




S
tanding 
proudly at 
the height of 
38 storeys in 
Kuala 
Lumpur city 
centre, The 
Mews, a 

two-tower residences demands 
attention. Located along Jalan 
Yap Kwan Seng, the recently 
completed residence off ers 
comfort and peace of mind to 
occupants in the bustling city. 
        Spread out over a generous 
plot of 1.29 acres, The Mews 
is a joint project by Eastern & 
Oriental Berhad (E&O) and 
Mitsui Fudosan Residential.
        The Mews have 256 
customised units that are further 
divided into six categories (types) 
of layouts. Commodious for one 
occupant or two is the type A unit 
of 925 sq ft, which comes with 
one bedroom and one bathroom. 
Type B units, which are now fully 
inhabited, occupies 1,270 sq ft 
per unit. 
        Type C comes with two 
master bedrooms and one 

smaller room that can be used to 
accommodate guests. Type D is 
more cavernous with three larger 
bedrooms and a smaller one. 
Perched at the highest floor are 
penthouse units - type E1 and E2 
which spreads out to 2,421 and 
2,615 sq ft in size, respectively. 
        Stepping into The Mews, one 
will be welcomed by an interior 
with eclectic ambience. The walls 
are crisps in character, mainly 
painted with warm neutral palette 
to exude tranquillity. 
        Rooms are meticulously 
designed with ample floor-to-
ceiling space and wide glass 
panelling, drawing in naturally 
light for a bright living space. 
Additionally, the floors are 
embellished with naturally cooling 
timber floorings that require 
minimal maintenance. 
        The full-fitted units come 
with kitchen cabinet and 
electrical appliances, built-in 
shoe cabinet and wardrobe, 
lights, air-conditioning and fan. 
There is the option of taking 
the furniture package, which is 
specifically off ered to residents 

who do not want to have hassle to furnish their units
        On the days when your minds are laden with troubles, head to the 
sixth floor to relieve your stress. 
        Relax at the Water Sanctuary while enjoying the panoramic view of 
the metropolitan city and take a dip in the saltwater hydro spa pool to 
rejuvenate yourself. There is also the option of working out in the gym.
        Alternatively, take a lift to the rooftop terrace and landscape garden 
on the 37th floor. The level is equipped with gardens, open dining areas 
and an observation deck that are suitable for small private gatherings and 
for those who would like to just breathe in some fresh air.
        The excellent service available at The Mews is the key element to 
why it managed to allure many affl  uent home seekers.  As a luxurious 
abode, residents are pampered with a five-star concierge service to 
improve their hospitality experience. 
        Not to mention, The Mews also off ers shuttle service that runs 
daily to residents. Drop off  locations covered by the service are Avenue 
K, Ampang Park LRT station, KLCC, Pavilion and Sungei Wang Plaza
        Furthermore, understanding the need for security, numerous 
CCTVs that operate 24/7 had also been installed in the establishment. 
        In terms of accessibility, The Mews is close to the rail lines such as 
the Ampang Park LRT and Bukit Bintang Monorail stations. It is also 
located within walking distance to many popular shopping complexes 
such as Suria KLCC and Avenue K. 
        Lest an occupant is in need for emergency medical treatment, 
Gleanagles Intan Medical Centre and Prince Court Medical Centre can 
be reached by car in a few minutes. With such accessibility to various 
services, it’s like one is being embraced by amenities. 
        As a major player which has given birth to marvel projects like 
the St Mary Residences, the Quayside Resort Condominiums in Seri 
Tanjung Pinang and Avira in Medini Iskandar, customer satisfaction is 
certainly something that E&O has always been paying attention to. 

THE MEWS, WHERE 
ELEGANCE MEETS 

SIMPLICITY
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D Deputy Prime Minister Somkid Jatusripitak wants 
state-owned banks to work harder to support the 2.7 
million SMEs and start-ups as they play a large role 

in developing the economy. “We can’t ask commercial banks to 
help SMEs as they carry risks and don’t contribute much to 
banks’ profits, but state-owned banks have been set up for this 

purpose and should be able to do more,” he said. Answering 
the call, recently, the Bank of Thailand has collaborated with 
Thai Bankers Association to create a holistic programme 
endorsing a better management plan for SMEs. The two 
organisations are now working on a foreign exchange options 
for SMEs that off ers lower fee.

THAILAND DPM URGES STATE BANKS TO AID MORE SMEs

INDONESIAN CONSUMERS’ DIGITAL DISTRUST

E
xperian’s Digital Trust Index of Asia Pacific countries 
has ranked Indonesia last in terms of digital trust 
among consumers in their service providers, research 

from credit reporting and business services. Indonesia only 
scored 1.8 in the survey. Nations which participated in the 
survey were New Zealand, Japan, Australia, India, China, Hong 
Kong, Singapore, Indonesia, Thailand and Vietnam, with New 
Zealand leading the pact with an index score of 4.2. As a 
region, Asia Pacific only scored an average of 3.2 out of 10, 
mirroring the high level of distrust in their service providers 
especially when it comes to data protection. “The rapid 
increase of digital technology adoption makes trust one of the 
most important aspects for business organisations,” said 
Experian Asia-Pacific head of fraud and identity Nick Wilde. 

EAST KALIMANTAN TO 
ANNUL ANOTHER 403 
MINING PERMITS 

A
fter revoking 
406 mining 
permits in East 

Kalimantan, the 
Indonesian government 
is looking at retracting 
another 403 permits 
soon. This is a part of the 
nation’s eff ort to clean up 
the industry that has long 
been plagued with 
corruption and long-
established reputation of 
causing harm to the 
environment. The 
government was 
previously criticised for 
not being able to provide 
transparent information 
on the permits of owners 
who violated the 
regulations and for 
failing to address the 
issue of neglected 
open-pit coal mines filled 
with chemical-laden 
water dispersed in the 
region, which have cost 
the loss of more than 
27 lives. 

MALAYSIAN WORKFORCE 
MUST OVERCOME SKILLS 
DISPARITY AND DEFICIT

T o become a high 
-income nation by 
2020, it is 

necessary for the Malaysian 
workforce to overcome the 
current skill imbalance and 
shortage by further 
leveraging on the country’s 
demographic dividend, said 
the Minister in the Prime 
Minister’s department 
Datuk Seri Rahman Dahlan, 
at the “Future of Work, 
Workplace, Workforce 
Conference”. The country 
needs to upskill and reskill 
its workforce faster, making 
them more technologically 
savvy in order to be able to 
keep with the automation of 
machineries that are 
approaching. If a safety plan 
is not adopted, over 70 per 
cent of all semi-skilled and 
80 per cent of all low-skilled 
jobs across all major 
economic sectors are at 
high risk (of losing their 
jobs to robots), highlighted 
the minister.

SINGAPORE’S 
POSSIBLE TAX HIKE

S
ingapore is 
predicted to 
increase their 

goods and services tax 
(GST) to fund the 
country’s expenditure. 
The hint to the hike 
was given by the 
country’s Prime 
Minister at a 
convention last month, 
as the country is rapidly 
growing especially in 
the healthcare and 
infrastructure sector. 
Economists believe that 
the tax, which was 
initially set at 5 per 
cent, then later 
increased to 7 per cent, 
will be raised by 
another one per cent 
soon. As Singapore will 
require more fund to 
support its upward 
growth, the number 
could even reach 10 
per cent, said analysts 
– similar to 
neighbouring countries 
like Indonesia. 
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MALAYSIA BEATS MEDIAN GDP FORECAST IN Q3

M alaysia’s GDP rose 6.2 per cent in the third quarter 
of 2017, smashing a Reuters poll forecast predicting 
that it will remain at 5.8 per cent. This is the fastest 

pace of growth since the second quarter of 2014. The central 
bank, Bank Negara Malaysia, noted that the growth was largely 
boosted by investment in private sector as well as sturdy export. 

Malaysia government has revised its full-year projection to 
between 5.2 to 5.7 per cent from 4.3 to 4.8 per cent after 
analysing the data of the first half of 2017. The country ranked 
24th in the latest World Bank’s Ease of Doing Business report, 
after making improvement in getting credit, protecting minority 
investors and cross-border trading.

COLLABORATION TO 
BOOST ASEAN BUSINESS 
EVENTS INDUSTRY
Six ASEAN trade 
associations from Malaysia, 
Indonesia, Singapore, 
Thailand and the 
Philippines signed an MoU 
to reinforce business events 
(BE), concurrently pushing 
for an economic growth in 
Southeast Asia. Through 
the signing, the AFECA-
Asean Committee (AAC) 
members hope to build 
a stronger partnership 
among BE industry players, 
enhance and endorse 
more of the industry’s 
activities and trade shows 
as well as exchange trade 
information. “It is a 
significant milestone 
for our member countries 
as we look forward 
to forging stronger 
partnership for each 
other’s mutual benefit and 
strengthen collaborations 
across the region,” said 
Malaysian Association of 
Convention & Exhibition 
Organisers & Suppliers 
(MACEOS) president 
Datuk Vincent Lim.

VIETNAM RETAIL 
INDUSTRY RECEIVE 
BOOST FROM 
CONVENIENCE STORES
Vietnam now placed 
sixth in the Global 
Retail Development 
Index (GRDI) in a 
survey conducted by the 
US global management 
consulting firm A.T. 
Kearney, jumping five 
spots from last year’s 
rank. The firm believes 
that such progress was 
made possible thanks 
to Vietnam’s liberalised 
investment laws. 
“The government has 
allowed 100 per cent 
ownership by foreign 
retailers since 2015, 
and favourable policy 
continues to usher them 
in, as evidenced by the 
12.5 per cent growth 
in foreign investment 
in 2016. A recently 
concluded free trade 
agreement with the 
European Union is 
expected to further 
boost investments 
in Vietnam,” the 
report added.

SURVEY: SINGAPORE 
EMPLOYEES FALL 
SHORT IN UPGRADING 
OWN SKILLS
Nine in 10 global 
employees, or 91 per 
cent, say that it is their 
personal responsibility 
to keep up with 
the best practices 
through learning 
and development 
opportunities. However 
fewer Singapore 
employees felt that 
way (83 per cent) as 
compared to the global 
average, according 
to the Randstad 
Workmonitor Report 
for the third quarter of 
this year. In the region, 
Hong Kong (91 per 
cent) and Malaysia (96 
per cent) employees 
saw a greater need to 
pursue learning and 
development on their 
own. In Singapore, 
employees said they are 
more inclined to sign up 
for curriculum courses 
(45 per cent) and attend 
online courses (35 per 
cent) on their own.

CHINA HOME SALES SET TO FALL IN 2018

C
hina’s eff orts to cool the property market may lead to 
the first decline in home sales since 2014 next year, 
highlighting the risks as offi  cials try to battle bubbles 

without taking the economy. As a government campaign 
tackling excessive leverage and financial risks chokes off  some 
sources of buyer funding, such as consumer loans, developers 
could also find that credit is tighter next year. As dozens of 
cities maintain their curbs on property sales, new mortgages 
have dipped and funds for building have slowed. JPMorgan 
Chase & Co sees a 6 per cent decline in home sales in 2018.
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N etherlands-based Booking.com, one of the world’s 
largest online travel service providers, is looking to 
expand into China’s fast-growing domestic tourism 

market. Online travel agencies have quickly penetrated the 
lives of China’s vast young population, who use mobile 
devices to research options and make reservations when 

planning their domestic or overseas travel.
        China’s domestic tourism market grew faster than the 
market for outbound travel last year. While 122 million people 
travelled abroad, a 4.3 per cent increase from 2015, 4.88 
billion travelled inside China, a rise of 10 per cent over 2015, 
according to the China National Tourism Administration.

TRADERS EXPECT DROP IN PALM OIL PRICE

F
ollowing the Indian Central Board of Excise and 
Customs’ new import duties on crude palm oil 
(increased from 15 to 30 per cent), and refined 

palm oil (from 25 to 40 per cent), many traders expect palm 
oil price to drop further. The prices of oilseeds in India are 
currently below the minimum support prices. By employing 
such hike, there will be an increase of demands on oilseeds, 
and this will improve income for oilseeds farmers in the 
country. It will also reduce palm oil purchasing from 
countries like Malaysia and Indonesia. Nonetheless, 
Maybank believes that the hike would only dampen the price 
in a short term as India still needs to rely on palm oil import, 
being the world’s largest palm oil consumer. 

TOURISM, EXPORTS 
BRIGHTENS FORECAST 
FOR THAILAND

T
hailand’s hotel 
and restaurant 
sector grew 6.7 

per cent in the third 
quarter this year, 
propelled by robust 
foreign and domestic 
tourism receipts, as well 
as higher hotel 
occupancy. Together with 
other good performers, 
the sector helped push 
overall Thai GDP growth 
to a higher-than-expected 
4.3 per cent in the July to 
September period.
        Exports also 
performed well, growing 
12.5 per cent in tandem 
with the economic 
expansion of trading 
partners and higher 
commodity prices in 
the world market. The 
National Economic and 
Social Development 
Board expects the Thai 
economy to expand 
between 3.6 per cent and 
4.6 per cent next year. 

