GOVERNMENT’S STRONG SUPPORT

In the long-term vision (2014-
24), the Tokyo Metropolitan 
Government clearly states its 
commitment to take action to 
support future business events 
held in Tokyo. The main focus is 
on providing financial and in-kind 
support for large association 
meetings as well as in-kind 
support for corporate events to 
ensure your every success.

10. PROFESSIONAL EXPERTS AS YOUR 
ONE-STOP SHOP Based on deep 
cooperation with the local 
hospitality industry, the Business 
Events Tokyo team is your one-
stop source for tapping into the 
city’s expanding facilities and 
increased resources. With our 
expertise in the business events 
industry in Japan, we will work 
closely with you to make your 
next event a success beyond 
your expectations.

EVENTS IN MARCH

01. ANIMEJAPAN 2018 The world’s 
largest anime industry event 
targets a wide range of visitors 
from around the globe, 
including anime fans as well as 
artists and producers. 

02. SENSOJI HONZON JIGEN-E A 
festival honouring the three men 
who founded Asakusa’s great 
Sensoji Temple almost 1,400 
years ago, the annual Honzon 
Jigen-e sees three portable 
mikoshi shrines enshrining them 
transported from neighbouring 
Asakusa Shrine to the temple’s 
main hall and back again. 

03. RIKUGIEN CHERRY BLOSSOM LIGHTUP
Rikugien's annual spring celebra-
tion will be back again for 2018, 
which means that both the park's 
huge cherry trees and the rest of 
the beautiful Japanese garden will 
be lit up in the evening, creating 
a magical atmosphere for sakura 
flower viewing.

EXHIBITIONS IN MARCH

01.  FOODEX JAPAN  
  6th to 9th March 2018
02.  BIO ASIA INTERNATIONAL  
  13th to 18th March 2018
03.  INTERPETS ASIA PACIFIC
  29th March to 1st April 2018 
     

But Haneda is located just 14km 
south of city with taxi fares in 
the ¥7,000 to ¥9,000 range, vs 
¥20,000 to ¥25,000 yen from 
Narita, located 60km away. 
        Depending on when flights 
arrive or depart (and traffi  c), 
train service to or from Haneda 
is often less expensive (at ¥500 to 
¥600), and quicker than driving 
(it only takes about 30 minutes). 
The hour-long ride on the train to 
or from Narita costs ¥2,940 yen. 
Coach service to or from both 
airports from certain large hotels 
is also available – inquire at your 
hotel regarding schedules.
        
RECOMMENDED EVENTS/
ACTIVITY: To get a one-day look 
at life outside of Tokyo’s bustle, 
make a day trip to Hakone, 80km 
south of the city near the base of 
Mount Fuji. Even if the weather 
is lousy and the mountain is not 
visible, the trip is memorable 
because of the multiple 
conveyances used to get there. 
        First is the 90-minute ride 
on the Odakyu “Romance Car” 
train from Shinjuku station 
to Odawara (try to sit in the 
aerodynamically shaped lead car 
for the best views). From there 
you take smaller Tozan Railway 
on a zigzag 15-minute route up 
the side of a mountain to the tiny 
town of Hakone. 
        The Hakone Open Air 
Museum is another attraction 
not to be missed.  It has a large 
collection of sculpture from 
the likes of Picasso and Henry 
Moore in a lovely outdoor 
garden atmosphere. 
        From Hakone, catch a 
funicular for an even steeper trip 
up to a gondola platform for a 
“ropeway” trip over steaming 
geothermal springs to the 
gorgeous Lake Ashi with Mount 
Fuji (visibility depending on the 
weather) rising peacefully nearby.
        Another cultural event is 
the Mount Takao Hiwatari-Sai. 
Held every year in March, the 
Hiwatari-sai or Fire Walking 
Festival at Mount Takao sees 
barefooted monks walk through 
a smouldering fire chanting 
prayers, making for a spectacular 
(and much-photographed) sight. 
        Visitors can also try strolling 
in these masters’ footsteps, but 
only after most of the fire has 
been put out – remember to play 
it safe. Note that the festival takes 
place at the foot of the mountain, 



app downloads and 8 million mobile sessions. 
This high usage transcended to a 100 per cent 
month-on-month increase in adoption of its 
mobile payment feature, FavePay. As such, 
it subsequently resulted in a 400 per cent 
increase in the acceptance of FavePay as a 
payment option among its merchant base. 
        “FavePay presents a simplified and user-
friendly mobile payment option. It bundles 
convenience, savings and rewards in a single 
app for consumers while providing merchants 
with a cost-saving mobile payment solution 
and an in-house loyalty program,” said Fave 
founder Joel Neoh. 
        To date, Fave has partnered with over 
10,000 merchant outlets and has expanded to 
Kuala Lumpur, Penang, Johor Bharu, Ipoh, 
Kuching, Kota Kinabalu, Singapore, Bandung, 
Surabaya, Bali and Jakarta. 
        Since the launch of FavePay last April, the 
company’s gross merchandise volume (GMV) 
consistently doubled the following months.
        “We want to provide businesses with 
a convenient way to easily accept payments, 
grow their business and at the same time, 
connect users with new Fave merchants. With 
that, we did not stop at off ering a mobile 

