


We’re in a state of flux. The economy has played mayhem to the 
best built plans, the climate has gone upside down, and talents 
have become the most expensive commodity on earth. More than 
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required across the region. 
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ALIBABA TO OPEN REGIONAL 
DISTRIBUTION HUB IN MALAYSIA 

C
hinese e-commerce giant 
Alibaba has plans to set up 
a regional distribution hub 

in Malaysia in response to its 
growing business in the region. The 
hub is said to be situated within 
KLIA Aeropolis, a 24,700-acre 
development led by airport operator 
Malaysia Airports Holdings Bhd. 
that is expected to generate more 
than 7 billion Ringgit worth of 
domestic and foreign investments. 
        This is in line with the Prime 
Minister’s appointment of Ma as his 
government's digital economy adviser 
during an offi  cial trip to China in 
November as Malaysia seeks closer 
economic ties with China.

SINGAPORE TO LAUNCH SMEs GO 
DIGITAL PROGRAMME

S
ingapore’s small and 
medium enterprises 
(SMEs) can expect more 

from the government to transform 
themselves digitally to stay in 
business. The Info-communications 
Media Development Authority 
(IMDA), the government agency 
leading the charge, will play sector 
“chief information offi  cer” to SMEs. 
The eff orts include providing 
customised help from funding and 
consultancy to pre-qualifying tech 
products and participating in joint 
pilots. The initiatives will be available 
under a new scheme dubbed SMEs 
Go Digital Programme.

COCA COLA TO OPEN PLANT 
IN NILAI, MALAYSIA

C
oca-Cola Malaysia will 
invest RM500mil to 
expand the size and 

production capacity of its current 
plant at Bandar Enstek, Nilai.
        Speaking to reporters during 
a ground-breaking ceremony, Chief 
executive offi  cer of Bottling Invest-
ment Group Singapore - Malaysia-
Brunei, Stephen Lusk says, “when 
completed, Coca-Cola Malaysia will 
have 1,000 direct employees, while 
creating another 10,000 indirect 
jobs in companies supporting the 
business supply chain.” 

THE YOUNG AND THE RICH INVESTING  

T
hree millennials, Raja Hamzah Abidin, 29, son of 
Malaysian politician and businessman Raja Nong 
Chik; Lionel Leong, 29, and Rachel Lau, 31, 

children of property tycoons Leong Hoy Kum and Lau Boon 
Ann respectively have joined forces to create RHL Ventures, 
an independent investment group. 
        The trio plan to plan to leverage their family wealth 
to “attract outside capital and build the firm into becoming 
Southeast Asia’s leading independent investment group”. The 
company plans to be a fund house with a suite of products, 
with venture capital being the first stop.

M oody’s Investors Service, the 
credit rating business has 
announced that Malaysia’s 

economy should achieve robust growth 
of 4.3% in 2017 to 2018 with continued 
current account surpluses. The 
announcement comes as the government 
has continually demonstrated a 
commitment to fiscal consolidation, with 
seven consecutive years (2010 to 2016) 

of narrowing fiscal deficits involving a 
curtailment of expenditure to off set the 
continued weakness in revenue generation.
        “Factors that could prompt a 
positive rating action include a greater 
convergence in government debt metrics 
with similarly rated peers, accompanied 
by improvements in debt aff ordability 
and a reduction in the fiscal deficit,” the 
agency pointed out.

ROBUST GROWTH FOR MALAYSIAN ECONOMY 

MALAYSIA HAS FEWEST SENIOR 
BUSINESS ROLES HELD BY WOMEN

MMMM
alaysia has the lowest 
proportion of senior 
business roles held by 

women in ASEAN, according to a 
latest report by Grant Thornton. The 
2017 International Business Report 
revealed that only 24% of senior 
business roles were held by women 
in Malaysia, down from 26% 
recorded in the 2016 IBR survey. 

        Meanwhile, 34% of 
businesses here have no women 
in senior management, up from 
31% previously.
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T
he Global Startup Ecosystem 
Report and Ranking 2017 by 
Startup Genome has reported 

that Singapore is the best place for start-ups 
to be in, overtaking Silicon Valley in the 
USA. With 50 countries participating, the 
survey assessed the various start-up 
ecosystems based on overall performance, 
funding, market reach, talent and 

start-up experience. 
        Silicon Valley remains the 
dominant global ecosystem, 
with New York and London 
coming in at second and third. 
The Bay Area however reigned 
supreme in all metrics in the 
report except talent, where it 
was ousted by Singapore.

TIME TAKES 49% STAKE IN THAI 
TELECOMMUNICATION FIRM

T ime dotCom Bhd announced its 
strategic investment plan of about 
RM280mil for a shareholding of up to 

49% in Thai telecommunications firm 
Symphony Communication Public Co Ltd. 
        In a company statement, Time dotCom 
had received a statement of support from 
existing shareholders of Symphony, which 
holds 47% of the shares
        Time dotCom commander-in-chief 
Afzal Abdul Rahim has said the investment 
in Symphony was part of its regionalisation 
strategy to invest in telecommunications and 
data centre businesses across ASEAN.

IBM AND WANDA FORM CHINA 
CLOUD COMPUTING PARTNERSHIP

II BM and China's Dalian Wanda Group, have 
teamed up to provide a new cloud service to 
Chinese companies. The new service, named 

Wanda Cloud Company, they will off er selected IBM cloud 
infrastructures and platforms as a service (IaaS and PaaS) 
technology in China. 
        The venture between IBM and Wanda Internet 
Technology Group will be "responsible for distributing, 
building and operating the IBM cloud platform in China", an 
IBM spokeswoman said.

SINGAPORE IS THE BEST PLACE FOR EXPATS

MM
ercer has released a list of places that 
off ers the best quality of living for 
expats. Singapore has ranked number 

one with the highest quality of life for expats, and 
its infrastructure was deemed the best in the 
world. Vienna, Austria has been ranked the first 
overall while Singapore was ranked 25th in the 
world. Rounding up the top spots were Zurich at 
number two, Auckland, Munich and Vancouver 
making the top three to five places respectively. 

GRAB CAR TO INVEST IN SINGAPORE MARKET 

G
RAB, the popular ride-hailing platform 
in South-east Asia is set to pour S$10 
million into the building new 

infrastructures for their operations in Singapore. 
Accordingly, the company is said to be investing in 
the end-to-end support for new and experienced 
drivers, building a community of drivers, and 
ensuring a seamless transition into the 
Singaporean market. 

SINGAPORE TOPS GLOBAL RANKING FOR STARTUP TALENT
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trim the four-tier VAT regime to three 
levels, cut the tax burden by 350 billion 
yuan this year and slash administrative 
fees by 200 billion yuan, with more 
tax incentives for small businesses and 
research and development activities.
        The simplification of VAT rates 
reflects Beijing’s drive to trim tax and 
support a stabilising economy against 
slower economic growth, Li says. 

ORACLE TO MENTOR INDIAN START-UPS
racle, one of the world’s biggest 
technology companies has expanded its 
first start-up accelerator from India to 

the rest of its companies across the globe. The 
programme is being run by members of the Oracle 
research and development team. It provides six 
months of mentoring from technical and business 
experts and venture capitalists and entrepreneurs 
from outside the firm. The company said that it 
also provides technology, co-working space, access 
to Oracle customers, partners and investors, and 
free Oracle cloud credits.
        “Working with start-ups is a very energising 
endeavour and a learning experience for us,” said 
Sanket Atal, group vice-president of development, 
Oracle India, in an interview. 

DHL EXPANDS IN THAILAND  
HL E-commerce, a unit of Deutsche Post DHL Group, 
has expanded its logistics service in the Thai market 
with nationwide coverage and price-competitive 

business-to-consumer (B2C) international shipping. Charles 
Brewer, CEO of DHL E-commerce, said Thailand has a huge 
growth potential for e-commerce because online sales currently 
account for only 2% of total retail sales, compared with the 
global average of 9%. Other measures include a pick-up service 
for small e-commerce merchants and the 2.7 million small and 
medium-sized enterprises (SMEs) in Thailand where online sales 
are growing rapidly

INDONESIA TO SUE THAILAND'S 
PTTEP OVER OIL SPILL 

ndonesia is preparing to sue a unit of 
Thailand's PTT Exploration and 
Production (PTTEP) over alleged 

environmental damage from the Montara oil spill 
in 2009, the country's Coordinating Maritime 
Aff airs Ministry said. 
        The move follows earlier attempts at 
negotiation that stalled in 2012, and a separate 
class action suit filed by a group of about 15,000 
Indonesian seaweed farmers seeking more than 
A$200 million from PTTEP Australasia to cover 
damages from the spill.

C hina has pledged to simplify 
its complicated value-added 
tax (VAT) to level the playing 

field and shore up the economy amidst 
complaints about the incredibly high 
tax levied upon them. 
        Speaking at the opening session 
of the National People’s Congress in 
Beijing, Chinese Premier Li Keqiang 
has stated that the government will 

  INDIAN STUDENTS TURN AWAY FROM 
  US AND UK BUSINESS SCHOOLS

ndian students are reported choosing to 
avoid pursuing their studies in both 
countries owing to the lack of job 

opportunities, diffi  culty in obtaining visa and the 
political climates of the countries. The current 
administration’s tightening process has played a 
significant role in dissuading young workers from 
continuing their studies in the country with many 
feeling alarmed at the atmosphere of the countries.
        University data has further shown that 
Indians, more than any other nationalities, remain 
to work after graduation in the countries where 
they study. 
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ndian students are reported choosing to 
avoid pursuing their studies in both 
countries owing to the lack of job 

opportunities, diffi  culty in obtaining visa and the 
political climates of the countries. The current 
administration’s tightening process has played a 
significant role in dissuading young workers from 
continuing their studies in the country with many 
feeling alarmed at the atmosphere of the countries.
        University data has further shown that 
Indians, more than any other nationalities, remain 
to work after graduation in the countries where 
they study. 

