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C ompetition regulators in Singapore and the Philippines are 
investigating whether the Grab-Uber merger, finalised in April, 
infringes on each country’s respective antitrust laws. While 

Uber has shut down its services in other regional markets, the ride-hailing 

app remains in operation for the time being in Singapore and the 
Philippines while authorities continue their investigation. Meanwhile, 
Grab has promised to cooperate with regulators while simultaneously 
integrating Uber’s existing staff  and drivers into their operations.

GRAB, UBER MERGER RUNS AFOUL OF REGULATORS

CHINA AND US TRADE 
BLOWS OVER TARIFFS

U
S president Donald 
Trump has 
threatened to slap 

China with additional tariff s, 
escalating a potential trade war 
that began at the beginning of 
2018. China has retaliated with 
tariff s of its own against US 
imports, with the situation 
threatening ASEAN markets 
trapped in the middle of two 
warring giants. While Trump is 
optimistic that a trade deal can 
be hammered out, Chinese 
president Xi Jinping has allayed 
market fears of protectionism 
on the Chinese side by pledging 
to open China’s economy and 
lower certain tariff s.

MALAYSIA GOES TO THE POLLS

T
he Election 
Commission of 
Malaysia has 

announced that the general 
election will be held in 
Malaysia on 9 May. Candidate 
nomination is set for 28 April, 
which gives parties 11 days of 
campaigning for votes. 
According to CIMB Research, 
it is expected for the incumbent 
ruling party to win comfortably 
in the upcoming polls, which 
would be viewed as neutral or 
positive news by the market. 
However, it is expected for the 
market to remain volatile 
during the campaign period, 
largely due to US–China trade 
war tensions.

SINGAPORE GOVERNMENT PLANS 
ASEAN BLOCKCHAIN PUSH

T
he Singapore government 
wants to take an active role 
in promoting Blockchain 

not only in the city-state itself, but also 
in Southeast Asia. Speaking as part of 
a meeting of ASEAN finance 
ministers, Singapore’s finance 
minister Heng Swee Keat continued 
an existing narrative focusing on the 
city-state’s active Blockchain 
development plans. He told delegates 
that Singapore will support digital 
innovations in the fintech space, 
where the underlying distributed 
ledger technology presents many 
opportunities for cheap and secure 
transactions. This can promote 
financial inclusion for the underserved 
and underbanked regions of ASEAN.

INDONESIA TO REGULATE FUEL PRICES

I
ndonesia plans to regulate 
prices of non-subsidised 
vehicle fuels as part of 

eff orts to control inflation and boost 
people’s purchasing power, Deputy 
Energy Minister Arcandra Tahar 
said. President Joko Widodo won 
international praise and sovereign 
bond rating upgrades for Southeast 
Asia’s largest economy after cutting 
government fuel spending by more 
than 90 per cent and shifting the 
burden of petroleum subsidies to 
Pertamina shortly after taking offi  ce 
in 2014. But Indonesia still 
subsidises some fuels and the 
government said in March it would 
cap domestic coal prices and keep 
fuel and electricity prices unchanged 
until the end of 2019.
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TOYOTA PLANS BATTERY PRODUCTION IN THAILAND

T
Toyota Motor Corporation is set to establish a production base 
for batteries for hybrid vehicles in Thailand, aiming to start 
operations at the beginning of 2020. Toyota is rushing to 

enhance production capacity for batteries for electric cars as it aims to 
sell a total of 4.5 million units of its hybrid and plug-in hybrid vehicles in 

2030. The Japanese carmaker has decided to focus on battery 
manufacture in Thailand as the number of electric cars there is expected 
to grow due to preferential tax treatment. Key battery components will be 
procured from outside of Thailand and assembled in the country with 
related car parts.

SMEs IN MALAYSIA DFTZ SCHEME 
GENERATE 52M RINGGIT IN SALES

S
eventy manufacturers 
participating in Malaysia’s 
Digital Free Trade Zone 

(DFTZ) SME Onboarding 
Programme have so far generated 
RM52.1 million in sales under the 
eTrade Outcome Assessment 2017, 
with exports worth RM18.1 million. 
Malaysia’s International Trade and 
Industry Minister Datuk Seri 
Mustapa Mohamed said: “Six 
months have passed since DFTZ 
went live in November 2017 and I 
am happy to note that the progress of 
the SMEs participating in the DFTZ 
platform has been encouraging in 
terms of marketing their products 
onto the world’s stage.”

QATAR NATIONAL BANK SEEKS 
GROWTH IN ASEAN

Q
atar National Bank 
(QNB) aims to increase 
its profit by 5 to 8 

percent this year and loans and 
investments by 10 to 12 percent, 
helped by expansion into 
faster-growing ASEAN markets. 
QNB, the largest bank by assets in 
the Middle East and Africa, has 
made forays into Singapore, 
Vietnam, Myanmar, Indonesia and 
China. “Our strategy and vision is 
to become among the leading 
banks in the Middle East, Africa 
and Southeast Asia. We have 
expanded our region to include 
Southeast Asia by 2020,” says 
group chief executive Ali Ahmed 
al-Kuwari.

INDONESIAN COMPANIES 
INK DEALS IN AFRICA

I
ndonesian state 
companies Garuda and 
Wijaya Karya signed a 

series of business deals with their 
African counterparts at the 
Indonesia Africa Forum in Bali. 
The business deals signed on the day were worth $586.56 million and 
included one worth $26.7 million by state-owned contractor Wijaya Karya 
in Niger. Future potential business deals worth a total of $1.3 billion were 
also announced, including one in Zambia by Inka, the state-owned train 
manufacturer, and one in Nigeria by state-run oil company Pertamina.

JAPANESE BANK INVESTS IN MYANMAR RIDE-HAILING SERVICE

D
aiwa Securities Group has taken a $5 million stake in Oway, 
a Yangon-based online travel agency and ride-hailing service, 
seeking to get ahead of rivals with an early entry into the 

Myanmar market. Oway caught Daiwa’s eye for its forays into such 
growing markets as electronic payments. Daiwa’s investments in 
Myanmar now total 
$13 million, “among 
the largest by a 
Japanese financial 
institution,” 
according to the 
company. It invested 
several million 
dollars into a major 
Myanmar 
information 
technology services 
provider last year. 



   NEWS      6

S erba Dinamik Holdings Bhd will develop Malaysia’s first 
maintenance, repair and overhaul (MRO) as well as 
inspection, repair and maintenance (IRM) Global Centre 

of Excellence for the oil and gas industry for RM1.5 billion at 
Pengerang. The joint development with Perisind Samudra Sdn Bhd, 

known as Pengerang Eco Industrial Park (PEIP), will also boast a 
plant turnaround village as well as a technical and vocational 
education and training city. PEIP is the latest multi-billion 
investment development built to support companies in the oil and 
gas industry.

MALAYSIA’S 11STREET CONTINUES TO 
GROW IN E-COMMERCE

1
1street has become Malaysia’s 
second-largest e-commerce 
marketplace three years after its 

inception in April 2015, and after having 
sold more than 13 million products from 
over 40,000 sellers thus far. It expects to 
see a significant advancement in its 
e-commerce industry this year after 
recording a 300% growth in total gross 
merchandising volume between 2015 and 
2017. A joint venture between Axiata 
Digital Services Sdn Bhd and South 
Korean e-commerce marketplace provider 
SK Planet, 11street has experienced more 
than 200% hike in sellers using its platform, 
while its product listings increased more 
than 160% for the same period.

JAPANESE OFFICIALS COMING 
FOR THAI SME DEALS

O
ffi  cials from Japan’s Ministry of 
Economy, Trade and Industry 
plan to visit Thailand on 11 May 

to develop bilateral collaborations with 
the government to promote SMEs entering 
global e-commerce channels. Deputy 
Prime Minister Somkid Jatusripitak said 
the Japanese government wants to follow 
up on a promotional programme for Thai 
SMEs after both countries signed a 
memorandum of understanding to develop 
SME effi  ciency. One Thai-Japanese 
collaboration is T-Good Tech, an 
e-marketplace in Thailand set to connect 
with J-Good Tech in Japan. In 2018, the 
government expects 2,600 Thai SMEs to 
join this e-commerce platform. 

ALIPAY PLATFORM DEBUTS IN THE 
PHILIPPINES

A
lipay, the world’s largest 
mobile online payment 
platform, has partnered 

with Asia United Bank (AUB) for 
entry into the Philippine market. 
AUB has pioneered Alipay 
acceptance in the Philippines due 
to growing numbers of tourists 
from China. AUB has developed 
the AUB PayMate app to enable 
local merchants’ cashiers to accept 
Alipay in face-to-face transactions. 
An API will also be available to 
facilitate the acceptance of 
e-commerce transactions so that 
merchants can sell their goods and 
services to Alipay users.

COMPETITION TOP 
CONCERN FOR MOST 
SINGAPOREAN 
SMEs

B
attling 
competi-
tors is 

proving a major 
challenge for most 
smaller firms, 
according to a 
recent survey by 
Hong Leong 
Finance. It found 
that 74 per cent of 
respondents saw 
industry competi-
tion as a significant 
issue, while 40 per 
cent pointed to 
manpower 
shortages. Sales 
growth was cited as 
a top priority by 75 
per cent of the 
respondents across 
all industries, while 
33 per cent named 
operations and 
production capacity 
expansion with 
proper cost 
management.

1.5B RINGGIT INVESTMENT IN MALAYSIAN OIL AND GAS OPERATIONS
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in practically every city in the world. 

As part of an expanding network with new locations continuously added in cities, 
airports, service stations, public buildings and railways, it’s easy to accelerate growth, build trust 

and capitalise on new opportunities. 

To find out more, call us on +603 2168 4300, visit regus.com.my 
or download our app.

OPERATE ANYWHERE IN  
THE WORLD

RE7380_036_A894_SME_CEO_Forum_2018_Malaysia_FP_275x210mm.indd   1 09/04/2018   15:33



   NEWS      8

K LCCP Stapled Group recorded an increase in revenue to RM1.3 
billion, an increase of 1.8 percent compared to the previous 
year, with a corresponding increase in profit before tax to 

RM932.2 million. This was driven by the strength of offi  ce and retail 
segments, underpinning the growth in earnings from the hotel segment. 
The group’s long-term outlook is towards building value across its 

portfolio of assets, including continuing refurbishment and enhancement 
of its flagship retail space, Suria KLCC, as well as developing modern, 
eco-friendly offi  ce spaces. KLCCP Stapled Group collectively consists of 
KLCC Property Holdings Berhad and KLCC REIT, which owns some of 
the most valuable land in Kuala Lumpur, including the Petronas Twin 
Towers, Mandarin Oriental Kuala Lumpur, and Menara ExxonMobil.

KLCC PROPERTY GROUP INCREASES REVENUE FOR FY2017

NESTLE PLEDGES TO MAKE ALL 
PACKAGING RECYCLABLE BY 2025

N
estle wants to make all its 
packaging recyclable or 
reusable by 2025, the Swiss 

food giant said on Tuesday, becoming 
the latest food company to vow to 
reduce plastic waste, amid increasingly 
tight EU regulations and China 
banning imports of ‘foreign garbage’ 
from the start of 2018. Nestle 
sustainability expert Duncan Pollard 
said the recycling of single-use plastics 
depended on there being a recycling 
infrastructure in place and particularly 
countries in Southeast Asia, such as 
the Philippines, Malaysia, Indonesia 
and Thailand, which had to make 
improvements in this area.

FACEBOOK PRIVACY BREACH 
EXPOSES SOUTHEAST ASIAN USERS

A
s Facebook faces its 
biggest personal data 
privacy crisis in its 

history, it has been revealed that 
Facebook users in Southeast Asia, 
particularly the Philippines, were 
especially exposed to the recent 
data privacy breaches due to high 
user numbers. In Vietnam, where 
it is estimated that 64 million of 
the country’s 96 million people 
use Facebook, younger people 
like the outlet to show off , 
technology specialists say. 
Indonesians also use Facebook 
Messenger to communicate for 
free across their archipelago. 

VIETNAM SEEKS MORE 
INVESTMENT FROM INDIA

V ietnam seeks more 
investment from India, 
as it feels that there is 

scope for further improvement in 
trade volume between the two 
countries. Interacting with 
members of the Calcutta 
Chambers of Commerce, 
Ambassador of Vietnam to India 
Ton Sinh Thanh said the trade 
between the two countries was 
not up to expectations. He 
elaborated that Vietnam hopes to 
attract more Indian investment, 
given the high level of diplomatic 
and political cooperation 
between the two nations.

VIETNAMESE Q1 2018 COFFEE 
EXPORTS WORTH $1 BILLION

V
ietnam exported up to 
520,000 tonnes of 
coff ee worth US$1 

billion in the first quarter of 
2018, an increase of 15.1 per cent 
in volume but a decrease of 1.7 
per cent in value compared to the 
same period last year. According 
to the Ministry of Agriculture and 
Rural Development (MARD), 
Germany, the US, Indonesia, 
Italy and Japan were among the 
country’s key export markets. 
Germany accounted for more 
than 14 per cent of exports 
though its purchases fell by 18 
per cent year-on-year.
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METALTECH 2018

23–26 MAY 2018
PUTRA WORLD TRADE CENTRE, 
KUALA LUMPUR
metaltech.com.my

M
ETALTECH is Malay-
sia’s one and only exhi-
bition in the metal-

working and machine tools 
industry and this year, will once 
again showcase the latest prod-
ucts and services as well as pro-
viding an unrivalled opportunity 
to meet and network with key 
suppliers and industry leaders. 
With over 2,000 participating 
companies exhibiting at MET-
ALTECH, showcasing their latest 
product developments, services 
and solutions, the exhibition is 
the place to seek what you need.

MALAYSIA INTERNATIONAL 
DIVE EXPO 2018

4–6 MAY 2018
PUTRA WORLD TRADE CENTRE, 
KUALA LUMPUR
mide.com.my

T
he Malaysia Interna-
tional Dive Expo 
(MIDE) showcases 

products like Malaysian tourism 
agencies, local dive resorts and 
dive operators, dive schools and 
boat manufacturers who will be 
joined by a number of internation-
al dive industry players from all 
over the world. MIDE is the pre-
mier show that is designed to build 
a high-end exhibition platform to 
expand the dive market. The show 
is also the meeting place for dive 
business where decision makers 
meet for trade networking with in-
dustry players.

TECH IN ASIA SINGAPORE

15–16 MAY 2018
SUNTEC CONVENTION CENTRE, 
SINGAPORE
techinasia.com/events/singapore

T
ech in Asia Singapore, 
organized by Tech in 
Asia will take place 

from 15 to 16 May 2018 at the 
Suntec Convention Centre in Sin-
gapore. This event will feature 
over 5,000 tech fans, mingle with 
rising startups, connect with inves-
tors, meet future strategic business 
partners, as well as learn about the 

B2B meetings, and attend many 
other social events.

ASEANBEAUTY

3–5 MAY 2018
BITEC, BANGKOK
aseanbeautyshow.com

T he premier internation-
al beauty trade show for 
Southeast Asia will be 

held from 3–5 May 2018 at the 
Bangkok International Trade & 
Exhibition Centre (BITEC). With 
strong support from the Thai Cos-
metics Manufacturers Association 
and Federation of Thailand Indus-
try as well as government bodies 
and related associations, this event 
is set to be the leading industry 
event where companies looking to 
expand their beauty business in 
Southeast Asia will be able to net-
work and gain industry insights 
through three days of business net-
working and attending seminars 
and educational workshops.

PHILIPPINE SME BUSINESS EXPO 

15–16 MAY 2018
SMX CONVENTION CENTER, MANILA
philsme.com

T
he Philippine SME 
Business Expo 
(PHILSME) is the 

country's leading B2B tradeshow, 
conference and networking event 
for SMEs. This 2-day event will 
also provide information on the 
latest innovations and trends 
presented in an interactive pro-
gram composed of seminars, fo-
rums, workshops, product pre-
sentations and other activities 
that provide growth opportuni-
ties enabling SMEs to be compet-
itive in the Philippines and the 
ASEAN region.

SEMICON SOUTHEAST ASIA

8–10 MAY 2018
MITEC, KUALA LUMPUR
semiconsea.org

S
EMICON Southeast 
Asia will make its debut 
in Kuala Lumpur, Ma-

laysia on May 8-10 at the new Ma-
laysia International Trade & Exhi-
bition Centre (MITEC). The move 
from Penang to Kuala Lumpur 
will attract new participation from 
key electronics clusters within Ma-

laysia’s key Central and Southern 
regions, and will provide greater 
access to the entire electronics 
manufacturing downstream sup-
ply chain. Professionals in the elec-
tronics industry should check their 
calendars and note the new loca-
tion and date, whether exhibiting 
or attending SEMICON Southeast 
Asia 2018.

ITEX MALAYSIA

10–12 MAY 2018
KUALA LUMPUR CONVENTION CENTRE, 
KUALA LUMPUR
itex.com.my

I
TEX 2018 is set to re-
turn on 10 to 12 May 
2018 at Kuala Lumpur 

Convention Centre, Malaysia with 
one goal in sight: empowering en-
trepreneurs to transition from sci-
entific discovery to commercial 
application. In line with the Malay-
sia Commercialization Year, as 
championed by the Ministry of Sci-
ence, Technology and Innovation, 
ITEX 2018 will continue to strive 
on this theme and aims to make 
great ideas commercially viable. 
The expectation of ITEX 2018 is 
that the marketplace would come 
to adopt the fruits of basic and ex-
tensive research work and further 
translate these discoveries into 
commercial impact.

CFO INNOVATION ASIA FORUM

9–10 MAY 2018
AMARA SINGAPORE
cfoinnovation.com/events

T
he CFO Innovation Asia 
Forum will feature se-
nior executives to ex-

press their ideas openly and hear 
how CFOs from across all indus-
tries successfully lead their organi-
zations through ever-changing 
economic and regulatory environ-
ments. The emergence of innova-
tions such as blockchain, robot 
process automation (RPA), and 
cognitive technologies is expected 
to transform businesses and its op-
erating models. To utilize these 
new disruptive technologies, 
CFOs need to be agile in embrac-
ing new technologies, integrate 
new business models and upskill 
their teams with analytical tools. 
The forum will cover these trends 
extensively and will provide key 
learning through case studies.

latest trends in Singapore's tech 
ecosystem and beyond. Help your 
business stay ahead of the curve 
by uncovering the latest trends 
and building connections with in-
dustry leaders and passionate indi-
viduals in the tech community.

JAKARTA MARKETING 
WEEK 2018 

2–8 MAY 2018
KOTA KASABLANKA, JAKARTA
jakartamarketingweek.com

J akarta Marketing Week 
is dedicated to market-
ing enthusiasts all over 

Indonesia that includes artists, 
business, and government. Featur-
ing headline presentations & 
shows involving creatives, awards 
ceremonies, exhibitions featuring 
various interesting products, meet-
ing marketing communities, en-
grossing and inspiring learning 
sessions, and more.

ENTECH VIETNAM

9–11 MAY 2018
SAIGON EXHIBITION AND CONVENTION 
CENTER, HO CHI MINH CITY
entechvietnam.com/en

T
he Environment and 
Energy Technology Ex-
hibition showcases 

products from Vietnamese and 
foreign enterprises to exchange 
and promote knowledge in the 
field of renewable energy and envi-
ronmentally friendly technology. 
These include technologies to help 
save energy in industrial produc-
tion, solar and wind energy, waste 
treatment technology, and envi-
ronmental consulting services.