O
ver 2 million app 
downloads and 8 million 
mobile session reaffi  rms 
cashless payment as the 
“next wave” for mobile 
commerce in Malaysia
        With the high rate 

of smartphone penetration and a steady 
increase in the adoption of advance payment 
options, mobile payment is set to drive the 
transformation of Malaysia’s mobile commerce 
industry this year. 
        As of 2017, there was a reported 42.8 
million mobile phone users in Malaysia, out of 
which 70 per cent are smartphones.
        The entrance of big mobile payment 
companies such as AliPay and WeChat is 
further proof of the country’s potential as a 
growing market for cashless payment options. 
This is solidified with Bank Negara Malaysia’s 
increased eff orts to accelerate mobile 
payments in the country. 
        With rewards and customer loyalty 
benefits at the core of Fave’s business, the app 
is now at the forefront of Malaysia’s evolving 
mobile commerce industry. 
        Last year, Fave recorded over 2 million 

payment option. We wanted to ensure that our 
merchants could understand their customers 
better, which is why we introduced FaveBiz. 
        “FaveBiz allows merchants to track real-
time transactions and understand purchasing 
trends. In doing so, they are able to take note 
of their customers’ preference while also 
enhancing their rewards and loyalty programs 
to benefit their patrons,” added Joel.
        Fave has seen fast growth among 
merchants such as Juice Works, llaollao, 
Unique Seafood Group of Restaurants, 
MBG Fruits, Serai Group, La Juiceria and 
Teppanyaki since launching the platform. 
        As such, we believe the continued rapid 
adoption of mobile payment in Malaysia will 
fuel Fave’s target of reaching RM1 billion in 
transactions and a merchant base of more than 
100,000 in Southeast Asia.
        With 14.7 per cent of Malaysians already 
utilising payment gateway services to make 
online purchases, the momentum is expected 
to continue throughout 2018. 
        In the months to come and beyond, Fave 
is set to spur and support Malaysia’s mobile 
commerce transformation in reaching the 
nation’s cashless aspirations. 

BY 
FAVE
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        Attackers use a weak link in the adminis-
trative accounts to gain extensive control over 
sensitive data and IT systems, which can cause 
chaos in every organisation. These accounts 
are often overlooked and therefore present a 
path of least resistance, and can be powerful 
weapons in the wrong hands.
        Businesses today run on IT. This makes 
cyber security a business necessity as well as a 
technology requirement. A strong security pro-
gram can not only protect a business’s assets, 
it can also give it a competitive advantage.
        Although SMBs face the same cyber 
security challenges as large businesses, they 
often have fewer resources and little in-house 
expertise to address these challenges. This 
makes it important that they get the best return 
on their security investments by prioritizing 
the right things in their security programs.

THE NEED TO KNOW
Cloud computing and hosted services can 
make advanced technology aff ordable, and 
SMBs often find it cost-eff ective to outsource 
many IT functions, including security. 
        But at the end of the day, each business is 
still responsible for its own security. Owners 
and executives need to understand the basics 
of cyber security, know what their service 
providers are doing and what questions to ask 
of them.
        Security needs will vary depending 

S
mall- and medium-sized 
businesses (SMBs) are the 
backbone of the Singapore 
economy. Singaporean 
SMBs make up 99 per 
cent of all Singapore 
companies and contribute 

to nearly half of the GDP while employing 70 
per cent of the workforce. 
        Recognising the challenging global 
economic outlook for 2017, SMBs in 
Singapore are realising the need to 
transform and adapt to slowing growth 
with technological change. With 42 per 
cent of SMBs wishing for greater support 
for technological change, there is a need to 
consider the cybersecurity risks involved with 
digital transformation.
        As more businesses increase productivity 
by digitising data, automating processes and 
off ering services online, they become more 
susceptible to risks online. SMBs also have 
sensitive information from employees and 
customers, proprietary information about 
products, and they often are part of a global 
supply chain for other companies. 

Every business is a target, regardless of size, 
and none can aff ord to ignore the security of 
its IT infrastructure.

SMB HAVE LOTS OF ASSETS, 
LIMITED RESOURCES
SMBs may assume they have little to interest 
hackers and therefore put cyber security on 
the back burner. We know this isn’t true. 
Hospitals, for example, hold sensitive health 
information and have networked medical 
devices at risk. Unfortunately, some learned 
the hard way with episodes of ransomware 
disrupting business and damaging reputations. 
        It is not just a company’s own 
information and systems that are at risk. SMBs 
have been the channel in high-profile breaches 
that compromised millions of records. 
        In Singapore, the Personal Data 
Protection Commission charged K Box 
Entertainment Group and its IT vendor for 
PDPA infringement in April 2013. 

JEFFREY KOK IS ASIA PACIFIC JAPAN 
TECHNICAL DIRECTOR AT CYBERARK

on circumstances. Each company must 
understand its attack surface—vulnerable areas 
in the IT environment that could breached to 
compromise systems—and the impact of each 
potential breach. 
        By assessing the impact, vulnerabilities 
can be prioritised, so that the cyber security 
program focuses on the areas needed to 
manage risks.
        The key to protecting an IT infrastructure 
is privileged accounts. These accounts, if 
compromised, can eff ectively turn an intruder 
into an insider, giving the attacker rights 
to move throughout the network, escalate 
privileges, change settings and configurations 
and access data. 
        When allocating scarce cyber security 
resources, privileged accounts must be 
identified, assessed and prioritized.

A SINGLE STANDARD FOR SECURITY
An SMB IT infrastructure may not be as 
complex as a global enterprise, but the benefits 
of a layered approach to cyber security applies 
to all. Additionally, there are documented best 
practices and basic cyber hygiene practices that 
should be followed.  

BY 
JEFFREY 

KOK
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SALES BLOG     WITH SUE BARRETTSALES BLOG     WITH SUE BARRETT  WITH SUE BARRETT

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

adviser, facilitator, sales 
coach, training provider and 

entrepreneur. Sue founded 
Barrett in 1995 to positively 

transform the culture, 
capability and continuous 

learning of leaders, teams and 
businesses by developing sales 

driven organisations that are 
equipped for the 21st Century. 

promising a great experience, many organisations let themselves down 
completely when the customer comes in to contact with the company’s 
reality.
        I’m not talking about over servicing and satisfying the “entitled” 
customers who think everyone owes them and you are at their beckon 
call. I’m simply talking about keeping the promises you make and making 
‘my life’ easier as a customer when dealing and interacting with you.