CHINA TO SIMPLIFY TAX RULES 
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W ikileaks has released a series 
of documents titled “Vault 
7”, an enormous pile of 

documents that expose how the CIA is 
capable of hacking smartphones and 
other smart appliances. The series of 
leaks had targeted high end 
communication mobiles like Samsung 

and Apple. 
        The move has damaged the public’s 
perception of the agencies with many 
decrying its actions and calling for the 
agency to be accountable. Meanwhile, 
tech companies aff ect had begun fixing 
the loopholes and backdoors on the 
agency’s cyberhacking. 

INDONESIA TO DISCUSS WITH AMERICAN 
MINING COMPANY FREEPORT 

merican mining giant Freeport-
McRoRan Copper & Gold may pull out 
of Indonesia after more than four 

decades due to prolonged conflict with the 
government. The company which is the country’s 
oldest international investor and largest taxpayer, 
has been embroiled in a battle with President Joko 
“Jokowi” Widodo’s administration over new 
national mining regulation.
        Legislation introduced in January 2017 
requires Freeport to convert its business contract 
into a special mining licence, dictating the 
company must divest 51 percent of shares in its 
local subsidiary within a decade and build a new 
US$2 billion smelter.

WIKILEAKS RELEASES FILES ON CIA SPYING

PHILIPPINES AND INDIA TO CREATE 
PHARMACEUTICAL ZONE

he Philippines and India are exploring 
the possibility of setting up a 
pharmaceutical zone in the country to 

encourage the entry of more Indian manufacturing 
firms. Indian Embassy first secretary N. 
Ramakrishnan said the Philippines’ Department of 
Trade and Industry and India’s Ministry of 
Commerce have started discussions on the 
planned pharma zone as early as last year.
        “It is an idea between both governments. We 
had a bilateral mechanism for the joint working 
group for the two countries and that issue was 
discussed last year,” Ramakrishnan said. “A 
pharma zone is a zone where Indian companies 
can set up manufacturing here to cater to the 
Philippines and also market it outside.”

UBER PRESIDENT JEFF JONES 
STEPS DOWN 

eff  Jones, President of Uber, has the car-hailing 
company after less than a year. In an interview, 
Jones has said “It is now clear, however, that the 

beliefs and approach to leadership that have guided my 
career are inconsistent with what I saw and experienced at 
Uber, and I can no longer continue as president of the 
ride-sharing business” 
        However, sources inside the company has stated that his 
departure after less than seven months was directly related to 
the multiple controversies there including explosive charges of 
sexism and sexual harassment. 

PHILIPPINES AND CHINA TO 
SIGN DEVELOPMENT DEAL 

hina and the Philippines have signed a 
six-year economic cooperation plan to 
boost trade and investments. The Six 

Year Development Program (SYDP) for Trade and 
Economic Cooperation signing took place a 
meeting in Davao City. 
        In a statement the Department of Finance 
said, “The SYDP aims to steer and promote stable 
and orderly development of economic cooperation, 
enlarge the scope and enhance the level of 
cooperation, and drive sustainable and inclusive 
socio-economic development in both countries.”
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T
heresa May, the UK Prime 
Minister has set March 29 
as the date to trigger 

Article 50 to kick of the negotiations 
for the UK to formally leave the EU. 
However, multiple European sources 
have said that the Prime Minister 

would have to wait until June before formal 
talks would be able to resume. Accordingly, 

it would take “four to six weeks” for the 
other 27 countries in the EU to reach 
consensus and start the more formal 

process, pushing Ms May’s request for 
negotiation back.  

UK TO TRIGGER BREXIT WITH DATE SET 

OECD WARNS OF RISING CHINESE DEBT
he OECD's fresh Economic 
Survey of China warned 
Tuesday that financial risks 

were mounting considerably in the 
world’s second largest economy on the 
back of rising enterprise debt and 
overcapacity in some sectors. The 
report said debt owed by non-financial 
firms in China had reached 170% of 
gross domestic product (GDP), the 
highest level among leading economies.
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VIETNAMESE SMES OUTPERFORMING 
REGIONAL COUNTERPARTS  

G
lobal accounting firm CPA 
Australia has released a survey 
showing that 89% of SMEs 

reported growth during the last 12 
months and 94 per cent expect to grow 
in the next 12 months. The results show 
Vietnam ranking second of the eight 
markets surveyed, behind Indonesia and 
ahead of Malaysia, China, Hong Kong, 
Singapore, New Zealand, and Australia.

JUNE 23 The U.K. holds a referendum on whether to leave the European Union
JUNE 24 The referendum result is announced. 52% of 

voters choosing to leave. David Cameron resigns as Prime 
Minister. The pound plunges into a three decade low.

JULY 13 Theresa May becomes Prime Minister
JULY 27 May says the U.K.’s future trade relationship with the EU shouldn’t 

be “a model that’s on the shelf already.” The European Commission 
names Frenchman Michel Barnier to lead the EU’s Brexit negotiations.

AUG 22 German, French and Italian leaders meet off the 
coast of Naples to discuss how to revive the EU’s outlook.

AUG 31 May tells her Cabinet that she won’t try to keep Britain in the EU 
by the “back door” and that “we’re going to make a success” of Brexit. 

She identifies ending the free movement of people as a U.K. red line.
SEPT 16 European leaders meet without the U.K. for the first time in four 

decades, trying at a session in Bratislava to build a shared vision for the bloc.
OCT 2 May says she will trigger 

Brexit talks by the end of March.
OCT 7 The pound plunges more than 6% in 

two minutes to its lowest level in 31 years
OCT 13 European Union President Donald 

Tusk says it will be “hard Brexit” or “no 
Brexit” as he warns there will be “no 

cakes on the table, for anyone” 
but rather “only salt and vinegar.”

NOV 3 The High Court rules U.K. 
must hold a vote in Parliament 

before starting Brexit process. The 
government says it will appeal.

NOV 15 The Financial Times reports the EU is seeking as much 
as 60 billion euros from Britain when it leaves the bloc.
NOV 25 May is told by Maltese Prime Minister Joseph 
Muscat that any final Brexit deal will have to wait until an 
agreement on how much Britain will pay to leave the bloc.
DEC 5 The Supreme Court convenes to decide whether 
Parliament or the prime minister has the power to invoke 
Article 50 of the Lisbon Treaty to trigger Brexit negotiations.
DEC 7 The House of Commons votes 448 to 75 in favor 
of May’s plan to trigger Brexit by the end of March 2017.
JAN 3 Ivan Rogers quits as the U.K.’s envoy to the EU, saying 
the government is guilty of “muddled thinking” over Brexit.
JAN 24 The Supreme Court rules May must seek the permission 
of Parliament before starting the countdown to Brexit.
FEB 20 The House of Lords begins debating the draft law 

that would allow May to start Brexit talks.
FEB 23 Austrian Chancellor Christian Kern becomes the first 

European leader to publicly say Britain should be charged 
about 60 billion euros when it leaves the EU

MARCH 6 The Times reports that 
government lawyers have concluded 
there is no law or treaty to compel 
the U.K. to pay a severance fee.
MARCH 14 EU officials signal they 
might not start talks on Brexit 
until after a meeting in June.

MARCH 20 May’s spokesman confirms that 
the prime minister will invoke Article 50 on 
March 29.

T I M E L I N E
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RETAIL: ALCOHOLIC JUICE BAR 

W
ith the rising trend for everything healthy, salad and 
juice bars have mushroomed at almost every corner. 
One such outfit, Supernatural Spitalfields in London, 
decided that a little something is needed to standout 
from the crowd; and that little something is ‘healthy’ 

cocktail. The Beetrooter, for example, is a blend of beetroot, apple, 
ginger, lemon and…. a generous dash of Stolichnaya vodka. Who 
says you can’t mix pleasure with wellness?

SHARING: 
SHARED ELECTRIC CAR

M
any of us want to 
hop right on the 
electric car 
wagon, but the 
lack of public 

infrastructure for it may 
frustrate the idea. The Amber 
One Service is one start-up 
that’s taking the idea of the 
shared economy a notch 
further: by off er only-for-rent 
electric cars. You can’t buy one, 
as they are for sale. Service will 
be rolled out across Eurpe in 
2018 from a reported 33 euro 
per week onwards. 

I
n super conservative India, 
buying a condom over the 
counter is worse than running 
naked around town. As 
unfortunate as it sounds, men 

are judged negatively when seen buying 
condoms off  a pharmacy (the term is ‘chemist’ 
in India); and if you a woman, well, harsh 
words would ensue. Hence a delivery service 
called SMS Contraceptive is not only solving 
the problem, but also raking in serious cash in 
the process. Orders can be placed via SMS, 
WhatsApp or even Snapchat. 

DELIVERY: SMS A CONDOM 

HOW WE WORK

BY 
JENNIFER 

LEE          
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AUTOMATION: DELIVERY BUGGIES

J
D.com, China’s e-commerce giant, is deploying a fleet of autono-
mous drone to deliver packages. The delivery bots take the form of a 
small six-wheeled buggy that has six compartments of diff erent sizes. 
Once loaded, the bot is able to select its own route and begin on its 
way, while avoiding obstacles with built-in avoidance technology. 

Once the bot arrives at a delivery destination, a user is notfiied via the JD app. To 
access the package inside, they simply key in a unique code for pickup.