HONGKONGERS MOST 
CONFIDENT OF ECONOMY, 
SURVEY FINDS

C
onfidence in 
Hong Kong’s 
economic 

competitiveness is at its 
highest in three years, with 
innovation and technology 
seen to be the city’s future 
driving forces, stated a 
recently released survey by 
CPA Australia. 60 per cent 
of the respondents believed 
that the city’s 
competitiveness would 
remain unchanged or 
improve in 2018, 
increasing from 37 per 
cent in the projection for 
2017, and just 32 per cent 
for 2016 in previous 
surveys. Proximity to a 
rapidly growing mainland 
China, infrastructure 
projects boosting 
connectivity between Hong 
Kong and the mainland, 
and the city’s tax system 
were the three main 
favourable factors to drive 
Hong Kong’s economic 
growth in the coming year.

PHILIPPINES TO EASE 
FOREIGN BUSINESS 
RESTRICTIONS

P
hilippine 
President 
Rodrigo Duterte 

has instructed government 
agencies to scrap or start 
easing barriers that 
foreigners face in multiple 
business and employment 
sectors, as part of moves to 
liberalise an economy long 
criticised as restrictive. The 
directive said the aim was 
to pursue stronger 
economic growth, create 
fairness and to enable 
partnerships to develop.
        Foreign direct 
investment into the 
Philippines is dwarfed by 
rivals such as Thailand, 
Vietnam and Indonesia. 
This is something the 
government is eager to 
change by slashing red 
tape and launching an 
ambitious, six-year, US$180 
billion infrastructure 
splurge, which would 
modernise airports, roads, 
railways and ports.

BOOKING.COM TARGETS CHINA’S BOOMING DOMESTIC TOURISM MARKET
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MOBILE PAYMENTS LINKED TO CREDIT CARDS ON THE RISE IN SINGAPORE

C redit card holders here are increasingly using card-
linked but cardless mobile apps or wallets for their 
purchases, according to a survey by research firm JD 

Power. The study found that the credit card remains Singapore’s 
most popular mode of payment at stores and restaurants and for 
online purchases. But usage of mobile wallets to make credit card 

payments here has jumped 53 per cent, with 40 per cent of card 
holders having done so this year compared to just  26 per cent in 
2016. That level is significantly higher than in the US (23 per cent) 
and Australia (14 per cent) and on par with Hong Kong (41 per 
cent), despite the fact that security is the concern most often cited 
by consumers for not using a mobile wallet. 

NATURAL GAS 
PRICE HIKE FOR 
PENINSULAR 
MALAYSIA IN 2018

T
he 
non-power 
sector in 

Peninsular Malaysia 
will have to pay more 
for natural gas, 
eff ective 1 Jan 2018 
after the government 
approved the 
increase. Gas 
Malaysia Bhd said 
the base tariff  for the 
period from 1 
January to 30 June 
2018 is increased to 
RM22.30 per million 
British Thermal 
Units (MMBtu) from 
RM20.23. The 
eff ective tariff  after 
the gas cost pass 
through (GCPT) 
mechanism will be 
RM23.92. “The 
average natural gas 
base tariff  is set at 
RM30.90 per million 
British Thermal 
Units (MMBtu) for 
the period beginning 
January to June 2018.

PHILIPPINE ECONOMY 
GROWS 6.9PC IN Q3

T
he 
Philippine 
economy 

clocked year-on-year 
growth of 6.9 per cent 
in the third quarter, 
on the back of robust 
expansion in the 
industrial and service 
sectors. This made the 
Philippines the 
second-fastest-growing 
economy in Asia in the 
third quarter, behind 
only Vietnam (7.1 per 
cent), and ahead of 
China (6.8 per cent) 
and Indonesia (6.5 per 
cent). The latest 
growth figure was 
better than expected. 
Analysts had forecast 
third-quarter growth 
at 6.5 to 6.6 per cent. 
But challenges remain 
as the year closes, with 
possible typhoons, a 
weak currency, and 
delays in President 
Rodrigo Duterte’s 
ambitious US$180 
billion infrastructure 
programme.

PORT KLANG LOST 
SOME BUSINESS 
TO SINGAPORE

T
he lower 
revenue 
recorded by 

Port Klang in 2016 is 
due to some 
international shipping 
companies shifting 
operations to Singapore, 
said Deputy Transport 
Minister Datuk Abdul 
Aziz Kaprawi. He said 
the port authority’s 
annual report recorded 
that it earned RM302.8 
million in 2015 but 
revenue fell to RM271.2 
million last year. He said 
the transfer of 
operations was due to 
the merging of some of 
these international 
shipping companies and 
the calibration of routes. 
“Among the mergers is 
the taking over of United 
Shipping Company by 
Hapag-Llyod, which 
resulted in one million 
twenty-foot equivalent 
(TEUs) containers that 
operated in Port Klang 
moving to Singapore.”

SINGAPORE SERVICES BUSINESS RECEIPTS GROW 6.3PC IN Q3

B
usiness receipts for the services sector in Singapore grew 
6.3 per cent in the third quarter of 2017 compared to a 
year ago, reflecting an improved global outlook and a 

strengthening economy. The data released recently by the 
Department of Statistics showed that all services industries reported 
growth, with information and communications showing the biggest 
improvement with a 13.6 per cent jump, followed by health and 
social services at 9.2 per cent. On a quarter-on-quarter, non-
seasonally adjusted basis, business receipts went up 0.9 per cent over 
the second quarter.
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ARTIFICIAL INTELLIGENCE 
FOR ENTERPRISE ASIA

5 & 6 DECEMBER 2017
AMARA SANCTUARY RESORT SENTOSA, 
SINGAPORE
https://ai-enterpriseasia.iqpc.sg

T
he first of its kind in 
Asia, this two-day 
conference has been 

designed to decode the 
practical significance of 
artificial intelligence (AI) for 
businesses, answer questions 
on AI, teach corporate leaders 
how to successfully map out 
their AI project from A-Z, and 
discuss on real-world case 
studies across the BFSI, retail, 
transport and energy sectors. 
Gain knowledge from AI 
prominent leaders on how to 
leverage the technology 
profitably. 

TM FORUM LIVE! ASIA 2017

5 - 7 DECEMBER 2017
MARINA MANDARIN, SINGAPORE
tmforumliveasia.org

T
M Forum Live! Asia 
addresses main 
business challenges 

encountered by entrepreneurs in 
digitalised world, as well as how 
to solve the problems in detail. 
From this event, expect to learn 
new strategies that can be 
applied to your own business to 
cut loses, encourage positive 
ideas and enhance effi  ciency. 
Due to popular demand, this 
year, the event will take place 
over three days, allowing more 
entrepreneurs to take part in 
discussing how to capitalise on 
digital transformation. 

LABELEXPO ASIA

5 - 8 DECEMBER 2017
SHANGHAI NEW INTERNATIONAL EXPO 
CENTRE, CHINA
www.labelexpo-asia.com

L
ABELEXPO Asia 
that will be taking 
place in Shanghai at 

the end of this year is perhaps 
one of the most anticipated 
exhibition for the advertising, 
label and printing industries. 
Promising only the newest and 
most revolutionary machineries 
for its demonstrations, this is 
the best hub for businessmen to 

SmartBiz Expo will be including 
six thematic solution based 
zones exhibiting inventive 
resolutions and ideas to counter 
present business challenges. 
Attendees can also learn more 
about franchising as the 
exhibition will be featuring 110 
franchise brands from 14 
countries. 

WORLD MARKETING 
SUMMIT 2017

8 DECEMBER 2017
TOKYO, JAPAN
www.wmsj.tokyo/en

H
osted by the World 
Marketing Summit 
Group Inc that was 

founded by Professor Philip 
Kotler (i.e. the Father of Modern 
Marketing), Japan’s World 
Marketing Summit 2017 will be 
covering marketing strategies 
that will galvanise human 
behaviour, leading to a positive 
impact on the society. The 
summit will be answering the big 
question of “What is the New 
Role of Marketing?”.

CAPACITY ASIA 2017

12 & 13 DECEMBER 2017
THE CONRAD HONG KONG
www.capacityconferences.com/
Capacity-Asia

W
ith the objective of 
uniting cloud service 
providers like Alicloud 

and Amazon Web Services; OTT 
media services such as 
Facebook, Iflix and Google; with 
the Asia Pacific carrier 
community, Capacity Asia 2017 
will stress on exploring the 
possibility of new businesses in 
the emerging markets.  For two 
days, Capacity Asia promises to 
deliver insightful speech and 
discussions lead by experienced 
telecom professionals. 

GECOMMUNITY SUMMIT 2017

12 & 13 DECEMBER 2017
KUALA LUMPUR CONVENTION CENTRE, 
MALAYSIA
www.gecommunity.co

I
nitiated by the 
Ministry of Finance 
(MOF) and 

coordinated by Malaysian Global 

Innovation & Creativity Centre 
(MaGIC), the GECommunity 
Summit brings SME 
communities together to 
deliberate on progressive ideas 
and collaboration to resolve 
insoluble obstacles faced by 
start-ups. This summit will 
revolve around 15 themes set 
around an un-conference format, 
where attendees can listen to 
more than 20 keynotes and 
panel discussions, take part in 
over 10 entrepreneurship 
Masterclass and visit more than 
100 booths. 

CONSUMER IDENTITY 
WORLD APAC

12 & 14 DECEMBER 2017
MARINA BAY SANDS, SINGAPORE
www.kuppingercole.com/events/
ciw2017apac

T
he plenitude of data 
sources accompanied 
with digital threats 

demand for a secure yet a 
user-friendly Customer Identity 
and Access Management 
(CIAM). The Consumer 
Identity World is where 
business owners, partners and 
executives can learn more 
about CIAM and its subsets 
- customer privacy, Consent 
Life Cycle Management and 
best strategies to guarantee that 
every consumer can control 
access to their  personal 
information. 

MALAYSIA STARTUP FESTIVAL

21 & 22 DECEMBER 2017
MAPKL, PUBLIKA KUALA LUMPUR, 
MALAYSIA
www.malaysiastartupfestival.com

M
alaysia Startup 
Festival is a two-day 
start-up and 

e-commerce conference 
designed to boost the 
confidence of new start-ups by 
corroborating the potentials 
and risks of their ideas and help 
them to realise them. At this 
conference, new start-ups can 
listen and take note of behind 
the scene process of successful 
start-ups - the rise and fall 
stories of business leaders. 
Speakers will also share tips on 
how to kickstart a business and 
where to attain funding on the 
second day of the conference. 

learn, buy technologies or even 
find a new partner to print their 
products. 

AFFLIATE WORLD ASIA

6 - 7 DECEMBER 2017
CENTARA GRAND & CONVENTION CENTRE, 
BANGKOK, THAILAND
www.affiliateworldconferences.
com/asia

A
ffi  liate World Asia is 
an offl  ine platform for 
online marketers to 

gain insights from industry 
leaders and associate with the 
finest brains of the affi  liate 
industry. This conference will be 
comprising of sharing sessions 
on how to work on crude 
business opportunities and 
discussions on where, when and 
what will the next cash hub be. 

MARKPLUS CONFERENCE 2018

7 DECEMBER 2017
THE RITZ-CARLTON JAKARTA, 
INDONESIA
www.markplusconference.com

F
or ten busy hours, 50 
speakers, 500 
companies and 5000 

marketers will be at the 
MarkPlus Conference in Jakarta 
this December to meet new 
people, get new business and 
find new ideas. Already in its 
12th installment, this conference 
will again be forecasting the next 
big marketing trends in 
Indonesia via its plenary session. 
Interestingly, participants are 
given the liberty to choose which 
breakout session they want to be 
in - according to the theme that 
they are interested in. 

HKTDC SMARTBIZ EXPO & 
HONG KONG INTERNATIONAL 
FRANCHISING SHOW

6 - 8 DECEMBER 2017
HONG KONG CONVENTION AND 
EXHIBITION CENTRE
m.hktdc.com/fair/hkifs-en/

T
hrough these two 
concurrent 
expositions, Hong 

Kong Trade Development 
Council (HKTDC) aims to help 
SME entrepreneurs to innovate 
smart business and explore 
market opportunities. The 
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E-COMMERCE       MERCHANT LOYALTY POINTS  

D
odo Points is a tablet-based loyalty platform for local that is also fastest growing points system in the world. Customers of 
merchants who use Dodo just need to enter their phone number using the Dodo tablet before paying for their purchase 
to accumulate points. These points can later be used to redeem free items from the store. Customers need not register or 
download any application, nor do they need to bring a diff erent card for each store they visit just to collect points. 
Initially based in Korea, now Dodo Points has been implemented in Japan as well.