NES - THE NEXT CUSTOMER EXPERIENCE FRONTIER With the obsession 
for everything going online and the push to get customers clicking and 
paying directly, technology is really helping to streamline the customer 
buying experience.
        Except when it doesn’t.
Online buying is great for straight forward, easy to compare and assess, 
simple transactions.
        Amazon have been doing this for years. However, they have even 
had to resort to putting a telephone number on their website when 
things go awry.
        Easy doesn’t equate to simple.
Regardless of your off ering, simple through to complex, we need to think 
about how we can make it easier for our customers to buy and have a 
great customer experience. If we address this then our NPSs will go 
through the roof.
        It’s when things get complicated or complex customers (including 
patrons, patients, users, members, clients, fans, etc.) that we need to 
speak to a human being who can help us sort through our concerns or 
genuine enquiries. 
        There is nothing more frustrating rummaging around a website 
looking for a number to call so you can get to a human being. 
        Or listening through seven options about who to click through to, to 
speak to someone who knows what they are talking about in relation to 
your inquiry. Or finding out that the promise of easy to design bespoke 
off erings don’t live up to their ‘easy to do business with us’ promise.
        When clients and prospects encounter this kind of dichotomy 
there’s a big chance for the selling organisation to lose the business 
(and credibility).
        Why make life so diffi  cult for customers?  When all you need to do 
is keep them informed, on track and work together.

        When you find a business, or 
a person in that business that really 
does care about you and what you 
do, and makes an eff ort to help 
you and keep you informed, it’s 
fantastic. It’s amazing.
        It should be the norm, if this is 
what you are promising.
Seriously, as a person you don’t 
have to do much to help people have 
a great experience.
So here are some questions to 
consider if you want to make life 
easier for your customers:
  How easy is it for customers to

contact a real person if they have 
questions?

  When things get complex, do
you have a way for customers 
to get their issues resolved 
eff ectively and quickly?

  How capable are your real
people of helping your customers 
address their concerns, needs or 
priorities?

  How easy are your systems to use
and navigate, both internally and 
externally, to make things run 
more smoothly?

  How eff ective is your
communication, both internally 
and externally?

  Are you able to keep the
promises you make to 
customers?

  Does your team and business
give a damn about 
customers? 

M aking “my life” easy in 
this complex world is 
customer experience 

gold. However, everybody is 
obsessed about their NPS – net 
promoter score.
        If you haven’t heard about 
NPS before, it’s a metric for 
assessing customer loyalty for a 
company’s brand, products or 
services. Many companies use 
NPS as part of their customer 
relationship management (CRM) 
strategy because the metric is easy 
to calculate.
        Getting promoted more 
often for the right reasons is only 
underpinned by how well we 
address our customers’ needs and 
priorities and how easy we make 
the experience for them.
        Too many companies have not 
addressed the customer’s buying 
journey and their experience on 
that journey. They seem to, usually 
unintentionally but not always, 
make it so diffi  cult for customer to 
buy from them.
        You could be forgiven for 
asking the question “Do you 
really give a damn about your 
customers?’ given the experiences 
many of us have. This is the first 
in a series of articles where we 
explore how to make ours and our 
customers” lives easier.
        Despite the slick websites 
and shiny marketing messages 

FORGET NPS, 
IT’S ABOUT 
NES (NET 
EASY SCORE)



Dr. Marshall Goldsmith 
was selected as one of the 10 
most In� uential Management 
Thinkers in the World by 
Thinkers50 in both 2011 and 
2013. Marshall’s exciting new 
research on engagement will 
be published in his upcoming 
book – ‘Triggers’
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M
y friend Dan Levitan, 
venture capitalist and 
managing partner of 

Maveron does. He’s been the 
successful backer of such 
companies as eBay, Zulily, 
and Allbirds. 
        Personally, I find what Dan 
does fascinating! He recognises 
the patterns of incredibly 
driven, consumer-centric 
entrepreneurs and it has lead to 
some amazing successes.
        Dan is one of my coaching 
clients, and when I started working 
with him, I had no clue what 
venture capital even is. Most of 
my clients are CEOs or “could-be” 
CEOs of very large organisations. 
        Dan has a lot to teach about 
venture capitalism, I’ve asked him 
to share his knowledge with us in 

this interview. Think of it as the 101 of venture capitalism.
        Marshall: What is venture capital? How does it work? How does your 
firm work?
        Dan: Great questions! Venture capital is pretty simple to 
explain. America is a country of innovation. And, that innovation 
needs to be funded. 
        Venture capitalists raise money from institutions and individuals 
to create a pool of money. Then they spend their time looking for the 
best entrepreneurs, who have the greatest and boldest ideas. They try to 
match them up with areas of interest. 
        For instance at Maveron, we’re looking for the best consumer-
focused, end-user consumer brands.
        We try to find incredibly driven, consumer-centric entrepreneurs 
and bring to them the pattern recognition of having done this with 
many consumer brands over time. We then package this up with not 
just advice, but with a network of consumer experts and money to help 
accelerate an entrepreneur’s dreams.
        Ideally we catch them in obscurity and watch them go from there 
to ubiquity.
        Marshall: A great example you use of a company that you did this 
with that is successful is Starbucks.
        Dan: I met Howard Schultz and the team at Starbucks when 

it had 100 stores and today I 
think the number is something 
like 27,000! It is a true story of 
success, certainly.
        Marshall: Yes, it’s a wonderful 
story. Thank you for this great 101 
view of what a venture capitalist 
does!  

Suite No 5-1 & 5-2, 5th Floor, Wisma UOA 2, No. 21 Jalan Pinang, 
50450 Kuala Lumpur, Malaysia. 
Phone: +603 2166 8877      Fax: +603 2166 8787

For general and business inquiries: info@neudimension.com

DO YOU 
RECOGNISE 
THE PATTERNS 
THAT LEAD TO 
SUCCESS?