CO-WORKING: THE NIGHT OWL SPACE

W
while most co-working space is opened from 9 to 5 and 
welcome entrepreneurs of all stripes, one such place in Manila, 
Philippines is pushing the envelope by introducing a co-
working place for night owls. Customers of the Dilligence Café 
can pay an hourly or daily rate, and get free wifi, coff ee and 

even showers. It opens from 3pm to 7am. 
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       F&B: SPY-THEMED CAFÉ

N
ot getting enough of Sherlock 
Holmes? The Bletchley is a London 
bar inspired by the famed fictitious 
detective. Upon entering the 
spy-themed bar, customers are 

given a mysterious identity to go along with their 
detective role. The Bletchley requires patrons to 
use cipher machines to complete puzzles and 
transmit their findings through radio. After this 
information is received by mixologists, they'll 
craft the perfect drink for that customer, based 
on their unique personality traits and favourite 
flavor combinations. To maintain The 
Bletchley's secretive theme, those interested in 
dropping by will only be able to receive its exact 
location once they've purchased tickets.

MODELLING: ‘AGE-
POSITIVE’ AGENCY

W
hile models are 
typically 
under-nour-
ished girls with 
a medical 

aversion for the sun, one 
modelling agency in Australia 
exclusively hires mature 
models in an attempt to 
challenge the fashion 
industry’s unrealistic 
standard for beauty. Silver 
Fox Management represents 
mature, multicultural, 
plus-sized and transgendered 
models, with models ranging 
from 30 to 90 years old. 
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Name:  Taiwan 
Capital:  Taipei
Population:  23,464,787
Area:  35,980 km2 
Ethnic Groups:  Taiwanese, 
 Mainland 
 Chinese, 
 Indigenous 
 Groups
Life Expectancy:  80.1 years
Major Languages:  Mandarin 
 Chinese (official), 
 Taiwanese 
 Hokkien and 
 Hakka
Major Religions:  Buddhism, 
 Taoism, 
 Christianity
Monetary Units:  New Taiwan 
 Dollar ($NT)
Unemployment Rate:  3.9%
Exports:  Semiconductors, 
 Petrochemicals, 
 Automobile/
 Auto Parts, Ships, 
 Wireless 
 Communication 
 Equipment, Flat 
 Display Displays, 
 Steel, Electronics, 
 Plastics, And 
 Computers
Imports:  Oil/Petroleum, 
 Semiconductors, 
 Natural Gas, Coal, 
 Steel, Computers, 
 Wireless 
 Communication 
 Equipment, 
 Automobiles, Fine 
 Chemicals, And 
 Textiles
GDP:  $1.125 trillion
GDP Per Capita:  $47,800
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TAIWAN: A HISTORY

T
aiwan, or offi  cially the 
Republic of China has a 
storied history. 
Neighbouring Japan to 
the northeast, 
Philippines to the south 
and its contentious 
neighbour, the Republic 
of China (or more often 
abbreviated to PRC), 
Taiwan is also the most 
populous and has the 
largest economy that is 
not a member of the 
United Nations. 
        Originally settled 
by aborigines, the 
Taiwanese indigenous 
tribes are also one of 
the oldest tribes in Asia. 
The Taiwanese aborigi-
nes have ties to Austro-
nesian people, being the 
linguistic and genetic 
homeland to other 
ethnic groups, which 
includes the Philippines, 
Malaysia, Madagascar 
and Oceania Austrone-
sian people. 
        Up until the 17th 
century, the island was 
inhabited mostly by the 
aborigines. Mass migra-
tion happened and 
Taiwan became home 
to Han immigrants 
beginning in the late 
Ming Dynasty. In 1895, 
military defeat forced 
China's Qing Dynasty to 
cede Taiwan to Japan, 
which governed Taiwan 
for 50 years before its 
return to Chinese con-
trol after World War II. 
        During this period, 
2 million Nationalists 
fled to Taiwan and 
established a govern-
ment constitution with 
plans for all of China. 
During this period, 
Taiwan was recognised 
as the sole legitimate 
holder of China’s seat 
in the United Nations 
until 1971 before the 
People’s Republic of 



China formally moved to expel the 
island nation from the council. 
        Beginning in the late 1970s, 
the ruling authorities gradually 
democratized and incorporated 
the local population within the 
governing structure.
        Growth rapidly took place in 
the latter half of the century with 
the relaxing of local laws and US’s 
aid to the nation in their early years 
which subsidised the higher cost 
of domestic production. Today, 
Taiwan is a vibrant nation that has 
built itself up as service industry 
nation with a strong export driven 
industry with a large trade surplus. 

TRADING IN TAIWAN: AN 
ECONOMIC OUTLOOK  As one of 
the four Asian Tiger economies, 
Taiwan has undergone extensive 
economic growth from the 1960s. 
With a push for industrialisation 
after the World Wars, the country’s 
rapid growth has led to achieve 
an advanced and high-income 
economies, with a specialisations 
in areas that are competitive to 
them. In modern times, Taiwan is 
known as one of the biggest Asian 
economies around the region. 
        To keep its upward growth, 
Taiwan has made regulations and 
investments in the country easier 
for Information Technology. 
With its immense growth, they 
have managed to turn itself into 
a world leader in Information 
Technology manufacturing over 
the last 20 years.
        Recent development in this 
industry has included brand 
building, design with new eco-
friendly and green technology 
coming to the forefront with local 
brands like Acer, Asus and HTC 
forging global brands in the laptop 
and smartphone markets. 
        In 2017, Taiwan is ranked 11th 
out of 189 economies in the World 
Bank’s Ease of Doing Business Sur-
vey. An area of concern, however, 

 TIPS ON DOING BUSINESS IN TAIWAN  
   Punctuality is expected but being slightly late is still socially acceptable. 
   It is a good idea to print your business cards in two sides – 
   one in English and the other in traditional Chinese. 
   Interpersonal relationships are key to conducting a successful business meeting 
   in Taiwan. Dining with your hosts and being friends with them are essential.
   Taiwanese are traditional and patriarchal. Therefore, it is wise to send an older 
   o�  cial to conduct business with them. 
   Management styles are geared towards authoritarian. Managers expect their 
   orders to be carried out unquestioningly, although the trend is slowly moving 
   towards a slightly more egalitarian role. 
   Like most Asian countries, politeness and tact is preferable over candour and 
   frankness. Subtlety is key. 
   Gift giving is a common business practice – alcohol and food are good options. 
   Avoid giving knives or clocks as they symbolise the cutting of relationships or 
   ill omen.  
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is trading across borders with the 
country placing 68th due to their 
legal status as part of the People’s 
Republic of China (China) and the 
country’s lack of representation in 
most State councils. 
        This however does not seem 
to have unduly impacted the 
country as the State has found 
ways around the legal barricades. 
Sound legal frameworks are in 
place to provide strong protection 
of property rights and uphold the 
rule of law making it easier for the 
enforcement of contracts and ease 
of doing business.
        Despite their exclusion in the 
UN and several other international 
organisations, they are a member 
of the World Trade Organisation 
(WTO) as Chinese Taipei. Taiwan 
has conducted economic coopera-
tion pacts with New Zealand and 
Singapore, as well as resuming 
talks with the U.S. under the Trade 
and Investment Framework Agree-
ment the same year.
        Recent developments such as 
a direct flight from Taipei to China, 
cross-strait travel, transportation, 
and tourism links are likely to 
increase Taiwan and China’s 
economic interdependence and 
several other trade agreements 
have bound the two countries 
closer together despite fears that 
sovereignty would be lost. These 
pose further political questions 
as the two countries’ political 
diff erences remain unresolved 
and China’s economic growth is 
slowing over the course of the year. 
        Nevertheless, USA and 
China remain their biggest trad-
ing partners with the US mainly 
importing high end electronics 
and consumer goods while the 
mainland China imports agricul-
tural and industrial materials. 

RELATIONSHIPS IN BUSINESS  
With the exception of several large 
conglomerates and multinationals, 

  FUN FACTS 
    Taipei is not the largest city in Taiwan. New Taipei is the country’s largest city 
    followed by Kaohsiung and Taichung. 
    The Taiwanese government recently started a program for free wi-�  in most 
    public spaces. 
    Taiwan has one of the lowest birth rates in the world – surpassing other 
    neighbouring countries like Japan and Korea
    Taiwan uses traditional Chinese instead of simpli� ed Chinese
    Taiwan’s aboriginal population is one oldest in the world, having settled in the 
    last over 8,000 years ago. 
    Taiwan has some of the world’s most extensive Chinese art collections. 

Taiwan’s economy is mainly a small to medium sized industry with 
most their businesses being owned by generations of the same family. 
Approximately 97% of the enterprises in the country are SMEs and they 
provide employment for an approximate 78% of the workforce. 
        As in most Asian countries, Senior managers are expected to 
lead and consulted on all decisions prior to an action. Hierarchy 
is established and greatly respected, although protocols are not as 
formal as in nearby Japan and South Korea. Consequently, lower-level 
employees often lack initiative to take charge. A junior executive in the 
company’s hierarchy would therefore not yield any discernible results 
unlike the decision maker of the project or company. 
        It is also important when starting negotiations that the right person 
is present in the meetings. “Face” is very important and one should 
therefore take care to not insult or off end your host. 
        Create a sustainable relationship with the host and would 
be business partner in Taiwan. Local enterprises rarely engage 
in negotiations before establishing a connection between parties. 
Therefore, the act of wining and dining is vital a vital undertaking. 
Business entertainment can sometimes last late into the night with long 
dinners or other forms of entertainment. It would be wise to reciprocate 
with a dinner of equivalent value at the next opportunity. 

LANGUAGE  While there are English speakers in Taiwan, most of the 
population are only fluent in Mandarin and Taiwanese and might not be 
fully conversant in English. 
        Unless you are dealing with a multinational corporation, it is 
therefore a good idea to bring along a translator or business partner 
who would be able to translate the language in business to avoid any 
mishaps. This is doubly important when negotiating a business contract 
or any further legal matters. 