EUROSPHERE

18–20 MAY 2018
WHITE PALACE CONVENTION CENTER, 
HO CHI MINH CITY
eurosphere.com.vn

E
uroSphere is an exclu-
sive showcase of Euro-
pean brands in South-

east Asia to meet with potential 
partners who are distributors, im-
porters, retailers, hotel and restau-
rant specialists and policy makers 
in the region. Companies will 
showcase at the exhibition, attend 
conferences with profile speakers 
from Europe, have pre-arranged 

Crowdfund
Your Business

Business financing with rates 
from 0.8% per month 

via P2P crowdfunding

Approval as fast as
2 working days

Tenor up to
12 months

No collateral
needed

Interest rate 
from 0.8% - 1.3%

per month

Funding Societies - Malaysia

Modalku Ventures Sdn Bhd (1190266X)

sme@fundingsocieties.com.my

03-2242-1018Unit 20-11, Tower A Vertical Business Suite Avenue 3

No. 8 Jalan Kerinchi, Bangsar South, 59200 Kuala Lumpur

Wilayah Persekutuan Kuala Lumpur, Malaysia

Largest in
Southeast
Asia

Licensed by 
Securities 
Commission

Partner of 
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STONE AGE KNIFE  

T
he Sekki Paper Knife is proof that the Japanese attention to design extends to even the most minor of household or offi  ce 
activities. When you open your mail, do so with a unique implement like this. Designed by Hiroki Yasuda, the Sekki Paper 
Knife is inspired by prehistoric stone tools (‘sekki’ in Japanese). Available in black or white, it's a brilliant fusion of contempo-
rary chic and ancient simplicity. Parts of the knife are polished like a mirror while the tip has been processed to facilitate 
cutting into the paper, demonstrating that aspects of Stone Age technology and approaches still have much to off er us today.

FLAGSHIP SNAPPER 

T
he Fujifilm X-H1 is the company’s highest-performing 
camera to date. Part of the fabled X series of 
mirrorless cameras, the X-H1 is the first model in the 
X-Series to feature in-body image stabilization. A 
three-axis accelerometer, three-axis gyro sensor, and 

dedicated dual processor coalesce to provide processing and 
correction 10,000 times per second. Flicker Reduction mode is 
another new feature for the Fujifilm X-H1. While the naked eye 
can't recognize flicker, it shows up dramatically on many cameras’ 
footage, ruining otherwise compelling shots. The X-H1's Flicker 
Reduction mode automatically adjusts exposure ensuring even, 
properly exposed videos.

BY 
ONG XIANG 

HONG

ELECTRIFY YOUR BIKE   

T
The EvoWheel is the first set of 
e-bike wheels that can transform any 
manual two-wheeled vehicle into a 
fully functioning electronic bicycle. 
The integrated design allows for a 

tailored riding experience and the easy installation 
process takes the consumer on the road in less 
than 30 seconds. The EvoWheel comes in various 
sizes, making it compatible with just over 95% of 
consumer bikes. Depending on the model, the 
e-bike wheels charge within one to three hours 
and have the capacity to go 54 miles per cycle. 
The EvoWheel can be simply swapped with the 
original manual wheel, omitting the worries of any 
mess due to wires and unnecessary features.
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OPTICAL RELIEF  

T
he Doctor Air 3D Eye Magic Massager comes from one of 
Japan's most sophisticated wellness device 
manufacturers. Sit back, relax, and provide delicately 
controlled therapy for the area around your eyes and 
upper face with this comfortable and easy-to-use tool. 

Available in three colours (white, black, pink), the eye massager unit 
off ers pressure treatment, vibration, warming, and healing sound 
therapy. Treat yourself to 15 minutes of Eye Magic per day and notice 
the diff erence it makes to your relaxation levels and sleep patterns.

FOR THE DATA PACK RAT

W
ith 100TB at its disposal, the Nimbus Data 
ExaDrive DC100 blows its next most roomy 
competitor out of the water and is the new 
record holder for world's largest SSD. 100TB is 
enough for to store 20,000 HD movies, 20 

million songs, or provide backup for 2,000 iPhones. To give 
some perspective, consider that Apple and Spotify have a song 
catalog of roughly 30 and 35 million songs respectively. The 
ExaDrive DC100 uses a patent-pending multiprocessor 
architecture and high-density 3D NAND flash memory. 
Amazingly, it also comes in a standard 3.5-inch form factor.

TRUE WIRELESS NOISE CANCELLATION

N
oise-cancelling headphones are great for blocking out engine 
noise on long-haul flights, but they are often bulky. Cue Sony’s 
slimline WF-SP700N Bluetooth earbuds, the first ‘true wireless’ 
earbuds to have digital noise cancellation, though they’re going 
to appeal mostly to travellers also planning a trip to the hotel 

gym. As well as a ‘true wireless’ design much like Apple’s AirPods, the 
sweat-proof WF-SP700N has an ambient sound mode so you can amplify 
surrounding noise when you’re running around busy city streets and want to 
stay hyper-aware. Battery life is limited to three hours, but the carry case 
stores another six hours of charge. 

SMART PUPPY 

C
hinese company 90Fun is releasing a 
smart suitcase that’s designed to 
automatically follow you around so your 
hands are free. Named the 90 Fun Puppy 
1 (which I take to mean it will follow you 

around like a puppy), the suitcase can constantly follow 
you or it can be summoned via a remote control. The 
company worked with Segway, known for producing 
the infamous two-wheel scooter, to add a ‘gravity 
adaptive system’ on the 20-inch suitcase, which helps 
the bag balance itself as it rolls.
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TIME TO LEAP
WHAT’S NEXT?
SME Corp, Bursa Malaysia and Business Media 
International brings together the opportunity for a 
financial LEAP

Guest-of-Honour for the upcoming SME CEO Forum,  
Tan Sri Ir. (Dr.) Mohamed Al Amin Abdul Majid, is a strong 
advocate to the development of SMEs in Malaysia. Pending his 
stage appearance at the forum, he shares some of his views 
exclusively with the organisers on the LEAP Market. Known 
in full as the Leading Entrepreneurs Accelerator Platform, the 
LEAP Market is one of the most exciting programme launched 
in recent months for SMEs across Malaysia.

What is the degree of influence that the LEAP Market will bring to the 
SME Masterplan (2012 – 2020) by SME Corp. Malaysia?

The LEAP market will further enhance access to financing for SMEs under 
the SME Masterplan, which focuses on promoting non-banking avenues to 
enhance access to financing particularly for start-up and innovative firms. 

The LEAP Market is an alternative avenue for SMEs and companies to raise 
funds through the capital market by connecting them with sophisticated 
investors who believe in their business and ideas. It is a cost-efficient 
fundraising and listing avenue with light-touch rules with prudential standards. 

That being said, the degree of influence that the LEAP Market has on the 
Masterplan will really depend on the participation of SMEs in LEAP. As at end-
March 2018, there was a total of 11 companies who have submitted their 
proposal to be potential LEAP issuers of which five have been listed. So, I really 
hope that more SMEs will come forward to participate in the LEAP Market as 
a means of fundraising from the market. 

As we grow closer to the deadline of the SME Masterplan, how will 
SME Corp. be pushing towards the completion of all objectives/
goals? 

The Masterplan targets to increase SME’s contribution to 41 per cent of GDP 
and 23 per cent of exports by 2020 and I believe, we are well on track to 
achieve the targets. 

As for the target of 65 per cent employment contribution by 2020, we have 
actually achieved 65.3 per cent at this moment. These are the macro targets. 
We also have four goals under the Masterplan which is to increase the rate 
of business formation, expand the number of high growth and innovative 
firms, increase productivity of SMEs and enhance formalisation. We are also 
monitoring these goals closely to ensure that we achieve the macro targets.

All the High Impact Programmes (HIPs) under the Masterplan have begun 
implementation despite at different stages. Some programmes are quite 
advance and have shown results such as the Technology Commercialisation 
Platform (TCP) which is an end-to-end platform to help SMEs commercialise 
their innovations. 

Tan Sri Ir. (Dr.) Mohamed Al Amin Abdul Majid
Chairman, SME Corporation Malaysia

EXCLUSIVE EVENT BY BUSINESSMEDIA INTERNATIONAL

As at end-March 2018, a total 
of 40 innovations have been 
commercialised under the 

Programme generating a total of 
RM32 million in revenue. 

As at end-March 2018, a total of 40 innovations have been 
commercialised under the Programme generating a total of 
RM32 million in revenue. 

Another programme which has shown impact is the Catalyst 
Programme which provides integrated assistance to support 
potential SMEs to become high growth companies. 

In this programme, we work with SMEs in identified sub-sectors 
such as LED/SSL, biotechnology, aerospace, medical device, oil & 
gas as well as rail. In the LED/SSL sub-sector for example, most 
of the recipients under the programme have achieved the target 
of 20 per cent average annual growth for three consecutive years. 

Going forward, we are aligning the SME Masterplan with the 
future Megatrends and Industrial Revolution (IR) 4.0. This will set 
the way forward for our SMEs beyond 2020.

What are the responses that SME Corp. wish for business 
owners to offer most in respect to initiatives by SME 
Corp.?

The performance of Malaysian SMEs remains encouraging 
despite the challenging business environment. The latest 
statistics indicate that SMEs contribute 36.6 per cent to the 
national Gross Domestic Product (GDP), 65.3 per cent to total 
employment and 18.6 per cent to total exports in 2016. 

The Government remains committed to support SME development 
and entrepreneurship in 2018. Budget 2018 denotes a significant 
increase in allocation to support SMEs with an allocation of 
RM22.2 billion. 

SME Corp. Malaysia envisions the creation of a new breed of SMEs 
that are globally competitive through its programmes. One of our 
flagship programmes for start-ups is the Tunas Usahawan Belia 
Bumiputera (TUBE) programme, which is a Government initiative 
to encourage Bumiputera youths to venture into business. 

TUBE, which kicked off in 2014, is designed to inculcate and 
develop Bumiputera youths aged between 18-30 years to 
participate in entrepreneurship. It also encourages youths to shift 
from being job seekers to employment providers, and to create 
resilience and sustainability of entrepreneurs. 

Business Accelerator Programmes (BAP 2.0) is an integrated 
assistance programmes to enhance capabilities of SMEs through 
business advisory and financial support. This programme 
provides two (2) types of financing available under BAP 2.0 which 
are the Matching Grant and the Soft Loan. BAP 2.0 supports a 
wide range of capacity building initiatives to assist SMEs to grow 
their businesses locally and abroad. 

Galakan Eksport Bumiputera (GEB) is a programme implemented 
in collaboration with Majlis Amanah Rakyat (MARA), MATRADE 
and EXIM Bank. It aims to improve the ability of pre-export and 
to increase the number of Bumiputera SMEs that are ready to 
penetrate international markets. The programme also encourages 
business networking among Bumiputera SMEs and encourages 
them to seize opportunities in the market. 

Stay connected with the SME Magazine June 
issue for part two of the exclusive interview, as 
Tan Sri shares more about influence on SMEs 
by the One Belt One Road Initiative and the 
CPTPP.

This programme 
provides two (2) types 
of financing available 
under BAP 2.0 which 

are the Matching 
Grant and the Soft 

Loan.

Media PartnersGold ExhibitorsGold SponsorsSupporting OrganisationsOrganisers

Date  /  Tuesday, 26 June 2018
Time  /  9.00am – 6.00pm
Location  /  Sime Darby Convention Centre

Register at ceoforum.asia 
to meet him personally at the forum!
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top companies, but it’s up for us 
women to stand out and to be 
seen and prove our ability to grab 
those seats.
        The topic of unfair support 
given to businessmen compared 
to that given to businesswomen 
can be very sensitive.
        The report from 
Leaderonomics.com which was 
released in October 2017 states, 
back in 2011, the Malaysian 
government announced a target 
for the corporate sector to 
encourage and nurture more 
women, with a goal of women 
taking up 30 per cent of decision-
making positions.

ALPHATECH & CHEMICAL 
SDN. BHD. SUZANNE
I wouldn’t know how tough the 
Baby Boomers had it back then, 
but I would assume that it must 
have been financially slightly less 
competitive. During their era, 
things were less complicated, 
people were more resilient . 
        Wealth distribution 
is still focussed on a small 
group of people. Thus, doing 
business would have been less 
edgy and demanding. 
        Today, people are more 
competitive, technology has made 
things evolve very quickly and 
many new types of industries 
have arised to cater to today's vast 
requirements. Consumers are also 
smarter - they are more price-
savvy and demanding. 
        Probably during the Baby 
Boomers generation, to start and 
sustain a business might be easier 
but today. To start a business 
is not tough but to be able to 
sustain it takes a lot of eff ort both 
physically and financially.
        I do not think that there has 
been a gap in SEA or at other 
developed / developing countries 
in the world.
        I trust that there is no 
specific industry that will 
require only a specific gender to 
lead it thus its about personal 
preferences and passion towards 
establishing the success. 
        Whilst many believe that 
there should be gender equality 
but overall, my view is that 
equality is a self-driven goal and 
not a generic goal.

W
     omen has been taking part in trade and 

business activities for centuries. Hence, 
women in business is not new to us, 
rather it is a trend which is picking up 
more attention because of the increasing 
awareness on workplace gender equality.
        In this issue of SME, we speak 
to young women entrepreneurs 
(ladypreneurs) who has made a name for 
themselves in their respective industries.

GEN X LADIES IN BUSINESS

EMERALD PARTS MANAGING DIRECTOR ELSIE HONG

Each generation has its own good way and challenges in leading 
a business.Being a Gen X in Malaysia, I am influenced by 
the environment where there is higher awareness on women 
empowerment and digital adoption. 
        While passionately supporting women’s right, I believe being 
a successful women leader is not about proving to others about our 
capability because women are already very capable and knowledgeable. 
        It is about how we, as ladypreneurs, work and cooperate with other 
male of female business owners in achieving success together.
        Gender inequality has been discussed since thousand of years ago 
and it will never stop
because opinions on the issue are somehow aff ected by religion, culture, 
personal perception and one’s way of living.
        As a woman, the world is full of opportunities. Let’s just focus on 
what and how women can contribute to the business world, society and 
to the world.
        No doubt, there are still gaps in percentage between men and 
women leaders in the decision making positions in many of the world’s 

        After four-and-a-half 
years in the corporate world 
handling regional accounts, I 
realised that I had enough of the 
corporate life (although it was 
quite a fun one!). If I can put all 
the eff ort into making money 
for a company, why not do it for 
myself and keep all the money 
to myself. 
        Starting out small and 
learning the ropes of being a 
business owner increased my 
motivation to strive and desire 
more. The process of growing is 
my utmost.
        Start it with passion. Do 
it with passion. Never lose the 
passion. 
Set the objectives right from 
the start. Ensure that the 
conceptualisation of the business 
to the execution of the business 
is in tandem so that the focus is 
not lost.
        It is also very important 
to understand that failures 
will definitely happen. And, it 
is even more important that 
business failures are never really 
failures, because this is how 
we can sharpen our execution 
or operations and ensure we 
develop new opportunities 
through it. 
        Be very prepared to be 100 
per cent hands-on and never 
be overly dependent on others 
- work and be a team players, 
a good leader with others but 
always bear in mind that no one 
will be more passionate with 
your business than you yourself. 
        And lastly, always have a 
back-up plan or fall back plan. 
I don’t think there is a 
diff erence between supporting 
a man or a woman when it 
comes to the framework of 
developing, conducting and 
succeeding in business.
        It is important that the 
government support all business 
owners as they are the ones that 
are developing the country’s 
economy and increasing the 
demands of society.
        Policy makers should always 
understand that businesses 
are an integral of a country’s 
growth that there should never 
be segmentation whether it being 
gender, race or even religion. 
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        My view is as long we 
prove ourselves with results and 
commitment, we will gain the 
respect of our male counterparts. 
I believe this economy has moved 
beyond the gender gap and we are 
able to grow our business to next 
level. With 60-70 per cent of the 
team being female, I believe that 
we can find success with 
our company.
        My business started when 
I took a business course on 
property investment. This gave 
me a new direction on how to 
invest in properties. While I was 
studying in Kuala Lumpur, I ran 
a part-time subletting business, 
focusing on student accommo-
dation. My biggest inspiration 
came from Best Western, where 
they have a vision to be the best 
property management company in 
the world. 
        I believe in giving property 
investors value for money. When 
I saw an opportunity in fast-
expanding Iskandar Malaysia, 
I thought it was a good way to 
invest my time, knowledge, and 
resources. Therefore, we decided 
to move into Johor Bahru.
        My first big challenge was 
to write proposals to companies 
regarding our services. It was 
a tough time for our team as 
Iskandar Malaysia was just 

A
     s I am a Gen Y ladypreneur (short for 

lady entrepreneur), my experience is that 
some of the business people of the baby 
boomer era faced a diff erent set of 
challenges - the lack of information and 
communication during their generation. 
        Businesses during that era were 
more labour intensive and more geared 
towards competing within their own 
country or region. I think women at that 
time played a more administrative and 

supportive role. Compare this to current ladypreneurs which can take 
up more leadership-type roles, including business development roles or 
even the position of CEO.
        Today, the world of business has become very dynamic. Many 
traditional businesses are being disrupted by new solutions. 
        As the world gets more interconnected, business models have 
changed. It is easier for businesses to go regional or even global, 
compared to previous generations. This is no longer the ‘sit down and 
relax' environment for businesses. 
        The concepts of ‘Creativity’ and ‘Partnership’ are things that our 
team focus on to achieve the results we want. I feel it is important for us 
to go for the next ecosystem whenever it is possible to achieve results. 
We feel that working together to achieve more market demand and to 
help more entrepreneurs to succeed together is our true calling.
        The gender gap to me is much closer, or even equal. Sometimes 
I feel that I have the edge over my male counterparts in this 
industry - which is traditionally male dominated. It is much easier 
to communicate with male business people as they tend to be more 
‘gentlemanly’ when they are talking to the ladies. 

starting, and a lot of property 
developers had a pretty 
traditional outlook. We spent 
months convincing them about 
the importance of adding value 
to property investors. 
        This allowed me to close 
my first big deal, which was 
with Educity Iskandar Malaysia. 
Through this we have expanded 
into many diff erent aspects of 
management, from F&B and 
hotel management to corporate 
accommodation. We also now 
do building and interior design.
        My advice to fellow 
ladypreneurs would be to 
believe in what you want to 
create, and achieve the best 
of what you believe. One of 
my favourite quotes is, “every 
master starts as a beginner”. A 
lot of our business opportunities 
gave me a chance to be a 
learner again and to learn from 
many masters in business.
        My view is that the ASEAN 
government should do their best 
in giving female entrepreneurs 
more financial grants, as well as 
assisting mother-entrepreneurs 
who juggle family commitments 
and business management at 
the same time. More support 
in terms of resources and ways 
to balance their responsibilities 
will be a great help.

CORE HOME MANAGEMENT MANAGING DIRECTOR LOW

GEN Y: THE MILLENNIAL 
LADYPRENEUR
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O
ne of the best ways to inspire, 
motivate and encourage 
women to step into an 
entrepreneurial journey,  is 

through women organisations. 
        The National Association of Women 
Entrepreneurs of Malaysia (NAWEM), a 
well established not for profit organisation, 
has been a driving force in supporting and 
educating women entrepreneurs. 
        In her speech delivered in the latest AGM 
of NAWEM, Madam Sarojini said the associa-
tion was founded before it became fashionable 
to talk about women empowerment. 
        “A few women with foresight and wisdom 
realised the necessity for a multi- racial 
association for women entrepreneurs. We were 
the forerunners in the Satu Malaysia arena and 
our sponsor then was Peniagawati who knew 
the importance of diversity and inclusivity in 
an organisation for longevity.”
        There were several major projects funded 
by diff erent government agencies and other not 
for profit organisations in 2017. 