WEARABLE      FIRST BRAILLE WATCH 

D
ot Watch was designed by a group of 
South Koreans who wanted to make infor-
mation more inclusive to those who are 
visually impaired. The world’s first braille 
watch does not only tell time and dates, it 

can also be connected to a smartphone application 
called the Dot Watch App to receive information such 
as road navigation, weather notifications, calls and text 
messages, as well as social media alerts. The touch-
sensitive smart watch is made from silver aluminium 
and it has a display of four cells of electromagnetic 
actuators that acts as textural braille dots, making it 
easier for its users to receive information. 

I
ndonesia isn’t just the world’s second 
biggest plastic waste contributor to the 
ocean, the country also faces the 
problem of excessive seaweed wastage. 
Determined to tackle these issues, social 

enterprise Evoware worked with seaweed farmers 
and developed Bioplastics, a biodegradable and edible 
food packaging made from seaweed. The packaging 
are halal certified, safe for consumption, can dissolve 
completely in water and they can turn into natural 
fertiliser upon disposal. Apart from providing a 
solution that benefits the ecosystem, Bioplastics are 
also helping the businesses of seaweed farmers who 
typically resides in the poorest regions of the country. 

BY 
AYURUHAIZA 

AYUB          

South Koreans who wanted to make infor-
mation more inclusive to those who are 
visually impaired. The world’s first braille 
watch does not only tell time and dates, it 

called the Dot Watch App to receive information such 
as road navigation, weather notifications, calls and text 

sensitive smart watch is made from silver aluminium 

ECO      EDIBLE, BIODEGRADABLE FOOD 
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LIFESTYLE      CLOTHING STEAMER  

T
he Panasonic NI-FS530 Clothing Steamer is a 
life-saver for those in need of a cloth-steamer with fast 
heat-up time, lightweight and can instantly get rid of 
lingering nasty odour. Available in dark blue and 
pink-gold, the steamer eliminates stubborn stain by 

using only 50ml of water. The steamer can be used on an iron 
board or held in a freeform manner; suitable for those who find it 
inconvenient to set up the iron board.

LIFESTYLE       BISCUIT-HIDING DISHWARE

S
imple but whimsical, the Maruhi cup and 
saucer sets have a secret space that would be 
a perfect disguise for those who wants to 
surprise their coff ee partner. Beneath the 
base of each mug, there is a hidden 

compartment where one can place biscuits, sugar cubes or 
even a proposal ring; allowing its users to be as creative as 
they could with each use. More importantly, the Maruhi 
sets are made out of Maruasa porcelain, which do not 
contain any toxic material such as cadmium or lead. Café 
owners might want to experiment with the Maruhi sets to 
give customers a diff erent drinking experience. 

TECH      DRONE DELIVERY SERVICE

R
akuten and Lawson are collaborating to provide drone delivery 
service to customers who have diffi  culty in travelling far to shop. 
This innovation was realised following the 2011 nuclear disaster 
in Fukushima, Japan where there was a need to supply food and 
aid to those living in the aff ected area. On 31 October 2017, a 

trial was launched in Miniamisoma, Fukushima prefecture – one of the areas 
still recovering from the meltdown. The companies are planning to hold trials 
for six months before offi  cially commencing it. 

DESIGN      ALL-IN-ONE POS SYSTEM 

T
Square Register is an all-in-one point of sale 
(POS) system that contains hardware, 
software and a payment unit. Through this 
device, owners can gain information on 
sales reports, time cards, tax adjustments, 

customer profiles, digital receipts, and many more. The 
high-tech register also has a dual screen that allows 
customers to see the breakdown of payments before 
swiping their cards, tapping their phones or handing you 
their. This avoids instances of under or overpayment. A 
win-win situation for both businesses and customers.

TECH     DRONE DELIVERY SERVICE
akuten and Lawson are collaborating to provide drone delivery 
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T
he SME100TM Awards 2017 
- Malaysia’s Fast Moving 
Companies will be presented at a 
glittering dinner function at the 
Majestic Hotel in Kuala Lumpur 
on 8 December. 
        Guest of honour, Second 
International Trade and Industry 
Minister Datuk Seri Ong Ka 
Chuan will be presenting the 
Awards to the winners at the 
gala event.
        An annual recognition 
awards programme organised 
by SME Magazine - Southeast 
Asia’s best selling business 
magazine,  SME100TM Awards 
identify and recognise some of 
the best and upcoming small and 
medium enterprises (SMEs) in 
Malaysia for their contribution 
and important role they play in 
the country’s economy.
        Independently researched, 
ranked and published by SME 
Magazine, SME100TM Awards 
Malaysia ranks the top and fast 
moving companies in the country 
based on both quantitative and 
qualitative criteria. 
        Dedicated to business 
owners and entrepreneurs, 
SME Magazine, published by 
Business Media International, 
features current news and 
in-depth analyses, as well as 
practical features.
        The SME100TM Awards 
2017 Malaysia focus on SMEs’ 
growth (turnover, profit and 
market share) and resilience 

80 per cent weightage given 
to quantitative criteria and the 
balance 20 per cent placed on 
qualitative criteria.
        The Awards judging goes 
through a five-stage evaluation 
process. It is implemented 
through a 100 per cent audit 
mandate, where 90 per cent of 
the nominees were subjected to 
physical site audits. The other 
10 per cent were vetted through 
telephone interviews and further 
background research.
        Driven by the initial 
objective of deriving a 
diff erentiating factor among the 

Every nominee will receive a Self Enquiry Report generated 
by Credit Bureau Malaysia which enables the SMEs to be 
aware of their own credit standing and identify critical 
areas that need improvement to further enhance their 
creditworthiness and improve their eligibility for financing.

(best practices, sustainability and 
vision). Data-driven analysis and 
no individual judge was involved 
in the entire judging process. 
        Questionnaires or 
participation forms were sent 
to 5,000 pre-selected local 
SMEs based on a proportionate 
representation of the 20 
industry groupings using the 
SME100™ Scorecard. 
        After extensive 
compilation and analysis, the 
finalists are determined by 
the highest weighted average 
score with heavy weightage on 
growth and resilience.
        The 20 industry groupings 
are: Agriculture, Livestock, 
Plantations & Commodities; 
Automotive; Chemical & 
Plastics; Civil Engineering; 
Construction, Property 
Development & Building 
Materials; Consumer Goods; 
Education & Training; 
Electrical & Electronics; 
Financial Services; Food 
& Beverage; Furniture & 
Wood Based Manufacturing; 
Healthcare, Pharmaceutical 
& Biotechnology; Hospitality, 
Food Service & Tourism; 
ICT & Telecommunications; 
Industrial & Commercial 
Products; Oil & Gas, Mining 
and Energy; Professional & 
Business Services; Retail; 
Trading & Wholesaling; 
Transportation & Logistics.
        Winners are ranked across 
all groupings in 1 to 100 order, 
with no more than 20 winners 
from any of the industry 
groupings. This year 101 fast-
moving Malaysian companies 
will be recognised at the Awards’ 
gala dinner. There were no 
foreign nominations. 
        The judging benchmarks 
for the SME100™ Awards are 
based on both quantitative 
and qualitative criteria, with 

sector to promote recognition of 
top businesses in a lucrative and 
dynamic market, the SME100TM 

Awards have served as a symbol 
separating the best among the 
top names.
        Since its launch in 2009, 
the Awards have been taken as a 
benchmark of reliability among 
business owners, attracting the 
attention of investors and clients, 
domestic and overseas. 
        Available in both Malaysia 
and Singapore, the SME 
Magazine has managed to 
uphold the prestige of the 
dynamic SME market through 

  
Be a 
homegrown, 
locally 
incorporated 
company with 
at least 30 
per cent local 
equity;

  
Have an annual 
turnover of over 
RM1 million 
and above, or 
have full-time 
employees between 
20 and 200 for 
manufacturing, 
manufacturing-
related and 
agro-based 
industries; and an 
annual turnover 
of RM300,000 and 
above, or have 
full-time employees 
between 10 and 
75for services, 
primary agriculture 
and ICT industries;

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

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

TTTTTTTTTTTTTTTTTTTTTTTTTTTTTT

To be eligible for the SME100TM Awards Malaysia, 
a company needs to fulfil the following criteria:

ELIGIBILITY

   SME100      

MALAYSIA
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the SME100TM  Awards.
        To date, the SME100TM 
Awards Malaysia have surveyed 
over 8,200 nominees, soughting 
out the fastest moving business 
within the SME sector. 
        This year, Business Media 
International continues to grow 
the SME100TM programme with 
SAMENTA as co-organiser. 
        Leading credit report 
agency, CTOS, has also 
joined the programme as 
the offi  cial credit reporting 
agency to provide the financial 
data and ranking as a basis 
for the quantitative and 

qualitative evaluation 
of the nominees. This 
partnership will be 
further grown next year 
with a special category 
of the Awards to be 
awarded in partnership 
with CTOS.
        Another important 
partner and offi  cial 
auditor this year is KPMG, 
which has agreed to lend 
their assurance expertise 
to further ensure that the 
SME100TM processes are 
faultless and to verify the 
integrity of data collected.

Both quantitative and qualitative benchmarks are used to 
determine the winners and their rankings within the list.

JUDGING BENCHMARKS - SME100TM SCORECARD

80%    QUANTITATIVE CRITERIA

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

20%    QUALITATIVE CRITERIA

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



SME100TM BY INDUSTRY

18

SME100TM BY INDUSTRY

1818    SME100      
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SME100TM LISTINGS

A C C E N D O  H R  S O L U T I O N S  S D N  B H D

A C C E S S  1  E N G I N E E R I N G  &  S E R V I C E S  S D N  B H D

A D V A N C E  I N D U S T R I A L  S O L U T I O N S  S D N  B H D

A F F I R M  P L U S  P R O P E R T I E S  S D N  B H D

A K  N O O D L E S  D E L I G H T  S D N  B H D

A L P H AT E C H  &  C H E M I C A L  S D N  B H D

A P E X  G L O V E  S D N  B H D

A R T  O F  T R E E  S D N  B H D

A S TA  C H E M I C A L S  S D N  B H D

A W H  I N T E R N AT I O N A L  L O G I S T I C S  S D N  B H D

B A S T I O N  S Y S T E M S  S D N  B H D

B E R J A Y A P A K  S D N  B H D

B E S T I N E T  S D N  B H D

B I G  O N I O N  F O O D  C AT E R E R  S D N  B H D

B R I D G E N E T  S O L U T I O N S  S D N  B H D

C A L M S  T E C H N O L O G I E S  S D N  B H D

C E N T R A L  M E D I C A R E  S D N  B H D

C H I A N G  H E N G  G O L D  &  D I A M O N D  S D N  B H D

C L A  G L O B A L  H O L D I N G S  S D N  B H D

C O D E - F R E I G H T  A G E N C I E S  ( M )  S D N  B H D

C O M P A S S  M I N D  A S I A  S D N  B H D

C O R E  H O M E  M A N A G E M E N T  S D N  B H D

C R E AT I V O  U N I T E D  S D N  B H D

C R Y N X  G R O U P  S D N  B H D

D C I  D I G I TA L  S D N  B H D

D E S I G V A  I N T E R I O R  S D N  B H D

D R A C H E N  W E L L E  E N G I N E E R I N G  S D N  B H D

E C I AT T O  G R O U P  S D N  B H D

E C O C L E A N  T E C H N O L O G Y  S D N  B H D

E D A R A N  L I V A L L  S D N  B H D

E - L O C K  C O R P O R AT I O N  S D N  B H D

E M E R A L D  A U T O  P A R T S  S D N  B H D

E R S  E N E R G Y  S D N  B H D

E V E R E S T  I N T E G R AT E D  L O G I S T I C S  S D N  B H D

E X C E L L E N T  V I S I O N  T E C H N O L O G Y  S D N  B H D

F I T L I N E  ( M )  S D N  B H D

F O O D  D E L I C A C Y  M AT E R I A L  S D N  B H D

F U J I  B A K E R Y  S U P P L I E S  ( M )  S D N  B H D

G I G A B I T  H O S T I N G  S D N  B H D

G I G AT E R A  ( M )  S D N  B H D

G K A S H  S D N  B H D

G R E E N V I E W  E D U C AT I O N  C E N T R E  S D N  B H D  ( G R E E N V I E W  I S L A M I C  S C H O O L )