BEHAVIOUR AND ETIQUETTE  Taiwan is still relatively conservative. As a 
first meeting, both men and women should dress formally when meeting 
with men sporting shirts and ties while women in conservative formal 
wear to create a better impression. 
        Another side eff ect of their conservativeness is that women have a 
diminished role in business unless they own them. Nonetheless, foreign 
businesswomen and their counterparts are treated with respect. 
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CLOVA – THE LATEST 
VOICE ACTIVATION AI 

L
ine, the Japanese messaging app 
has always held sway in Asia. 
With new partners LG and Sony, 

they have launched CLOVA, the newest voice 
activated digital assistant; aka an AI. Clova, 
an abbreviation for ‘Cloud Virtual Assistant’, 
would likely come complete with its own 
line of smart speakers and hardware to 
supplement it. If developed, it would likely 
be doing what most AI would already be – 
reading you your news, weather, calendars 
and online purchases. 
        The company further promises that 
Clova would be able to answer “complicated 
questions” and come equipped with a facial 
recognition software. The company further 
plans to  Now, exactly how it would differ 
from the rest of the AIs in the market begs 
the question. 

MEET JILL WATSON – THE 
TEACHING ASSISTANT EVERYONE 
THOUGHT WAS A PERSON

C
ollege of Computing Professor 
Ashok Goel teaches Knowledge 
Based Artificial Intelligence (KBAI) 

every semester in Georgia Tech, USA. Due to 
the immense number of questions from his 
students –  which he estimates post 
roughly 10,000 messages in the online 
forums — far too many inquiries for him and 
his eight teaching assistants (TA) to handle, 
the solution was simple. He created Jill 
Watson, the artificial TA designed 
specifically to answer mundane questions 
from his students. 
        And answer she did. For the first few 
weeks, Jill was fed certain model answers 
and corrected when she got them wrong. 
Eventually the AI learnt enough that she 
could swiftly answer them without any 
human intervention. Eventually students 
begun finding out that one of their TAs was 
an AI. Thus far, response has been positive.

DRIVERLESS CARS – 
THE NEXT FRONTIER

T
he hullaballoo over driverless 
cars has died down somewhat 
these days as more of us are 
slowly normalising to the idea. 

While there are still questions of ethics and 
the capabilities of the program to steer 
their vehicles and passengers safely 
towards their destination, some countries 
are already taking on the next step and 
adopting the technology. 
        In Australia, Driverless electric shuttles 
will be used at Adelaide Airport in a trial 
for moving passengers between the main 
terminal and the long-term car park. The 
South Australian Government said it would 
be one of three driverless car technology 
trials backed by its $10 million future 
mobility lab fund.
        The trial would involve minimal risk 
from both pedestrians and other vehicles 
due to its closed circuit around the 
compound. Still, it is a novel concept and one 
that might soon be adopted world wide if 
the trial run does succeed. 

DRONE DELIVERY AI 

T
he news that UPS has made 
forays into drone delivery for its 
smaller items has been a hit and 

now Amazon is getting into the game. The 
Amazon Prime Air drone made its first 
package delivery in December in England and 
is now set to make its US debut in early 
April. The drone demonstration took place 
during Amazon’s MARS 2017 conference at a 
resort in Palm Springs, California and would 
mark the new form of delivery to consumers 
– one that is ripe with potential. 
        The idea behind the system would 
certainly be a lifesaver to your average mail-
man – no pesky dog to hound you as you walk 
up the driveway to hand the owners their 
parcel any more for one. Certainly, the idea 
of a drone delivery system is revolutionary, 
a scant few years ago, no one would have 
dreamed about the drone’s many uses. And 
now it seems they have found another use. 

TECH ADDICTS

N
Is there such a thing as a 
technology addict? Yes, there is. 
And research has shown that 

there might be harm in staying glued to your 
phones and screens all day. While there is no 
official diagnosis of such an addiction – the 
mind boggles at such a concept – there is an 
increasingly large number of people who 
frequent social media sites such as 
Snapchat, Facebook and Instagram wherever 
and whenever at all hours does mimic 
symptoms of those with recognisable 
addiction behaviours. 
        So what does that mean? Are we overly 
reliant on technology? A quick look around 
your surroundings does point to some rather 
uncomfortable truths. So while technology 
does have its upsides and uses, perhaps 
we would do well to take a step back, take 
stock of our surroundings and look up from 
our screens a little. 

IPHONE 7 IS RED 

A
s part of their partnership with 
PRODUCT (RED), the brand that 
seeks to raise awareness for HIV 

& AIDS, Apple launched a Special Edition of 
the iPhone 7 and iPhone 7 Plus on Tuesday, 21 
March 2017. The red coloured phone will be 
available for a limited time to consumers 
and will come in 128GB and 256GB models. 
        Apple CEO Tim Cook says; “The 
introduction of this special edition iPhone 
in a gorgeous red finish is our biggest 
(PRODUCT)RED offering to date in celebration 
of our partnership with (RED), and we can’t 
wait to get it into customers’ hands."
        While Apple has not shared how much 
the proceeds of the sale will be channelled 
to the organisation, they have been known 
to have contributed more than $130 million 
as part of its partnership with Red, making 
the company the world's largest corporate 
donor to the Global Fund to fight AIDS.
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MAKING THE MOST OF INTRA-REGIONAL TRADE:

G
lobal economic volatility 
might be worrying some 
companies in Asia Pacific, 
but the small- and medium-
size enterprise (SME) sector 
is bucking the trend with 

strength and optimism for the year ahead.
        Even if trade deals take a new path, the 
many opportunities that intra-Asia trade brings 
to small business leaders are here to stay. 
        In fact, SMEs in this region are bullish 
about the future. To start with, exports are 
looking good.  
        Among Asia Pacific SMEs, global export 
revenue for 2016 held steady with the year 
before, and most SMEs believe that will 
continue or increase over 2017.
        Trade within Asia Pacific is sparking the 
most confidence. 
        Intra-regional exports are the driving 
force of this stronger trend – a recent study 
found almost nine in 10 Asian SMEs sell 
goods to markets in Asia Pacific and are set 
to do so even more. Stronger regional ties 
and trade linkages are also contributing 
to the sense of optimism and resilience 
surrounding small businesses.
        In fact, FedEx-commissioned research 
found four in 10 Asia Pacific SMEs forecast 
an average double-digit growth of 20 
percent in intra-regional export revenue in 
the year ahead. 
        In addition, Asia Pacific SMEs also 
generate the highest level of revenue from 
intra-regional exports among the four global 
regions in the study.
        The figures are supported by the latest 
Asian Development Bank (ADB) findings 
which show that intra-Asia trade now accounts 
for 57 percent of total trade in the region.
        That’s impressive against a backdrop of 
wide ranging business challenges from higher 
production costs to increasing competition, 
along with slower trade growth worldwide.
        It is also welcome news that the crucial 
financing of SMEs is getting better all the time, 
with SME finance markets forecasting healthy 
growth in 2017, especially in Asia.
        Another aspect of SME optimism lies in 
the fact that small businesses today are now 
more technology-savvy, well-connected, agile 
and able to hold their own on the world stage.
        Whether it’s e-commerce, m-commerce, 

social commerce, the cloud, search engine 
optimization, content management systems 
(CMS), e-payment technology or sophisticated 
logistics solutions, SMEs can quickly connect 
with more intra-Asia as well as global markets 
than ever before.
        So it’s no surprise that e-commerce is 
generating significant growth – a trend that is 
particularly pronounced in Asia Pacific, where 
80 percent of SMEs are generating revenue 
from e-commerce.
        In line with the boom in e-commerce, 
momentum is building behind two important 
trends – m-commerce purchases made 
using mobile devices, and social commerce 
purchases made via social media platforms. 
        Just under 70 percent of small businesses 
in the region are currently selling their 
products via mobile platforms and a similar 
number off er customers the option of buying 
via social media platforms such as Facebook.

        These new technologies are essential to 
attracting and retaining customers.
        So too is the necessity to have an 
effi  cient supply chain – in order to enhance 
customer experience, win new customers and 
improve bottom lines.
        As e-commerce drives demand for faster 
delivery, around two thirds of firms operating 
in e-commerce are prepared to pay more to get 
products more speedily to market.
        Maintaining high levels of customer 
satisfaction in a diffi  cult business environment 
is tough, especially since over a third of Asia 
Pacific SMEs cite increasing competition with 
foreign rivals as a major challenge.
        That’s why investment in new 
technologies and an effi  cient supply chain is 
essential for small businesses in navigating and 
exploiting the ever-changing digital economy, 
and tapping into all the opportunities ahead in 
intra-regional trade. 
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        With more than 80% of enterprise IT 
organizations predicted to commit to hybrid 
cloud architectures by 2017, enterprises 
continue to embrace hybrid infrastructure 
models. The current pricing models from 
cloud service providers for moving data 
between on-premises and the cloud is 
unsustainable.
        With hybrid infrastructure models in 
favour, current cloud storage providers need to 
adjust their pricing models to stay ahead of the 
competition - or risk losing their partners to 
the competition, or falling out of love.
 
REMAIN NIMBLE…IN LOVE, LIFE, AND 
BUSINESS – SOFTWARE DEFINED DATA 
SERVICES IN THE GAME Software defined 
data services has proved that it can reduce 
legacy hardware expenses while also delivering 
the performance and scalability needed for big 
data, digital repository, backup and other large 
digital workloads.        
        With this evolution, enterprises can 
avoid vendor lock-in, increase their use 
of the cloud and more rapidly deploy new 
applications and services, delivering them 
with significant competitive advantages in 
today’s digital economy. 
        Enterprises need to leverage the move to 
software defined data services to index and 
extract value from the data, beyond providing 
a less expensive storage option. Being able to 
manage and derive business insights from data 
while staying within the IT budget, enterprises 
can always seamlessly connect – and stay true 
– to their data.
 