Brad Feld has been an 
early stage investor and 

entrepreneur for over 20 
years. Prior to co-founding 

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

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

software companies. He is also 
the co-founder of TechStars. 
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brought my attention back to my breath.
        I took a shower right after I meditated and the thought came back 
to me. This time I let it stay with me.
        As I sit in our TARDIS at Foundry Group, listening to Let It Be, 
and catching up from a typically intense week, the thought came back 
to me again.
        No matter how shitty, busy, or tense my day is, there are a few 
moments in the day where this is true. Sometimes it is long stretches or 
even the entire day. Other times it is only brief moments.
        But we are alive, on this planet, even though we are 1 of 7.5 billion 

or so people, distributed across 
a surface area of 196.9 million 
miles squared, in a tiny corner 
of a galaxy that has a radius 
of 100,000 light-years, in a 
universe that has a diameter of 
91 billion light-years (at least 
the observable universe.)
        This is a really good place 
to be right now.  

A
s I was meditating this 
morning, the thought 
“this is a really good place 

to be right now” came to the front 
of my mind. 
        As is my way when I meditate, 
I noted that I’d had the thought, 
placed it on a leaf, set it on the 
virtual river flowing in front of 
me, and let it drift away. Then, I 

THIS IS A 
REALLY GOOD 
PLACE TO BE 
RIGHT NOW
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Ron Kaufman is the 
world’s leading educator 
and motivator for upgrading 
customer service and uplifting 
service culture. He is author 
of the bestselling “UP! Your 
Service” books and founder of 
UP! Your Service. 

O
ur team at UP! Your 
Service have been 
working with Professor 

Jochen Wirtz on this topic for many 
years and are happy to report that 
the April issue of Harvard Business 
Review picked up our ideas and 
published a short piece in the Idea 
Watch section.  
        In this post, we add 
insights for service leaders and 
practitioners who would like to 
know more.

KEY MESSAGE: Traditional 
approaches to service improvement 
often don’t work. They are 
fragmented, incremental, and 
based on faulty assumptions about 
the true nature of service. 

RULE #2: Don’t start by training 
people on specific service skills, 
scripts and procedures. Instead, 
educate them first to a better 
understanding of what service 
excellence really means.

RULE #3: Don’t pilot the change. 
Instead, go big and go fast to build 
momentum for the new culture.

RULE #4: Don’t focus on 
traditional KPIs during the service 
revolution (such as satisfaction, 
NPS, operational measures, and 
sales). Instead, focus on leading 
“revolution indicators” (i.e., ideas 
generated and ideas implemented) 
to generate value-adding ideas and 
new service actions. 

Companies try these approaches again and again, and while they may 
enjoy temporary surges of improvement, people run out of steam and 
the improvement dies. 
        Instead, many companies would benefit from a more dramatic 
service revolution that quickly rebuilds their culture around the vision of 
taking action to create new or greater value for others.
        There is a better way to build a culture that quickly and 
dramatically improves customer service. While many people think 
changing an organisation’s culture takes a long time, we have had the 
opportunity to experiment and observe a wide variety of companies for 
the past 25 years. 
        We have been part of many innovations and successes. In the 
process, we observed four common mistakes companies make when 
implementing service revolutions, and we propose a more eff ective 
and proven way to make sure a service revolution sticks and achieves 
sustainable service improvements.  

They are:
RULE #1: Don’t start with customer-facing employees. Instead, involve 
everyone, with a special focus on internal service providers.

HARVARD 
BUSINESS REVIEW 
ARTICLE FEATURES 
WORK ON SERVICE 
REVOLUTIONS

PE Mixed Sdn Bhd
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As a sought-after corporate 
speaker and comedian, 

published author, talk radio 
host, syndicated business 

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

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

and columns, and hear him 
speak every year.

BIZSTART     WITH TIM KNOXBIZSTART     WITH TIM KNOX  WITH TIM KNOX

W hy do some entrepreneurs 
achieve stellar small 
business success, while 

others achieve only moderate 
success, while still others achieve 
no success at all?
        There is a wide range of 
factors that determine a venture’s 
success:
  the ability of the entrepreneur

to successfully execute the 
startup plan, then manage the 
evolution and growth of the 
business

  the team of investors, partners,
employees, vendors, etc. 
involved in the startup, growth, 
and operations

  adequate funding to carry the
venture through at least the first 
year without relying on revenue 
to do so

  consumer demand, want or
need for such a product or 
service (if they don’t want it or 
need it, they won’t demand it)

  the ability to keep customers
coming back for more 
(customer loyalty is key to the 
success of any business)

  the ability to eff ectively
market the product or service 
(great marketing can sell 
average products, but average 
marketing won’t sell a thing)

  the level of direct and indirect
competition

  changes or trends in the
marketplace

  for retail: location, location,
location

are started by stooges who have no 
business being in business. Period.

BEFORE YOU EVEN THINK ABOUT 
STARTING A BUSINESS ASK 
YOURSELF THESE QUESTIONS:
  Are you willing to do whatever

it takes for as long as it takes to 
make the business a success?

  Are you willing to work for free
until the business is able to pay 
you?

  Would you be willing to
perform every task imaginable?

  Would you clean the toilets,
mop the floors, take out the 
trash, wash the windows, clean 
out a grease trap, flip burgers, 
pour drinks, and deal with 
customers for hours on end?

  Would you stay up all night
writing a proposal that you have 
a slim chance of winning and 
spend the entire next day cold 
calling clients who won’t give 
you the time of day?

  Would you sell your car and
mortgage your house and live 
on rice and beans for a year to 
fund the business?

  If that money ran out would you
think up creative ways to keep 
the doors open or would you 
just shut the doors and crawl 
home with your tail tucked 
between your legs?

  And would you put your last
ounce of blood, sweat and tears 
into a dream that might or 
might not come true?