PROJECTS MANAGED 
BY NAWEM IN 2017/18:
EMPRETEC & 1MOC NAWEM was able to bring 
in an United Nations Conference on Trade 
and Development ( UNCTAD) programme 
to Malaysia. Known as Empretec, it was a 
programme based on behavioural traits for 
entrepreneurship. So far 5 classes have been 
conducted and we have 114 graduates from 
this programme.
        In conjunction with Empretec, 2 HRDF 
funded programmes for the retrenched were 
conducted under the banner of Satu Malaysia 
Outplacement Centre or 1MOC. These 
programmes were for men and women. But 
NAWEM had a twist. Instead of placing them 
in a job, NAWEM trained and mentored the 
participants to start a business.
        NAWEM has also signed an MOU 
with CEDAR of SME Bank to conduct the 
EMPRETEC programme for them.

GENDER 21 – Promoting 21st Century Gender 
Related Labour Practices in Malaysia 
        This project was funded by The Asia 
Foundation and it started in November 
2016 and was completed in December 
2017. There were many components to this 
project, from surveys and focussed group 
discussions to town hall presentations and 
leadership mentoring. 
        It created an impact on more than 6,000 
people directly and about 100,000 people 
through conventional and social media. 
Recommendations have been made during 
multi stakeholders discussions and ratified 

during public forum which will be 
submitted to the relevant authorities.
        To further enhance the gender re-
lated dialogue, NAWEM also organised 
the STEM conference with world class 
speakers and pushed the agenda for more 
women to participate in Science, Technol-
ogy, Engineering and Mathematics fields.

Family Business Programme at University of 
Jaen, Spain  NAWEM organised a pro-
gramme in October 2017 on how family 
businesses are managed and this was in 
Spain. It included an academic input as 
well as field trips. The selection of partici-
pants was stringent and I am glad to say, we 
will be organising another trip this year. This 
was a HRDF sponsored programme.
        2.6 SEDIC – NAWEM collaboration – 
Women in Digital 
        SEDIC is a government agency set up by 
the Prime Minister’s Offi  ce to upskill Indians 
to enhance their lives and livelihoods. NAWEM 
was awarded a grant to help Indian women 
entrepreneurs to increase their business reach 
through digital marketing. Our target is to give 
this skill to 300 women. So far we have 120 
graduates. As I am speaking to you, we have a 
team in Johor conducting this programme.

UNHCR Micro Entrepreneurship  For the third 

year, NAWEM was awarded the imple-
mentation partner status in 2017, to 
diversify income sources for refugee 
households. They were given quality 
training and a start-up fund which was 
monitored closely. Once again NAWEM 
has successfully enabled the participants 

to increase their quality of livelihood.

The Road Ahead in 2018 NAWEM wants to set 
up a clinic for Small Debt Recovery. Mdm 
Sarojini is a member of Bank Negara’s Small 

Debt Recovery committee. 
        “I realise how important it is to help 
businesses when they go into financial 

problems and there are avenues to avert 
bankruptcies and insolvencies. So we will 
advise our members on financial recoveries 
that will keep their business going,” she said
        In a determined tone, Sarojini said that 
NAWEM will continue to engage with women 
in all economic levels- B40, M40 and T20. 
“Our programmes, as you have just heard, are 
for top management, mid-management and for 
those who are in the threshold of creating a 
viable business,” she said.
        “In short- NAWEM is for business women 
who own companies of all sizes. Stay with us 
and grow your companies and I assure you, 
this is also the best place for personal and 
professional development.”

WOMEN 
SUPPORTING  
WOMEN



22    COVER STORY      

WOMEN EMPOWERMENT 
QUOTES:

THE FAIRER SEX:
The phrase “the fairer 
sex” refers to looks, which 
means when being put into a 
conversation, it should only be 
applied for describing facial 
attributes. If anyone goes beyond 
this “unstipulated rule”, he 
or she might get into trouble, 
because some women sees it as a 
derogatory phrase.

According to a Quora 
contributor, Robert Charles Lee, 
“fair" in that usage means not 
coarse (not rough). 

“The historical ‘claim’ was that 
women in the English-speaking 
world used to be lighter-coloured 
in hair or skin than men. That 
then got extended with the 
sense of being more genteel,” 
commented Lee.

Lee said that Chaucer used “fair 
maid (maiden)” but the earliest 
use of “fair/fairer sex” seems to 
be in 1665-76, and first written 
form in the book The Art of 
Making Love: Or Rules for the 
Conduct of Ladies and Gallants 
in Their Amours (1676) by Le 
Boulanger de Chalussay.  

“To all the little girls who are watching, 
never doubt that you are valuable 
and powerful and deserving of every 
chance and opportunity in the world to 
pursue and achieve your own dreams.” 
— Hillary Clinton 
in her 2016 concession speech

“I raise up my voice—not so I can shout, but so that 
those without a voice can be heard...we cannot 

succeed when half of us are held back.” 
— Malala Yousafzai

“If you want something said, ask a man; 
if you want something done, ask a woman." 
— Margaret Thatcher

“I'm tough, I'm ambitious, 
and I know exactly what I want…” 

— Madonna
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B
y 2025, the Association of 
Southeast Asian Nations 
(ASEAN) region is expected to 
be the next destination for global 

participants, replacing China, with its 
geographic proximity, large consumer base, 
and low costs attracting traders. 
        Cambodia, Myanmar, Laos, and Vietnam 
(the CLMV countries of the Greater Mekong 
Subregion) are emerging as an attractive 
destination for investors. 
        The ASEAN marked its 50th 
anniversary in 2017, striving to move forward 
as a single market and production base. 
Implementation of the ASEAN Economic 
Community (AEC) will unify ASEAN 
members under a single cluster, making it an 
attractive hub for investors. 
        An integrated transport and mobility 
infrastructure in the region off ers a new 
dimension for the growth of the ASEAN. 
        Trade activities are expected to 
record tangible advances with the support 
of participating governments. A growing 
consumer base, due to urbanization in ASEAN 
and enhanced by digital penetration, drives 
online business model adoption by industry 
players, encouraging the integration of both 
local and international logistics providers. 
        The top 10 disruptive trends identified 
in the field of logistics in the region are 
expected to enhance ASEAN's position as an 
international leading business hub. 
        The innovative trends are expected to 
be interrelated, boosting the growth of the 
logistics industry in ASEAN. Significant 
growth is forecast in the logistics industry 
across ASEAN during the next decade driven 
by the logistics trends. 
        Development of a logistics master plan 
in ASEAN countries is becoming a key 
requirement for the countries' initiatives 
to facilitate a Strategic Transport Plan at a 
regional level as a part of ASEAN Economic 
Community (AEC) integration. 
        The transport plan and frameworks 
enhance the growth of cross-border logistics, 
enabling seamless connectivity and creating 
opportunities for goods off ering eff ective trade 
facilitation to stakeholders. 
        This will be further enhanced by the 
adoption of technology solutions such as 
e-commerce and app-based crowdsourced 
logistics platforms, leading the supply chain 
activities from insourcing to outsourcing, rail 
and freight transportation. 
        Rising urbanisation and uberisation 
trends also boost the growth of start-up 
companies as part of the supply chain model 
in ASEAN. 
        Blockchain is a global trend that has 
influenced ASEAN's supply chain manage-
ment. The rise of blockchain in ASEAN is 
expected to facilitate logistics management and 

accelerate trade growth along with the support 
of rapid adoption of digital technology by 
stakeholders in the region. 
        The logistics industry in ASEAN is 
forecast to be more agile and anticipatory by 
2025, allowing service providers to address 
the rising demand with cost- and time-eff ective 
solutions. 

ASEAN 
LOGISTICS 
FORECAST 
TO 2025

ASEAN StatisticsASEAN Statistics

ASEAN Trade, 2014-201ASEAN Trade, 2014-20155
as of November 2016as of November 2016

Exports Imports Total trade Exports Imports Total trade Exports Imports Total tradeExports Imports Total trade Exports Imports Total trade Exports Imports Total tradeExports Imports Total trade Exports Imports Total trade Exports Imports Total tradeExports Imports Total trade Exports Imports Total trade Exports Imports Total tradeExports Imports Total trade Exports Imports Total trade Exports Imports Total tradeExports Imports Total trade Exports Imports Total trade Exports Imports Total tradeExports Imports Total trade Exports Imports Total trade Exports Imports Total tradeExports Imports Total trade Exports Imports Total trade Exports Imports Total tradeExports Imports Total trade Exports Imports Total trade Exports Imports Total tradeExports Imports Total trade Exports Imports Total trade Exports Imports Total tradeExports Imports Total trade Exports Imports Total trade Exports Imports Total tradeExports Imports Total trade Exports Imports Total trade Exports Imports Total tradeExports Imports Total trade Exports Imports Total trade Exports Imports Total tradeExports Imports Total trade Exports Imports Total trade Exports Imports Total tradeExports Imports Total trade Exports Imports Total trade Exports Imports Total tradeExports Imports Total trade Exports Imports Total trade Exports Imports Total tradeExports Imports Total trade Exports Imports Total trade Exports Imports Total tradeExports Imports Total trade Exports Imports Total trade Exports Imports Total trade

Brunei DarussalamBrunei Darussalam             3,597            3,597            3,597            3,59710,584            3,59710,58410,584            3,59710,584               14,181              14,181              14,181              14,181            3,597              14,181            3,597            3,597              14,181            3,597             6,354            6,354            6,354            6,354              14,181            6,354              14,181              14,181            6,354              14,181               3,238              3,238              3,238              3,238            6,354              3,238            6,354            6,354              3,238            6,354               9,592              9,592              9,592              9,592              3,238              9,592              3,238              3,238              9,592              3,238               (40.0)              (40.0)              (40.0)              (40.0)              9,592              (40.0)              9,592              9,592              (40.0)              9,592               (10.0)              (10.0)              (10.0)              (10.0)              (40.0)              (10.0)              (40.0)              (40.0)              (10.0)              (40.0)               (32.4)              (32.4)              (32.4)              (32.4)              (10.0)              (32.4)              (10.0)              (10.0)              (32.4)              (10.0)              (32.4)                            (32.4)              (32.4)                            (32.4)
CambodiaCambodia             18,973            18,973            18,973            18,97310,681            18,97310,68110,681            18,97310,681             29,655            29,655            29,655            29,655            18,973            29,655            18,973            18,973            29,655            18,973             8,839            8,839            8,839            8,839            29,655            8,839            29,655            29,655            8,839            29,655               10,838              10,838              10,838              10,838            8,839              10,838            8,839            8,839              10,838            8,839             19,676            19,676            19,676            19,676              10,838            19,676              10,838              10,838            19,676              10,838             (17.3)            (17.3)            (17.3)            (17.3)            19,676            (17.3)            19,676            19,676            (17.3)            19,676               (42.9)              (42.9)              (42.9)              (42.9)            (17.3)              (42.9)            (17.3)            (17.3)              (42.9)            (17.3)               (33.6)              (33.6)              (33.6)              (33.6)              (42.9)              (33.6)              (42.9)              (42.9)              (33.6)              (42.9)              (33.6)                            (33.6)              (33.6)                            (33.6)
IndonesiaIndonesia           178,179          178,179          178,179          178,179176,293          178,179176,293176,293          178,179176,293           354,471          354,471          354,471          354,471          178,179          354,471          178,179          178,179          354,471          178,179           150,366          150,366          150,366          150,366          354,471          150,366          354,471          354,471          150,366          354,471           142,695          142,695          142,695          142,695          150,366          142,695          150,366          150,366          142,695          150,366           293,061          293,061          293,061          293,061          142,695          293,061          142,695          142,695          293,061          142,695           (14.7)          (14.7)          (14.7)          (14.7)          293,061          (14.7)          293,061          293,061          (14.7)          293,061               (19.9)              (19.9)              (19.9)              (19.9)          (14.7)              (19.9)          (14.7)          (14.7)              (19.9)          (14.7)               (17.3)              (17.3)              (17.3)              (17.3)              (19.9)              (17.3)              (19.9)              (19.9)              (17.3)              (19.9)              (17.3)                            (17.3)              (17.3)                            (17.3)
Lao PDRLao PDR               2,749              2,749              2,749              2,7492,640              2,7492,6402,640              2,7492,640               5,389              5,389              5,389              5,389              2,749              5,389              2,749              2,749              5,389              2,749               3,714              3,714              3,714              3,714              5,389              3,714              5,389              5,389              3,714              5,389               3,049              3,049              3,049              3,049              3,714              3,049              3,714              3,714              3,049              3,714               6,763              6,763              6,763              6,763              3,049              6,763              3,049              3,049              6,763              3,049               40.7              40.7              40.7              40.7              6,763              40.7              6,763              6,763              40.7              6,763                 10.9                10.9                10.9                10.9              40.7                10.9              40.7              40.7                10.9              40.7                 25.5                25.5                25.5                25.5                10.9                25.5                10.9                10.9                25.5                10.9                25.5                                25.5                25.5                                25.5
MalaysiaMalaysia           208,850          208,850          208,850          208,850233,927          208,850233,927233,927          208,850233,927           442,778          442,778          442,778          442,778          208,850          442,778          208,850          208,850          442,778          208,850           199,158          199,158          199,158          199,158          442,778          199,158          442,778          442,778          199,158          442,778           176,011          176,011          176,011          176,011          199,158          176,011          199,158          199,158          176,011          199,158           375,169          375,169          375,169          375,169          176,011          375,169          176,011          176,011          375,169          176,011           (14.9)          (14.9)          (14.9)          (14.9)          375,169          (14.9)          375,169          375,169          (14.9)          375,169               (15.7)              (15.7)              (15.7)              (15.7)          (14.9)              (15.7)          (14.9)          (14.9)              (15.7)          (14.9)               (15.3)              (15.3)              (15.3)              (15.3)              (15.7)              (15.3)              (15.7)              (15.7)              (15.3)              (15.7)              (15.3)                            (15.3)              (15.3)                            (15.3)
MyanmarMyanmar             16,220            16,220            16,220            16,22011,452            16,22011,45211,452            16,22011,452             27,672            27,672            27,672            27,672            16,220            27,672            16,220            16,220            27,672            16,220             12,197            12,197            12,197            12,197            27,672            12,197            27,672            27,672            12,197            27,672             16,907            16,907            16,907            16,907            12,197            16,907            12,197            12,197            16,907            12,197             29,104            29,104            29,104            29,104            16,907            29,104            16,907            16,907            29,104            16,907             6.5            6.5            6.5            6.5            29,104            6.5            29,104            29,104            6.5            29,104                   4.2                  4.2                  4.2                  4.2            6.5                  4.2            6.5            6.5                  4.2            6.5                   5.2                  5.2                  5.2                  5.2                  4.2                  5.2                  4.2                  4.2                  5.2                  4.2                  5.2                                    5.2                  5.2                                    5.2
PhilippinesPhilippines             67,757            67,757            67,757            67,75761,810            67,75761,81061,810            67,75761,810             129,567            129,567            129,567            129,567            67,757            129,567            67,757            67,757            129,567            67,757           58,648          58,648          58,648          58,648            129,567          58,648            129,567            129,567          58,648            129,567             70,295            70,295            70,295            70,295          58,648            70,295          58,648          58,648            70,295          58,648             128,944            128,944            128,944            128,944            70,295            128,944            70,295            70,295            128,944            70,295           (5.1)          (5.1)          (5.1)          (5.1)            128,944          (5.1)            128,944            128,944          (5.1)            128,944                  3.7                 3.7                 3.7                 3.7          (5.1)                 3.7          (5.1)          (5.1)                 3.7          (5.1)                   (0.5)                  (0.5)                  (0.5)                  (0.5)                 3.7                  (0.5)                 3.7                 3.7                  (0.5)                 3.7                  (0.5)                                   (0.5)                  (0.5)                                   (0.5)
SingaporeSingapore           366,247          366,247          366,247          366,247409,769          366,247409,769409,769          366,247409,769           776,016          776,016          776,016          776,016          366,247          776,016          366,247          366,247          776,016          366,247           366,344          366,344          366,344          366,344          776,016          366,344          776,016          776,016          366,344          776,016           296,765          296,765          296,765          296,765          366,344          296,765          366,344          366,344          296,765          366,344           663,109          663,109          663,109          663,109          296,765          663,109          296,765          296,765          663,109          296,765           (10.6)          (10.6)          (10.6)          (10.6)          663,109          (10.6)          663,109          663,109          (10.6)          663,109               (19.0)              (19.0)              (19.0)              (19.0)          (10.6)              (19.0)          (10.6)          (10.6)              (19.0)          (10.6)               (14.5)              (14.5)              (14.5)              (14.5)              (19.0)              (14.5)              (19.0)              (19.0)              (14.5)              (19.0)              (14.5)                            (14.5)              (14.5)                            (14.5)
ThailandThailand           227,952          227,952          227,952          227,952227,574          227,952227,574227,574          227,952227,574           455,526          455,526          455,526          455,526          227,952          455,526          227,952          227,952          455,526          227,952           214,396          214,396          214,396          214,396          455,526          214,396          455,526          455,526          214,396          455,526           202,751          202,751          202,751          202,751          214,396          202,751          214,396          214,396          202,751          214,396           417,147          417,147          417,147          417,147          202,751          417,147          202,751          202,751          417,147          202,751           (5.8)          (5.8)          (5.8)          (5.8)          417,147          (5.8)          417,147          417,147          (5.8)          417,147                  (11.1)                 (11.1)                 (11.1)                 (11.1)          (5.8)                 (11.1)          (5.8)          (5.8)                 (11.1)          (5.8)               (8.4)              (8.4)              (8.4)              (8.4)                 (11.1)              (8.4)                 (11.1)                 (11.1)              (8.4)                 (11.1)              (8.4)                               (8.4)              (8.4)                               (8.4)
Viet NamViet Nam           145,686          145,686          145,686          145,686148,092          145,686148,092148,092          145,686148,092           293,777          293,777          293,777          293,777          145,686          293,777          145,686          145,686          293,777          145,686           162,014          162,014          162,014          162,014          293,777          162,014          293,777          293,777          162,014          293,777           165,730          165,730          165,730          165,730          162,014          165,730          162,014          162,014          165,730          162,014           327,744          327,744          327,744          327,744          165,730          327,744          165,730          165,730          327,744          165,730           9.4          9.4          9.4          9.4          327,744          9.4          327,744          327,744          9.4          327,744                   13.8                  13.8                  13.8                  13.8          9.4                  13.8          9.4          9.4                  13.8          9.4                 11.6                11.6                11.6                11.6                  13.8                11.6                  13.8                  13.8                11.6                  13.8                11.6                                11.6                11.6                                11.6

ASEAN 1,292,821ASEAN 1,292,821ASEAN 1,292,821ASEAN 1,292,821      1,236,210      1,236,210      1,236,210      1,236,210ASEAN 1,292,821      1,236,210ASEAN 1,292,821ASEAN 1,292,821      1,236,210ASEAN 1,292,821       2,529,031      2,529,031      2,529,031      2,529,031      1,236,210      2,529,031      1,236,210      1,236,210      2,529,031      1,236,210      2,529,031            2,529,031      2,529,031            2,529,031       1,088,279      1,088,279      1,088,279      1,088,2791,182,031      1,088,2791,182,0311,182,031      1,088,2791,182,031      1,088,279            1,088,279      1,088,279            1,088,279       (8.6)      (8.6)      (8.6)      (8.6)2,270,310      (8.6)2,270,3102,270,310      (8.6)2,270,310                  (12.0)                 (12.0)                 (12.0)                 (12.0)      (8.6)                 (12.0)      (8.6)      (8.6)                 (12.0)      (8.6)               (10.2)              (10.2)              (10.2)              (10.2)                 (12.0)              (10.2)                 (12.0)                 (12.0)              (10.2)                 (12.0)              (10.2)                            (10.2)              (10.2)                            (10.2)

Source :  ASEAN SecretariaSource :  ASEAN Secretariatt

Symbols used NotesSymbols used Notes
Data in Data in italicsitalics  are the  latest updated/revised figures Details may not add up to totals due to rounding off errors. are the  latest updated/revised figures Details may not add up to totals due to rounding off errors.

from previous posting.from previous posting.
(…) indicates a negative sign or a decrease.(…) indicates a negative sign or a decrease.