PUT A RING ON IT – INTELLIGENT DATA 
MANAGEMENT IS NOW A CLEAR NECESSITY
Business leaders should look toward intelligent 
data management that allows automated 
access to, transfer between and the syncing 
of data to and from dozens of applications, 
databases and various other enterprise data 
lakes, to keep costs low and operations 
smoothly running.
        The first step is ensuring organizations 
optimize their data management platform for 
all departments of a company to seamlessly 
and conveniently access data to drive valuable 
insights for the organization.
        HR departments, for instance, do not 
need to go through tremendous amounts of 
data when hiring the right talent. After col-
lecting, storing and backing up data, they just 
need to interpret data correctly to ensure they 
match the right candidates to the positions.
        Companies may not love the hassle that 
goes into ensuring that their internal data 
management processes and policies comply 
with the latest regulations, but choosing the 
right intelligent data management platform will 
put you on the road towards a lovelier ending 
– with significant business benefits to prove 
for it! 

B
usiness leaders experience a love hate relationship with data. With no 
time to have their head in the clouds, CIOs need to choose the right 
partner to fall back on during hard times, think big and execute a 
better overall data management strategy in an ever-changing complex 
IT landscape.
        Let’s not forget – break ups happen. What consequences will 
enterprises face in the event of a "break up" or communications 
breakdown between departments? It is, thus, vital to embrace and 
implement eff ective data management strategies, more than ever before.

        We have pulled together our insights to draw up a list of predictions for 2017. This year, 
we see that business leaders will continue to make better business decisions leveraging greater 
insights from data to prioritise their IT investments wisely. Sweet endings do exist, after all.
 
WILL YOU MARRY ME? - POWERFUL DATA MANAGEMENT PLATFORMS FOR THE WIN
Increasingly, enterprises are seeking out new technologies and migrating data to cloud services. It 
is a business imperative for CIOs to remember that relationship with the right data management 
provider aff ects the long-term success of business’ objectives.
        Companies need to leverage data as a strategic asset to drive deeper insights for better busi-
ness decisions. Amidst declining IT budgets and limited resources, organizations are starting to 
seek holistic solutions that address companies’ data needs eff ectively. In 2017, businesses will shift 
away from point solution vendors and instead favour providers who can off er data management 
platforms: or industry goliaths will risk either undergoing a merger or being acquired.
 
FIGHT TO PROTECT THE ONES YOU LOVE – MITIGATE THE NASTY EFFECTS OF RANSOMWARE
It’s no secret - relationships can get messy. Corporations will face many potential threats and 
destructive attacks of ransomware, as cybercrime continues to rise.
        Asia Pacific has been known for being a ransomware target with India, Japan and Malaysia in 
the top 10 countries that were aff ected by ransomware from January 2015 – April 2016. Business-
es must prevent and mitigate ransomware seriously and include it in their business objectives for 
the year by planning measures to mitigate its eff ects. Organizations must also be able to rapidly 
identify compromised content and automate its recovery to reduce downtime and financial losses.
        Businesses need to make their data management systems secure yet accessible. Classifying, 
separating and walling off  data to reduce unwarranted access of data is crucial. Love it or hate 
it - there's no running away from conversations on data recovery strategies at the boardroom level.
 
LOVE IN THE CLOUDS OR ON GROUND – KEEPING DATA TRANSFER SAFE, SEAMLESS, PAIN-
LESS AND COST-EFFECTIVE Just like a relationship, there are ebbs and flows. Data transfer needs 
to be seamless, to facilitate the cadence of data, moving between the cloud and on-premises.
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anything, especially if they are on ten boards, except for the companies 
that they need to spend daily attention on.
        That’s the context for how we wandered up to the discussion in 
each meeting. After the second conversation, I thanked the person I was 
talking to (she knows who she is) for providing the content for today’s 
blog post. Of course, since the conversation came up again with someone 
else after that, it sealed the deal that this would be a blog post.
        Here is how I like to do board level financial reporting for private 
companies I’m on the boards of. I don’t force this – if the CEO wants 
to do something diff erent that’s up to her. But I encourage this, or 
something like this.
        Quarterly board meetings: The financials are decoupled from the 
board meeting. There is a quarterly financial and metric review in the 
board meeting, but it’s not the meat of the meeting unless there is a spe-
cific set of financial issues that need to dominate, such as the 2017 budget, 
a big financial miss, or a significant change to the plan for some reason.
        Monthly financial package: This is a full financial package 
distributed to the board and executive team. It includes P&L, Balance 
Sheet, and Cash Flow statements. It has actuals to budget for monthly, 
quarterly, and YTD. It also has trailing 12 months of each (P&L, BS, 
CF). In addition, there is a cover MD&A(hopefully written by the CFO 
– not a formal SEC one, but a comprehensive management discussion 
and analysis). I prefer this package to be distributed by the CFO and not 
the CEO – it then becomes part of the operating rhythm. I also like the 
Q&A that occurs (in email, or in a Google doc around the MD&A) to be 
driven by the CFO with support from the CEO.
        Optional monthly financial state of the company board call: This 
is a call with the CEO, CFO, and the board. Ideally it is led by the CFO. 
It’s limited to one hour, is completely independent of the board meet-
ing, and is optional. The CFO sends out a short (less than 10 page) 
presentation summarizing the key financials, key metrics, and any top-

ics for discussion at least two days 
in advance of the call. While I 
rarely attend these, I find that the 
board members who don’t engage 
continuously can use this to keep 
current on the financials and in 
the rhythm of the company.
        This rhythm works around 
the monthly financial close cycle. 
The CFO sets the schedule. An 
example would be (based on day 
of the month) that the financials 
are closed by day 15. The monthly 
financial package goes out on 
day 17 with the presentation for 
the optional monthly state of the 
board call. The call happens on 
day 20. 

O
ver the past few days, I’ve 
had a similar conversation 
about reporting tempo 

with three diff erent people (2 
CFOs and 1 CEO). In each case, 
we snuck up on the issue, rather 
than starting with it.
The fundamental question 
addressed what the reporting 
tempo to the board should be.
        A number of years ago, I 
decided to shift to quarterly board 
meetings. Historically, the number 
of board meetings I had per 
company was all over the place. 
Some had four per year, some six, 
some eight, and some had twelve. 
This was an artifact of the last 30 
years of venture capital, where VCs 
often would use the board meeting 
as the way to primarily engage with 
the company.
        I’ve shifted to a cadence I call 
“continuous board interaction” 
which is gated by the desire and 
need of the CEO as well as the 
needs of the company. As such, a 
quarterly board meeting is plenty 
since I’m having continuous inter-
action with the CEO and board. 
        This does not mean that 
quarterly financials work for me. 
When the financials are tied to 
the quarterly board meeting, it’s 
almost impossible to have continue 
board interaction. There’s just not 
enough financial context about 
what is going on in the business. 
On the other hand, with a few 
exceptions (hyper-growth cases or 
ones where you are focusing on 
specific metrics), daily financing 
reporting is not helpful either, as 
is it overly burdensome on the 
company. It also quickly turns into 
metric reporting, which is very 
distinct from financial report, and 
often extremely helpful, especially 
in a continuous board interaction 
approach. However, many board 
members can’t handle daily 
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anything, especially if they are on ten boards, except for the companies 
that they need to spend daily attention on.
        That’s the context for how we wandered up to the discussion in 
each meeting. After the second conversation, I thanked the person I was 
talking to (she knows who she is) for providing the content for today’s 
blog post. Of course, since the conversation came up again with someone 
else after that, it sealed the deal that this would be a blog post.
        Here is how I like to do board level financial reporting for private 
companies I’m on the boards of. I don’t force this – if the CEO wants 
to do something diff erent that’s up to her. But I encourage this, or 
something like this.
        Quarterly board meetings: The financials are decoupled from the 
board meeting. There is a quarterly financial and metric review in the 
board meeting, but it’s not the meat of the meeting unless there is a spe-
cific set of financial issues that need to dominate, such as the 2017 budget, 
a big financial miss, or a significant change to the plan for some reason.
        Monthly financial package: This is a full financial package 
distributed to the board and executive team. It includes P&L, Balance 
Sheet, and Cash Flow statements. It has actuals to budget for monthly, 
quarterly, and YTD. It also has trailing 12 months of each (P&L, BS, 
CF). In addition, there is a cover MD&A(hopefully written by the CFO 
– not a formal SEC one, but a comprehensive management discussion 
and analysis). I prefer this package to be distributed by the CFO and not 
the CEO – it then becomes part of the operating rhythm. I also like the 
Q&A that occurs (in email, or in a Google doc around the MD&A) to be 
driven by the CFO with support from the CEO.
        Optional monthly financial state of the company board call: This 
is a call with the CEO, CFO, and the board. Ideally it is led by the CFO. 
It’s limited to one hour, is completely independent of the board meet-
ing, and is optional. The CFO sends out a short (less than 10 page) 
presentation summarizing the key financials, key metrics, and any top-

ics for discussion at least two days 
in advance of the call. While I 
rarely attend these, I find that the 
board members who don’t engage 
continuously can use this to keep 
current on the financials and in 
the rhythm of the company.
        This rhythm works around 
the monthly financial close cycle. 
The CFO sets the schedule. An 
example would be (based on day 
of the month) that the financials 
are closed by day 15. The monthly 
financial package goes out on 
day 17 with the presentation for 
the optional monthly state of the 
board call. The call happens on 
day 20. 