If the answer to any of these 
questions is “maybe, I don’t know, 
or no”, I want you to hold up your 
hand and stick out two fingers, 
then poke yourself in the eyes with 
them. Then repeat after me, “Why 
I oughta— keep my day job.” 

  did I mention adequate funding?
  And more often than not, the success of the venture depends on the

distance the entrepreneur is willing to go to achieve success

To illustrate the point, let’s look at three entrepreneurs all opening the 
same business at the same time under the same conditions. Let’s call 
them Mo, Larry and Curly.
        To level the playing field, let’s say that each of our wily 
entrepreneurs started similar businesses on the exact same day, in 
similar markets, selling the exact same product, at the exact same price.
        Let’s also pretend that they started their businesses from nearly 
identical locations, with the exact same resources and funding, and with 
the exact same opportunities and odds for success.
        Even when starting from the same place at the same point in time 
with the same resources and same opportunities, the results vary widely; 
some entrepreneurs succeed in an amazing way and others do not.
        At the end of three years, Curly’s business is wildly successful while 
Mo barely made it to year one and Larry stumbled shortly after getting 
out of the gate.
        If all three started out on equal ground with the same bag of tricks, 
why does Curly get to give the crowd a “Woop, woop, woop!” while 
accepting the Chamber’s Small Business of the Year Award while Mo 
and Larry have to work as waiters at the event to help pay their bills?
Because Curly refused to quit.
        Even after the market slapped him in the face and the competition 
kicked him in the backside and some customers gave him the two-
fingered poke in the eyes, Curly kept coming back for more.
        Persistence, drive, dedication, passion, and perhaps in Curly’s case, 
simply being too hard headed to quit resulted in massive success.
        Stooges aside, there is a very simple reason some entrepreneurs 
do amazingly well in business while others do not. It has nothing to do 
with product or location or backing or education or street smarts or 
dumb luck.
        It’s because those who succeed in an amazing way are willing to 
do whatever it takes – for as long as it takes – regardless of what it takes 
– to make their dreams come true. Those who are unwilling to do what-
ever it takes will ultimately fail. When the going gets tough, most get 
going back to a day job. That’s it, end of story, thank you, drive through.
        I hear it all the time from my fellow entrepreneurs and 
coaching clients.
        “Tim, I’m doing everything I possibly can and the business is about 
to go under!”
        I listen and say, “I see,” in all the appropriate places, but inevitably 
when I ask, “Well, are you doing this, this, this, and this?” the answer 
usually comes back, “No, no, no, and no.”
        Very few people are willing to do whatever it takes, for as long as it 
takes, to succeed in business. That’s why so many businesses fail; they 

WHAT ARE YOU 
WILLING TO DO 
TO SUCCEED IN 
BUSINESS?



Dave Kurlan is a best-selling 
author, top-rated speaker and 
thought leader on sales devel-
opment.  He is the founder and 
CEO of Objective Management 
Group, Inc., the industry
leader in sales assessments 
and sales force evaluations, 
and the CEO of David Kurlan 
& Associates, Inc., a consulting 
� rm specialising in sales 
force development. 
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MEASURE 
CHANGE IN SALES 
EFFECTIVENESS 
WITHOUT 
NUMBERS AND 
METRICS

        Having salespeople play a 
prospect is one way of getting 
instant feedback, but you can 
also have salespeople play the 
salesperson's part.  This role-
play runs 25-minutes but it's a 
great example of what it should 
sound like when two salespeo-
ple role play with each other.  
        I interrupt whenever 
the salesperson goes off  
track, doesn't listen actively, 
doesn't ask a good question, 
or otherwise could be more 
eff ective. 

W
e want  to get better at 
selling and as sales 
leaders we want our 

salespeople to improve.  We need 
them to improve.  We hope that 
training and coaching and sales 
enablement tools will get us there.  
        We have also been told that 
there is more than one way to 
skin a cat but it might come as a 
surprise that there is more than 
one way to measure the progress 
being made by your salespeople.
        There are traditional lagging 
indicators, like revenue generated, 
and there are traditional forward 
looking indicators, like new 
meetings, pipeline value and 
pipeline quantity compared to a 
prior period.  
        Conversion ratios - calls 
to meetings, meetings to 
qualified opportunities, qualified 
opportunities to closable, and win 
rates, all compared with the same 
ratios from a prior period.
        These metrics tell a story, 
individually and together, but 
forward looking indicators tell a 

more timely story, especially if you have a long sales cycle.  However, as 
you'll read below, measuring sales progress doesn't stop with metrics 
because there is another powerful way to get instant feedback on a 
salesperson's progress.
        Sales coaching is the most powerful and direct way to improve sales 
performance, but only if the coaching is daily and eff ective.  Only 7% of 
all sales leaders coach frequently enough and eff ectively enough so there 
is much work to do in this area.  
        The best tool for a sales coach is the ability to role play, providing 
the fastest route to greater sales success.  This article explains how and 
why role-playing is the scariest component of sales coaching.
        We need to discuss role-playing because it can provide you with 
instant feedback.  When you role-play with salespeople and ask them 
to play the part of a prospect, the salespeople or actors will actually 
mirror the behavior and attitude that they are currently experiencing 
from their prospects.  
        If they play a nasty prospect, then you know that is how prospects 
are treating them.  If they play a tough prospect, then you know that 
prospects are being very tough on them.  If they play an easy prospect, 
then you know that prospects are being easy and cooperative.  
        If you pay attention to the changes in their role-plays over 
time, salespeople who are improving will play increasingly more 
cooperative prospects.
        Whether good or bad, the behaviour that prospects exhibit is a 
direct result of the flexibility, approach, tonality, questions, conversation 
and collaboration of a salesperson. Salespeople are completely 
responsible for how their prospects behave.
        If your salespeople don't seem to be portraying easier prospects 
each time you coach them, then they aren't getting any better.
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Roy Strauss, president 
of The Strauss Consulting 

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

increase their pro� tability and 
competitive edge by improv-

ing customer service while 
reducing costs since 1983. SCG 

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

the complete design and imple-
mentation of distribution and 

manufacturing centers.