H T C  T R A V E L  S E R V I C E S  ( M )  S D N  B H D

H U G E M I C E  E V E N T S  M A N A G E M E N T  S D N  B H D

I N D ' F I N I T Y  D E S I G N  ( M )  S D N  B H D

I N V E R P O W E R  S D N  B H D

I X  G L O B A L  S E R V I C E S  S D N  B H D

J O T E X  S D N  B H D

J P  L O G I S T I C S  S D N  B H D

J R S Y S  S D N  B H D

K G  G L O B A L  F U R N I T U R E  ( M )  S D N  B H D

K G W  L O G I S T I C S  ( M )  S D N  B H D

K I T  L O O N G  C O M M E R C I A L  T Y R E  S D N  B H D

K Y Y  E M P I R E  S D N  B H D

L C P  S U P P L I E S  ( M )  S D N  B H D

L E X I S  H O T E L S  &  R E S O R T S  S D N  B H D

M A S T E R P L A N  C O N S U LT I N G  S D N  B H D

M E G A F I E L D S  S D N  B H D

M E T R I C S  G L O B A L  S D N  B H D

M I C R O  E N E R G Y  H O L D I N G S  ( M )  S D N  B H D

M O L I C C  S Y S T E M  S D N  B H D

M O N K E Y  T H E O R Y  S D N  B H D

M Y Z W O O D  S D N  B H D

N A X U S  C O M M U N I C AT I O N  S D N  B H D

N E F F U L  ( M A L A Y S I A )  S D N  B H D

N E S T C O N  B U I L D E R S  S D N  B H D

N E T T I U M  S D N  B H D

N E U  D I M E N S I O N  S D N  B H D

N I N A M A J U  S D N  B H D

N U R I  E D U C AT I O N  C E N T R E  S D N  B H D

O A L  F R E I G H T  F O R W A R D I N G  S D N  B H D

P A M P A S  R E S TA U R A N T  S D N  B H D

P E  M I X E D  S D N  B H D

P E K AT  E & L P  S D N  B H D

P E K AT  S O L A R  S D N  B H D

P E R A B O T  C S  C H A N  S D N  B H D

P E R N I A G A A N  Y I K  S I N G  S D N  B H D

P R O T H E R A P I X  S D N  B H D

R & N  T I M B E R  I N D U S T R I E S  S D N  B H D

R T S  T E C H N O L O G Y  S D N  B H D

S A S H AT O Y S  S D N  B H D

S F  F U R N I T U R E  S D N  B H D

S P R I N T  L O G I S T I C S  ( M )  S D N  B H D

S T E E L  H A W K  E N G I N E E R I N G  S D N  B H D

S U L O M A S  S D N  B H D

S W S  2 8  M E D I C A L  S D N  B H D

S Y N D E S  T E C H N O L O G I E S  S D N  B H D

T. K . C .  N AT U R A L  L I V I N G  S D N  B H D

TA D I K A  E L I T E  S D N  B H D

TA I S H I -T E C H  I N D U S T R I E S  S D N  B H D

TA S E N G  M A R K E T I N G  S D N  B H D

T K L  G A L L E R Y  G R O U P  S D N  B H D

T M  R E C Y C L E  I T  S D N  B H D

T O P M I X  R E S O U R C E S  S D N  B H D

T R A N S H U B  L I N E S  S D N  B H D

T S L  B E S T M A S  M A N U F A C T U R I N G  S D N  B H D

U N I P L A S T E R  I N D U S T R I E S  S D N  B H D

U N I T E D  G L O R Y  I N D U S T R Y  S D N  B H D

X A N T E C  S O L U T I O N S  S D N  B H D

Y A K I N  M E D I C  S D N  B H D

Y C  T R A V E L  &  T O U R S  S D N  B H D

Z Y  P H Y T O  T E C H  I N D U S T R I E S  S D N  B H D

3 D T E C H  S O L U T I O N S  S D N  B H D

2 0 1 7  W I N N E R S

A C C E S S  1  E N G I N E E R I N G  &  S E R V I C E S  S D N  B H DA C C E S S  1  E N G I N E E R I N G  &  S E R V I C E S  S D N  B H D

C H I A N G  H E N G  G O L D  &  D I A M O N D  S D N  B H DC H I A N G  H E N G  G O L D  &  D I A M O N D  S D N  B H D

F U J I  B A K E R Y  S U P P L I E S  ( M )  S D N  B H DF U J I  B A K E R Y  S U P P L I E S  ( M )  S D N  B H D

A W H  I N T E R N AT I O N A L  L O G I S T I C S  S D N  B H DA W H  I N T E R N AT I O N A L  L O G I S T I C S  S D N  B H D

D E S I G V A  I N T E R I O R  S D N  B H DD E S I G V A  I N T E R I O R  S D N  B H D

I N V E R P O W E R  S D N  B H DI N V E R P O W E R  S D N  B H D

A L P H AT E C H  &  C H E M I C A L  S D N  B H DA L P H AT E C H  &  C H E M I C A L  S D N  B H D

C O R E  H O M E  M A N A G E M E N T  S D N  B H DC O R E  H O M E  M A N A G E M E N T  S D N  B H D

G R E E N V I E W  E D U C AT I O N  C E N T R E  S D N  B H D  ( G R E E N V I E W  I S L A M I C  S C H O O L )G R E E N V I E W  E D U C AT I O N  C E N T R E  S D N  B H D  ( G R E E N V I E W  I S L A M I C  S C H O O L )

B I G  O N I O N  F O O D  C AT E R E R  S D N  B H DB I G  O N I O N  F O O D  C AT E R E R  S D N  B H D

E V E R E S T  I N T E G R AT E D  L O G I S T I C S  S D N  B H DE V E R E S T  I N T E G R AT E D  L O G I S T I C S  S D N  B H D

E D A R A N  L I V A L L  S D N  B H DE D A R A N  L I V A L L  S D N  B H D

J R S Y S  S D N  B H DJ R S Y S  S D N  B H D

A F F I R M  P L U S  P R O P E R T I E S  S D N  B H DA F F I R M  P L U S  P R O P E R T I E S  S D N  B H D

C O D E - F R E I G H T  A G E N C I E S  ( M )  S D N  B H DC O D E - F R E I G H T  A G E N C I E S  ( M )  S D N  B H D

G I G AT E R A  ( M )  S D N  B H DG I G AT E R A  ( M )  S D N  B H D

B E R J A Y A P A K  S D N  B H DB E R J A Y A P A K  S D N  B H D

E C I AT T O  G R O U P  S D N  B H DE C I AT T O  G R O U P  S D N  B H D

J O T E X  S D N  B H DJ O T E X  S D N  B H D

A R T  O F  T R E E  S D N  B H DA R T  O F  T R E E  S D N  B H D

C R Y N X  G R O U P  S D N  B H DC R Y N X  G R O U P  S D N  B H D

H U G E M I C E  E V E N T S  M A N A G E M E N T  S D N  B H DH U G E M I C E  E V E N T S  M A N A G E M E N T  S D N  B H D

C A L M S  T E C H N O L O G I E S  S D N  B H DC A L M S  T E C H N O L O G I E S  S D N  B H D

F I T L I N E  ( M )  S D N  B H DF I T L I N E  ( M )  S D N  B H D

E M E R A L D  A U T O  P A R T S  S D N  B H DE M E R A L D  A U T O  P A R T S  S D N  B H D

K G W  L O G I S T I C S  ( M )  S D N  B H DK G W  L O G I S T I C S  ( M )  S D N  B H D
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T
he nature of the retail world screams dynamic. It is constantly changing 
to adapt to the demands of consumers who are now pushing for faster 
and personalised services that can satisfy their needs. To accommodate 
these demands, businesses have to foresee which consumer trends will 
reign in the future and build their strategy. 
        Euromonitor International head of retailing Michelle Grant 
suggests that there are five key trends of Asian consumers that need to 
be leveraged by companies to stay relevant in the Asian market. 

CONSUMERS IN 2021 According to Grant, in five years’ time, consumers in Asia will be experi-
encing evolution in four ways: urbanisation, median age, household composition and income.
        Urbanisation: While the urbanisation rate of penetration was rather lackadaisical ten years 
ago, current statistics demonstrate that Asian countries like China, India and Indonesia are 
leading the transformation. In fact, seven out of 10 fastest growing cities in the world are located 
in Asia. This development becomes a pull factor that attracts more people from rural areas to 
migrate to cities in search of better lifestyle and job opportunities. 
        Age: The median age for today’s Asia's leading economies such as Japan and Singapore are 
already above 40 years and it will continue growing. With developing markets like Thailand and 
Malaysia also following the trend, retailers will need to acclimate to this ageing population.
        Household composition: Over the years, there have been a palpable decline in household 
composition in Asia Pacific. As more people are embracing urbanisation, many tend to stay 
single, delay marriage and getting children with some even opting to not have any children at all. 
Divorcees also contribute to this number.
        Income: Generally, the average household income in Asia Pacific is expected to grow. For 
instance, Hong Kong’s average household income is predicted to reach US$75,000 by 2021, a 5 
per cent growth in just five years. This rising income translates to greater purchasing power which 
also equals to more business opportunities.

THE RISE OF CHINA AND INDIA As 60 per cent of Asia Pacific’s retail sales growth will be coming 
from China and India, Grant asserted that it is crucial for businesses to be able come up with 
comprehensive blueprints to tackle the markets if they are to obtain above average profits. 
        In terms of grocery spending, Grant said, “Chinese seem to prefer to shop in the 
supermarket or hypermarket for higher quality food. Indians, in contrast, are more comfortable 
buying from traditional grocers that are closer to their homes and offi  ces.”
        As for non-grocery trends, the “nesting culture” is currently an obsession in China. They are 
more interested in furnishing their residences with state-of-the-art appliances and decorations. 
They are constantly on the look for “environmentally friendly premium products”, signalling a 
boost in sales for the home and garden specialists. 
        In comparison, Indians invest more on lavish accessories like gold, jewellery and watches, 
said Grant.

MODERNISATION OF GROCERY RETAIL CHANNELS Given where income levels are currently 
positioned, it will not be surprising to see a large sum of expenses channelled towards food. This 
is particularly pertinent for Asia’s developing economies, where expenditure on comestibles is 
expected to take about 26 per cent of household spending, according to the DBS Bank Ltd. 
        From the expected rise of income, it is safe to assume that more modern grocer formats will 
be favoured in the future. Among the reasons for this shift in preferences are better assortments, 
quality of food and better shopping experience.
        Nonetheless, for now, traditional grocers are still prominent. In India as such, “98 per cent 
of sales go through traditional retailer”, added Grant. 
        “The locations are great, the products tend to be less expensive, retailers are also able 
to develop better relationship with consumers; providing free delivery to houses and allowing 
customers to opt for credit tabs that are paid at the end of the month.”

TRANSFORMATION OF FASHION RETAIL Grant proposed that there are three new sub-trends of 
the fashion industry that retailers should be aware of: digital commerce, fast fashion retail and 
sports goods. 

BY 
AYURUHAIZA 

AYUB

        Thanks to technological advancement, 
from less than 5 per cent of fashion items 
bought online in 2011 in Asia Pacific, now it 
has gone up to 20 per cent by 2016. 
        Grant further noted the ease of scrolling 
through pictures online, being able to share 
the picture of items with others instantly 
requesting opinions and fast delivery options 
as contributors to this boost. Fast fashion 
retailers or retailers that replicate the catwalk 
trend for high streets are also receiving lots 
of love from fashion lovers. These retailers 
use platforms such as Instagram to promote 
their products. With a single click, customers 
can now obtain the runway-inspired look at a 
much aff ordable prices.
        Furthermore, now that healthy living has 
become somewhat a status symbol, “athlei-
sure” attire and health-monitor wearables have 
also gained more interest from consumers. 
        “People are now more keen to go to the 
apparel store to learn about these products. 
They want to meet and talk to the sales 
associates, hold the fabric and understand how 
the products help them live a healthier life,” 
Grant commented. 

RISE OF DIGITAL COMMERCE While in-store 
sales in the Asia Pacific region is expected to 
increase by 9 per cent in the next five years, 
sales through mobile devices and other elec-
tronic devices are predicted to soar as much 
as 103 per cent and 80 per cent respectively. 
This suggests that digital commerce is making 
a massive impact on how consumer spend. 
        Digital commerce is gaining popularity 
because the online stores off er wider 
selection of products  (physical stores 
limited by space available to place products), 
payment through diff erent channels, and a 
fast and easy return process. 
        Nevertheless, Grant argued that the 
diff erences in shopping still exist. When 
Euromonitor conducted a study on why 
consumers shop in stores, among the answers 
received were, easier to return defective items, 
they can enjoy the shopping experience (i.e. 
trying out the clothes), and sometimes the 
desired model are out of stock online.
        To conclude, in five years, consumers are 
predicted to embrace more modern grocery 
and fashion channels, using digital tools to 
express their wants and needs. However, 
despite being able to study the trend on a 
macro level and make a generalisation with it, 
subtle dissimilarities in preferences can still be 
found from one country to another. 
        Therefore, retailers have to be wise and 
use diff erent tactics to cater to diff erent sets of 
consumers. 
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MALAYSIAN COMPANIES SHOULD KEEP 
REINVENTING TO REMAIN COMPETITIVE 

        Harvard Business Review 
published an interesting article last year 
- “The Comprehensive Business Case for 
Sustainability”. 
        The article off ers compelling evidence 
that sustainability eff orts clearly result in a 
positive impact on business performance 
which manifest itself in:
1)  Improving risk management especially 
in relation to environment and resources 
depletion
2) Fostering innovation 
3) Improving financial performance by 
operational effi  ciency and competitive 
advantage creation
4) Building customer loyalty
5) Attracting and engaging employees 

In support of these values, EUMCCI just 
launched the EUROPA AWARDS programme. 
The programme seeks to recognise companies 
in Malaysia that have shown exemplary 
business excellence in the field of sustainability 
and contributed to the long-term benefit of 
Malaysian society and economy.
        The programme is in line with the values 
that the European Union stands for. A way 
to state loud and clear that business goals 
can no longer be disconnected from a greater 
responsibility towards the environmental, 
social, and cultural needs of a community. 
        Malaysia, as many other economies, is at 
a crossroad in its move towards a developed 
economy embracing the new challenges posed 
by the Fourth Industrial Revolution (Industry 
4.0), which is brought about by digitisation 
and technological disruptions. 
        This calls for a higher compliance to 
higher standards and more highly-qualified 
people moving into the manufacturing 
industry. Additionally, the Industry 4.0 and 
sustainability are greatly connected. 
        In fact, it is essential that technological 
and industrial developments allow the 
achievement of environmental, economic and, 
of course, social sustainability objectives. 
        Therefore, firms should be able to ef-
fectively use tools and opportunities pertaining 
to Industry 4.0 in shaping their organisation’s 
strategies, policies and operations to achieve a 
sustainable development and/or foster sustain-
ability at a more general level. 