O
ver the past few days, I’ve 
had a similar conversation 
about reporting tempo 

with three diff erent people (2 
CFOs and 1 CEO). In each case, 
we snuck up on the issue, rather 
than starting with it.
The fundamental question The fundamental question 
addressed what the reporting 
tempo to the board should be.
        A number of years ago, I 
decided to shift to quarterly board 
meetings. Historically, the number 
of board meetings I had per 
company was all over the place. 
Some had four per year, some six, 
some eight, and some had twelve. 
This was an artifact of the last 30 
years of venture capital, where VCs 
often would use the board meeting 
as the way to primarily engage with 
the company.
        I’ve shifted to a cadence I call 
“continuous board interaction” 
which is gated by the desire and 
need of the CEO as well as the 
needs of the company. As such, a 
quarterly board meeting is plenty 
since I’m having continuous inter-
action with the CEO and board. 
        This does not mean that 
quarterly financials work for me. 
When the financials are tied to 
the quarterly board meeting, it’s 
almost impossible to have continue 
board interaction. There’s just not 
enough financial context about 
what is going on in the business. 
On the other hand, with a few 
exceptions (hyper-growth cases or 
ones where you are focusing on 
specific metrics), daily financing 
reporting is not helpful either, as 
is it overly burdensome on the 
company. It also quickly turns into 
metric reporting, which is very 
distinct from financial report, and 
often extremely helpful, especially 
in a continuous board interaction 
approach. However, many board 
members can’t handle daily 
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meetings per day? 
        And speaking of Selling 
Skills, Boomers are far more 
likely to have professional selling 
skills while Millennials are more 
likely to frame selling in the 
context of demos, proposals and 
follow-up. It might not be their 
fault, as most of them are in the 
aforementioned top-of-the-funnel 
roles, while Boomers are almost 
always found in outside territory, 
major account, vertical or account 
management roles. 

HOW 
BOOMERS 
AND 
MILLENNIALS 
DIFFER IN 
SALES

I  hate this article already 
- the last thing we need is 
another article tohelp us 

to understand Millennials. Except 
for one thing. Most of you reading 
this are Millennials and you 
probably need to better 
understand boomers. 
        We've all heard many of the 
distinctions of Millennials - how 
they like to work, where they like 
to work, when they like to work, 
how little they like to work, how 
entitled they are, how money isn't 
that important, how they want to 
change the world and be a part of 
something bigger than themselves. 
So I'm not going to write about 
any of that in this article. Instead, 
I'm going to talk about several 
tendencies that diff erentiate these 
two generations of salespeople. 
        We can begin with 
Motivation. Boomer salespeople 
are generally extrinsically 
motivated - motivated by money 
and things - while Millennials are 
typically intrinsically motivated. 
They would prefer to love what 
they do and strive for mastery. 
        We can talk about New 
Business Development too. 

Boomers are much more likely to pick up the phone and make a call 
- even a cold call - to initiate contact and follow up and they prefer 
to meet face-to-face. Millennials are more likely to use their social 
networks - LinkedIn, Twitter, Text and Facebook - to initiate contact 
- and email to follow-up and they tend to prefer selling by phone. The 
two newest selling roles – sales development and business development 
- are both top-of-the-funnel roles where the reps simply schedule 
meetings and calls for account executives. These roles are filled almost 
exclusively by Millennials.
        I hear you. "But they are on the phone and you said they don't 
like using the phone!" Exactly. And that explains why they are so 
bad at it. The latest statistics from ConnectAndSell tell us that these 
reps book, on average, 1.5 meetings per week. If that is the only 
thing they are required to do, shouldn't the number be more like 2-3 
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meetings per day? 
        And speaking of Selling 
Skills, Boomers are far more 
likely to have professional selling 
skills while Millennials are more 
likely to frame selling in the 
context of demos, proposals and 
follow-up. It might not be their 
fault, as most of them are in the 
aforementioned top-of-the-funnel 
roles, while Boomers are almost 
always found in outside territory, 
major account, vertical or account 
management roles. 

HOW 
BOOMERS 
AND 
MILLENNIALS 
DIFFER IN 
SALES

I  hate this article already 
- the last thing we need is 
another article tohelp us 

to understand Millennials. Except 
for one thing. Most of you reading 
this are Millennials and you 
probably need to better 
understand boomers. 
        We've all heard many of the 
distinctions of Millennials - how 
they like to work, where they like 
to work, when they like to work, 
how little they like to work, how 
entitled they are, how money isn't 
that important, how they want to 
change the world and be a part of 
something bigger than themselves. 
So I'm not going to write about 
any of that in this article. Instead, 
I'm going to talk about several 
tendencies that diff erentiate these 
two generations of salespeople. 
        We can begin with 
Motivation. Boomer salespeople 
are generally extrinsically 
motivated - motivated by money 
and things - while Millennials are 
typically intrinsically motivated. 
They would prefer to love what 
they do and strive for mastery. 
        We can talk about New 
Business Development too. 

Boomers are much more likely to pick up the phone and make a call 
- even a cold call - to initiate contact and follow up and they prefer 
to meet face-to-face. Millennials are more likely to use their social 
networks - LinkedIn, Twitter, Text and Facebook - to initiate contact 
- and email to follow-up and they tend to prefer selling by phone. The 
two newest selling roles – sales development and business development 
- are both top-of-the-funnel roles where the reps simply schedule 
meetings and calls for account executives. These roles are filled almost 
exclusively by Millennials.
        I hear you. "But they are on the phone and you said they don't 
like using the phone!" Exactly. And that explains why they are so 
bad at it. The latest statistics from ConnectAndSell tell us that these ConnectAndSell tell us that these ConnectAndSell
reps book, on average, 1.5 meetings per week. If that is the only 
thing they are required to do, shouldn't the number be more like 2-3 
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level. And then it misses the opportunity to develop a competitive edge.

TAKE THE FOLLOWING EXAMPLE: In the retail sector, Ikea, Bunnings and 
others are included in the “retail segment”. But each of these retailers 
has its own store manager and addresses a diff erent end user segment 
(demographically). These two factors alone make it unwise to treat every 
customer in the retail sector as being essentially the same.
       From a sales perspective, any sector or group of customers with a 
unique need, or which requires some adjustment to a product or service, 
or which requires a diff erent sales activity or approach; or any group 
where the major competitors are diff erent, is a unique sales segment.
       Therefore, organisations have to start looking at segments from the 
point of view of how attractive they are as an organisation to buyers in 
each segment and how eff ectively they can compete. A key here is to 
stratify the markets correctly. The function of strategic sales is to define 
the most attractive segments. When a group of clients buy a diff erent 
version of a given product, when buyers pay in diff erent formats, and/or 
when buyers expect a diff erent sales approach (for example, key accounts 
versus once-off  purchases), each represents a diff erent segment.
       While the demographics and the psychographics may be similar 
enough for marketing to reach these groups, in sales they are too 

broad to be truly eff ective. Not 
because marketing got it wrong, 
but because, whereas marketing 
deals with groups, salespeople 
deal with individuals. 
       And every individual in a 
segment is unique — suffi  cient to 
warrant a diff erent definition for 
sales segments than what is used 
in marketing.
       Sales is far tighter than 
marketing. That’s not to say 
that marketing segmentation is 
wrong or inaccurate, but only 
that it is too broad to enable sales 
to achieve the focus it needs in 
order to maximise opportunities 
and limit drainage on scarce 
sales resource.
       Remember everybody lives by 
selling something. 

T
o segment or not to 
segment, that is the 
question.

       For too long sales has 
allowed marketing to dictate 
what a segment should be. 
But the simple reality is 
that sales segmentation and 
marketing segmentation are 
substantially diff erent. In fact, 
it is these very diff erences 
that make sales strategy so 
diff erent from marketing and 
even corporate strategies.
       Marketing defines segments 
as: “A group of people that share 
one or more demographic and/or 
psychographic characteristics”.
       However, sales people deal 
with people, not groups.
       Traditional segmentation 
usually takes into account how 
attractive a segment is to a 
company, and how competitive 
the company is in that segment. 
Sales segmentation also includes 
a third parameter — how 
attractive the company is to 
buyers in that segment.
       Buyers, even the ones with 
common requirements, have very 
unique and specific requests, and 
the approach taken in marketing 
segmentation is not set up to deal 
eff ectively with them. Traditional 
segmentation falls short of the 
individual buyer expectations, 
desires and needs. 
       Moreover, clients in 
diff erent segments want 
solutions that are similar but 
are not identical. So sales 
has to develop the ability to 
make changes to standard 
products and services to deal 
with individual customer’s 
expectations.
       Sales misses the opportunity 
to tackle individual expectations 
if it doesn’t narrow down its 
segmentation to a micro market 
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level. And then it misses the opportunity to develop a competitive edge.