THE BENEFITS 
OF PROPER 
PRODUCT MIX 
AND INVENTORY 
LEVELS

M
any companies that we 
encounter are plagued by 
excess inventory and too 

many slow moving or dead items 
on hand. The typical company we 
visit could own approximately half 
of the stock they store in the 
building and be more profitable. 
Plans are often in place for proper 
inventory stocking levels (e.g.: 2 
month’s sales) but many 
companies cannot stick to the 
plan. Often dead items and excess 
inventory account for 25% to 50% 
or more of total storage space as 
well. In our thirty plus years 
working with such companies 
we’ve found that almost all of 
them could be much more 
profitable by stocking 40 – 50% of 
their present on hand inventory.

1. IMPROPER PRODUCT MIX
Regarding product mix, many 
companies stock every imaginable 
item they could possibly sell 
with a marketing goal of “being 
everything to everybody.” They 
will stock oddball sizes, colors 
and varieties to make sure they 
have an item available “just 
in case” somebody wants to 
purchase it vs. learning what their 
customers want and stocking only 
those items. The unwanted items 
invariably become “dead stock.”

2. EXCESS INVENTORY
Excess inventory often results from the purchasing staff  stocking up on 
items when they on sale; to get quantity discounts; and/or are trying 
to reduce freight costs. Purchasing without proper guidance and rules 
for unplanned purchases to get discounts will often cost more than the 
value of the discounts themselves.

3. MANUFACTURING IN EXCESS
In many instances manufacturing companies operate under the credo,
 “manufacturing cannot be halted and must go on,” and manufacturing 
considerations dominate decision making no matter how disastrous 
the results can be for the rest of the company. An electrical component 
manufacturer I worked with did not receive a key clip on time so 
because “manufacturing must go on” they produced an extra 8 month’s 
sales worth of the clipless version. This extreme amount of excess 
inventory clogged many parts of the operation and slowed facility 
throughput and therefore customer service for over a year.

4. INCREASED COSTS
The increased costs resulting from excess products and inventory on 
hand include costs for space, staff , and material handling equipment 
in addition to inventory carrying costs. If my storage facility is 
400,000 square feet and I am stocking volumes of inventory that 
are too high by 25%: I am paying for 100,000 square feet that is 
unnecessary; I must increase my staff  by at least 25% to traverse the 
extra space; I must purchase or lease material handling equipment 
to accommodate the extra staff , and bear the costs associated with 
financing the excess inventory. I will also experience a reduction in 
customer service (the extra time required to traverse the extra space 
will reduce facility throughput and increase the time to manufacture 
and/or ship an order).

5. SOLUTIONS REGARDING PRODUCT MIX:
Determine which items your best customers want you to stock and 
stock everything your best customers want including slower moving 
items for them only. Slow moving items for marginal customers can be 
shipped directly from your supplier or be provided to your customer 
by “special order” but should not be clogging up your facility and 

requiring additional resources 
such as offi  ce staff , etc. Slower 
moving manufactured items 
should only be “made to order.”

6. SOLUTIONS REGARDING 
EXCESS INVENTORY:
When purchasing items on sale; 
to get quantity discounts; and/
or are trying to reduce freight 
costs, only buy their top selling 
items. Since you sell more of 
these items when you purchase 
the required quantities for the 
discount you’ll be increasing your 
inventory by a lower percent over 
time and ensure not running out 
of bestselling items. Slower items 
(which one shouldn’t be stocked 
to begin with) will invariably 
become even more excess 
inventory clogging up the facility.

7. SOLUTIONS REGARDING 
MANUFACTURING IN EXCESS
Many company’s operations are 
geared to the core profitability of 
their business so “sales is king” or 
“manufacturing must go on” was 
always supported by top manage-
ment but that philosophy is one 
with blinders on. Company policy 
regarding purchasing rules and 
manufacturing continuity should 
be determined by a consensus of all 
members of the company’s manage-
ment team including those aff ected 
most by over-production. 
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Jim Stovall has been a 
national champion Olympic 
weightlifter, president of 
an Emmy Award-winning 
television network, and a 
highly sought after author 
and platform speaker. He was 
chosen as an International 
Humanitarian of the Year, 
joining Jimmy Carter, Nancy 
Reagan, and Mother Teresa as 
recipients of this honour.

E veryone wants to get 
ahead, create wealth, and 
succeed. There have been 

countless speeches given, books 
written, and courses taught on the 
subject of how to make money and 
be successful. 
        In the final analysis, there 
is only one way to honestly and 
honorably make money over the 
long term, and that is to deliver 
value to others. 
        People will trade their 
money, which is simply stored up 
value, for products and services 
that they believe to have value to 
them. The person who receives 
the money in exchange for those 
products and services can then go 
out and purchase things that they 
find valuable. 
        Some people create value 
while others find it and deliver it to 
the marketplace. 
        Creating value is the process 
of taking something or nothing 
and turning it into a product or 
service that will benefit others. As I 
dictate these words, I am hopefully 
creating value. There was nothing 
here when I started other than the 
desire to write this column and 
create value for you. 
        People who find or recognize 
value and deliver it are a critical 
link in the process. After I finish 
writing this column, newspapers, 
magazines, and online publications 
around the world who are aware 
of my work and believe it has value 
will repackage and deliver this 
column to you. 
        Some people argue that 
those who create value are more 
important while others believe 
those who find, package, and 
deliver value to be more significant. 

written word. 
        This gentleman, who 
could not succeed as a writer 
himself, was responsible 
for bringing more value to 
readers than he could have 
done had he been the best 
writer of his time. 
        As you go through 
your day today, realize that 
value is the only marketable 
commodity. Find your place 
in the world, either creating 
value or delivering it to others. 
        Today's the day! 