2014 2015 Year-on-year change2014 2015 Year-on-year change2014 2015 Year-on-year change2014 2015 Year-on-year change2014 2015 Year-on-year change2014 2015 Year-on-year change
CountryCountry

(US$ million) (US$ million) (in pecent)(US$ million) (US$ million) (in pecent)(US$ million) (US$ million) (in pecent)(US$ million) (US$ million) (in pecent)(US$ million) (US$ million) (in pecent)(US$ million) (US$ million) (in pecent)

ASEAN StatisticsASEAN Statistics

ToTopp ten ex ten expport markets and imort markets and impport oriort origgins, 2015ins, 2015
as of November 2016as of November 2016

Country of destinationCountry of destination1/1/ Value of exports Value of exports 
(US$million)(US$million)

% Share to % Share to 
totaltotal Country of originCountry of origin1/1/ Value of Imports Value of Imports 

(US$million)(US$million)
% Share to % Share to 

totaltotal

ASEANASEAN 305,693305,693             25.9             25.9             25.9             25.9305,693             25.9305,693305,693             25.9305,693             25.9                          25.9             25.9                          25.9 ASEANASEAN 238,059238,059                21.9                21.9                21.9                21.9238,059                21.9238,059238,059                21.9238,059                21.9                             21.9                21.9                             21.9
China (People's Republic of)China (People's Republic of) 134,249134,249             11.4             11.4             11.4             11.4134,249             11.4134,249134,249             11.4134,249             11.4                          11.4             11.4                          11.4 China (People's Republic of)China (People's Republic of) 211,515211,515                19.4                19.4                19.4                19.4211,515                19.4211,515211,515                19.4211,515                19.4                             19.4                19.4                             19.4
United statesUnited states 129,171129,171             10.9             10.9             10.9             10.9129,171             10.9129,171129,171             10.9129,171             10.9                          10.9             10.9                          10.9 JapanJapan 124,350124,350                11.4                11.4                11.4                11.4124,350                11.4124,350124,350                11.4124,350                11.4                             11.4                11.4                             11.4
EU 28EU 28 127,584127,584             10.8             10.8             10.8             10.8127,584             10.8127,584127,584             10.8127,584             10.8                          10.8             10.8                          10.8 EU 28EU 28 100,056100,056                9.2                9.2                9.2                9.2100,056                9.2100,056100,056                9.2100,056                9.2                               9.2                9.2                               9.2
JapanJapan 113,694113,694                 9.6                 9.6                 9.6                 9.6113,694                 9.6113,694113,694                 9.6113,694                 9.6                                   9.6                 9.6                                   9.6 United statesUnited states 83,17283,172                     7.6                     7.6                     7.6                     7.683,172                     7.683,17283,172                     7.683,172                     7.6                                       7.6                     7.6                                       7.6
Hong KongHong Kong 77,30377,303               6.5               6.5               6.5               6.577,303               6.577,30377,303               6.577,303               6.5                              6.5               6.5                              6.5 Korea, Republic ofKorea, Republic of 76,67676,676                  7.0                  7.0                  7.0                  7.076,676                  7.076,67676,676                  7.076,676                  7.0                                 7.0                  7.0                                 7.0
Korea, Republic ofKorea, Republic of 45,80945,809                   3.9                   3.9                   3.9                   3.945,809                   3.945,80945,809                   3.945,809                   3.9                                     3.9                   3.9                                     3.9 TaiwanTaiwan 61,26161,261                     5.6                     5.6                     5.6                     5.661,261                     5.661,26161,261                     5.661,261                     5.6                                       5.6                     5.6                                       5.6
IndiaIndia 39,10139,101               3.3               3.3               3.3               3.339,101               3.339,10139,101               3.339,101               3.3                              3.3               3.3                              3.3 GermanyGermany 28,75528,755                  2.6                  2.6                  2.6                  2.628,755                  2.628,75528,755                  2.628,755                  2.6                                 2.6                  2.6                                 2.6
TaiwanTaiwan 33,07733,077                   2.8                   2.8                   2.8                   2.833,077                   2.833,07733,077                   2.833,077                   2.8                                     2.8                   2.8                                     2.8 United Arab EmiratesUnited Arab Emirates 21,50021,500                     2.0                     2.0                     2.0                     2.021,500                     2.021,50021,500                     2.021,500                     2.0                                       2.0                     2.0                                       2.0
AustraliaAustralia 32,95932,959                   2.8                   2.8                   2.8                   2.832,959                   2.832,95932,959                   2.832,959                   2.8                                     2.8                   2.8                                     2.8 Saudi ArabiaSaudi Arabia 20,31320,313                     1.9                     1.9                     1.9                     1.920,313                     1.920,31320,313                     1.920,313                     1.9                                       1.9                     1.9                                       1.9

Total top ten destination countriesTotal top ten destination countries 1,038,6381,038,638              87.9              87.9              87.9              87.91,038,638              87.91,038,6381,038,638              87.91,038,638              87.9                              87.9              87.9                              87.9 Total top ten origin countriesTotal top ten origin countries 965,657965,657                   88.7                   88.7                   88.7                   88.7965,657                   88.7965,657965,657                   88.7965,657                   88.7                                   88.7                   88.7                                   88.7
OthersOthers22// 143,393143,393                 12.1                 12.1                 12.1                 12.1143,393                 12.1143,393143,393                 12.1143,393                 12.1                                 12.1                 12.1                                 12.1 OthersOthers22// 122,622122,622                   11.3                   11.3                   11.3                   11.3122,622                   11.3122,622122,622                   11.3122,622                   11.3                                   11.3                   11.3                                   11.3
Total 1,182,031Total 1,182,031Total 1,182,031Total 1,182,031          100.0          100.0          100.0          100.0Total 1,182,031          100.0Total 1,182,031Total 1,182,031          100.0Total 1,182,031            Total 1,088,279           Total 1,088,279           Total 1,088,279           Total 1,088,279           Total 1,088,279           Total 1,088,279          100.0           Total 1,088,279          100.0          100.0           Total 1,088,279          100.0              100.0             100.0             100.0             100.0           Total 1,088,279             100.0           Total 1,088,279           Total 1,088,279             100.0           Total 1,088,279             100.0                        100.0             100.0                        100.0

Source:  ASEAN Secretariat Source:  ASEAN Secretariat 

NotesNotes
Some figures may not sum up to totals due to rounding off errorsSome figures may not sum up to totals due to rounding off errors.
1/      identified/ranked based on share of total ASEAN exports/imports1/      identified/ranked based on share of total ASEAN exports/imports
2/     includes trade of all other countries and those that could not be attributed to specific countrie2/     includes trade of all other countries and those that could not be attributed to specific countriess
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BY 
HEATHER 
WHIPPS

        The first and most extensive trade 
networks were actually waterways like the 
Nile, the Tigris and the Euphrates in present-
day Iraq and the Yellow River in China. Cities 
grew up in the fertile basins on the borders of 
those rivers and then expanded by using their 
watery highways to import and export goods.
        The domestication of camels around 
1000 BC helped encourage trade routes over 
land, called caravans, and linked India with 
the Mediterranean. Like an ancient version of 
the Wild West frontier, towns began sprouting 
up like never before anywhere that a pit-stop 
or caravan-to-ship port was necessary. 
        Many of the better-known satellite towns 
of Rome and Greece were founded this way, 
stretching those fabled empires further afield 
until their influences crossed continents.
        And in each of these places, foreign 
traders drank in port towns and shared stories 
and customs from back home, leaving more 
than just their parcels behind.  

N
owadays, if you need something, you go to the closest mall, shell out a 
few bucks and head home. 
        Thousands of years ago, the process wasn't nearly as simple. If 
you or someone in your town didn't grow it, herd it or make it, you 
needed to abandon that desire or else travel for it, sometimes over great 
distances. 
        For many towns, the eff ort of trade was too much. Those ancient 
towns make only rare appearances in our history books.
When the first civilisations did begin trading with each other about five 

thousand years ago, however, many of them got rich…and fast.
        Trade was also a boon for human interaction, bringing cross-cultural contact to a whole new level.

LUXURY GOODS When people first settled down into larger towns in Mesopotamia and Egypt, 
self-suffi  ciency – the idea that you had to produce absolutely everything that you wanted or 
needed – started to fade. A farmer could now trade grain for meat, or milk for a pot, at the local 
market, which was seldom too far away.
        Cities started to work the same way, realising that they could acquire goods they didn't have 
at hand from other cities far away, where the climate and natural resources produced diff erent 
things. This longer-distance trade was slow and often dangerous, but was lucrative for the 
middlemen willing to make the journey.
        The first long-distance trade occurred between Mesopotamia and the Indus Valley in 
Pakistan around 3000 BC, historians believe. Long-distance trade in these early times was limited 
almost exclusively to luxury goods like spices, textiles and precious metals. 
        Cities that were rich in these commodities became financially rich, too, satiating the appetites 
of other surrounding regions for jewelry, fancy robes and imported delicacies.
        It wasn’t long after that trade networks crisscrossed the entire Eurasian continent, 
inextricably linking cultures for the first time in history.
        By the second millennium B.C., former backwater island Cyprus had become a major 
Mediterranean player by ferrying its vast copper resources to the Near East and Egypt, regions 
wealthy due to their own natural resources such as papyrus and wool. 
        Phoenicia, famous for its seafaring expertise, hawked its valuable cedar wood and linens 
dyes all over the Mediterranean. China prospered by trading jade, spices and later, silk. Britain 
shared its abundance of tin.

PIT STOPS In the absence of proper roads, the most effi  cient way to transport goods from one 
place to another was by sea. ON LIVESCIENCE, HISTORY COLUMN. 
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        The Ottawa Taxation Framework 
Conditions, endorsed in 1998, the early days 
of e-commerce. It sets out the basic principles 
for the foundation of taxation of e-commerce. 
These include: 
  Non-discriminatory taxation of e-commerce

and between conventional commerce and 
e-commerce;

  Minimising compliance costs for taxpayers;
  Certainty and simplicity in tax rules;
  Fair sharing of the tax base internationally.

The Ottawa conditions are widely accepted 
among OECD and non-OECD member states, 
as well as those from the business community. 
It restates common-sensical rules on tax, 
favouring the taxpayer and encouraging 
businesses to invest in e-commerce. Since 
those early days however, e-commerce has 
grown rapidly, and governments have not 
reacted fast enough to such developments.

EXAMPLE 2: SALES MADE BY 
E-COMMERCE COMPANY
ShopCo* operates an online marketplace 
where vendors from across the world 
can advertise their goods. ShopCo 
does not sell its own goods, nor does it 
operate warehouses or has inventory. 
Prices on its website are set by the 
vendors. ShopCo is incorporated in the 
United States. Tom from Malaysia buys 
a camera from Films&More, a vendor 
based in Malaysia. He also buys a pair 
of shoes from RunningSports, a vendor 
based in Hong Kong. 
        Through its payment portal, ShopCo 
takes a cut from the transactions. 
While the sale made between Tom and 
Films&More can be taxed by Malaysian 
authorities through corporate tax and 
the imposition of GST, the other two 
transactions are not as straightforward. 
The sale made by RunningSports and 
ShopCo’s cut is not subject to GST, while 
taxation of the parties can be problematic 
without a double taxation agreement 
between the respective jurisdictions.

*ShopCo is a fictitious name, for reference purposes

In 2013, the OECD further promulgated 
the Base Erosion and Profit Shifting (BEPS) 
Action Plan. It aims to tackle the problem of 
gaps in cross-border taxation and e-commerce, 
and to keep pace with the development of 
modern business models. 

T
he Internet has shattered borders in the world of commerce. Businesses 
are now free to conduct business wherever in the world they may be 
located. 
        However, tax jurisdictions, constrained by geographical and 
political borders, have been slow to evolve equivalent rules on taxation. 
Furthermore, political will to enact such rules is lacking, by reason of 
such taxes being seen as anti-business.
        As a consequence, questions about our modern tax systems have 
to be asked – whether it’s taxation of company profits or taxation on 

private consumption. 
        How should services rendered over the Internet be taxed? How do you tax profits earned in 
one country, by a company based in another? How does one impose ad valorem taxes on goods 
sold over the Internet? How should profits earned via cryptocurrency be taxed?
        Such questions challenge the internationally accepted norms of taxation at a fundamental 
level. Additionally, with the phenomenon of Internet enterprises earning billions and not paying a 
cent in tax, concerns are being raised by politicians, civil society, and even other business leaders 
that such firms are not paying their fair share of taxes. 
        Such multinationals may not have deliberately evaded tax, but due to the nature of their 
operations, they exploit gaps in tax regulations in which taxable income may be artificially 
reduced or profits shifted off shore to tax havens, all of which are perfectly legal.

EXAMPLE 1: PROFITS EARNED BY OVERSEAS COMPANY
TaxiCo* operates a ride-hailing company in Thailand. It is incorporated in the Cayman 
Islands. John, a passenger, uses TaxiCo’s app to hail a ride driven by Dan. John pays Dan 
100 baht via the app, of which TaxiCo takes a 10% cut. 
        While Dan’s share of the 100 baht is taxable via income tax, how should TaxiCo’s share 
be taxed? Should it be taxed in Thailand or the Cayman Islands? There is no double taxation 
agreement between the two jurisdictions.

*TaxiCo is a fictitious name, for reference purposes

UNIFYING TAX ACROSS BORDERS
The closest approximation to an international tax harmonisation body is the Organisation for 
Economic Co-operation and Development (OECD). While none of the ASEAN member countries 
are also members of the OECD, Southeast Asian tax authorities have been cooperating with the 
OECD on the problem of taxing e-commerce. 
        But there is as yet no concrete solution, and no consensus among the international 
community on a unified plan to solve the problem. However, the OECD has promulgated several 
technical papers and action plans on the topic.

BY 
ONG XIANG 

HONG
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To the winners of the Asia Pacific Entrepreneurship Awards 2018, we applaud your excellence in responsible entrepreneurship 

emulating strong commitment, advocacy, integrity and leadership in India. Not only have you come to rise through your sheer 

entrepreneurial qualities, but also help raise others around you with your strong leadership backbones throughout your journey. 

Congratulations on being part of an elite group in India to receive the Asia’s Most Prestigious Awards for Entrepreneurs.
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        The accounting model proposed by BEPS has been widely accepted by tax lawyers and 
accountants, but implementation of it has been lacking due to concern by governments that it will 
increase the overall eff ective corporate tax rate.
        Among the plans proposed by BEPS addresses the issue of ad valorem taxes, or better 
known as goods and services tax (GST). Currently, in Malaysia for example, GST is imposed on 
local suppliers, whether they sell their products via conventional commerce or e-commerce. 
        However, foreign e-commerce suppliers are exempt from GST. BEPS aims to harmonise 
these rules for GST to be imposed fairly across the board, regardless of where the goods 
originate from.
        Furthermore, BEPS also proposes to reformulate the definition of ‘permanent establishment’ 
(PE). The domestic tax laws of most jurisdictions require some degree of physical presence before 
business profits are subject to taxation. Such presence may be in the form of a branch offi  ce or 
place of management. However, there are many exceptions to the definition of PE. 
        For example, the use of a showroom or warehouse does not constitute PE. BEPS proposes 
to broaden the definition of PE to include, for example, logistical functions performed by the 
non-resident company. A 2015 decision by a Japanese court has also signalled that e-commerce 
warehouses may be considered PEs for tax purposes. 

LOCAL JURISDICTIONS REACT TO E-COMMERCE
In general, countries around the world have shied away from the issues of taxing e-commerce, 
partly due to the diffi  culty of enforcement, and also partly to encourage the growth of a digital 
economy in the nation. Many countries in Southeast Asia have tax incentives for digital businesses 
and startups, as well as FDI incentives for digital companies to invest in the country. 
        Some countries have even made online tax filing easy and straightforward. Digital tax 
records are also accepted. For example, the Inland Revenue Board of Malaysia accepts tax 
records kept digitally, as long as the records are legible, printable, and accessible in Malaysia.
        On the other hand, jurisdictions are also clamping down on certain practices that 
e-commerce companies use as part of their business model. For example, earlier this year, the 
Supreme Court of India ruled against Flipkart in favour of the Commissioner of Income Tax. 
        Flipkart, India’s equivalent of Amazon, had been discounting items heavily on its website for 
some time, making it attractive to customers. These discounts were filed as marketing expenditure 
by Flipkart. 
        The ruling handed down by the Supreme Court reclassified those discounts as capital 
expenditure, which involves substantial tax liability in India. The Court’s rationale was that such 
discounts not only attracted customers, it also created intangible value for Flipkart’s brand by 
gaining market recognition and goodwill attached to its brand.

WHAT’S NEXT?
The nature of the e-commerce business model is ever changing. With nascent technologies on the 
rise, such as cryptocurrencies, distributed ledger technology, and 3D printing now a reality, the 
nature of commerce and trade in general is moving ever closer to the borderless world imagined 
by visionaries and futurists. 
        Governments and inland revenue departments around the world have either not responded 
quickly enough, or are adopting the perennial ‘wait and see’ approach towards e-commerce. 
        Despite the OECD’s best eff orts, cross-border tax regimes are still heavily fragmented, with 
confusing rules and spotty enforcement. Besides, there is a general lack of commitment amongst 
governments to tax e-commerce businesses, especially in Southeast Asia, for fear of stifling 
innovation.
        However, the e-commerce business is a huge tax base that governments cannot ignore for 
long. For cross-border taxation, clarity on double tax agreements is needed, as well as closing the 
loopholes on the concept of PE. 
        Domestically, it is arguable whether tax incentives are the best way to stimulate new 
e-commerce ventures. Rather, governments can set up agencies that can give advice and grants to 
such ventures. 
        As more than 90 per cent of e-commerce ventures in Southeast Asia are SMEs, they 
constitute a tax base that governments will have to collect from, sooner or later. Certainty 
and simplicity of tax regulations is ultimately something desirable to all business, whether 
conventional or e-commerce. 