E
U-Malaysia Chamber of Commerce and Industry (EUMCCI) and other 
eight European Business Organisations in ASEAN have collaborated 
with the EU-ASEAN Business Council to produce the third annual 
EU-ASEAN Business Sentiment Survey.
        The survey polled more than 300 executives from European compa-
nies around Southeast Asia. It aims to serve as a barometer for the busi-
ness sentiment and outlook of European businesses in Southeast Asia. 
According to this survey, European businesses continue to have a very 
positive outlook in the region and expect to see ASEAN profits increase.

Key findings include:
  Three-quarters (75 per cent) of European businesses expect an increase in ASEAN profits for

2017 and almost three-quarters (71 per cent) have said ASEAN has become more important in 
terms of global revenues over the last two years.

  As a result, 94 per cent of European businesses plan to expand or maintain their current levels
of operations and headcount in the ASEAN region.

  86 per cent of them expecting their level of trade investment in ASEAN to increase over the
next five years.

ASEAN is seen as a haven providing the best economic opportunity in the world. In Malaysia, 80 
per cent of respondents said that they expect their level of trade and investment in the ASEAN 
region to increase over the next five years.
        As globalisation has garnered interconnectivity and generated prosperity for the majority of 
the citizens of the world, there are those who are also apprehensive and approach this issue with 
some trepidation. 
        The recent report by the European Commission, “Harnessing Globalisation" revealed that 
globalisation has had positive eff ects around the world and global cooperation is vital. 
        Though the core drivers of globalisation used to be trade in market goods, today it is 
increasingly knowledge-driven resulting from the rapid technological change. It has also 
encouraged innovation, created jobs and promoted competition as well as consumption. 
        As a result, hundreds of millions of people have been lifted out of poverty and there is better 
stability, democracy and peace. 
        A more connected world creates new opportunities. International competition, global climate 
action, scientific cooperation and exchange of ideas have stimulated creativity and accelerated 
innovation, and technological progress is making essential contributions to globalisation even 
though we are in the early stages of transformation. 
        On an international arena, the European Commission advocates a fair global governance to 
harness globalisation that begins with better enforcement of existing agreements and rules in such 
areas as trade, labour standards and climate and environment protection. 
        To further promote globalisation, proposals for external action include an investment 
off ensive in third world countries and the promotion of sustainability values in developing and 
growing economies. 
        When talking about sustainability the business community often reply with scepticism and 
the question that pops up frequently is “how does sustainability impact the bottom line?”
        Some prominent researchers have put a lot of eff ort into proving that not only sustainability 
doesn’t add cost to the profit and loss of a company, but if approached correctly it adds value and 
generate long term financial rewards. ROBERTO BENETELLO IS CEO OF EUMCCI
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as consumers expect a consistent experience 
and messaging across all the touchpoints 
where they interact especially on social media.
        In so many ways, the product itself 
now needs to become a vehicle for direct 
communication, which means packaging has a 
key role to play. Technology has opened a vast 
range of possibilities. 
        Looking ahead, packaging innovation can 
help brands bridge the online and offl  ine ex-
perience with consumers. For example, digital 
codes printed on packages could allow consum-
ers to connect directly to the brand site simply 
by scanning the code using their smartphone, 
which will open a web page with product infor-
mation, discover ingredients or recipes, shop in 
virtual stores or enter competitions. 
        It can also off er traceability where 
the consumer can key in a code from their 
package therefore allowing consumers to 
access information across all stages in the 
making of the product. 

With smartphones now capable of automated 
QR code-scanning capability, removing the 
need for scanning apps, this will enable 
brands to engage, entertain, and educate 
consumers in real time, and make it even 
more convenient for consumers to use and 
benefit from digital packaging.
        Winning over the heart of a connected 
consumer in a digital, information-saturated 
world presents both a challenge and an 
opportunity for brands. Brands need to 
adjust their communications and use more 
channel-specific, smart, authentic and engaging 
content via the right group of influencers 
such as Super Leaders if they are to seize the 
opportunities in this new world. 
        Packaging is one of the tools that has a vi-
tal role to play in off ering a gateway to greater 
consumer engagement, stronger diff erentiation 
among businesses, and ultimately, creating a 
sustainable competitive edge over other brands 
now and in the future. 

A
few years ago, companies had the upper hand when it came to 
communicating their brands to consumers. Advertisements in newspapers 
used to be the way for consumers to gain information about a brand, apart 
from word of mouth. 
        Today’s digital landscape has dramatically changed the relationship 
between a brand and consumer. As an example, social media has taken the 
world by storm and its presence can hugely impact brands all over the world.
        Talking about today’s digital landscape, Asia Pacific is a dynamic 

and rapidly growing region, accounting for an astounding 70 per cent of total growth in global 
Internet users and 62 per cent of the growth in social media users according to a recent Digital in 
2017 Global Overview. 
        In Malaysia, there are 22 million active Facebook users, 91 per cent of which access 
Facebook via mobile. Understanding these rapid digital growth rates and trends will help brands 
to talk and reach out to consumers, most of which prefer online interaction via mobile devices.
        Specific to the F&B industry, Tetra Pak, the world’s leading food processing and packaging 
solutions company, has published its annual Tetra Pak Index. Tetra Pak Index 2017 delves into the 
evolving behaviour of consumers, specifically “The Connected Consumers” who are constantly 
connected and looking for authentic and engaging content from brands.
        The index reveals insights on today’s digitally savvy population and how they are connecting 
with food and drinks brands. It identified a group of “Super Leaders”, the most influential 
subset of the wider online community. When engaged, Super Leaders can help brands to spread 
messages, shape opinions and help build trust in products.

THE RISE OF SUPER LEADERS The world of connected consumers is a virtual community where ev-
ery voice can exert an influence, however building trust with the consumers is increasingly diffi  cult. 
The credibility of institutions is being questioned. Belief in the traditional media is at an all-time 
low. It’s “someone like you and me” that they now listen to. This gives birth the Super Leaders.
        Super Leaders are diverse, but the one thing they have in common is that they are the most 
active and social of all the connected consumers. Online for more than six hours a day, they are 
well connected and highly vocal. 
        80 per cent  of Super Leaders read reviews/ratings on food and beverages monthly, with 68 
per cent  writing reviews at least monthly. Their comments shared online, with 75 per cent  on 
social media, have a key role to play in today’s customer journey. 
        Almost all who write reviews and comments tag the relevant brands at least some of the 
time, which reflects their desire to be heard and their expectation of getting a response, and 78 
per cent  say that they expect the brand to reply. 
        Super Leaders are a golden source of brand advocacy and influence in an age where 
consumers are becoming both more vocal and more likely to listen to and trust the opinion of 
their peers. They are cultural amplifiers, potent and prolific commentators who pick up and held 
disseminate trends.

EFFECTIVELY ENGAGE WITH THE CONNECTED CONSUMER The online world is increasingly mo-
bile-centric. Providing “always-on” access and even greater functionality, mobile is the main driver 
of connectivity today. Consumers now “pull” the contents and personalise it according to their 
needs and wants rather than waiting for brand to “push” their desired message to consumers. 
        From browsing products online to making purchasing decision, mobile is becoming the 
key platform to reach consumers where they will be mostly accessible at all time, an important 
medium to constantly engage with the consumers.
        In Malaysia, over 69 per cent of the population are mobile internet users. Malaysian 
consumers not only use smartphones to browse the internet but also for other online activities 
such as mobile shopping. 
        Thus, brands need to be creative in attracting and engaging with “connected consumers” 
to achieve maximum reach and returns. The magic is in generating content that is meaningful, 
entertaining, engaging and encourages two-way interaction. 
        Social media is a great tool to focus on, as it helps to spread and amplify opinions. Brands 
can target and maximise their interaction with Super Leaders on these channels in a relevant and 
timely way to better reach a wider consumer base. Having conversations with Super Leaders is 
also essential, and encouraging and interacting with their reviews and posts will almost certainly 
improve brand perception.

THE SHIFT IN CONSUMER’S JOURNEY
An opportunity in the world of connected consumers lies within the process in which a customer 
buys a product. The report shows how the customer journey is shifting from a relatively linear 
process to a complex network of multiple touch points. 
        Today, a customer who has basic knowledge of using the internet would search for product 
information before, during and after buying. And a customer would at least refer to four 
information sources to read reviews given by other connected consumers before buying it. 
        Consumers would place a greater amount of trust on third-party reviews, who are also 
consumers of the product.
        Greater connectivity and the proliferation of online platforms present a challenge for brands, 
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to see the intricate detailing and feel the 
textures of fabrics, but smells and sounds are 
equally, if not more important. 
        In fact, with all of the other senses people 
tend to think before they respond. With scent, 
on the other hand, our brain tends to respond 
automatically, on a subconscious level. A hint 
of Chanel Number 5 can bring the entire 
Chanel brand identity to mind, and the eff ect 
is even more powerful when combined with a 
visual cue like a logo or signature product like 
an iconic handbag.
        Brands like Johnnie Walker (Diageo) are 
using this phenomenon to their advantage. 
The Johnnie Walker Sensorium, for example, 
immerses clients in an experience that engages 
their five senses as they discover the three 
Singleton whiskey flavours. 
        As visitors move through the space, a red 
room highlights the berry flavours of the whis-
key by using curved shapes and the sounds of 
bells ringing, for example. Elaborated as part 
of a marketing experiment at Oxford Universi-
ty, the sensorium has since become integrated 
into the marketing strategy for the brand. 
        According to head of crossmodal research 
in the Department of Experimental Psychology 
at the University of Oxford, Professor Charles 
Spence, the results signal that multi-sensory en-
vironments aff ect the nose, taste or flavour and 
aftertaste of whisky, despite the fact that par-
ticipants were aware they were drinking exactly 
the same drink throughout the experiment. 
        This type of sensory marketing should 
take place within a seamless, omni-channel ex-
perience: through physical stores, online eco-
systems, a mobile app, browsing a catalogue or 
social media. Clients should feel engaged with 
the brand identity on multiple levels. 
        Today, many aspects of our lives 
have been programmed, streamlined, and 
systematised. Luxury retailers need to focus 
on bringing spontaneity back into the retail 
environments both online and offl  ine, by 
encouraging their consumers to explore and 
inviting them on a journey of discovery. 

C
onsumers used to let brands do the driving. Each brand had a story to 
tell, and by choosing one over another, consumers were eff ectively 
buying into one brand’s narrative and letting it speak on their behalf. A 
purchase was a form of self-expression.
        However, today’s consumers want to take the wheel. With a 
wealth of knowledge at their fingertips and the world at their feet, 
they’re telling brands where they want to go and how they want to get 
there. Of course, luxury consumers are still looking for craftsmanship, 
functionality, and design. But, more than ever before, they’re also 

looking for a shared experience with their favourite brands.
        This shift represents a critical challenge for luxury brands. Luxury brands will need to give 
consumers the experience they’re looking for, whether online or in stores. In other words, what 
we call “experiential marketing” has become a must and here are the three keys to engaging 
today’s luxury consumers:

SPEAK TO THEIR HEARTS: DELIGHT THEM! People used to experience the world in superficial 
ways. Travel was about seeing many countries for short stays and getting snapshots of the 
top attractions. Luxury travellers tended to stay in five-star hotels that off ered rather uniform, 
European- style service, regardless of the location. Shopping abroad often meant going into the 
same European boutiques found in most major metropoles around the globe.
        Today, however, millennials are driving major changes in the travel and retail arenas. They’re 
searching for authenticity: a local, in-depth experience outside the beaten path. 
        Millennials are more likely to stay at an Airbnb to experience the city like a local and search 
out foods, wines, and unique products made by local artisans. They want to be immersed in an 
experience that they’ll carry in their hearts for a lifetime.
        How does this translate to luxury retail? The DFS Department Store in Venice, Italy, off ers 
us a striking example of experiential marketing that helps brands speak to the heart of consumers. 
        In the restored and revitalised Fondaco dei Tedeschi, one of the largest buildings in Venice, 
architects Rem Koolhaas and Jamie Fobert have meticulously respected Venice’s unique heritage 
while integrating touches of modernity. 
        With an entire floor dedicated to exhibitions and events open to the public, they’ve created 
a new cultural hub for Venetians and tourists alike. You don’t just go to shop, you go to be 
immersed in an experience.