THE 
VALUE 
BUSINESS

        I believe it's like arguing whether the engine or the wheels are more 
important in your car. There are probably good arguments both ways 
but, in the final analysis, no one's going anywhere until they have both 
the engine and the wheels, and then they can travel anywhere they want 
to go. 
        While both creative people as well as those who discover and 
deliver value are important, they are rarely interchangeable. 
        The editor of my very first book had aspired to be an author 
himself for many years without success. Then out of frustration and 
necessity, he accepted a job as an editor and only then did he find his 
true calling. 
        Editors discover, refine, develop, package, and deliver the creative 
works of others. My editor, who had failed as an author, was responsible 
for bringing more books to the marketplace and bringing more value to 
more readers than any single author has ever done in the history of the 
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FF
or many, weight 
training calls to 
mind 
bodybuilders 
pumping iron in 
pursuit of beefy 

biceps and bulging pecs. But 
experts say it’s well past time to 
discard those antiquated notions of 
what resistance training can do for 
your physique and health. 
        Modern exercise science 
shows that working with weights—
whether that weight is a light 
dumbbell or your own body—may 
be the best exercise for lifelong 
physical function and fitness.
        “To me, resistance training is 
the most important form of training 
for overall health and wellness,” 
says Brad Schoenfeld, an assistant 
professor of exercise science at New 
York City’s Lehman College. 
        During the past decade, 
Schoenfeld has published more 
than 30 academic papers on every 
aspect of resistance training—from 
the biomechanics of the push-up to 
the body’s nutrient needs following 
a hard lift. 
        Many people think of weight 
training as exercise that augments 
muscle size and strength, which 
is certainly true. But Schoenfeld 
says the “load” that this form of 
training puts on bones and their 
supporting muscles, tendons and 
ligaments is probably a bigger 
deal when it comes to health and 
physical function.
        “We talk about bone 
resorption, which is a decrease 
in bone tissue over time,” he 
says. When you’re young, bone 
resorption is balanced and in some 
cases exceeded by new bone tissue 
generation. But later in life, bone 
tissue losses accelerate and outpace 
the creation of new bone. 
        That acceleration is especially 
pronounced among people who are 
sedentary and women who have 
reached or passed menopause, 
Schoenfeld says. This loss of bone 
tissue leads to the weakness and 
postural problems that plague many 
older adults.
        “Resistance training 
counteracts all those bone losses 
and postural deficits,” he says. 

BY 
MARHAM 

HEID

Through a process known as bone 
remodelling, strength training 
stimulates the development of bone 
osteoblasts: cells that build bones 
back up. 
        While you can achieve some 
of these bone benefits through 
aerobic exercise, especially in your 
lower body, resistance training is 
really the best way to maintain and 
enhance total-body bone strength.
        More research links resistance 
training with improved insulin 
sensitivity among people with 
diabetes and prediabetes. One 
study published in the journal 
Diabetes Care found that twice-
weekly training sessions helped 
control insulin swings (and body 
weight) among older men with type-
2 diabetes. 
        “Muscle is very metabolically 
active, and it uses glucose, or 
blood sugar, for energy,” says Mark 
Peterson, an assistant professor of 
physical medicine at the University 

of Michigan.
        During a bout of resistance 
training, your muscles are rapidly 
using glucose, and this energy 
consumption continues even 
after you’ve finished exercising, 
Peterson says. 
        For anyone at risk for 
metabolic conditions—type-2 
diabetes, but also high blood 
pressure, unhealthy cholesterol 
levels and other symptoms of 
metabolic syndrome—strength 
training is among the most-eff ective 
remedies, he says.
        Strength training also 
seems to be a potent antidote 
to inflammation, a major risk 
factor for heart disease and other 
conditions, says Schoenfeld. A 
2010 study from the University 
of Connecticut linked regular 
resistance training with 
inflammation-quelling shifts in the 
body’s levels of cytokines, a type of 
immune system protein. 

        Another study from 
Mayo Clinic found that when 
overweight women did twice-
weekly resistance training 
sessions, they had significant 
drops in several markers of 
inflammation.
        More researches have 
linked strength training to 
improved focus and cognitive 
function, better balance, less 
anxiety and greater well-being.
        If all that isn’t convincing 
enough to turn you onto weights, 
perhaps this is: maintaining 
strength later in life “seems to 
be one of the best predictors of 
survival,” says Peterson. “When 
we add strength…almost every 
health outcome improves.”
        “It used to be (that) we 
thought of strength training as 
something for athletes,” he adds, 
“but now we recognise it as a 
seminal part of general health 
and well-being at all ages.” 

WHY WEIGHT TRAINING IS RIDICULOUSLY 
GOOD FOR YOU

*THIS ARTICLE ORIGINALLY APPEARED IN TIME HEALTH 



MUSIC MOVIEBOOK

ÉCHAME LA CULPA 
BY LUIS FONSI & DEMI LOVATO

T
he track automatically gives off  a 
prominent Latin flavour the moment 
it begins. The use of bold guitar and 

banjo strums within the instrumental give the 
track that cultural authenticity even with the 
use of some English lyrics throughout. The 
structure of the tempo is quite entertaining 
and perfectly supports Luis’ contention in 
making the track a reflection of his Puerto 
Rican roots, allowing Demi to give it that 
commercial flair the track needs.

THUNDER 
BY IMAGINE DRAGONS

I
f you were ever bullied, mocked or 
misunderstood as a kid, at some 
point you might have thought, “You 

just wait. I'll show you!”. Thunder, the second 
single from Imagine Dragons’ forthcoming 
third album, ID3, voices exactly that 
sentiment. It's the (sparse) story of a 
determined dreamer who didn't fit in, a 
nonconformist who never lost sight of making 
his dreams come true —and one who now 
takes great delight in telling his former 
tormentors that he's reached the top … and 
they haven't.