T
he latest Global Economic 
Conditions Survey (GECS) 
found that global economic 
confidence is at its highest level 
in years, with strong growth 

since the start of 2017.
        Economic confidence is at its highest 
since the first GECS survey was issued 
assessing Q1 2009. GECS is the largest 
regular economic survey of accountants 
around the world, in terms of both the number 
of respondents and the range of economic 
variables it monitors.
        The new survey found that confidence in 
North America rebounded strongly in the first 
quarter of 2018, with 38 per cent feeling more 
confident about the future, compared with just 
26 per cent who were less confident. While 
confidence in China fell again for a second 
successive quarter, it is still at the fourth 
highest level since 2009.
        “The outlook for the global economy is 
as good as it has been for some time,” said 
ACCA head of business insights, Narayanan 
Vaidyanathan. 
        “The continued rising confidence, led by 
North America, is also benefiting other key 
trading economies such as Africa and South 
Asia. Despite the political uncertainties caused 
by Brexit, confidence in the UK and Western 
Europe also remains strong.”
        Vice president of research and policy, 
Raef Lawson, cautioned that the biggest risk to 
the overall outlook is the possibility of a trade 
war between the United States and China. 
        Proposed measures could escalate tension 
and impact other regions globally. If this does 
not occur, the global economy likely would see 
another year of strong growth.
        “Since the start of the year, policymaking 
in the US has taken a more protectionist turn, 
causing concern about a possible trade war 
with China,” Lawson said, noting China’s 
recent announcement of counter-tariff s. 
        “It is possible that this response by China 
could escalate the crisis as the US government 
is no longer willing to abide large imbalances 
in trade cause by unfair trade policies.”
        Fieldwork for the Q1 2018 GECS took 
place between 27 February and 15 March 2018 
and attracted 1,418 responses from ACCA and 
IMA members around the world, including 
more than 100 Chief Financial Offi  cers. 
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W
ith a young 
population, 
stable political 
system, strong 
foreign direct 
investment (FDI) 

inflows, and a strong manufactur-
ing sector, Vietnam’s economic 
growth has been consistently high 
over the past decade, averaging 
six per cent year-on-year. 
        While remaining nominally 
socialist, Vietnam’s economic 
transition from a planned 
economy to a market economy 
transformed a nation ravaged 
by the Vietnam War into one 
of the most dynamic emerging 
economies in Asia. 
        As a result, large sections of 
the Vietnamese population have 
been uplifted from poverty, with 
extreme poverty rates falling to 
three per cent. Better access to 
education and basic infrastruc-
ture has also resulted in a well-

educated, healthy population.
        At least 99 per cent of the 
population now use electricity 
as their main source of lighting, 
and more than 67 per cent of the 
rural population now enjoy access 
to sanitation facilities, and more 
than 61 per cent have access to 
clean water.

KEY CHALLENGES Although 
Vietnam has made impressive 
economic progress, significant 
challenges remain. Poverty gains 
are fragile and a large portion 
of the population, particularly 
in rural areas and among ethnic 
minorities, is vulnerable to falling 
back into poverty. 
        The contribution of 
productivity growth – the main 
driver of GDP expansion in the 
1990s – has declined over the last 
ten years. As the growth of the 
labour force slows, the growth of 
labour productivity will not likely 

deliver the growth rates Vietnam 
aspires to achieve.
        With all this in mind 
however, the Government of 
Vietnam has recognised the 
need for a wave of reforms 
including reforming state-owned 
enterprises, reducing red tape, 
increasing business sector 
transparency, reducing the level 
of non-performing loans in the 
banking sector, and increasing 
financial sector transparency. 
        Vietnam’s 2011–2020 
Socio-Economic Development 
Strategy highlights the need for 
structural reforms, environmen-
tal sustainability, social equity 
and emerging issues of macro-
economic stability. It defines 
three “breakthrough areas”: 
(i)   promoting skills development, 
   particularly for modern 
   industry and innovation; 
(ii)  improving market 
   institutions; and 
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(iii) further infrastructure
development. The Socio-
Economic Development 
Plan (SEDP) for 2016–2020 
acknowledges the slow 
progress on certain policy 
priorities and emphasizes the 
need to accelerate reforms.

KEY OPPORTUNITIES Vietnam’s 
population of 96 million is young, 
dynamic, and increasingly urban-
ised. The median age is only 30.5 
years old, with 34.9 per cent of the 
population living in urban areas. 
        This potent combination 
has created one of the strongest 
economic engines in ASEAN. With 
disposable incomes rising in major 
cities like Ho Chi Minh City and 
Hanoi, opportunities are available 
everywhere for enterprising 
entrepreneurs seeking to penetrate 
or disrupt the Vietnamese market.
        Opportunities for e-commerce 
abound in such a market, but there 

   TRADE      

Official Name: Socialist Republic of Vietnam  Population: 96.1 million  Capital: Hanoi  Major Languages: Vietnamese (official), English (second language), some French and Chinese  Currency: Vietnamese 
Dong (VND)  Major Industries: food processing, garments, shoes, machine-building; mining, coal, steel; cement, chemical fertilizer, glass, tires, oil, mobile phones  Major Export Commodities: clothes, 
shoes, electronics, seafood, crude oil, rice, coffee, wooden products, machinery  Major Export Partners: The US, China, Japan and South Korea (2016)  Major Import Commodities: machinery and 

equipment, petroleum products, steel products, raw materials for the clothing and shoe industries, electronics, plastics, automobiles  Major Import Partners: China, South Korea, Japan, the US and Thailand (2016)  
GDP: US$216 billion (2017 est.)  GDP Per Capita: US$6,900 (2017 est.)
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are certain pitfalls that need to 
be addressed before attempting a 
crack at the market. 
        Firstly, Vietnam is a cash-
heavy society, making cash-on-de-
livery a must for online retailers. 
Secondly, demand for online 
shopping is high in cities, but 
greater still in rural areas where 
brick-and-mortar retail chan-
nels are still not well-developed. 
Therefore, logistics to rural Viet-
nam must be prepared to move 
fast to fulfil consumers’ needs. 
       

Cash on delivery 
(COD) is a type of 
transaction in which 
the recipient makes 
payment for a good at 
the time of delivery. If 
the purchaser does not 
make payment when 
the good is delivered, 
then the good is 
returned to the seller.

Thirdly, Vietnam’s consumer 
landscape is much more varied 
than other ASEAN markets, 
with a wide gulf between rich 
and poor, though both classes 
have demonstrated a rich 
appetite for luxury goods. Market 
segmentation and targeting is 
essential in this case.
        Vietnam’s expanding infra-
structure needs continue to off er 
opportunities in fields such as 
telecommunications, information 
technology, oil and gas, power 
generation, and transport infra-
structure construction. 
        The Government has 
made a strong commitment to 
spending on infrastructure, with 
investments averaging 5.7 per 
cent of GDP, a figure second only 
to China’s in the region and triple 
the outlays of Malaysia, Thailand, 
Indonesia and the Philippines.
        Politically, Vietnam is 
committed to continuing its 
global economic integration and 
is open to free trade. Vietnam 
joined the WTO in January 2007 
and concluded several free trade 
agreements (FTAs) in 2015 ad 
2016: EU-Vietnam FTA, Korean 
FTA and Eurasian Economic 
Union FTA. 
        In 2017, Vietnam success-
fully chaired the Asia-Pacific 
Economic Cooperation (APEC) 
Conference with its key priorities 
including inclusive growth, in-
novation, strengthening small and 
medium enterprises (SMEs), food 

security and climate change. 

DOING BUSINESS IN VIETNAM
Firms preparing to enter the 
Vietnamese market must plan 
strategically and be persistent and 
consistent with face-to-face follow-
ups. It can take up to one or even 
two years to make a successful 
sale in this market.
        Firms will need to consider 
two marketing eff orts: one for 
targeting the northern part of the 
country, and one for the southern 
part. The northern part of Viet-
nam, centred around its capital 
Hanoi, is the seat of government 
and has a higher concentration 
of government ministries and 
regulatory agencies. In contrast, 
the south of Vietnam, centred 
around Ho Chi Minh City, is the 
country’s dominant commercial 
and industrial hub.
        To enter or expand into Viet-
nam, SMEs may do so indirectly 
through the appointment of an 
agent or distributor. Companies 
new to Vietnam should conduct 
their due diligence on potential 
local agents or distributors to 
ensure they possess the requisite 
permits, facilities, manpower, 
and capital. On the other hand, 
companies seeking a direct pres-
ence in Vietnam should establish 
a commercial operation utilising 
the following options: firstly, 
a representative offi  ce licence, 
secondly, a branch licence, and 
lastly, a foreign investment project 
licence under Vietnam’s Foreign 
Investment Law.
        Vietnam is a Confucian so-
ciety, and as a result its business 
practices are often similar to 
that of China, Japan, and Korea, 
while being markedly diff erent 
from its Southeast Asian neigh-
bours. The social dynamics and 
worldview of Vietnamese society 
are reflected in the business 
climate, including such matters 
as face and consensus building.
        The concept of face is 
extremely important to the 
Vietnamese, and a foreign 
negotiator should try not to 
put his or her Vietnamese 
counterparts in an embarrassing 
situation, or one that calls for 
public backtracking. 
        The fear of ‘losing face’ may 
make Vietnamese wary of spon-
taneous give-and-take, unscripted 
public comment, or off -the-cuff  
negotiation. Tact, sensitivity, and 
discretion are considered to be 

virtues in negotiation, and are the 
most eff ective methods in dealing 
with disagreements or uncomfort-
able situations.
        Consensus in decision-
making is also a deeply ingrained 
norm in Vietnam. This often 
means that all parties with a 
voice, no matter how inconse-
quential, can wield a veto and 
must be brought on board. 
        In building a consensus, 
minority opinions should be 
wooed and persuaded instead of 
bullied into submission. 
        Relationships are also very 
important in Vietnam, as they 
are in general throughout the 
region. Vietnamese people wants 
to know with whom they are 
dealing with before committing 
to a decision.Transactions rarely 

develop overnight, especially 
without extensive relationship 
nurturing beforehand. 
        When initiating contact with 
a Vietnamese entity, it is often 
best to be introduced through a 
third party, as persons outside 
one’s known circle may be 
regarded with a certain level of 
distrust and suspicion. 
        To alleviate these concerns, 
it is helpful to obtain an introduc-
tion from a mutual friend or busi-
ness associate before first contact. 
        However, if it is not 
possible to have a third-party 
introduction, self-introductions 
should start with an explanation 
of what led to contact of this 
particular entity. This will help 
the Vietnamese side relate and 
understand to the situation.

INTERESTING FACTS ABOUT VIETNAM
   Vietnam is the largest exporter of cashew nuts and black pepper

in the world with one-third of the global production.
   Vietnam is the second largest producer of coff ee in the world

with approximately 20 per cent market share.
   The delta plains of the Mekong River in the north and Red River

in the south are very fertile, ideal for growing rice and other 
crops and home to the majority of the country's population.

   Tet is the most important festival in Vietnam. It celebrates the
arrival of spring, and is the equivalent of the Chinese Lunar New 
Year.

   Vietnam has eight UNESCO World Heritage sites, including Ha
Long Bay and the royal capital of Hue.

   Vietnamese food is a blend of Chinese and Thai styles and is
considered one of the healthiest cuisines in the world.

   Many people opt to not own a car because it is reserved for
those who are very wealthy. Vehicle taxes are between 100 
and 200 per cent, making motorbikes and other modes of 
transportation far more aff ordable for the average citizen. 
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L
ocated on the 
island of Java, 
Jakarta is Indone-
sia’s economic, 
cultural and 
political centre. 

With an estimated 10 million 
residents, Jakarta is not only the 
most populous city in Indonesia, 
but Southeast Asia as a whole. 
        Known in Dutch colonial 
times as Batavia, the city was 
renamed Jakarta when Indonesia 
achieved independence. Widely 

known as a trading port in colo-
nial times due to its strategic loca-
tion, Jakarta has retained its status 
as the commercial and business 
hub for Indonesia, and virtually all 
major Indonesian companies have 
a presence in Jakarta.
        Jakarta’s rapid metropolitan 
growth off ers the business 
traveller an abundance of 
multi-star luxury hotels, fine 
restaurants, exciting nightlife 
and modern shopping centres. 
Furthermore, with a high 

BY 
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HONG

   BUSINESS TRAVEL      

PLACES TO KNOW
 LAPANGAN MERDEKA (FREEDOM SQUARE)

  The world’s largest city
square, Lapangan Merdeka 
is Indonesia’s administrative 
nerve centre. Surrounding the 
square is the presidential pal-
ace, government offi  ces, Istiqal 
Mosque (the largest mosque 
in Southeast Asia), Jakarta's 
Dutch Gothic cathedral, and 
the National Museum of 
Indonesia. In the middle of the 
square is the 132-metre-tall 

standard of meetings and 
convention facilities, Jakarta 
is one of the region’s top 
convention destinations, off ering 
state-of-the-art conferencing 
facilities as well as the best in 
Indonesian hospitality.
        A city of contrasts, Jakarta is 
at once traditional and modern, 
sacred and worldly, a melting pot 
where all of Indonesia’s diversity 
can be seen. The city embodies 
Indonesia’s national motto, Unity 
in Diversity, right down to a T.

JAKARTA 
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Monumen Nasional (abbrevi-
ated to Monas) which symbol-
ises the fight for Indonesia.

 SEGITIGA EMAS JAKARTA
 (GOLDEN TRIANGLE OF JAKARTA)
  Jakarta’s CBD is where all the

action is, with upscale shop-
ping centres and malls, restau-
rants, hotels, and a bustling 
nightlife. The areas of Kemang 
and Senopati are popular with 
expats as well as the elite of Ja-
karta. The city’s most affl  uent 
residential area is also located 
within this Golden Triangle.

 JAKARTA BARAT (WEST JAKARTA)
  Home to Jakarta's only

surviving Dutch quarter, 
its streets are thronged 
with street food hawkers, 
handicraft vendors and artists. 
Several offi  ces and banks from 
old Batavia have been con-
verted into fashionable cafés 
and shops. It is also home to 
Jakarta’s Chinatown, better 
known locally as Glodok. This 
area is also the location of 
Indonesia's largest shopping 
mall, Mall Taman Anggrek.

 TANGERANG
  A satellite city and suburb

of Jakarta, Tangerang is where 
many residents who work in 
Jakarta live. Tangerang also 
has its own CBD complete 
with its own shopping mall 
and private schools. Many 
corporations have also moved 
or opened their head offi  ces in 
Tangerang instead of Jakarta, 
owing to heavy traffi  c in Ja-
karta proper. Soekarno Hatta 
International Airport is also 
located in Tangerang.

GETTING INTO JAKARTA
The main airport into Jakarta is 
Soekarno Hatta International 
Airport (IATA: CGK). All interna-
tional flights into Jakarta fly into 
Terminal 2 of Soekarno Hatta, 
with Terminal 1 used by domestic 
flights. A new terminal, Terminal 
3 was opened in August 2017 
with certain international airlines 
now using it to ease congestion in 
Terminal 2. From Soekarno Hat-
ta, there are several options into 
town. The easiest and quickest 
way is to use a ride-hailing app, 
for example Grab or GoJek which 
will ensure a fair price to destina-
tions into Jakarta. Booking a 
taxi from the counters inside the 
airport is also an option, but it is 
more expensive than ride-hailing. 
On the other hand, hailing a taxi 

        Ride-hailing apps like Grab 
and GoJek are the recommended 
way to get around Jakarta. They 
provide fair pricing while remain-
ing cheaper than standard taxis, 
whose meter still runs while stuck 
in congestion. Alternatively, if 
one is in a real hurry, Jakarta’s 
motorcycle taxis, known locally as 
ojek, can be hailed from the side-
walk. They can do short hops or 
longer trips for a negotiated price. 
Although cheaper still than ride-
hailing apps, ojek are known to 
weave in and out of traffi  c while 
flouting Indonesia’s helmet law.

OTHER INFORMATION Bahasa 
Indonesia is the national language 
of Indonesia and widely spoken in 
Jakarta. It is mutually intelligible 
with Malay. However, many 
other languages spoken in the 
diff erent parts of the Indonesian 
archipelago are also widely 
spoken in Jakarta, including 
Javanese, Betawi, Sundanese 
and other indigenous dialects, 
though most people default to 
Bahasa Indonesia when dealing 
with foreigners. The standard 

from the ranks outside Soekarno 
Hatta is a gamble, with touts 
and scams aplenty. An economic 
alternative to the above options 
is the frequent DAMRI shuttle 
buses (15 to 60 minutes between 
buses, depending on route and 
time) which connect to numerous 
Jakarta destinations.

GETTING AROUND JAKARTA 
Driving in Jakarta is infamously 
challenging. A combination of too 
many cars, chaotic driving skill, 
and deviously tricky roads results 
in some of the worst traffi  c jams 
in the world, slowing the city to a 
standstill for several hours, every 
rush hour. 
        Public transport in Jakarta 
is woefully lacking for such a 
major city, with the first line 
of Jakarta’s metro system is 
scheduled to open in 2019. 
For now, running buses via the 
TransJakarta Busway is Jakarta’s 
answer to alleviating its notorious 
congestion, but it is barely enough 
to compete with the estimated 
38.7 million vehicles that ply 
Jakarta’s roads every day.

of English in Jakarta is spotty at 
best, but Indonesians are some of 
the most helpful and hospitable 
people on Earth, and many in the 
younger generation do know a 
few English words and phrases.
        The Kepulauan Seribu 
(Thousand Islands) are a chain of 
islands to the north of Jakarta’s 
coast, consisting of a string of 108 
islands stretching 45 kilometres 
north into the Java Sea. Some of 
the islands are part of the Taman 
Nasional Laut Kepulauan Seribu 
(Thousand Islands Marine Nation-
al Park). Many of the islands are 
open to ecotourism and diving.
        Food in Jakarta is wide and 
varied, ranging from five-star 
dining experiences to some of 
the best street food in the region. 
Jakartan cuisine is a melting pot 
of influences built on a base of 
traditional Javanese food. Dutch 
and Chinese influences are espe-
cially prominent, given Jakarta’s 
colonial past and history as a trad-
ing port. Aside from ride-hailing, 
Grab and GoJek also operate 
food delivery services from the 
restaurant to your doorstep.

INTERESTING FACTS ABOUT JAKARTA
 Jakarta was previously known by the following names: Sunda Kelapa (397–1527), Jayakarta (1527–1619), 

 Batavia (1619–1942), and Djakarta (1942–1972). 
 In the same vein as New York, the Big Apple, Jakarta is known as the Big Durian.
 Jakarta can be divided into three sections: the old town in the west, with Javanese, Chinese, and Arab 

 quarters; central Jakarta, with modern high-rise buildings; and a modern residential garden suburb in 
 the south.
 Betawi Malay is the ‘offi  cial’ dialect in Jakarta. The more modern Jakarta Malay is creole of Bahasa 

 Indonesia, Betawi Malay and local slang commonly spoken by the younger generation in the city.
 Jakarta is one of the few cities on Earth where the government provides free tour buses. Known as City 

 Tour Jakarta, the buses follow a loop around the city, traversing through some of Jakarta's places of interest.
 Although famous as the founder of Singapore, Sir Thomas Stamford Raffl  es spent quite some time in 

 Jakarta when he was governor of Java. The tomb of his second wife, Olivia Mariamne Raffl  es, can be 
 found in Jakarta.
 Jakarta boasts the oldest golf course in Southeast Asia. The Jakarta Golf Club, first known as the Batavia 

 Golf Club, was founded in 1872. 
 Every year, the 'Jakarta Great Sale' is held in June and July. It celebrates Jakarta's anniversary and many 

 shopping centres in the city participate.

UPCOMING EVENTS IN JAKARTA
 IPA Convention & Exhibition (2–4 May 2018), Jakarta Convention Center

  The IPA Convention & Exhibition showcases products relating to the oil and technology sector in the 
  power and renewable energy industry.
 Jakarta Marketing Week 2018 (2–8 May 2018), Kota Kasablanka

  Jakarta Marketing Week is dedicated to marketing enthusiasts all over Indonesia that includes artists, 
  business, and government.
 INATRONiCS (3–5 May 2018), JIExpo Kemayoran Hall B3

  Showcasing products from the electronics and electrical goods industry, this event is geared towards 
  industry professionals.
 Indonesia AgroFood Expo (10–13 May 2018), Jakarta Convention Center

  Indonesia AgroFood Expo is the exhibition of agricultural products covering food crops, horticulture, 
  plantations, livestock, fishery products, forest products, processed foods and technology. Indonesia 
  Agrofood Expo is designed as a business exhibition. 