SPEAK TO THEIR MINDS: ENTERTAIN THEM! Storytelling is one of the best ways to engage consumers. 
Today’s consumers are hungry to learn about the history of each brand, their creative processes, 
and their artistic inspirations. They want to be engaged on an intellectual level, both in-stores and 
online. This growing desire translates to a burgeoning “content craze”. Content is indeed key, but 
it also needs to be credible, authentic, and unique.
        Visual storytelling is powerful — images are processed by the human brain 60,000 times 
faster than words and are more readily memorised. Videos can be even more eff ective: people 
tend to spend five times the amount of time looking at videos than static images. Plus, when you 
show a video, studies show that there is much better recall of the brand. 
        Storytelling — whether through relayed anecdotes, historical images or bite-size videos — 
takes consumers on a journey of discovery, even if that journey was only a few seconds long.
        This immersive experience can also be created in brick and mortar stores. Christian Dior, 
for example, used VR headsets to off er their clients a behind-the-scenes peek at their latest fashion 
shows and collections. 

SPEAK TO THEIR SENSES – IMMERSE THEM! Finally, engaging today’s luxury consumers means 
stimulating all five senses. During a shopping experience, consumers should of course be invited 
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E
-commerce is booming, there is no doubt about it and people are 
starting to sit up and take notice; it is  here to stay and will continue to 
change the way consumers shop.
        The global e-commerce industry is projected to bring in US$3.4 
trillion in revenue by 2019. A report by Temasek and Google stated 
that the e-commerce market in Singapore was valued at US$1 billion in 
2015, with online shopping making up 2.1 per cent of retail sales - the 
highest proportion of all Southeast Asian countries surveyed.
        Singapore’s e-commerce growth is not unique. It is the next 

wave of consumer behaviour. As e-commerce retailers toil to meet surging demand, the pitfalls 
of e-commerce are becoming apparent – product returns and exchanges and the challenge of 
providing good customer service.
        Without the tactile experience of brick-and-mortar shops, consumers are returning their 
online purchases at an alarming rate. According to data by Invespcro, at least 30 per cent of 
all products ordered online are returned compared to only 8.89 per cent bought in brick-and-
mortar shops.

WHY SHOULD WE CARE ABOUT RETURNS - THE REAL COST OF ORDER RETURNS Returned 
products mean additional shipping cost, which constitute a pretty significant portion of any 
e-commerce retailer’s operating margin. And this is just the tip of the iceberg. Orders returned 
also require more eff ort in terms of inventory management, accounting treatment and the tricky 
issue of customer service.
        More importantly, every order returned implies disappointment and unmet expectations. 
That, in our view, is an intangible but very real cost to the brand and reputation of the business. 
As such, the minimising and appropriate handling of order returns should be a priority of all 
e-commerce retailers, or any retailer, for that matter.

MINIMISING ORDER RETURNS - ACCURACY FIRST The main disadvantage of any e-commerce 
retailer is the lack of opportunity for a potential customer to physically touch and feel the product 
before committing to a purchase. This requires customers to take a leap of faith and add to cart 
based on pictures, product descriptions and customer reviews.
        What this means for us, as e-commerce retailers, is that we need to relay product information 
accurately and honestly. Customers deserve to know what exactly they are getting before the 
delivery man shows up at the door with their order.
        Product descriptions and specifications should be detailed. Product photography should be 
illustrative with true-to-life colour editing. Product reviews written by actual customers after using 
products are also immensely helpful in conveying information and perspective, something often 
overlooked by us.
        In short, whatever customers perceive with their eyes and hands in a physical store, we have 
to deliver with words and pictures on a digital platform. The bottom line is, whatever it is that 
customers think they are getting should be matched with what they receive. Accurate and honest 
product information is the first step to minimising order returns.

A CUSTOMER WANTS TO RETURN AN ORDER, WHAT NOW? We all strive for 100% customer 
satisfaction, but I am not sure if this is possible. Try as we might, there will always be customers 
who request to return or exchange their order. 
        This is inevitable but that does not mean it should be a painful experience for both the 
business and the consumer. If handled well, every request is an opportunity for us to show that we 
care. This is where we, as e-commerce retailers, can really shine.

FUSS FREE RETURNS POLICY Having started and managed an e-commerce site for over five years, 
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I am now a firm believer of treating your 
customers like friends by being generous and 
kind.
        This begins with a fuss free return and 
exchange policy. Do not hesitate to off er a 
solution if you sense that a customer might be 
dissatisfied with a purchase, even if this might 
cost your business more. 
        According to an article published on 
eCommerce Warriors website, 24 per cent of 
shoppers will abandon their shopping cart if 
return policies are not clearly stated and 67 
per cent of shoppers will check the return 
policy page before making a decision.
        At Perk by Kate, we communicate a 
fuss-free exchange policy and a 60-day returns 
policy, with refunds back to mode of payment, 
not store credits. This removes the initial 
barrier of doubt, encouraging customers to 
shop with us and keep coming back. 
        Experience has shown that a generous 
return policy builds consumer confidence 
and goes a long way to converting a first-time 
customer. It also gives our business another 
shot at retaining the customer after a less than 
perfect experience.

SERVICE RECOVERY AS A WAY TO WIN OVER 
MORE CUSTOMERS When I first started, I was 
always badly aff ected by customer complaints 
but gradually I realised every complaint was an 
opportunity to evolve and grow. 
        With an adjusted mindset, we looked 
at each individual case as an opportunity to 
solve someone’s problem. We listen and then 
take the initiative to raise solutions, with the 
ultimate goal of making our customer’s day.
        For instance, if a return is due to fit 
issues, we off er to make alterations to the 
order and send it back to them at no extra 
charge. This dedication results in word of 
mouth and adds to the trust bank. 
        As we worked to keep our customer 
service top-notch, we found ourselves 
gradually handling less complaints and returns. 
Good reviews and words of encouragement 
started to pour in. Customer service became 
easier and it gave us the time to focus on 
issues that really mattered.
        We truly think that this approach is the 
only way for any e-commerce retailer to win 
and retain customers in a highly competitive 
retail landscape. 
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A LINGERIE E-COMMERCE BUSINESS.
KATE LOW IS FOUNDER OF PERK BY KATE, 



   FEATURE      40

F
or companies in Malaysia, “digital transformation” or “DX” is a 
buzzword. A mobile and agile workforce, new consumer experiences, 
streamlined operational processes – these are some of the competitive 
benefits made possible by digital technology.
        Such is the momentum to transform, the DX professional services 
market is expected to grow at a compound annual rate of 21.9 per cent 
in Asia Pacific excluding Japan, according to the International Data 
Corporation (IDC). 
        However, even as they know that transformation is necessary, 

chief information offi  cers (CIOs) and other C-suite leaders face a daunting task. They need to 
make what seem like monumental decisions on huge investments, in everything from networking 
solutions and cloud services to database and collaboration applications. 
        Many believe that, to ensure no IT legacy, the entire infrastructure needs to be redesigned or 
upgraded from the inside out. This is a myth. 
        The truth is that being overly ambitious can actually slow the DX process. Many of the most 
successful transformations start with the basics and leave more sophisticated functionality as the 
next step. 
        And the most important basic is people and their experiences. The key to changing employ-
ees’ way of working is end-user devices. These account for 10 per cent of the typical transforma-
tion budget, but are often the key reason for the success or failure of a change initiative. 
        However, most organisations have not given enough focus on its people. 
Based on PwC’s Global Digital IQ survey 2017, while 68 per cent of the respondents say that 
their CEO is a champion for digital and their CIO has attained strategic stature, many other 
senior executives and the functional areas they lead are not yet fully engaged in the project of 
digital transformation.
        The deployment of powerful end-user computing devices is a first step in a transformation 
journey. It enables businesses to build a solid foundation for the entire IT ecosystem and prepares 
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for changes to come – whether these are 
powerful new collaboration capabilities, re-
envisioned consumer experiences or artificial 
intelligence-powered tools. 
        It is also important to remember that 
one size doesn’t fit all and future functional 
needs matter. Long gone are the days when 
everyone in a company was issued with a 
standard laptop. We see this first-hand at 
Lenovo, where there is an increasing number 
of customers who value diversity in the end-
user environment.
        Account managers and mobile sales 
staff , for example, need light-weight premium 
devices with long battery life and high 
performance. Operational personnel and 
field researchers need durable tablets. On-site 
support staff  are looking for sleek design, 
reliability and multiple ports.
        To illustrate the above point, we have a 
customer case where its end-user devices were 
connected to a range of diff erent servers at 
its data centre. The fast-growing company is 
adding 30 to 50 new employees per month. 
        Because it’s able to provide devices 
appropriate to each user, these workers are 
happier and more productive – whether they 
are giving presentations in the field, logging 
in from remote locations or producing 
videos in the company’s in-house studio. 
The transformation has made its team more 
flexible and agile.
        Another key to success is choosing the 
right IT partner. 
        Digital transformation can be 
intimidating, and the right partner will not 
only help a business take a good first step, but 
think ahead and be with a company through 
every other step in its transformation journey. 
        Having the right devices is a crucial 
first step to achieve a successful digital 
transformation, but they are often being 
overlooked. Indeed it may be the strongest 
success factor in a digital transformation and 
achieving long-term business success. 

DIRECTOR, CORPORATE AND PUBLIC SECTOR BUSINESS
EDDIE ANG IS LENOVO CENTRAL ASIA PACIFIC EXECUTIVE 
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CAFFÉ BENE
Year Founded: 2008
Key people: Kim Sun Kwon (founder and CEO)
Number of outlets: more than 1,600 stores 
worldwide with 105 franchises in the US alone

U
nderstanding how sensitive coff ee 
beans are to temperature and 
humidity, Caff é Bene has established a 
system that can regulate the 

temperature and humidity accordingly, thus 
preserving the taste and aroma of coff ee. 
        It is through the meticulous roasting and 
blending processes that Caff é Bene managed to 
provide the highest quality coff ee, along with 
other healthy food products that became the 
fancy of many. 
        The estimated initial investment of owning 
a franchised outlet of this cafe brand in Malaysia 
is RM 700,000 depending on location and size. 
Among other fees to consider is the royalty fee (5 
per cent of the outlet revenue) and advertisement 
fee which is 1 per cent of the revenue. 

PACIFIC COFFEE COMPANY
Year Founded: 1992
Key people: Fu Yuning (chairman) 
Number of outlets: more than 400 outlets

F
rustrated that he couldn’t get a great 
cup of coff ee when he first moved to 
Hong Kong fifteen years ago, Seattle-
based Thomas Neir decided to 

establish Pacific Coff ee Company. Today, the cafe 
franchise has expanded its wings to China and 
Malaysia. 
        With more than 400 outlets across the 
region, Pacific Coff ee has built an intranet 
to assist franchisees retrieve information for 
smoother operations. These information range 
from  local store marketing tools, promotional 
content to manuals. 
        A franchise agreement is typically off ered 
for  a term under 10 years, with annual plan on 
store development. Becoming a franchisee in Ma-
laysia or Singapore requires one to have a proven 
track record of financial data and suffi  cient 
resources, with immense passion in developing 
the brand through a multi-unit franchise plan.

DAL.KOMM
Year Founded: 2013
Key people: Park Sung Chan (chairman)
Number of outlets: 169 outlets globally

W
hat sets dal.komm apart from other 
coff ee chains is that it appeals 
customers by blending its coff ee not 

just using machines, but also music. Stepping into 
any individually custom-designed dal.komm 
outlet, customers will be welcomed with good 
music played from excellent bass speakers, warm 
lighting and musical-themed decoration. 
        This integrated cafe also has a “table order” 
system that allows customers to find the nearest 
store using their mobile phones and place order 
at their table without having to queue. 
        Right now, the company is in the midst 
of developing its “Cafe Franchise Payment 
Solution”. To be a franchisee in Malaysia, you 
must have a minimum capital of RM800,000, 
respect and abide franchise rules and regulations, 
and ultimately, be totally passionate about coff ee. 