RED SPARROW

W
hen prima ballerina Dominika 
Egorova suff ers a career-ending injury, 
Dominika and her mother are facing a 

bleak and uncertain future. Soon, she finds 
herself manipulated into becoming the newest 
recruit for Sparrow School, a secret intelligence 
service that trains exceptional young people like 
her to use their bodies and minds as weapons. 
After emerging as the most dangerous Sparrow 
the programme has ever produced. Dominika 
must reconcile the person she was with the 
power she now commands, with her own life 
and everyone she cares about at risk.

PETER RABBIT

P
eter Rabbit, the mischievous and 
adventurous hero who has captivated 
generations of readers, now takes on 

the starring role of his own irreverent, 
contemporary comedy with attitude. In the film, 
Peter's feud with Mr. McGregor escalates to 
greater heights than ever before as they rival for 
the aff ections of the warm-hearted animal lover 
who lives next door.

AN AMERICAN MARRIAGE 
BY TAYARI JONES

N
ewlyweds Celestial and Roy are a year 
into marriage when Roy is sent to 
prison for a crime he didn’t commit. 

Though fiercely independent, Celestial finds 
herself bereft and unmoored, taking comfort in 
Andre, her childhood friend. After he's 
exonerated, they must try to save a relationship 
that may have 
been 
damaged 
beyond 
repair. An 
American 
Marriage is a 
masterpiece 
of storytelling, 
an intimate 
look deep 
into the souls 
of people who 
must reckon 
with the past 
while moving 
forward—with 
hope and 
pain—into the 
future.

THE HARD THING ABOUT HARD THINGS 
BY BEN HOROWITZ

O
ne of Silicon Valley’s most respected 
and experienced entrepreneur, Ben 
Horowitz analyses the problems that 

confront leaders every day, sharing the insights 
he’s gained developing, managing, selling, 
buying, investing in, and supervising technology 
companies. Filled with his trademark humour 
and straight 
talk, The 
Hard Thing 
About Hard 
Things is 
invaluable for 
veteran 
entrepreneurs 
as well as 
those aspiring 
to their own 
new ventures, 
drawing from 
Horowitz's 
personal and 
often 
humbling 
experiences.
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F
rom 1st to 3rd February, LOHAS Expo 2018 was held in Hong Kong. The annual expo is held in concurrence with Vegetarian Food 
Asia, the first trade fair in Hong Kong focusing on vegetarian food products whose aim is to promote the healthy and sustainable 
vegetarian lifestyle and facilitate the growing market trend towards vegetarian foods and products, and at the same time act as the 

trade platform to connect producers, suppliers, exporters in the industry with business buyers from all over the globe.

KUALA LUMPUR, I LOVE YOU

FESPA ASIA 2018

LOHAS EXPO 2018

O
n 8th February, Malaysia’s capital city felt the love as community initiative “Kuala Lumpur, I Love You” was officially launched. KL, I Love 
You is part of the global Cities of Love franchise of collective motion pictures, which started with the films Paris, je t'aime, and New York, I 
Love You. With the launch, Kuala Lumpur joins the ranks of 20 cities and counting that are part of this global movement to revive local pride.  

T
he latest edition of FESPA Asia was held from 22nd to 24th February in Bangkok. The fair connects the screen, digital, textile printing 
and signage communities across the ASEAN region, to bring together professionals looking to discover the very latest products, 
innovations in technology, software and the best advice. 
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his year’s Chinese or 
Lunar New Year is 
celebrated with the 
usual pomp and gaiety 
reserved for important 
occasions. The Lunar 
New Year is not only 

celebrated by the Chinese, but also by 
Koreans (where it is called Seollal), 
Mongolians (Tsagaan Sar), Tibetans (Losar) 
and nearer home, Vietnamese (Tet). 
        In most cultures, and Malaysia 
and Singapore included, the burning of 
firecrackers and lion dances is integral part 
of the celebration. It is a long held tradition 
and belief that these chase away evil spirits 
and allow our year to be clear of unwanted 
people and bad luck.
        Such is our fervour for fireworks, 
that despite them being banned, one can 
hear loud bangs deep into the night. Those 

with babies and young children, the elderly 
and those with a heart condition would 
have to bear with the noise, for this is one 
practice that the Chinese would defend 
vigorously. After all, if our ancestors have 
been practicing this for centuries, who are 
these people from other communities and 
intolerant people to comment? In the mind 
of some, tradition trumps all. In countries 
like Canada and Hong Kong, setting off  
firecrackers will land you in jail, New Year 
or not. In Malaysia and Singapore, where 
firecrackers are banned, the authorities 
look the other way, lest the politicians lose 
their seats for ‘intolerance’ and failure to 
follow tradition. 
        What many of us have conveniently 
ignored is that the Chinese New Year 
isn’t just about firecrackers and lion 
dances. There’s the traditional visitation 
of ancestor’s graves, which has now been 

largely supplanted by the annual Qingming. 
The tea ceremony where we pay respects to 
our elders, which is now largely replaced by 
simple greetings after getting an angpow. 
The Shousui when the whole family stays 
awake on the eve of the New Year, which 
is now until the last mahjong game. And 
the reunion dinner cooked and served at 
home, which has increasingly been moved to 
restaurants, for well… convenience’s sake. 
        The Chinese has survived for thousands 
of years, not because of our adherence to 
tradition – but for our ability to adapt and 
innovate. We prospered due to our values of 
thrift rather than extravagance. Tolerance 
rather than confrontation.
        We live in a plural society, and while 
people from other communities may tolerate 
the loud noise at 2am in the night, it is 
incumbent on us to reciprocate by setting a 
limit to what we do. I might come across as 
blasphemous, but I do not believe the Gods 
decide on favours on the basis of the length 
of our firecrackers or the frequency of us 
lighting one up. 
        Luck is a combination of sharp 
planning, hardwork and perseverance. 
As such, this Lunar New Year, instead of 
praying for luck, pray instead for a clear 
mind, a healthy body and a willingness to 
work towards our goals. 
        I wish you a prosperous and healthy 
Year of the Dog. 

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

www.facebook.com/williamngpage
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