MULTI-FUNCTIONALITY
Personalised experiences are driving today’s 
innovation, and for organisations to stay 
ahead, they need to deep dive into the end-
users habits that are dominating everyday life. 
Gone are the days where a device serves just 
one purpose; users are becoming increasingly 
savvy, and they expect their devices to do 
as many things as they are while seamlessly 
integrating into their daily routine. 
        The advent of smart assistants and rapid 
adoption of Internet of Things (IoT) has 
opened the door to many opportunities for 
greater integration between devices. Gartner 
predicts that 30 per cent of interactions with 
technology will happen through conversations 
with smart machines . 
        The industry is pointing toward the 
inevitable smart home, fitted with technologies 
that will enable users to conduct web searches, 
play music, create lists and provide calendar 
updates with just a simple voice command. 
        Already, studies have shown that more 
than 65 per cent of users around the world 
engage with voice technology and a third 
do so because it is more convenient when 
performing daily duties like getting dressed or 
cooking meals . 

MOBILITY REDEFINED 
With Asia set to be home to 5.6 billion 
connected devices by 2020, surpassing 
North America by almost five times , mobile 
is becoming the new norm. Be it making 
payments, ordering breakfast or even 
completing a work document on the go, 
Asian millennials  are driving this shift. They 
will expect nothing less than intuitive, high-
performance yet aesthetically pleasing devices 
that deliver experiences beyond the user 

I
n every sector, 
innovation is the 
inevitable next step. 
Companies everywhere 
are under immense 
pressure to generate new 
product and service 

innovations even faster than before. 
        What was once revolutionary has 
quickly become the norm, and organisations 
are beginning to realise that they need to 
be able to move just as fast to stay ahead of 
increasingly saturated markets. Which brings 
to mind, how then can today’s companies 
reinvent the wheel? 
        Home to the world’s largest population 
of Internet users and bolstered by a thriving 
mobile-savvy millennial generation, Asia is 
leading the pack. 
        IDC forecasts that Asia Pacific (excluding 
Japan) will represent the largest market for 
innovation accelerators, reaching more than 
US$600 billion by 2020. We explore the key 
driving forces—‘M factors’ as we call it—leading 
innovation in Asia and how these will continue 
to shape device innovation as we know it 
today:

MILLENNIAL EXPECTATIONS
Millennials are taking over. A recent report by 
PwC found that Malaysian millennials make up 
40  - 50 per cent of the workforce.  
        For companies looking to capture their 
attention, they need to realise that millennials 
bring an entirely new set of expectations to the 
consumer market. They want things wherever 
they are, whenever they want it. 
        The rise of the “sharing-market” has 
also lessened the need for millennials to own 
things. This has led to the emergence of an 
“experience economy” — where personalised 
and interactive experiences are top priority. 
        For instance, if a millennial watched a 
movie and felt like walking in the shoes of a 
Star Wars Jedi master for a day, they would be 
more than willing to put down the dollars to 
experience it if they can.  
        We are seeing businesses starting to 
address this with a fevered emphasis on 
delivering more choices and more experiences 
to tomorrow’s end-users. This means leverag-
ing new technologies such as augmented and 
virtual reality (AR/VR), artificial intelligence 
(AI), and automation to support new behav-
iours and experiences across diverse devices.

interface—be it for work or play. 
        Over the years, there has been much 
debate over the effi  ciency of taking notes with 
the pen and paper versus typing it out on the 
PC. However, it is interesting to note that 
the multi-sensory process of holding a pen to 
surface enables recorded content to be more 
memorable and better suited for conceptualis-
ing, prototyping and brainstorming. Just ask 
your friends and colleagues!
        Increasingly, we see companies pulling 
out all the stops to meet this demand—through 
devices that deliver the ‘2-in-1’ value that go 
beyond the traditional form factor. 
        Off ering productivity on the go without 
compromising on aesthetic, smart devices out 
there are already delivering the multi-sensory 
PC and tablet experience. 
        Some are even mimicking an actual book 
that comes with dual stylus pens, integrating 
the function of traditional note taking with ad-
vanced touch-screen and keyboard capabilities. 
        What’s more, they even come with 
gorgeous glass halo keyboards with haptic 
feedback for ease of use! 
        Asia is at the forefront of device 
innovation, and manufacturers today need 
to stay ahead of market trends to stay 
relevant in this increasingly competitive 
market. Devices need to provide the basic 
mobility, functionality and convenience of a 
smart device, and at the same time deliver a 
personalised, multi-functional experience. 
        Before you know it—the traditional smart 
device will be a thing of the past and your 
organisation could be the one to bring the next 
game-changing innovation to the industry.  
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IBM X-FORCE THREAT INTELLIGENCE INDEX 2018  A glimpse at 2017’s notable security events
As IBM® X-Force® researchers examined the global security events of 
2017, they found that inadvertent insiders were responsible for more 
than two-thirds of total records compromised; injection attacks took 
center stage in overall attack volume; attacks directed at top-targeted 
industries actually declined; and destructive ransomworms cost 
organizations billions. 

Following is a brief overview of data from hundreds of millions of 
protected endpoints and servers, along with data derived from non-
customer assets from 100 countries throughout 2017.

Inadvertent insiders leaked billions of records
 
The rash of inadvertent insider incidents in 2017—especially those caused by misconfigurations—underscored the importance of cybersecurity 
awareness training and a proper risk assessment of cloud deployments.

Ransomworms impacted 
millions of victims 

 
Destructive ransomworms had a global 
impact and caused massive financial 
losses in 2017.

79% 
Amount of malicious activity 
triggered by injection attacks 
in 2017—nearly doubling the 

volume from 2016. 

22% 
Decrease in security incidents in 
top-targeted industries in 2017. 

18% 
Decrease in security attacks in 

top-targeted industries in 2017. 
 

76% 
Security incidents and attacks 
in financial services that were 
caused by injection attacks. 

 

424% 
Increase in records compromised 

as a result of misconfigured 
cloud servers, networked backup 

incidents and other improperly 
configured systems in 2017.

Incidents and attacks 
downshifted in top-
targeted industries

A significant decline in Shellshock attacks 
in 2017 is the major contributor to the 
decline in attacks and security incidents 
from 2016 to 2017.

Financial services 
was most-targeted

 
Financial services topped the targeted-industry 
charts for the second year in a row, with the highest 
volume of security incidents and third-highest 
volume of attacks.

For more information

IBM X-Force is the threat intelligence powerhouse behind IBM Security. 
X-Force researchers’ findings are based on analysis of data from 
hundreds of millions of protected endpoints and servers, along with data 
derived from non-customer assets such as spam sensors and honeynets.

 Learn more about the 
 security threat landscape.

Read the IBM X-Force 
Threat Intelligence Index 2018.

© Copyright IBM Corporation 2018. All Rights Reserved. IBM, the IBM logo, ibm.com, and X-Force are 
trademarks or registered trademarks of International Business Machines Corporation in the United States.
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Year-over-year comparison of 
monitored security incidents and 
attacks in top-targeted industries

Top five most frequently targeted 
industries – Percentage of security 

incidents and attacks in 2017

Destructive ransomworms took 
center stage among notable 

ransomware in 2017

Sampling of publicly disclosed security incidents as a result of inadvertent actors, 2015 through 2017

NotPetya
USD892 million in damages

Spread to 65 countries

Bad Rabbit
Targeted critical 

infrastructure 

WannaCry
Spread to 150 countries

USD8 billion+ in damages
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Size of circle estimates relative impact of incident in terms of cost to business, based on publicly disclosed information regarding leaked records and financial losses.
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Year-over-year comparison of 
monitored security incidents and 
attacks in top-targeted industries

Top five most frequently targeted 
industries – Percentage of security 

incidents and attacks in 2017

Destructive ransomworms took 
center stage among notable 

ransomware in 2017

Sampling of publicly disclosed security incidents as a result of inadvertent actors, 2015 through 2017

NotPetya
USD892 million in damages

Spread to 65 countries

Bad Rabbit
Targeted critical 

infrastructure 

WannaCry
Spread to 150 countries

USD8 billion+ in damages

A
ccording to 
the IBM 
X-Force 
Threat 
Intelligence 
Index 2018, 
inadvertent 

insiders are responsible for more 
than two-thirds of total records 
compromised. Other major 
findings include:

  injection attacks took center  
  stage in overall attack volume
  attacks directed at top-targeted  

  industries actually declined;
  destructive ransomworms cost  

  organisations billions

Following is brief overview of 
data from hundreds of millions of 
protected endpoints and servers, 
along with data derived from 
non-customer assets from 100 
countries throughout 2017.  

A new survey by IBM 
shows that 78 per cent of 
respondents from the US 
say a company’s ability to 
keep their data private is 
“extremely important” and 
only 20 per cent “completely 
trust” organisations they 
interact with to maintain the 
privacy of their data. 

The poll underscores 
the public’s view of the 
obligation that organisations 
have to handle data 
responsibly and protect it 
from hackers. 



audiences are engaging with and searching for, 
brands can develop customized creative and 
serve highly personalized messages to the right 
users at the right time.

3. OMNI-CHANNEL Messages crafted for 
traditional media channels should be 
diff erent than those created for digital, but 
that doesn’t mean brands shouldn’t integrate 
non-digital data (ATL, BTL, retail, ATMs, 
etc.) into their targeting. For example, beauty 
giant Sephora used loyalty card data to 
determine whether its digital campaigns were 
influencing offl  ine sales.
        Machine learning tools like store visit 
conversions can help determine the number 
of users who clicked on a search ad and then 
visited a physical store by matching users’ 
aggregated, anonymized location histories with 
hundreds of first-party location signals. 
        Marketers can then optimise their digital 
campaigns by device type, location, and 
specific keyword or product category proven to 
drive the most customers into stores.

ANALYSE AND IDENTIFY BARRIERS 
TO DATA-CENTRIC SUCCESS
The vast amount of data available to marketers 
today is exciting, but it’s not being used 
fully if you’re unable to yield insights from 
it. By integrating data strategy, teams, and 
technology, APAC banks have an opportunity 
to make better marketing decisions. 
        While strategies will vary based on 
business goals, below are four key hurdles to 
overcome in order to successfully achieve data-
centric marketing:

1. UNLOCKING SILOS Most APAC banks still look at 
internal data, external data, and intent signals 
in silos. When data is looked at together 
holistically, banks can gain insights into a 
consumer’s full purchase journey and long-
term relationship with the bank. 
        The “journey” can begin from the 
consumer opening a chequing or savings 
account to getting a credit card or housing 

O
ver the last three years, 
searches for banking 
products like credit cards 
and personal loans have 
been steadily increasing. 
        Singaporeans 
searched for personal 

loans 84 per cent more than they did 
before, while interest in credit cards in the 
Philippines increased by 31 per cent. In 
Australia and India, 80 per cent and 89 per 
cent of searches related to financial services 
are related to these categories. 
        Across APAC, more and more consumers 
are using their mobile phones not only to 
research what banks have to off er but also 
how to educate themselves when it comes to 
money. In fact, “how to invest money” and 
“what is a mutual fund” are among the top 
mobile searches in India, while Australians are 
using their smartphones to help them plan for 
home loans.
        Despite this trend toward digitisation, 
many APAC banks have yet to take full 
advantage of new tools and technology that 
can help them make the most of digital data 
and measure its true impact on consumers. 
        The learning curve has been slow, 
with only a few banks championing the 
diff erent roles digital can play throughout the 
customer journey.
        APAC banks can provide a more holistic, 
omni-channel banking experience by unifying 
data to achieve a clear view of the consumer. 
Keep reading to learn how some of the world’s 
best data-centric companies use data and 
machine learning and ultimately determine 
where your company stands on the path to 
data centricity.

UNDERSTAND THE FULL VALUE OF DATA
The journey to data-centric marketing starts by 
understanding the full value of data. Data can 
help you achieve a full view of digital’s impact 
on your bottom line and develop omni-banking 
marketing strategies across all channels. 
        We’ve found that best-in-class companies 
use data to power these three core strategies 
in their businesses:

1. LOYALTY & CROSS-SELL When customer product 
data is seamlessly integrated into a remarket-
ing strategy, brands can not only keep existing 
customers loyal but also cross-sell to current 
customers across digital platforms—a strategy 
that is far more cost-eff ective in generating 
sales than trying to acquire new customers.

2. AUDIENCE ENGAGEMENT First- and third-party 
customer data can help power and optimize 
brands’ campaign targeting. By learning what 

loan to even planning for retirement.

2. MEASURING ATTRIBUTION While key products like 
credit cards, travel insurance, and personal 
loans are mostly fulfilled online, lower frequen-
cy and higher barrier to entry products like 
mortgages, insurance, and wealth management 
often involve multiple touchpoints.
        This is because consumers research and 
fill out applications online, and are qualified 
by call center agents or relationship managers 
before finally getting in-branch approval. To 
better move potential customers down the 
purchase funnel, banks need to use technology 
that can help them measure the full impact of 
all stages of the purchase journey.

3. DETERMINING LTV Instead of focusing on one-
time sales or cost-per metrics, APAC banks 
need to determine who their most valuable 
consumers are and create the best, most 
holistic experiences for them. When diff erent 
products that are tailored for diff erent valued 
conversions are no longer treated the same, 
banks will see increased ROAS.
        To better move potential customers 
down the purchase funnel, banks need to use 
technology that can help them measure the full 
impact of all stages of the purchase journey.

4. BUYING SMARTER The wealth of APAC banks’ 
CRM and third-party audience data is 
purchased from major credit card companies 
and other research providers and isolated 
from their digital marketing teams. However, 
AdWords and DoubleClick allow marketers 
to look at audience data and analytics 
holistically and consolidate media buys on a 
single platform. 
        Tools like Measurement Protocol allow 
banks to send data to analytics from any 
internet-connected kiosk or ATM, while store 
sales conversions can help banks match offl  ine 
transactions with ad clicks. 
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SALES BLOG     WITH SUE BARRETT

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

adviser, facilitator, sales 
coach, training provider and 

entrepreneur. Sue founded 
Barrett in 1995 to positively 

transform the culture, 
capability and continuous 

learning of leaders, teams and 
businesses by developing sales 

driven organisations that are 
equipped for the 21st Century. 

Instead, it’s time:
  To create and implement a better approach to leading and managing 

  sales teams
  To acknowledge that it takes time and consistent eff ort to have highly 

  functioning sales teams
  To work towards a long term plan of eff ective strategic execution 

  while implementing 90 day tactical plans that allow for focused 
  adjustment along the way

The good news is there is a reasonable alternative.

IMPLEMENTING A SELLING BETTER OPERATING SYSTEM Smart CEOs and 
sales leaders understand that leading and managing a sales team and 
its operation is about managing a complex variable system that requires 
constant attention and considered action. We know that sales teams and 
operations do not follow a predictable straight line.
        Throwing our sales people in the deep end and expecting them 
to sell better with no clear strategy, no value proposition or articulated 
sales process, limited training, no ongoing support, no leadership, no 
coaching, or a ‘customer phobic’ value chain is madness. These are some 
of the reasons why sales teams experience such high turnover.
        This is why we encourage companies to take a systems thinking 
approach to selling better. 
        We’ve been studying, researching, codifying, modelling, promoting 
and educating people on a better, ethical, human-centred approach to 
selling since 1995. And, we have been implementing a systems approach 
to selling better, which has many benefits including creating high 
performing sales teams who want to stay and sell better.
        Here is one such case study with feedback from both the HR 
Manager and Sales Director:

HR MANAGER, 50+ B2B MEDICAL SUPPLIES SALES TEAM The Sales Essen-
tials program has had a remarkable impact on our business: amongst 
many things we have seen a steady lift is sales volume and sales quality 
and our Regional Managers have been trained and evolved to become 
very competent, eff ective and respected coaches and leaders which 
has lead the way. 
        But what has been most impressive is that our sales staff  turnover 
has reduced from 30-40% to less than 5%. This has made a big diff erence 
to our business.

SALES DIRECTOR OF SAME COMPANY, 50+ B2B MEDICAL SUPPLIES SALES TEAM
We have radically improved our sales business results, returning profit-
able sales for the last 15 months and establishing deeper business part-
nerships with a vast array of our clients.  Incredibly, we have not fielded 
one resignation from within the sales team since all associates graduated. 
        As an organisation, we are ever conscious of the need to ensure that 
every investment we make delivers a tangible return. Our enrolment in 
Sales Essentials has proven to be one of the most rewarding professional 
development programs that we have ever introduced to our team and we 
look forward to continuing down that same path for the foreseeable future.

        So how did this business 
achieve these great results and 
changes in their team and culture?
        How did they improve their 
sales team retention rates and 
dramatically improve sales?
        They implemented a selling 
better operating system that cre-
ated a selling better culture of great 
sales and service performance.
        Selling better is about creating 
a selling better operating system 
that works in a coordinated man-
ner within your business goals and 
systems across four core pillars:
        Creating a Selling Better 
Culture delivers more and better 
sustainable sales results. A Selling 
Better Culture creates focused 
sales strategies which are delivered 
in a prepared purposeful sales and 
customer centric environments. 
        These environments have 
visible, tangible sales frameworks 
and meaningful training and coach-
ing that give sales and customer 
service teams orientation and 
direction. Teams with clear focus 
and purpose are more engaged and 
create more satisfied customers.
        By re-educating your business 
about the central importance of 
selling and delivering a consistently 
excellent customer experience 
(CX) you begin to endorse selling 
as a team sport. 
        By making it a team eff ort, 
selling and serving customers be-
comes everybody’s business and, in 
turn, you reduce or eliminate issues 
like high sales team turnover and 
then win on so many more levels.

SO WHAT CAN YOU DO?
WHERE CAN YOU START?
HOW CAN YOU AND YOUR BUSINESS 
SELL BETTER?
We can start where you want to 
start: sales strategy, sales process, 
sales people or Selling Better Cul-
ture and CX.  Talk to us, we are 
your selling better advisory team.
        Remember everybody lives by 
selling something. 

W hat do you make of this 
statistic?

The average tenure of a sales 
representative across Europe and 
USA is currently 15 months.
        Ouch!
There are other stats that also 
show the average staff  turnover can 
be anything around 25-50 per cent 
per annum, or more in some cases.  
Some call centres experience 
turnover rates of over 70 per cent 
per annum.
        These statistics are alarming 
because the costs associated with 
poor engagement and high staff  
turnover are monumental and can 
manifest in many ways including 
decline in sales, poor customer 
service, loss of reputation leading 
to more loss of customers and em-
ployees, and impaired recruitment. 
        If not addressed, organisations 
can find themselves in a death 
spiral. And in today’s hyper 
connected world this can happen at 
lightning speed in any organisation.
        These stats should serve as a 
wake-up call for all organisations 
and leaders around the world.
        The brutal facts are that 
it’s time to stop this patchy, 
inconsistent approach to leading 
and managing sales teams.

WHAT DOES 
SELLING BETTER 
MEAN TO 
SALES TEAM’S 
RETENTION 
RATES?



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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R
emember the character 
Gordon Gekko in the 
movie Wall Street? 