TAKE THE FOLLOWING EXAMPLE: In the retail sector, Ikea, Bunnings and 
others are included in the “retail segment”. But each of these retailers 
has its own store manager and addresses a diff erent end user segment 
(demographically). These two factors alone make it unwise to treat every 
customer in the retail sector as being essentially the same.
       From a sales perspective, any sector or group of customers with a 
unique need, or which requires some adjustment to a product or service, 
or which requires a diff erent sales activity or approach; or any group 
where the major competitors are diff erent, is a unique sales segment.
       Therefore, organisations have to start looking at segments from the 
point of view of how attractive they are as an organisation to buyers in 
each segment and how eff ectively they can compete. A key here is to 
stratify the markets correctly. The function of strategic sales is to define 
the most attractive segments. When a group of clients buy a diff erent 
version of a given product, when buyers pay in diff erent formats, and/or 
when buyers expect a diff erent sales approach (for example, key accounts 
versus once-off  purchases), each represents a diff erent segment.
       While the demographics and the psychographics may be similar 
enough for marketing to reach these groups, in sales they are too 

broad to be truly eff ective. Not 
because marketing got it wrong, 
but because, whereas marketing 
deals with groups, salespeople 
deal with individuals. 
       And every individual in a 
segment is unique — suffi  cient to 
warrant a diff erent definition for 
sales segments than what is used 
in marketing.
       Sales is far tighter than 
marketing. That’s not to say 
that marketing segmentation is 
wrong or inaccurate, but only 
that it is too broad to enable sales 
to achieve the focus it needs in 
order to maximise opportunities 
and limit drainage on scarce 
sales resource.
       Remember everybody lives by 
selling something. 

T
o segment or not to 
segment, that is the 
question.

       For too long sales has 
allowed marketing to dictate 
what a segment should be. 
But the simple reality is 
that sales segmentation and that sales segmentation and 
marketing segmentation are 
substantially diff erent. In fact, 
it is these very diff erences 
that make sales strategy so 
diff erent from marketing and 
even corporate strategies.
       Marketing defines segments 
as: “A group of people that share 
one or more demographic and/or 
psychographic characteristics”.
       However, sales people deal 
with people, not groups.
       Traditional segmentation 
usually takes into account how 
attractive a segment is to a 
company, and how competitive 
the company is in that segment. 
Sales segmentation also includes 
a third parameter — how 
attractive the company is to 
buyers in that segment.
       Buyers, even the ones with 
common requirements, have very 
unique and specific requests, and 
the approach taken in marketing 
segmentation is not set up to deal 
eff ectively with them. Traditional 
segmentation falls short of the 
individual buyer expectations, 
desires and needs. 
       Moreover, clients in 
diff erent segments want 
solutions that are similar but 
are not identical. So sales 
has to develop the ability to 
make changes to standard 
products and services to deal 
with individual customer’s 
expectations.
       Sales misses the opportunity 
to tackle individual expectations 
if it doesn’t narrow down its 
segmentation to a micro market 

THE DIFFERENCE 
BETWEEN 

SALES AND 
MARKETING 

SEGMENTATION
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people do not notice. When the 
best leader’s work is done, the 
people say, ‘We did it ourselves.’”
        This isn’t what most of the 
conventional wisdom of leadership 
dictates. Most leadership literature 
exaggerates, even glamorizes, 
the leader’s contribution. The 
implication being that everything 
begins with the leader, that she is 
responsible for your improvement, 
she guides you to victory, without 
the leader there is no navigator.
        Truly great leaders, like 
Charlie, recognize how silly it is to 
believe that a leader is the key to 
an organization’s success. The best 
leaders understand that long-term 
results are created by all of the 
great people doing the work — not 
just the one person who has the 
privilege of being at the top. 

   COLUMN      

YOU’RE 
ONLY AS 
GOOD AS 

YOUR 
TEAM!

For the great achiever, it’s all about “me.”
For the great leader, it’s all about “them.”

O ver the years, I have 
worked with many great 
leaders as an executive 

educator and coach. One client, 
Charlie (not his real name), in 
particular is still one of my 
favorites. He is the one who 
showed the most improvement — 
and he is the one who I spent the 
least amount of time with.
        Charlie was president of a 
division with more than 50,000 
employees. His CEO recognized 
his talents and asked me to help 
Charlie expand his role, provide 
more leadership, and build 
synergy across the organization. 
Charlie eagerly involved his team 
in this project. Each person took 

responsibility for creating positive synergy with cross-organizational 
colleagues. They regularly reported their eff orts, learned from their 
colleagues, and shared what they learned. They thanked people for ideas 
and suggestions and followed up to ensure eff ective implementation.
        What I find interesting is that of all the clients I have ever coached, 
Charlie is the client I spent the least amount of time with. This inverse 
relationship between our spending time together and he and his team 
getting better was very humbling. At the end of our project, I told Charlie 
about this observation. “I think that I spent less time with you and 
your team than any team I have ever coached, yet you and your team 
produced the most dramatic, positive results. What should I learn from 
my experience?”
        Charlie thought about my question. “As a coach,” he said, “you 
should realize that success with your clients isn’t all about you. It’s 
about the people who choose to work with you.” He chuckled; then he 
continued: “In a way, I am the same. The success of my organization 
isn’t about me. It’s all about the great people who are working with me.”
        There is a big diff erence between achievers and leaders. For the 
great achiever, perhaps someone on Charlie’s team, the focus is all about 
“me” and reaching individual goals. For Charlie, one of the greatest 
leaders I’ve ever met, leadership is all about “them” and their success. 
He truly exemplifies the oft-quoted proverb says: “The best leader, the 
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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.

own success and celebrated the 
success of their neighbors. 
        I believe one great indicator 
of anyone’s potential future success 
is how much they celebrate or 
resent the current success of others 
around them. The headlines are 
filled with people who create new 
products, new inventions, and 
whole new industries. They do not 
take anything from anyone else but 
create out of their own ingenuity 
and the abundance in the world. 
        As you go through your day 
today, realize that no one needs to 
fail so that you might succeed. The 
world is much greater than that. 
        Today’s the day!  

someone else has. These are two opposing world views. 
        If you believe that the world is abundant, you will feel that you can 
get everything you want, but you will not be threatened when others 
around you get what they want. If you believe the world is limited, finite, 
and suff ering from scarcity, you will look upon the success of others as 
an attack on yourself. 
        I want to point out that people who succeed feel that the world is 
abundant and can bring them and everyone around them all the success 
they want. If you believe that success comes when you take something 
that belongs to someone else, both you and they are diminished. 
        When the pilgrims first settled on the eastern shore of North 
America, they struggled mightily for the first few years just to feed 
themselves. They operated what could be called a collective farm. 
Everyone worked and shared equally in the yield from their farm. If one 
person took more than their share, someone else would be left with less. 
It was a miserable failure, and in desperation, it was determined that 
they would divide up the land and let everybody provide for themselves 
and their families. The result was abundance. Everyone celebrated their 

Y
our world view is the 
lens through which you 
view your life and 

everything around you. Few 
things are more important to our 
success than our world view, and 
most people don’t even recognize 
that they have a world view, much 
less understand it. 
        Since the beginning of time, 
there have always been two basic 
kinds of people in the world 
relating to abundance and scarcity. 
There are people who believe that 
the way to succeed is to grow, 
build, and create; and then there 
are people who believe, in order to 
be successful, you must get what 

ABUNDANCE 
AND 
SCARCITY
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Everyone worked and shared equally in the yield from their farm. If one 
person took more than their share, someone else would be left with less. 
It was a miserable failure, and in desperation, it was determined that 
they would divide up the land and let everybody provide for themselves 
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Y
our world view is the 
lens through which you 
view your life and 

everything around you. Few 
things are more important to our 
success than our world view, and 
most people don’t even recognize 
that they have a world view, much 
less understand it. 
        Since the beginning of time, 
there have always been two basic 
kinds of people in the world 
relating to abundance and scarcity. 
There are people who believe that 
the way to succeed is to grow, 
build, and create; and then there 
are people who believe, in order to 
be successful, you must get what 

ABUNDANCE ABUNDANCE 
AND 
SCARCITY



58

SUPPLY CHAIN PROFITABILITY     WITH ROY STRAUSS 
   COLUMN      

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.

T he keys to optimizing 
operations and reducing 
costs include: Facility 

Size; Facility Configuration; 
Column Spacing; Ceiling Heights; 
and Dock Placement and Design 
        One must acquire a large 
enough facility to accommodate 
planned growth yet continuously 
use the smallest possible footprint 
within. By traveling shorter 
distances in a smaller footprint 
to process orders, stock product 
or materials, or manufacture, we 
reduce the amount of eff ort to 
complete the task by minimizing 
travel time by having a smaller 
area to work in. Therefore 
staff  can be reduced and less 
equipment is required to perform 
these operations while increasing 
effi  ciency at the same time. 
        The facility configuration or 
shape combined with dock door 
placement can allow one to design 
a tight, effi  cient, economical 
operation, but the wrong facility 
or design within can be a 
constraint making it more diffi  cult 
to operate effi  ciently. 

  A deep narrow building can be a nightmare for a distribution operation
because of forced long travel distances for all products (whether fast, 
medium, or slow selling products) through a long path to and from the 
dock. It can support a manufacturing operation very well as product 
moves continuously with no back tracking over long continual distances 
from raw materials to production to WIP to final assembly to storage or 
staging to shipping. 

  A squarer shaped building with dock doors on one side will allow many
fast moving items to be stored close to receiving and shipping doors which 
shortens travel paths and optimizes distribution, but may cause too much 
back-tracking, truncated production lines, and longer travel distances for 
a manufacturer.

When acquiring a building one should look for column spacing that will 
support planned operations, not be an obstacle to them.
  In a distribution operation, too many columns or poorly spaced columns

can result in wider than desired aisles required to bury columns within 
pallet rack causing wasted space and added costs for staff  and equipment. 

  It is important to know required aisle sizes (very narrow, narrow, wide,
etc.) for the selected lift truck equipment and be sure the building 
columns ideally are placed in the pallet rack flue or within the rack if 
need be to support your goals. Ideally columns will support a narrow 
aisle system in one direction and very narrow aisle system in the opposite 
direction for optimal flexibility. 

  In a manufacturing operation, too many or poorly spaced columns can
interfere with production lines or block proper placement of large 
machinery or conveyors.

Optimal ceiling heights are 
subject to specifi c operational 
requirements.
  A manufacturing company may 

do well not to pay a premium for a
building with tall ceiling heights 
when most operations take place 
on or close to the ground. 