T
he rise of affl  uent population 
who enjoy freshly made 
premium quality coff ee has 
created demand which has 
been feeding the spurt of coff ee 
chain cafes around the globe 
especially in Asia. These 
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TRUNG NGUYEN
Year Founded: 1996
Key people: Dang Le Nguyen Vu 
(chairman and CEO)
Number of outlets: more than 2,500 branches 
and franchised outlets globally

T
rung Nguyen’s secret recipe for its 
coff ee lies in the place it is bred. 
Vietnam’s highland region – where the 
perfect altitude, acidity of the soil, the 

natural drying conditions and temperature, works 
together to create a beautiful ensemble in the 
form of coff ee pods. 
        Seeing the coff ee’s potential to become a 
valuable commodity, its owners worked hard to 
revive the exotic coff ee. Today, Trung Nguyen 
is the biggest coff ee chain in Vietnam, beating 
Starbucks in both number of outlets and total 
customer turnouts. 
        Individuals interested in joining the brand 
as a franchisee will need to pay an initial fee 
between US$10,000 to US$20,000, depending 
on the size of the franchised outlet. The range of 
available units vary from 80 to 200 square metres 
and the franchise term ranges from 5 to 10 years. 
As for other fees, royalty and advertising costs are 
set at 6 per cent and 2 per cent respectively.

DOI CHAANG COFFEE
Year Founded: 2003
Key people: Panachai Phisailert 
(co-founder and managing director)
Number of outlets: 10 branches and  
228 franchised outlets

T he Akha tribe of Doi Chaang village in 
the northern highlands of Chiang Rai 
Province, Thailand has been cultivating 

premium Arabica coff ee for years. One day, Piko 
Saedoo, the tribal leader realised that they have 
been selling their hard work at an incredibly 
cheap price to the crafty coff ee dealers. 
        This revelation was made by Wicha 
Promyong, a successful entrepreneur. At the 
request of Piko, Wicha then dedicated his life to 
assist the hill tribe by congregating them under 
one union, with the purpose of achieving their 
full potential as coff ee producers. 
        The brand has now widened its influence to 
Cambodia, South Korea, Singapore, Myanmar 
and Malaysia. If you are interested in becoming 
a franchisee, the kiosk type “outlet” will  require 
a budget of at least US$60,000 with a royalty fee 
from US$200 per month (this diff ers according 
to the size of your establishment). 

OLDTOWN WHITE COFFEE
Year Founded: 1999
Key people: Datuk Ahmed Tasir 
(Independent Non-Executive Chairman)
Number of outlets: more than 200 
outlets in 13 countries

I
nitially, Oldtown only off ers 
conveniently packed white coff ee for its 
customers. As more people began to 
fall for the coff ee’s impeccable taste 

and delightful aroma, Oldtown decided to expand 
its business to include cafes. 
        Wanting to stay true to its Malaysian 
heritage, when Oldtown White Coff ee opened 
its first cafe in 2005, it went with the traditional 
kopitiam concept. Among its popular menus are 
signature white coff ee, nasi lemak, crispy toast 
and many other authentic Malaysian dishes. 
        In 2013, the company stepped it up a notch 
by partnering with M Boutique Hotel Ipoh for 
its first Oldtown White Coff ee Grand outlet, 
where customers can enjoy coff ee and food in an 
upscaled atmosphere. Typically, the franchise fee 
for each outlet is RM80,000 and a royalty fee of 
5 per cent and advertising fee of 3 per cent. 

consumers enjoy having a cuppa in a 
modern and comfortable environment with 
great ambience.
        According to Mintel’s Global New 
Products Database, between 2011 and 2016, 
the number of new coff ee products launched 
in Asia has risen by 95 per cent. In fact, three 

out of the five world’s biggest coff ee market 
are from the region. 
        Despite being a booming industry, 
the high competition calls for both brand 
owners and franchisees to work hand in hand 
in diversifying their products, marketing 
strategies and services to win the hearts of 

coff ee lovers out there. 
        This month, we will be looking 
at the leading Asian coff ee chains 
that are putting up a good fight 
against the current market leaders 
like Starbucks and The Coff ee Bean 
and Tea Leaf. 
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  UZBEKISTAN  IN FIGURES

Official name: The Republic of 
 Uzbekistan
Capital: Tashkent
Land Area: 448,978sq km
Population: 32,069,226
Languages: Uzbek, Russian, 
 Tajik, Karakalpak
Major Religion: Islam, 
 Christianity
Currency: Som
GDP: US$222.792 
 billion 
GDP per Capita: US$2,154
Unemployment:  8.9 per cent
Main Exports: Oil, natural gas, 
 gold, cotton, 
 radioactive 
 chemicals, 
 machine and 
 equipment, food, 
 copper
Main Export Destinations:  Switzerland, 
 China, Turkey, 
 Kazakhstan, 
 Russia 
Main Imports: Packaged 
 medicaments, 
 vehicle parts, 
 refined 
 petroleum, iron, 
 sawn wood
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UZBEKISTAN

U
zbekistan is one of 
Central Asia’s richest 
countries in history. Its 
cities, Samarkand and 
Bukhara, were the 
trade routes that 
congregate traders 
from East and West 
centuries ago. It then 
became the knowledge 
hub for Arabian 
Muslim intellectuals on 
the 8th century A.D. 
After the Mongol 
conquest hundred 
years later, nomad 
tribes spread across the 
land, started calling 
themselves Uzbeks. 
        After Uzbeki-
stan achieved its 
independence from the 
Soviet Union in  1991, 
the country’s economy 
gradually stabilised 
thanks to export com-
modities like natural 
gas, gold and cotton. 
As an eff ort to bring 
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 TIPS ON DOING BUSINESS IN UZBEKISTAN
   Greet and talk to the most important person in the room first. 
   When visiting your Uzbek business partners, you are

recommended to bring a gift. They highly appreciate 
small gifts like postcards from your country and other 
cultural items.  

   If you are bringing inexpensive gifts, you do not have to
wrap them. If they are of a high price, do wrap them nicely. 

   Businesses are generally open on Saturday mornings, but it
is advisable to make an appointment first.

   In the Uzbek society, harmony is emphasised. Therefore,
topics that may provoke clash of opinions like politics, 
religions or money are avoided in public. 

   Men shake hands and or do a forearm grip. Women do the
same but for friends and family, most would exchange two 
kisses (one on each side) on the cheek. 

   Out of respect, women are not expected to shake hands with
men. The way to greet an Uzbek woman is by bowing to her 
with your right hand placed over your heart.

   If possible, print business and company literature in Uzbek
or Russian language as not many are very good in English.

   It’s crucial to be well-groomed and have your clothes neatly
pressed when meeting your business partner. Otherwise, 
dress plainly as posh looking foreigners can be target 
for muggers.

   Securing an appointment with government offi  cial can be
challenging because confirmation is often made at the very 
last minute. You will need to be patient. 

   Punctuality is not emphasised in Uzbek culture. If your
Uzbek counterpart is late, it should be expected. 

Uzbekistan back on its feet, the 
country also became the member of 
the Organisation for Security and 
Co-operation in Europe (OSCE), 
International Monetary Fund (IMF) 
and Asian Development Bank.
        Most of Uzbekistan’s 
population reside in rural areas, 
thus they rely on agriculture to 
sustain life. Their main source of 
revenue is cotton. The Observatory 
of Economic Complexity (OEC) 
Index reported, cotton production 
in 2015 contributed to around 
13 per cent of the country’s total 
export. To support this growth, 
the World Bank even supplied 
approximately  US$700 million in 
loans to the Uzbek government. 
        Another important source of 
revenue for the country is Uranium. 
According to the World Nuclear 
Organisation, Uzbekistan is one 
of the world’s biggest uranium 
supplier, ranked at seventh place.  
        The country is currently 
looking at multiplying the produc-
tion of uranium - collaborating 
with Japanese and Chinese key 
players to develop programmes 
that mostly concentrate on black 
shale extraction. 

UZBEKISTAN ECONOMY
Once one of the poorest republics 

in the Soviet Union, Uzbekistan 
is now seeing a speedy economic 
growth, even alleviating many 
out of the grasp of poverty. In 
fact, data from the World Bank 
demonstrated that the population 
ratio of those who lived below the 
poverty line had decreased from 
27.5 per cent in 2001 to 17.7 per 
cent in 2012. 
        The country is seeing a 
steady progression in its GDP 
over the last ten years, showcasing 
a positive growth rate averaging 
8.3 per cent annually in the 2005 
to 2012 period, according to 
the EU-Central Asia Monitoring 
report. The Deutsche Bank even 
estimated that this annual growth 
will be sustained at between 7 
to 7.5 per cent over the medium 
term, backed by government 
funding and investment. 
        Initially, the Economist 
Intelligence Unit reported that “the 
government was hostile to allowing 
the development of an independent 
private sector, over which it would 
have no control”. The economy 
was massively state-controlled. 
        But over the years, 
especially upon the instalment 
of Uzbekistan’s new president, 
Shavkat Mirziyoyev, new moves to 
develop relation with the nation’s 

neighbours as well as bringing in more foreign investors has been 
adopted by the country.  
        As a matter of fact, Uzbekistan is now focusing on its integration 
into the world economic system. It is doing so by implementing policies 
that promote the inflow of foreign investments, as well as making sure 
that foreign resources, modern technologies, and managerial experience 
are made use of properly. 
        Such economic liberalisation facilitated the mushrooming of 
SMEs in Uzbekistan, creating more job opportunities. It also increased 
private income and helped cut poverty. In order to encourage private 
entrepreneurship and bring in external investment, the government 
is emulating the Grameen Bank of Bangladesh by establishing a 
microcredit programme to promote sector growth. 
        Notwithstanding the continuous attempt to variegate from cotton, 
it’s hard to do so considering that the country is the world’s fifth largest 
cotton exporter and sixth largest producer, as noted by the CIA World 
Factbook. Even the Korean banknotes are produced from Uzbek’s cotton. 
        However, the intense dependency on this “white gold” and the 
excessive use of pesticide to reap more profit is jeopardising Uzbeki-
stan’s water and soil. Water supply is decreasing, land is poisoned, and 
many rivers are half dry. To counter this, Uzbekistan has established the 
Country Partnership Framework with the World Bank for 2016 to 2020. 
        The framework, apart from aiming to increase Uzbekistan’s 
competitiveness in agriculture and revamping the cotton industry, also 
focuses on improving expanding private sector participation in the 
economy and improving Doing Business rankings. If the plannings are 
executed perfectly, entrepreneurs and investors can expect a growth in 
not just agriculture, but the entire private sector. 
        Gold is one of Uzbekistan’s main driver for economic growth. 
According to the USGS Minerals Review Yearbook 2009, Uzbekistan 
was the world’s ninth-largest gold producer. 
        The US Geological Survey 2013 reported that in 2012 alone, 
the country’s gold production was about 90 tonnes.  Most of the gold 
reserves are situated in the central Kyzylkum desert, where the largest 
open pit gold mine in the world – Muruntau gold deposit – is located. 
        In terms of other natural resources, Uzbekistan has copious 
vestal reserves of oil and gas. As such, it has been noted by the World 
Business and Investment Library that there are approximately 194 
deposits of hydrocarbons in Uzbekistan, including 98 condensate and 



 FUN FACTS
   Uzbekistan was once at the heart of the ancient Silk Road

trade route, connecting China with the Middle East 
and Rome.

   The economic trend is for urban residents to earn twice as
much as their rural counterparts.

   Pavlov or Plov, Uzbekistan’s national dish was said to be
invented by the cooks of Alexander the Great. 

   Visas are required for all tourists except for passport holders
from countries of the Commonwealth of Independent 
States (CIS).

   Uzbekistan is a double landlocked country – it is surrounded
by other landlocked countries, meaning that its rivers never 
lead to the sea.

   Vozrozhdeniye, now a ghost island, was a secret biological
test site used by the Soviet during their era. 

   The largest sector of the Uzbekistan economy is
agricultural and animal herding, accounting for 28 per cent 
of the labour force. 

   According to archaeologists, Uzbekistan is one of the most
primitive places of human habitation. It has been occupied 
since the Palaeolithic era. 

   The Uzbeks believe that turning bread upside down will
bring you bad fortune.

   Uzbekistan allegedly have the best melons in the world. 
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Uzbek or Russian, it might be a 
good idea to travel there with a 
translator or a guide. 

ETIQUETTE AND CUSTOMS
INTERACTION AND PERSONAL SPACE 
The communicative abilities 
of Uzbeks are often indirect. 
making it confusing for foreigners 
to communicate with them at 
times. They are intimate and 
close talkers – typically standing 
nearer than an arm’s length when 
conversing with others. 
        While in many parts of the 
world it might feel weird to see a 
pair of heterosexual men holding 
each other’s hand, it is totally 
acceptable in here in Uzbekistan. 
Holding hands with people of the 
same gender indicates closeness 
and comfortability between friends. 