Michael Douglas won an Oscar for 
his portrayal of this rude, larcenous 
wheeler-dealer.
        Well, I worked with a real-life 
investment banker who in some 
ways could have inspired the 
Gekko character.
        As an executive coach, I work 
with successful people who may 
need to change some behaviors to 
achieve the next level of success. 
The man I coached – let’s call 
him Mike – wasn’t amoral and 
unethical like Gekko, but his 
competitive fires made him treat 
people like gravel in a driveway. 
He ran right over them. 
        Mike’s score for treating 
direct reports and colleagues with 
respect was 0.1 percent. Out of 
1,000 managers rated, he was 
dead last! But Mike put up equally 
astounding numbers with his 
trades. His profit contribution was 
so vast that the CEO promoted him 
to management. This should have 
been the apex of Mike’s career. 
Instead, it exposed his bad side.
        The firm’s leaders, who 
had been insulated from Mike’s 

behavior, then got a firsthand dose of his “lead, follow, or get out of my 
way” style. In meetings, they saw that there was often no checkpoint 
between Mike’s brain and mouth.
        He was surly and off ensive to everyone, even mouthing off  to 
the CEO (his biggest supporter), who called me in to “help him 
change now”. 
        When I met Mike, the most obvious thing about him was his 
delight in his success. He was making more than US$4 million a year, 
so professional validation was coursing through his veins like jet fuel. 
I suspected that breaking through to Mike would be tough. He was 
delivering results, and he knew it.
        So I sat down with him and said, “Let’s talk about your ego. How 
do you treat people at home?” Mike insisted that he was diff erent 
outside the offi  ce, that he was a great husband and father. “I don’t 
bring my work home,” he said. “I’m a warrior on Wall Street but a 
pussycat at home.” “That’s interesting,” I said. “Is your wife home right 
now?” “Yes”, he said.
        “Why don’t you call her and see how diff erent she thinks you are 
at home?” He called his wife. When she finally stopped laughing, she 
concurred that Mike was a jerk at home, too. Then he got his two kids 
on the line, and they agreed with their mother.
        “I’m beginning to see a pattern here,” I said. “Do you really want to 
have a funeral that no one attends, other than for business reasons?” For 
once, Mike looked stricken.
        “They’ll fire me if I don’t make my numbers, won’t they?” he asked.
“Not only will they fire you,” I said, “but several people will be dancing 
in the halls when you go.” Mike thought for a minute and said, “I’m 
going to change, but my reason has nothing to do with money or with 
this firm. I’m going to change because I have two sons, and if I were 
receiving this same feedback from you in 20 years, I’d be ashamed to be 
their father.” 
        Within a year, Mike’s scores on his treatment of people shot up past 
the 50th percentile, and he doubled his income.

        Our flaws at work don’t 
vanish at home. And, our personal 
flaws and problems tend to show 
up a work.
        Anybody can change, but they 
have to want to change. Sometimes 
you can deliver that message by 
reaching people where they live, 
not where they work.
        If you want to know how 
your behaviour comes across, stop 
looking in the mirror and admiring 
yourself. Let your colleagues hold 
the mirror and tell you what they 
see. If you don’t believe them, ask 
your loved ones and friends, the 
people who want you to succeed. 
We all claim to want the truth. This 
is a guaranteed delivery system. PE
        ACTION: Seek truthful 
feedforward. 

LEARN THE 
TRUTH ABOUT 
YOURSELF



Brad Feld has been an 
early stage investor and 

entrepreneur for over 20 
years. Prior to co-founding 

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

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

software companies. He is also 
the co-founder of TechStars. 
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I think my favourite, only because it’s so provocative, is the one with 
Roger McNamee titled ‘You Have a Persuasion Engine Unlike Any 
Created in History’.

There are a few mentions of Zynga (which we were investors in) in the 
various article chains which caused me to reflect even more on the 2007 
– 2010 time period when free-to-consumer (supported by advertising) 
was suddenly conflated with freemium (or free trials for enterprise 
software). 
        Freemium became a foundational part of the B2B SaaS business 
model, while the former became an extremely complex dance between 
digital advertising and user data.
        Tristin’s quote “the price of free is actually too high” is important to 
consider. What is going on here (free services) is nothing new. The entire 
television industry was created on it (broadcast TV was free, supported 
by advertising, dating back well before I was born). 
        Nielsen ratings started for radio in the 1940s and TV in the 1950s. 
The idea of advertisers targeting users of free services based on data is, 
well, not new.
        Propaganda is not new either. The etymology of the word from 
Wikipedia is entertaining in its own right.

“Propaganda is a modern Latin word, the gerundive form of propagare, 
meaning to spread or to propagate, thus propaganda means that which is 
to be propagated. 

“Originally this word derived from a new administrative body of the 
Catholic church (congregation) created in 1622, called the Congregatio 
de Propaganda Fide (Congregation for Propagating the Faith), or 
informally simply Propaganda. Its activity was aimed at ‘propagating’ the 
Catholic faith in non-Catholic countries.

“From the 1790s, the term began being used also to refer to 
propaganda in secular activities. The term began taking a pejorative or 
negative connotation in the mid-19th century, when it was used in the 
political sphere.”

So what? Why the fuss? A cynic would say something like “this is not 
what the hippy-techies of the 60s wanted”. True, that. But the arch of 
human society is littered with outcomes that diverge wildly from the 
intended actions. 
        Just watch Game of Thrones or Homeland to get a feeling for 

that, unless you struggle 
with conflating fact and 
fiction, which seems less of 
a problem for many people 
every day based on the 
information we consume 
and regurgitate.
        I think something more 
profound is going on here. 
We are getting a first taste 
of how diffi  cult it is for a 
world in which humans and 
computers are intrinsically 
linked. Tristian’s punch line 
“The problem with Facebook 
is Facebook” hints at this. 
        Is the problem the 
leadership of Facebook, 
the people of Facebook, 
the users of Facebook, the 
software of Facebook, the 
algorithms of Facebook, 
what people do with the data 
from Facebook, or something 
else? Just try to pull those 
apart and make sense of it.
        I think this is a pivotal 
moment for humans. I’ve 
heard the cliche “the genie 
can’t be put back in the 
bottle” numerous times over 
the past few weeks. 
        Any reader of Will and 
Ariel Durant know that the 
big transitions are hard to 
see when you are in them but 
easy to see with the benefit 
of decades of hindsight. 
This might be that moment 
of transition, where there is 
no going back to what was 
before. 

I
loved this quote by Tristin 
Harris in the New York 
Magazine article The 

Internet Apologises…

“We cannot aff ord the advertising 
business model. The price of free 
is actually too high. It is literally 
destroying our society, because it 
incentivises automated systems that 
have these inherent flaws. 

“Cambridge Analytica is the easiest 
way of explaining why that’s true. 
Because that wasn’t an abuse by a 
bad actor — that was the inherent 
platform. The problem with 
Facebook is Facebook.”

The article ends with a parallel 
quote from Tim Berners-Lee, 
creator of the World Wide Web.

“The web that many connected to 
years ago is not what new users 
will find today. The fact that power 
is concentrated among so few 
companies has made it possible to 
weaponize the web at scale.”

I just read the article and all of 
the attached long-form interviews. 

THE PRICE 
OF FREE 

IS ACTUALLY 
TOO HIGH
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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. 

I mproving customer 
experience and building a 
strong and sustainable 

culture are crucial, but they are 
becoming more diffi  cult to achieve. 
This is because of the six trends 
that are disrupting the expectations 
of customers and the delivery of 
great customer experiences.

The first disruption is 
Commoditisation. This means that 
very similar products and services 
are available from companies other 
than you. Price war often follows, 
which is not a good place to be.
        Competition, globalisation, 
and widely available delivery 
systems makes a diff erentiated 
customer experience more diffi  cult 
to achieve, and more necessary for 
you to stand out.
        So what is needed?
You cannot be satisfied with just 
doing what you did the last time, 
or doing what everyone else can 
do. You must always be looking for 
new ideas and new actions, so you 
can take another step up to create 
more, diff erent, and better value. 

The second Disruptor of 
Customer Experience is Digital 
Transformation. This is the 
enormous shift that all of us are 
experiencing from analogue 
products… to digital products, with 
rising customer expectations for 
convenience, quality, and speed.
        Or the dramatic change from 
manual services that have been 
delivered face to face… and will 
now be delivered with automated, 
autonomous, and artificial 
intelligence enabled platforms, 
applications, and devices.
        In this environment of rising 
technology and digital transforma-
tion, some people claim the human 
factor in service is less important. 
But the opposite is actually true, 
because it is people who create, 
program, and maintain technology.
        Digital transformation is not 
to be feared or avoided. It must be 
embraced by you, your colleagues, 
and your service culture. You’ve 
got to use digital transformation 
and make it work better to serve 
your customers, improve your 
company, and grow in your career.

The third Disruptor of Customer 
Experience is Changing Business 
Models. New ways to serve 
customers and create value are 
being imagined, invented, and 
implemented all over the world. 

values, diff erent values, and 
changing values.
        Standing still in a world of 
changing customer expectations is 
a recipe for defeat and decline. So 
what is needed to succeed?
        Service providers who are 
curious and creative, who like to 
learn, and want to collaborate 
with customers and with each 
other. Young workers curious 
about needs and concerns of aging 
population. Older workers who 
are curious about interests and 
aspirations of the young.
        People from one country 
or culture who are learning 
respectfully about the values 
and cultures and practices of 
customers, and of each other 
in a diverse and connected 
global workplace.

The Sixth Disruptor of Customer 
Experience is Changing Workforce 
Expectations. Just exchanging their 
time for your money won’t pay off  
with the younger generations - the 
Gen XYZs. Just a salary won’t 
inspire them to add the extra value 
that you and your customers need.
        What will work is building 
a culture where everyone 
understands the meaning of 
“service excellence”, and has the 
tools they need to deliver it.
        The importance of responding 
to the Six Disruptors, and building 
a culture of service excellence, has 
gone up dramatically because of 
one more enormous and disrupting 
trend: social media. 
        At UP! Your Service, we are 
here to serve you. 

You may be the disruptor, breaking in with a new business off er. Or 
you may be the disrupted with your legacy systems, and all your existing 
standards and procedures.
        In this world of changing business models, winners will be agile 
organisations that can quickly create more value for customers. What 
is needed to succeed in the face of this disruption is an unrelenting 
focus on customer experience, and not a rigid attachment to following 
procedures, ensuring compliance, and achieving KPIs.
        Procedures, compliance and KPIs are important, but what is 
MORE important is finding ways to simplify procedures, ensuring 
compliance and convenience, and making sure your KPIs are tied to 
what your customers really want to achieve.

The fourth Disruptor of Customer Experience is Complex Service 
Ecosystems. Multiple partners across multiple channels all working 
together to provide service value to the same shared customer. Consider 
the telecommunications industry.
        You go online to compare new phone devices. Then you go to a 
store to try and buy a phone. Then you activate a plan from a one of 
the phone network companies. Then you use an app on the phone to 
customise how your data is consumed.
        If you have a question you visit the website for product information, 
or you use the support forum, or you ask a question in the chat box. 
And if you still need help, you reach out to the contact center and talk to 
a hopefully helpful human.
        Now how many diff erent companies, channels, and partners are 
involved here?
        The device manufacturer, the reseller, the phone company, the app 
designer, the website manager, the online forum moderator, the chat 
box responder, and the call center agent.
        All that complex business ecosystem for you and your one phone. 
So what does it take to succeed in this environment?
        In complex ecosystems, successful service providers keep 
everyone focused on the one outcome that matters most: creating a 
great experience and great value for the customer. Everyone else is 
inside the company, between companies, or between departments, is a 
service partner.
        Service partners in complex systems collaborate to make work 
for the real customer. And who is that? The person who can take their 
business somewhere else.
        That means overcoming silos, crossing boundaries and building 
culture of Service Excellence inside and between organisations.
        When everyone focuses on taking action that creates more value 
for the customer, then clarity of purpose will focus the complexity of 
systems to achieve a better customer experience, and more satisfied 
service providers.

The fifth Disruptor of Customer Experience is Changing Customer 
Expectations – from new customers, repeat customers, diffi  cult 
customers, happy customers, upset customers.
        You have younger customers, aging customers, and culturally 
diverse customers. You have, we all have, customers with new 

THE SIX 
DISRUPTORS 

OF CUSTOMER 
EXPERIENCE
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Gary is a Belarusian 
entrepreneur, author, speaker 

and internet personality. 
First known as a wine critic 
who grew his family’s wine 
business from US$3 million 

to US$60 million, Vaynerchuk 
is best known for his work 

in digital marketing and 
social media, leading New 

York-based companies 
VaynerMedia and VaynerX.

AskGaryVee     GARY VAYNERCHUK

P odcasts and audio-first 
consumption are clearly 
exploding, and they’re 

one of the best ways to get started 
creating content for your business, 
product, service or brand. I 
recently wrote an article on “The 
Rise of Audio and Voice” that you 
can read to understand my “two 
cents”.
        As multitasking culture 
continues to grow, podcasts take 
on a more important role in our 
everyday life. We all care about our 
time and if there’s a way to save 
some, we’ll do it. 
        Just like music or audiobooks, 
podcasts can be consumed while 
doing laundry, going to the 
gym, washing the dishes, or just 
relaxing. They’re a great way to 
learn something new, catch up on 
news, or be entertained.
        I get dozens of emails each 
week asking me how I produce 
the GaryVee Audio Experience, 
my Alexa Skills, and my newest 
addition #podSessions which is 
a new show made directly for my 
audio experience. 
        I thought I would have my 
audio engineer Seth give you 
his point-of-view (POV) and the 
knowledge he has gained since 
producing my podcast first-hand. 
There’s no one better to explain 
how to start a podcast than him so 
I hope you enjoy.

Hi – I’m Seth!
I produce Gary’s podcast The 
GaryVee Audio Experience, as well 
as his Alexa skill, GaryVee 365, 

you can also use GarageBand if 
you have an Apple computer, or 
Adobe Audition if you’re rolling 
with Creative Cloud. 
        Recording and editing is 
extremely similar across all three 
of these platforms but I’ll focus on 
Audacity mainly, since it works 
on Mac or PC. Plug your audio 
interface to your computer. Plug 
the mics into the interface and set 
up Audacity to record from them. 
        Then, hit record and start 
talking! This guide has a good tuto-
rial of things to watch out for in 
Audacity when recording, and how 
to fix things like plosives and other 
odd noises. Once you’re done 
recording, you can start to edit. 
        When editing, focus on cutting 
up any awkward silences (unless 
you’re into that) and anything you 
don’t want in your final cut. Then, 
export the file. 

5. HOW TO DISTRIBUTE A PODCAST
Before you publish your podcast, 
it’s a good idea to have 3-5 
episodes ready to publish at once, 
especially for iTunes, to get your 
listeners hooked. It also gives you 
a little bit of lead time to create 
new content.
        Once you’re ready to publish 
your podcast, you’ll want to upload 
it for everyone to hear. The two 
main components here are the 
distribution / hosting service and 
pod-catchers. 
        The distribution / hosting 
service hosts your files for anyone 
to download and generates an 
RSS feed that “pod-catchers” 
(like iTunes) read to know where 
to download the file from and 
information about the podcast. 
        Each distribution platform 
will essentially do similar things, 
but you should read up on each to 
decide what fits your needs best.

THE BEST DISTRIBUTION 
AND HOSTING SERVICES 
FOR PODCASTS:
ANCHOR – The all in one solution for 
creating and distributing a podcast
LIBSYN – This is what we use for 
Gary’s podcast
SHOUTENGINE – Awesome for just 
starting out
PIPPA.IO – A new start-up focusing 
on an easy entry into the 
podcasting space
SIMPLECAST – Another low-cost 
alternative that’s worth a look 

THIS IS AN EXCERPT FROM THE ORIGINAL BLOG 
POST. 

and other projects within the VaynerX world…

WHAT IS A PODCAST? A podcast is inherently a piece of digital audio 
content that’s available for digital download or streaming consumption.

WHAT YOU NEED TO START A PODCAST When it comes down to it, 
the only things you REALLY need to start a podcast are a cell phone or 
computer, an internet connection, and something to talk about 
        The General Workflow: Ideate, Record, Edit, Upload.

1. STARTING A PODCAST: IDEA AND OUTLINE
One you have a topic in mind, before you jump in and start to record, 
take some time and think about how you want your show to flow. 
        Is it segmented? Is it just you, or you and a friend? Do you have 
guests? Remote interviews? Is it more like a talk show? You should 
start to think about a cadence, so your listeners know when to 
expect the next episode – weekly? Monthly?  Once you’ve nailed this 
down, move on.

2. STARTING A PODCAST: THE BASICS
MOBILE PHONE 
The absolute easiest way to start a podcast if you have a smartphone, is 
an app called Anchor. 
        Anchor is a relatively new app, that lets you create a podcast with 
just a few clicks, but it’s also more than just a podcasting app. Right 
now, they’re trying to revamp the audio space, providing the space for 
you to have your own talk show, utilising short form audio, long form 
audio, music, and more. 
        You can interview your friends directly in-app, and even publish 
to iTunes. Create an account with Anchor, start recording, and then 
follow their instructions to distribute your podcast across their AND 
other platforms.

3. THE EQUIPMENT YOU NEED TO START A PODCAST
GEAR:  
When it comes down to it, you really only need your mobile phone to 
record, but higher quality audio is always much, much nicer to listen 
to, so I’d recommend getting some audio equipment if you are thinking 
about becoming serious. 

4. RECORDING AND EDITING A PODCAST
Audacity is my favourite free audio recording and editing software, but 

HOW TO START 
A PODCAST?

THIS IS AN EXCERPT FROM 
THE ORIGINAL BLOG POST. 
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NEW DATA 
REVEALS WHY 

VETERAN 
SALESPEOPLE 

ARE NOT BETTER 
THAN NEW 

SALESPEOPLE
at their company and into their 
market would be at least a little 
better than those with five years or 
less of the same experience?
        Unfortunately, that simply 
isn't the case.
We can blame the salespeople for 
not investing in their careers; we 
can blame their companies for 
not investing in their salespeople.  
There certainly isn't a shortage of 
sales experts, trainers, coaches and 
gurus to go around.
        Check out the professions 
listed for high school career days.
Check out the the majors that 
colleges and universities make 
available.
        Check out my White Paper 
on Trust that shows that people, 
including salespeople, generally 
distrust salespeople.
        The overwhelming majority 
of salespeople did not choose sales 
as a profession and the mainstream 
views sales as a dishonorable 
profession. I wouldn't be surprised 
if some in sales still believe that 
their current role is temporary.
        We should be angry with some 
of the negativity that undermines 
sales at its core. Until we can 
change some of this thinking, it 
may continue to be diffi  cult to help 
salespeople improve.  

I
Imined Objective 
Management Group 
(OMG) data and 

compared salespeople who have 
been with their company for 10 
years or more, with salespeople 
who have been with their company 
for five years or less.  
        Theoretically, the veteran 
salespeople should be better and 
stronger in every way.  But are 
they?  Let's take a look and then 
let's discuss exactly what we are 
seeing and why.
        The first dashboard shows the 
average scores for all salespeople 
who have been at their companies 
for more than ten years.
         The second dashboard 
shows the average scores for all 
salespeople who have been at their 
companies for between one and 
five years.
        If you look closely, there 
is almost no diff erence in Sales 
Quotient, Sales DNA or Selling 
Competencies; the scores are 
extremely close.  The clear 
diff erence is in the category of Will 
to Sell.  
        The salespeople who have 
been at their companies for ten 
years or more have lower scores for 
Desire, Commitment, Motivation 
and Responsibility.  The only Will 
to Sell finding where the veterans 
scored higher is in Outlook - how 
they feel about themselves.  
        How do you interpret these 
diff erences?
        It seems to me that the 
vets are more comfortable and 
complacent then those who haven't 
been there as long.  It also proves 
what I have intuitively known for 
years. On their own, salespeople 
don't usually improve unless they 
are receiving quality sales training 
and eff ective coaching.  
        Wouldn't you think that 
salespeople who have at least five 
more years of experience selling 

Dashboard 2

Dashboard 1
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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.