  An importer will do well to
acquire a taller building as the 
extra safety stock required 
(additional travel time to the 
facility) can be stored in the upper 
rack levels allowed by a taller 
building. This can also reduce the 
amount of square feet required. 

  A distributor might have a
combination of low and high ceil-
ing height requirements (lower for 
non-pallet rack areas) or acquire 
a taller building with the potential 
to use a mezzanine for future 
growth. A detailed study may be 
required to determine optimal 
ceiling heights relative to costs.

Improper dock placement and/or 
design can be most costly.
  When sizing a new building

many companies in an attempt to 
save space plan docks that are too 
small resulting in staged inbound 
or outbound freight blocking func-
tional aisles and leaving no room 
for potential cross docking.

  Buildings with all dock doors
on the same side of the building 
support distribution as faster mov-
ing products can travel shorter dis-
tances to and from the dock while 
manufacturing may experience 
extra looping or backtracking. 

  Buildings with dock doors
on opposite sides of the building 
support manufacturing by 
allowing continuous flow, but 
make distribution more costly 
as fast moving items must travel 
the length of the building from 
receiving to storage to shipping 
rather than be stored close to the 
dock. 

HOW ONE’S BUILDING 
CAN EFFECT 
PROFITABILITY 
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the length of the building from 
receiving to storage to shipping 
rather than be stored close to the 
dock. 

HOW ONE’S BUILDING 
CAN EFFECT 
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THE DIPLOMAT (DIRECT OFFICER)
  SELF-AWARE They are often 

aware of themselves and 
practices the virtues of modesty 
and humbleness. They are very 
clear about their own flaws and 
strengths.
  HUMBLE Their goal is not 

to glorify oneself and is rarely 
motivated by selfishness. If they 
do well or achieve success, they 
understand that they are able 
to reach it because of other 
people’s eff orts as well. They are 
appreciative of the team member’s 
eff orts in every accomplishment.
  UNPRETENTIOUS They deeply

dislike pretences and 
insincerity.  They generally 
have simple desires for a work 
environment. They enjoy and 
appreciate a sense of peace.

Everyone has the potential to be a 
manager. Not one that is just good, 
but great. The key is to improve 
on our weaknesses and maximize 
the strengths to successfully meet 
the management yardstick. Log on 
to www.joeyyap.com and find out 
where your Profile fits in the corpo-
rate ecosystem to come out on top 
in the rat race to success. 

   COLUMN      

always be on an alert to the news of how their capabilities can be 
maximised. They often possess a great amount of drive and initiative.

THE WARRIOR (SEVEN KILLINGS)
  BRAVE They are like a warrior with the courage to take the challenge.

They are committed to standing up for what they believe in and 
fighting for justice for others with no fear.

  ADVENTUROUS They love a challenge and in fact, they love the prospect
of risks. They are energetic and are not cowed or intimidated by the 
prospect of high adventure.

  ENERGETIC Do not underestimate the Warrior Profile - they will attack
tasks with high energy as if they are consumed with a mission. They 
have a strong sense of stamina and are not afraid to go the extra mile. 
They are capable and hardworking, and will not shirk their duties.

THE PIONEER (INDIRECT WEALTH)
  PASSIONATE They are focused and extremely driven in whatever they

do. They will strive to the extreme if something grabs their attention. 
Even if something doesn’t grab their attention, they are sure to go 
out and find something that does. They are very fervent about doing 
something good and useful with their lives.

  STRONG Literally, nothing can quite break the spirit of the Pioneer
Profile. They are perfectly capable of landing on their feet with or 
without anyone’s help. With an independent and resourceful spirit 
since young, they are solid enough to weather whatever that comes 
their way.

  VISIONARY They enjoy something new, and building something from
the ground up. They tend to have a vision of what they want to fulfil. 
They are think big to get ahead in life, so they will go for the biggest 
fish, aim for the highest mountain. They definitely will have ideas and 
plans to target the top or the best.

Dato’ Joey Yap is the leading 
Feng Shi, BaZi and Face 
Reading Consultant in Asia. 
He is an international speaker, 
best-selling author of 162 
books and master trainer 
in Chinese Metaphysics. He 
is also the Chief Consultant 
of Joey Yap Consulting 
Group and founder of the 
Mastery Academy of Chinese 
Metaphysics.

T he fundamentals of a 
great organisation hinges 
heavily on managerial 

prowess. It is important to have an 
able leader who can manage a 
team of people effi  ciently and 
eff ectively. Management skills are 
crucial in utilising available 
resources to encourage team 
members to work together to 
accomplish desired goals and 
objectives. There are certain 
qualities needed in management to 
plan, organize, delegate, lead and 
control an organisation to 
accomplish the common goal. 
        We all have diff erent 
responses when it comes to 
handling a particular type of 
situation. Therefore, reflecting 
in various styles of management 
and leadership. Everyone plays 
a diff erent role in the world, and 
BaZi Profiles can reveal whether 
they are natural born leaders. 
The following are four types of 
Profiles with the highest potential 
to succeed in the management 
level of any organisation.

THE LEADER (ROB WEALTH)
  PERSUASIVE They are remarkably

persuasive, convincing 
others to their standpoint or 
argument. They can influence 
others like a smooth operator 
who knows what and how to 
convey their opinion.

  INSPIRATIONAL They are very
motivating and encouraging. 
They are capable of rallying 
others for a cause, or simply 
around themselves. They are 
able to reach into people’s 
heart, and will often inspire 
their team members to 
increase motivation.

  PROACTIVE They won’t sit
down and wait to be handed an 
opportunity. They will create 
their own opportunities, and 

ARE YOU MANAGER MATERIAL?
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Profile. They are perfectly capable of landing on their feet with or 
without anyone’s help. With an independent and resourceful spirit 
since young, they are solid enough to weather whatever that comes 
their way.

  VISIONARY They enjoy something new, and building something from
the ground up. They tend to have a vision of what they want to fulfil. 
They are think big to get ahead in life, so they will go for the biggest 
fish, aim for the highest mountain. They definitely will have ideas and 
plans to target the top or the best.

Dato’ Joey Yap is the leading 
Feng Shi, BaZi and Face 
Reading Consultant in Asia. 
He is an international speaker, 
best-selling author of 162 
books and master trainer 
in Chinese Metaphysics. He 
is also the Chief Consultant 
of Joey Yap Consulting 
Group and founder of the 
Mastery Academy of Chinese 
Metaphysics.

T he fundamentals of a 
great organisation hinges 
heavily on managerial 

prowess. It is important to have an 
able leader who can manage a 
team of people effi  ciently and 
eff ectively. Management skills are 
crucial in utilising available crucial in utilising available 
resources to encourage team 
members to work together to 
accomplish desired goals and 
objectives. There are certain 
qualities needed in management to 
plan, organize, delegate, lead and 
control an organisation to 
accomplish the common goal. 
        We all have diff erent 
responses when it comes to 
handling a particular type of 
situation. Therefore, reflecting 
in various styles of management 
and leadership. Everyone plays 
a diff erent role in the world, and 
BaZi Profiles can reveal whether 
they are natural born leaders. 
The following are four types of 
Profiles with the highest potential 
to succeed in the management 
level of any organisation.

THE LEADER (ROB WEALTH)
  PERSUASIVE They are remarkably

persuasive, convincing 
others to their standpoint or 
argument. They can influence 
others like a smooth operator 
who knows what and how to 
convey their opinion.

  INSPIRATIONAL They are very
motivating and encouraging. 
They are capable of rallying 
others for a cause, or simply 
around themselves. They are 
able to reach into people’s 
heart, and will often inspire 
their team members to 
increase motivation.

  PROACTIVE They won’t sit
down and wait to be handed an 
opportunity. They will create 
their own opportunities, and 

ARE YOU MANAGER MATERIAL?

FENG SHUI FOR BUSINESS   
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RECIPIENTS OF THE ASIA PACIFIC ENTREPRENEURSHIP AWARDS 2017,  THAILAND

Organised by

APEA WINNERS

• Dr. Chalerm Harnphanich
Bangkok Chain Hospital PCL

• Mikel Yaw Lung Uei
Elebram Systems Co. Ltd.

• Michael Plaxton
FWD Life Insurance PCL

• Soontorn Dentham
Humanica Limited

• Dr. Somchai Hatchaleelaha
Join & Coin Corporation 
Company Limited

• Dr. Ausanee Mahagitsiri Leonio
KDN Company Limited

• Dr. Sunhavut Thamchuanviriya
Master Group Corporation (Asia) Limited

• Thanasak Watanathana
Metropolitan Waterworks Authority

• Apichart Chayopas
Raja Ferry Port 
Public Company Limited

• Sakulthorn Juangroongruangkit
Real Asset Development Co. Ltd.

• Torn Pracharktam
Thai Optical Group 
Public Company Limited

• Toshiaki Maekawa
Tri-Petch Isuzu Sales Co. Ltd.

• Varavuth Jentanakul
Zense Entertainment Co. Ltd.

Official Media Partners

To the winners of the Asia Pacific Entrepreneurship Awards 2017, we applaud your excellence in responsible entrepreneurship 
emulating strong commitment, advocacy, integrity and leadership in Thailand. 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 Thailand to receive the Asia’s Most Prestigious Awards for Entrepreneurs.

ENTREPRENEUR OF THE YEAR

• Chai Chaiyawan

Thai Life Insurance
(Financial Services Industry)
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NOMINATION DEADLINE
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SME100 Malaysia 

30 April 2017
31 July 2017

It’s Time To Put Yourself 
To Test And Push Yourself To The 

Peak Of Excellence

Nominations OPEN NOW!
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