ARE THERE 
BROKEN LINKS 
IN YOUR 
SUPPLY CHAIN?

F
or over 20 years software 
companies have devel-
oped sophisticated 

technology tools to improve the 
coordination and control of 
material moving through the 
supply chain. 
        Companies have purchased 
an enormous amount of technology 
promising end-to-end supply chain 
visibility. However, there remain a 
significant number of weak or bro-
ken links in the supply chain where 
shipments simply drop out of sight 
for considerable amounts of time. 
        Often organisations either 
ignore or deny the existence of 
these information gaps, but these 
weak supply chain links inevi-
tably results in excess inventory 
and costs accompanied by lower 
customer service.
        Over the past two decades 
North American companies 
have significantly increased 
their outsourced manufacturing 
to Asian, European, and South 
American vendors. 
        This trend has amplified the 
number of partners in the supply 
chain, the interdependencies of 
subcontractors and raw material 
suppliers, and the distance that ma-
terial and information must travel 
to close this gap.
        The information gaps in the 
form of weak supply chain links are 

most often found at the outer edges of the supply chain. 
        Any time that raw materials, production parts or finished goods 
change hands there is a potential for communication breakdown. These 
have traditionally been addressed through internal enterprise resource 
planning system (ERP) rather than addressing them through collabora-
tion with their trading partners. 
        Of course, physical goods are not the only thing getting temporar-
ily lost in the supply chain. Financial flows and critical supply-chain data 
also contribute to organisations inability to manage their inventories and 
provide optimal customer service.
        Organisations need an information system that links disparate ap-
plications across multiple partners, languages, geographies and cultures. 
The emergence of the software-as-a-service (SaaS) model combined with 
cloud technology in the form of project management and collaboration 
tools is a positive step in the right direction. 
        SaaS gives everyone in the supply chain and opportunity to identify 
these weak links and take action to mitigate their impact. 
        However, today there is a plethora of solutions requiring one to 
analyse these tools carefully as they have diff erent strengths and weak-
nesses and diff erent capabilities and degrees of diffi  culty in terms of 
implementation and cost is always a factor.
        Many companies we encounter do not properly recognise nor 
emphasise to their staff  at all levels on the importance of supply chain 
excellence in accomplishing customer service goals and increasing the 
company’s profitability. 
        They spend large amounts of money hiring marketing and sales 
experts and on marketing campaigns but do not recognise that supply 
chain failure can cause customer dissatisfaction and negate those eff orts 
and produce the opposite results of those desired. 
        Many of the executives we meet try to manage their supply chain 

using available staff  as opposed to 
supply chain experts. The result 
is most often similar to trying to 
do your own plumbing – the leak 
gets bigger and costs increase 
exponentially.
        If you or your organisation 
would like some help identifying 
weak links in your supply chain 
and identifying the appropriate 
collaboration tools necessary to fill 
those gaps contact a Supply Chain 
Expert, their motto is “you are only 
as good as your weakest link”. 
        They can help you design a 
program that delivers both immedi-
ate and long term benefits to your 
organisation. The program will be 
designed to shift your organisa-
tions thinking, improve innovation, 
and produce programs that will 
optimise operational performance 
and satisfy the requirements of 
your customers. 
        The Supply Chain Expert will 
provide monitoring systems and 
train your staff  to recognise prob-
lems and correct them in a timely 
manner as well as retrain staff  to 
prevent future occurrence.       
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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.

F or years, academic 
experts have been 
measuring people’s 

intelligence by administering an 
I.Q. test. More recently, 
behavioral scientists and those in 
the field of psychology have been 
discussing a principle they call 
emotional intelligence. I would 
submit there is another 
intellectual area of expertise I 
would call financial intelligence.
        Financial intelligence would 
not measure how smart you are 
or even how learned you have 
become but, instead, financial 
intelligence would measure your 
mastery of some basic concepts, 
the application of which creates 
financial success. 
        Financial intelligence is far 
diff erent from general intelligence. 
Some of the people who are 
known as among the smartest 
individuals in the world are at or 
near bankruptcy. Albert Einstein 
lost almost all of the money he 
received as a part of his Nobel 
Prize through bad investments. 
        Money is not what makes us 
wealthy. Money is simply the result 
of applying certain principles that 
might make up financial intelli-
gence. If you divided all the money 
equally among everyone, in a few 
short years, the wealth landscape 
would look much like it does today; 
therefore, we understand that 
money is not wealth. It is the result 
of applying financial intelligence in 
the real world.
        There are at least as many 
financial success systems as there 
are financial planners and money 
experts; but there are a few 
principles that seem to appear 
consistently in the lives, careers, 
and investments of those we would 
call financially successful. 

FINANCIAL 
INTELLIGENCE

        If you want to be more financially successful or conduct your own 
financial intelligence checkup, consider the following:

1.  Do you have a financial goal that belongs to you, or are you trying to
keep up with the proverbial Joneses?

2. Do you have a budget or an overall understanding of where your
money is currently going?

3. Are you consistently saving for your retirement, and do you
understand that, statistically, you will need to take care of yourself for 
decades without a significant safety net?

4. Have you eliminated all of your consumer debt? You cannot succeed
if you are paying both principle and interest on things that are no 
longer here or are not worth what you owe on them.

5. Do you have a will and insurance to take care of all of the potential
disasters in your family’s life?

6. Do you understand that each
dollar should be divided among 
three categories--spending, 
saving, and giving?

As you go through your day 
today, remember that knowledge, 
wisdom, and expertise are not 
necessarily transferable. You may 
know a lot about many things, 
but your financial future will 
be governed by your financial 
intelligence.

Today’s the day! 

Asia’s Most 
Authoritative 

Publication 
for Senior 

HR Professionals
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AA
third of our lives 
are spent being 
asleep, although 
many executives 
and entrepre-
neurs would 

dearly love to spend less than that. 
‘Sleep is for the weak’, or so they 
say in the business world. As a 
result, this world suff ers from 
collective insomnia. 
        Long hours, stress, and 
entertaining clients can cut into 
sleeping time. However, while 
the quantity of sleep matters, 
quality of sleep matters even more. 
Bad sleeping habits, like taking 
afternoon naps, racking up sleep 
debt, and alcohol consumption 
before bedtime will aff ect how well 
one sleeps through the night.
        While sleep is associated with 
sloth, with laziness, with idle time, 
the importance of sleep to our 
health cannot be underestimated. 
        The most well-documented 
case of intentional sleep deprivation 
is that of Randy Gartner, who 
stayed awake for 11 consecutive 
days. Serious cognitive and 
behavioural changes were reported, 
including moodiness, problems 
with concentration and short-
term memory, paranoia, and 
hallucinations. 
        Nevertheless, even staying 
awake for just 24 hours without 
sleep can have deleterious 
eff ects. Decision-making skills are 
impaired, mood swings are likely 
to be more extreme, and driving 
after 24 hours of wakefulness is the 
equivalent of driving drunk on half 
a bottle of wine. 
        Not getting enough sleep every 
night can lead to chronic sleep 
deprivation, which may not have 
immediate health eff ects. In the 
long term though, our bodies pay 
heavily for it. 
        Physiological eff ects of chronic 
sleep deprivation include a compro-
mised immune system, decreased 
libido, and an increased risk of car-
diovascular disease. Studies have 
shown an increased mortality risk 
for those reporting less than either 
six or seven hours per night.
        Therefore, it is quite clear 
that our body and mind needs 
sleep to repair the ravages caused 

neurs, this manifests by staying 
up Monday to Friday, then 
using the weekend to catch up 
on sleep. While a sleep debt of 
one or two hours is acceptable, 
racking up sleep debt consis-
tently over weeks or months 
can be as bad as suff ering from 
insomnia. Repaying sleep debt 
is not something that can be 
made in one lump sum. Instead 
it is repaid in regular incre-
ments over a few nights.

  The Snooze button on the alarm
can actually have the opposite 
eff ect – it may prevent a 
good snooze. Aside from the 
disruptive noise of the alarm, 
the length of time between 
snoozing and the alarm ringing 
is not enough for a relaxing rest. 
Constantly being reminded of 
the time can lead to anxiety and 
diffi  culty falling asleep. If an 
alarm has to be set, set it once 
and wake up once it goes off .

FIXING OUR INSOMNIA With our 
circadian rhythms under siege 
from the modern demands of life, 

BY 
ONG XIANG 

HONG

by our waking lives. Most adults 
can get by on 7 to 9 hours of sleep 
a night, but some need more and 
some need less. 
        Another factor aff ecting sleep 
is not just how much of it you 
get per night, but also how good 
your sleep is during the night. 
Bad sleeping habits can be as 
detrimental as not getting enough 
sleep in the first place. 

EXAMPLES OF BAD SLEEPING 
HABITS According to Dr Laura 
Palagini, a sleep expert at the 
University of Pisa, Italy, bad 
sleeping habits arise when our 
circadian rhythm is disrupted. 
        The circadian rhythm is our 
body’s internal clock that regulates 
our sleeping patterns. It works by 
timing the release of certain hor-
mones and adjusting our metabolic 
rate, according to environmental 
factors such as sunlight, and to 
some extent, our lifestyle. 
        In this case, our modern 
lifestyles play a huge part in how 
our circadian rhythm is disrupted. 
Stress and anxiety, consumption of 
heavy or spicy food before sleep, 
and usage of electronic displays 
before bed are all factors which can 
disrupt our circadian rhythm.
        However, there are some 
surprising sleeping habits that one 
should break in order to get a good 
night’s rest:
  Afternoon naps are not

conducive to sleep quality 
later in the night. Napping 
during the daytime can lead to 
diffi  culty falling asleep at night, 
since it will cut into night time 
sleeping hours. 

  While some think a glass of wine
or spirit may make a good 
nightcap, alcohol’s eff ects are 
detrimental towards sleep 
quality. As the body metabolises 
the alcohol, our sleep pattern 
is disrupted. Alcohol’s sedative 
eff ect suppresses the breathing 
muscles, closing one’s airway 
and leading to decreased oxygen 
intake, making one groggy and 
unrested upon waking.

  Pulling a string of all-nighters,
then crashing for the next day 
or two is known as ‘sleep debt’. 
For executives and entrepre-

how can we regain the night for 
restful sleep? Although it may seem 
diffi  cult, Dr Palagini has suggested 
the following ten commandments 
for restful sleep:
  Fix regular timing for bedtime

and awakening time. Fix 
regular timing for bedtime and 
awakening time.

  If you are in the habit of taking
siestas, do not exceed 45 
minutes daytime sleep. 

  Avoid excessive alcohol
ingestion 4 hours before bedtime 
and do not smoke.

  Avoid caff eine 6 hours before
bedtime. This includes 
coff ee, tea and many sodas, 
as well as chocolate. 

  Avoid heavy, spicy, or sugary
foods 4 hours before bedtime. 
A light snack before bed is 
acceptable. 

  Exercise regularly, but not right
before bed. 

  Use comfortable bedding. 
  Find a comfortable temperature

setting for sleeping and keep the 
room well ventilated. 

  Block out all distracting noise
and eliminate as much light 
as possible.

  Don't use the bedroom as an
offi  ce, workroom or recreation 
room. 

The trade-off s from not getting 
enough sleep are not worth your 
health, and it will translate to lower 
work performance. With enough 
sleep each night, you may find that 
you’re happier and more productive 
during the day. 

SLEEP WELL 
FOR HIGH PRODUCTIVITY

how can we regain the night for 
restful sleep? Although it may seem 
diffi  cult, Dr Palagini has suggested 
the following ten commandments 
for restful sleep:
  Fix regular timing for bedtime  Fix regular timing for bedtime

  If you are in the habit of taking  If you are in the habit of taking
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SAKURA GUARDIAN IN THE NORTH 
(KITA NO SAKURAMORI)

I
n the spring of 1945, cherry blossoms 
flower in southern Sakhalin, a symbol 
of hope for Tetsu Ezure and her 

family. But with the Soviet Union’s invasion the 
following August they flee to Abashiri, 
Hokkaido, to a life of harsh cold and hunger 
through which they struggle to survive. Fast 
forward to 1971, where her younger son 
Shujiro, now grown, returned to Japan where 
he meets his 
mother for 
the first time 
in fifteen 
years. The 
war is over 
but her 
post-traumatic 
stress 
disorder still 
remains. She 
disappears 
– not wanting 
to cause 
further 
problems for 
her successful 
son, she 
wishes to go 
back to Abashiri. Shujiro follows in an eff ort to 
reach out, mother and son setting out around 
the vast plains of Hokkaido. 

BLACK WATER

A
ction film stalwarts Jean-Claude Van 
Damme and Dolph Lundgren star in 
Black Water, an action thriller that 

centers on a deep cover operative (Van Damme) 
who awakens to find himself imprisoned in a 
CIA black site on a submarine. Enlisting the 
help of another 
prisoner 
(Lundgren), he 
must race 
against the 
clock to escape 
and discover 
who set him 
up. This is the 
fifth outing for 
the duo, but 
the first time 
they appear 
together 
onscreen as 
allies. 

READY PLAYER ONE
BY ERNEST CLINE

P
utting aside the movie hype for a 
while, Ready Player One is a 
dystopian literary romp through the 

virtual utopia stacked atop the ashes of reality 
in 2045. The protagonist, teenager Wade Watts 
has devoted his life to studying the puzzles 
hidden within this world's digital confines, 
puzzles that are based on their creator's 
obsession with the pop culture of decades past 
and that 
promise 
massive power 
and fortune to 
whoever can 
unlock them. 
Compared to 
the movie, 
reading Ready 
Player One is 
no less 
exhilarating 
(indeed Ernest 
Cline was a 
screenwriter 
before his foray 
into novel 
writing).

A BRIEF HISTORY OF TIME
BY STEPHEN HAWKING

T
he triumph of modern physics’ 
greatest thinker was not simply his 
immense intellect; it was making 

mind-bending concepts accessible to anyone 
who studied high school science. A Brief History 
of Time, Stephen Hawking’s seminal work, 
describes ‘imaginary time’, ‘string theory’, and 
black holes that ‘ain’t so black’. Although it may 
seem dense in certain passages, this book 
benefits from Hawking’s natural instincts as a 
teacher, using wit and humour to illustrate 
complicated 
mathematical 
concepts. 
Revised several 
times since its 
inception, A 
Brief History of 
Time is 
required 
reading for 
anyone 
interested in the 
birth, life, and 
death of our 
universe.

MY DEAR MELANCHOLY
BY THE WEEKND

C
anadian artist Abel Makkonen 
Tesfaye, better known as The 
Weeknd, makes a return to his roots 

with My Dear Melancholy. Focusing on darker, 
heavier R&B beats, the tone of My Dear 
Melancholy is appreciatively downbeat. 
Lyrically, the songs revolve around past 
relationships, away from The Weeknd’s 
previously pop-oriented album Starboy. 
Focused and concise, My Dear Melancholy 
does not attempt to innovate new sounds; 
instead it is introspective and emotive, with 
perhaps a little bit of ego-stroking by the singer.

HIPPO LITE
BY DRINKS

T he product of left field artists Cate 
Le Bon and Tim Presley, their 
second outing together is more 

relaxed and more experimental than their first 
album, Hermits on Holiday. Recorded in the 
south of France over the course of a month, 
the duo kept themselves free of phone signals, 
Internet, or any form of electronics bar their 
recording equipment. The experience has 
clearly rubbed off  on the album, going from 
relaxed pop to more self-indulgent 
experimental sounds towards the end.
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M
ITI Day is an event organised to promote the roles of the Ministry of International Trade and Industry (MITI) and government 
agencies under its umbrella to the public. The event also has the purpose of building stronger ties between MITI, its agencies and 
the public.
On 26 February, about 8,000 visitors attended MITI Day 2018. The National Services Sector Summit 2018 was also held in 

conjunction with the event. 
        This year’s MITI Day was based on the mesra rakyat concept and is more outcome-focused on the services sector. The event was divided 
into four categories: Outreach, Entrepreneurship, Job Opportunities, and Services Sector Development. 

MITI DAY 2018
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y the time this article 
goes to print, Malaysia 
would be in an election 
mode, full swing. This 
general election, the 
14th for the country, is 
considered by many 

observers as the ‘mother of all elections’ and 
is as close a contest as any in the history of 
the country. Indeed, neighbouring countries, 
from Singapore and Thailand to Indonesia 
and the Philippines are watching the results 
carefully, to anticipate and prevent any 
domino eff ect on their respective 
administrations. 
        Clearly, many Malaysians are highly 
worked up over whom they support. For 
those who want a change in government, 
anything and everything said and done by 
the current government is wrong. Similarly, 
for those who are supportive of continuity, 
the propaganda by the challenger coalition is 

nothing more than opportunism. The divide 
is clear, and this is one election where even 
the fence sitters are clearly leaning one way 
or the other. 
        The usually polite society we live 
in has become so polarised that we are 
seeing parents threatening to disown their 
children for supporting the opposite party, 
friends turning into enemies, and the voice 
of reason and dissent silenced with name 
calling and public shaming. Some of us 
turn into the very bullies that we warn our 
children against. 
        It is evident that even as we mature 
as a society democratically, and political 
awareness is at its all time high, we have yet 
to learn to accept divergent views and to 
discuss issues in a matured and considered 
manner. After years of education where rote 
learning is the norm, most of us have not 
acquired critical thinking skills. We are a 
society of ‘how’ and ‘what’ rather than ‘why’ 

and ‘what-else’ – one where every issue is 
either black or white, with no shades of gray 
in between. This could very well be a bigger 
problem than some of the political issues that 
we are facing. 
        Consider this: many of us argue that 
the role of governments is all-important 
in determining a country’s progress. That 
might be the case, but in Thailand, where a 
military junta remains in place with many 
decisions made by uniformed men with 
little experience in economic development, 
we are seeing positive GDP growth over 
the past three years. And this is despite 
headwinds globally. Italy now has 65 diff erent 
governments in about as many years – yet its 
GDP is about 60 times larger than it was 65 
years ago. China has, as some would argue, 
some of the poorest human rights record 
in the region, yet we are all now familiar 
with its explosive growth. India, according 
to Transparency International, is far more 
corrupted than Malaysia, yet its GDP growth 
far outstrips that of Malaysia. 
        As such, would changing the 
government alone bring about the much 
needed growth impetus that our country 
sorely requires? 
        As business owners, many of us 
would agree, reluctantly as it may be, 
that some of our fellow Malaysians are 
evidently not as diligent as say the Chinese 
mainlanders, or as eager to learn as the 
Koreans and Hong Kongers. Our integrity 
is a nation is among the lowest in the 
region – and we are referring to people, 
not the just the government. 
        Some of us clearly need to up our 
game and move forward – regardless of 
which government is in power. Too many 
Malaysians are not optimally educated 
despite eleven years of compulsory and free 
education. Too many Malaysians are beating 
and bending the rules despite a plethora of 
laws covering just about everything. Too 
many Malaysians take the shortcut even 
though we know it’s neither proper nor right. 
Too many of us complain just about anything, 
yet few of us do anything to eff ect the change. 
Too many of us want to progress in life, but 
refuse to make the sacrifices needed to do so.
        There’s a famous Chinese saying: 
一口吃不成胖子 which translates roughly 
into ‘one meal does not maketh a fat man’. 
A simple saying, but succinctly sums up the 
wisdom of the ages: a problem is rarely from 
one source. 
        For change to happen, we must first 
change ourselves. 

 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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