SOCIAL HIERARCHY AND RESPECT Respect 
for the elderly is highly regarded. 
An Uzbek never yells or insult his 
parents. It is considered impolite to 
not add –opa (for a woman) or –
aka (for a man) to an elder’s name, 
even if the person is just a year or 
two older than you. 
        In application, Zumara would 
be Zumara-opa, Alisher would 
be Alisher-aka. If you don’t know 
the person’s name, it might be 
wise to just call them opa or aka. 
Additionally, –jon is also a term 
of endearment added to a man’s 

name; –hon for women. 
        To show respect, an Uzbek 
would always let a person of higher 
status to enter and leave the room 
first. Thus, do not be surprised if you 
encounter a scenario where you see 
a group of Uzbeks pausing before 
entering a building to insist that 
someone else enter first.

FOOD TABOO Because the country is pre-
dominantly Muslims, many Uzbeks 
do not consume pork and alcohol. 
Washing their hand thoroughly 
before each meal is compulsory as 
cleanliness is deemed paramount. 
        The guest of honour is always 
the person to eat first, only once 
he has taken his food will the 
others take their portion. It is also 
considered rude on the part of the 
host to fill a guest’s glass more than 
half full, as it means that you want 
the person to leave. 

EXTREME HOSPITALITY Generally, Uzbeks 
are very generous to their guests. 
When a stranger arrives at an Uzbek 
household, he is first invited and 
off ered tea and other refreshments. 
Only then does the host ask who the 
guest is and why he has come. 
        Not many in the outer city 
area have been in contact with 
foreigners. But if you are coming 
for a visit and to learn their culture, 
they would be very thrilled to 
entertain you despite the lack of 
ability to communicate in English. 

natural gas deposits and 96 gas condensate deposits. Many of these 
deposits are untapped. Such untapped resources attract investments 
from multinational corporations, such as China National Petroleum 
Corporation, Petronas (Malaysia) and Gazprom (Russia). 
        Uzbekistan was also the third largest natural gas producer in 
Eurasia, following Russia and Turkmenistan. Although in recent years 
there has been an increase in domestic gas consumption, Uzbekistan 
is still actively exporting the resources to countries like Russia and 
China. Undoubtedly, this newly adopted open-market policy will bring 
more economic growth for Uzbekistan. 
        The International Energy Agency (IEA), in a study on Caspian Sea 
region’s oil and gas supply potential contends that Uzbekistan’s energy 
sector will incline at a rate of 3 to 4.5 per cent until 2020, and at low 
times, the energy output is expected to grow 1.8 per cent each year.
        The country is currently relying heavily on natural gas and fossil 
fuels (i.e. approximately 90 per cent of its generated power). Worried 
that the depletion of natural sources may put the nation in a tough 
spot in the future, in May 2017, the government has approved a 
renewable energy programme worth US$81 million. It aims to raise 
another US$5.3 billion from foreign investors to to develop hydro, 
solar and wind power through 2025.

LANGUAGE
Uzbek is Uzbekistan’s offi  cial language. It falls under the Karluk 
branch of the Turkic language tree and has an interesting history in 
ways it was written. 
        The language was first written using Arabic scripts due to 
Arabian Muslims’ influence. But when Uzbekistan was occupied by 
the Soviet Union, they replaced the Arabic script with a Latin one. 
        Twenty years later, Cyrillic orthography (lettering used to write 
in Russian and other Slavic languages) was imposed by the Soviets. 
Now, Uzbeks are back to using Latin alphabets to write Uzbek. 
        Although Uzbek is spoken by about 75 per cent of the 
population, Russia is now slowly gaining more popularity in the 
country, as it is the lingua franca of Central Asia. Uzbek predominate 
rural areas, but many are utilising Russian as the language of 
commerce and science. 
        Despite this diglossia, many Uzbeks can speak both Uzbek 
and Russian. Not many Uzbeks speak English, so unless you speak 
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        This might seem like pigeon-feed, 
however when targeting thousands of SMBs 
who are more vulnerable to attack than larger, 
more well-equipped enterprises, the figure 
quickly adds up, making SMBs lucrative, low-
hanging fruit.
 
SMBs STILL LACK KNOWLEDGE
Despite the increasing frequency of 
ransomware attacks worldwide, our survey 
highlighted that awareness of the threat among 
business owners in the region is still very low, 
with only 38 per cent of small businesses cited 
as having “some knowledge”. 
        This lack of knowledge and 
understanding could also be responsible for 
the increasing frequency of attacks – as SMBs 
remain easy pickings for attackers.
        The survey also showed that an estimated 
US$301 million was paid to ransomware hack-
ers from 2016 to 2017, which is a real concern, 
with more SMBs in APAC paying the ransom 
(42%) compared with 35 per cent globally. 
        This continues to be a major problem, as 
when a business pays the ransom, it sends the 
wrong message to attackers, letting them know 
that the business in question has money, and 
values its data. We believe that it is businesses 
paying the ransom that also encourages ‘cyber 
extortion,’ or where the same business is 
targeted by the same attacker several times.
It's also important to remember that paying 
the ransom, does not guarantee you will regain 
access to your data.
        Lastly, it’s worth mentioning that it’s 
possible that we will never know the true 
impact that these attacks are having on SMBs 
in APAC. According to results, it was SMBs 
in this region who were the least likely to 
report attacks to the authorities. 79 per cent 
respondents from APAC never reported the 
attacks, compared with 68 per cent globally.
 
DOWNTIME IS A REAL ISSUE
75 per cent of MSPs reported having SMB 
clients who experienced business-threatening 
downtime resulting from ransomware attacks. 

R
ansomware continues to 
make headlines across the 
world, with attacks like 
WannaCry and NotPetya, 
proving that any business, 
no matter how big or 
small, can be a target.

With this in mind, we asked more than 1,700 
managed service providers (MSPs) who work 
with more than 100,000 small-to-mid-sized 
businesses (SMBs) in Asia-Pacific (APAC) and 
across the world, to take part in our State of 
the Channel Ransomware Report.
        The report is the largest survey of its 
kind. It has a purpose to find out what MSPs 
are seeing on-the-ground, and provide us 
crucial insight into the trends and attitudes 
around this issue.
        This is the second year we conducted the 
survey. Here’s what we found:
 
RANSOMWARE ATTACKS ON 
SMBs ARE ON THE CLIMB
The survey highlights an increase in the 
number of ransomware attacks targeting SMBs 
in APAC and across the world, with 99 per 
cent of respondents predicting an uptick in 
attacks over the next two years.
        A huge 97 per cent of respondents 
reported that ransomware attacks were 
significantly more frequent in 2017, than in 
previous years. 
        86 per cent of respondents cited that their 
small business clients had been victimised by 
ransomware within the last two years, and 21 
per cent reported that six or more attacks had 
eff ected clients over the last year. Worryingly, 
a whopping 26 percent of MSPs also cited 
multiple attacks against clients in a single day.
        In APAC, these numbers were higher with 
93 per cent of MSPs reporting ransomware 
attacks from 2015 to 2017 vs globally (86 per 
cent) and 75 per cent of MSPs in this region 
reported attacks in the first to second quarter 
of 2017, which was higher than the global 
average (60 per cent).
        So why are SMBs a target? Today we see 
an increasing number of attacks demanding 
ransoms worth US$2,000 or less, primarily 
targeting SMBs. ROB RAE IS DATTO VICE PRESIDENT

The truth is, the impact of downtime can 
aff ect SMBs far more than the cost of ransom 
requests, often resulting in loss of sales, 
productivity and reputation.
        As we’ve seen by the flurry of 
ransomware attacks this year, attackers 
continue to outsmart today’s top security 
solutions, making backup and disaster 
recovery essential. Survey results showed that 
with a reliable backup and recovery solution 
(BDR) in place, 96 percent of MSPs reported 
that clients were able to fully recover from a 
ransomware attack.
 
SOFTWARE-AS-A-SERVICE (SaaS) IS A GROWING 
TARGET FOR RANSOMWARE ATTACKS
It’s clear that no industry, operating system 
or device is safe from these attacks. Among 
the industry verticals who are targeted most 
by ransomware attacks are construction, 
manufacturing, healthcare, professional 
services and finance. 
        Results also showed that SaaS 
applications are a growing target for 
ransomware attacks, with Dropbox, Offi  ce 
365 and G Suite being most at risk.
        In APAC, 42 per cent of MSPs reported 
cloud-based application ransomware attacks, 
which is higher than the global average (26 
per cent). 

BY 
ROB 
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through implementing a NGAV solution and 
protecting accounts with the use of multi-factor 
authentication. 

WHAT SECURITY WEAKNESSES DO SMEs HAVE 
THAT LARGER COMPANIES TEND NOT TO?
The biggest security weaknesses for SMEs are 
often limited financial and human resources. 
The cost to implement above-average security 
often exceeds an SME’s budget for the 
financial year. However, business leaders need 
to keep in mind that as their businesses grow, 
costs are bound to increase in parallel. 
        A survey pointed out that the cyberse-
curity sector’s global workforce shortage is 
projected to reach 1.8 million by 2022. 
        As such, security skillsets can be tough 
to source and are often expensive. Very few 
capable security professionals are willing to be 
the lone security person on staff , putting SMEs 
under more pressure. 
        The alternative method is to leverage 
on free and cost-eff ective solutions available 
today, including NGAV solutions. These 
solutions enable SMEs to maintain a robust, 
industry-standard cyber infrastructure without 
having to break their budgets.

SHOULD THEY BE UPDATING THEIR OPERATING 
SYSTEM? Upgrading operating systems (OS), 
while considered a best practice, is not by itself 
necessarily worth the cost. 
        For many modern OS, enabling the 
additional security configurations require a 
new level of maintenance that often exceeds 
those the business might gain from using 
specific security software. 
        So, in principle, updating outdated OS 
(especially those that are end-of-life) is a good 
practice, but it should not be the lone security 
measure considered.

HOW TO GET PROTECTION FROM CYBERATTACKS 
IF THEY CAN’T AFFORD A DEDICATED SERVICE?
SMEs should leverage their small size as an 
advantage and keep it simple by implementing 
clear-cut security protocols that all employees 
should adhere to. If an SME allows employees 
to bring their own devices, it may breed 

I
n the wake of the 
WannaCry ransomware 
attack and a continuous 
news flow around 
successful attacks on high 
profile companies, SME 
owners may be concerned 

about the imminent threats and how they can 
go about defending themselves. 
        According to Zurich Insurance Group’s 
fourth annual global SME survey, only 5 per 
cent of SMEs are confident they have suffi  cient 
and up-to-date IT measures in place to protect 
themselves against cybercrimes. 
        This is an alarmingly low number and 
points to the need for us to address some 
of the common questions and concerns that 
SMEs business owners may have around 
the building of a robust cybersecurity 
infrastructure that can help them weather the 
ever more frightening cybersecurity storm.

WHERE SHOULD SMEs BE INVESTING MONEY 
FOR THEIR TECH SECURITY? Historically, legacy 
antivirus has been a staple of security and 
currently, the market is experiencing a natural 
evolution to next-generation antivirus (NGAV). 
        SMEs should be looking to upgrade from 
ineff ective, signature-based legacy antivirus to 
an NGAV solution that can provide visibility 
across the enterprise. This is critical for 
tackling today’s sophisticated cyber threats 
that can easily escape detection by traditional 
antivirus.
        If SMEs are looking for a way to boost 
their security postures, implementing a free, 
two-factor authentication or anti-phishing-
based email services for corporate emails will 
make it harder for attackers to gain access to 
sensitive information.

WHAT ARE THE PRIORITIES? SMEs should look 
to protect their most valuable assets – data. 
It is very rare that attackers are able to access 
data directly. Instead, they look to compromise 
endpoints, which includes laptops, desktops, 
point-of-sale (POS) systems and mobile devices 
or accounts belonging to specific employees 
within a company. 
        This could be either higher-level 
employees who possess confidential data that 
can be held ransom, or simply an employee 
that has a track-record of being careless with 
their security hygiene. 
        SMEs can make simple and well-worth 
investments to protect access to endpoints 
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problems across the business. 
        By keeping the environment homogenous, 
and implementing and sticking to security 
standards, SMEs can go a long way in 
establishing good security hygiene. 

WHAT CAN HAPPEN IN THE WORST-CASE 
SCENARIO? SMEs are built on their brand 
and reputation. Unfortunately, these smaller 
businesses are unable to absorb the same 
brand damage associated with a breach that 
larger organisations can. 
        One compromise can have a much bigger 
impact and potentially cripple an SME. One 
wire transfer that doesn’t come in because it 
was redirected to an attacker’s account has the 
potential to bankrupt the business. While this 
may not be a common scenario, it is certainly a 
fear that keeps SMEs awake at night.
        Simple measures can be put in place to 
keep SMEs secure and this advice should help 
SMEs to feel more confident in their ability 
to successfully defend themselves in a world 
experiencing ever more cyberattacks. 
        Although we more commonly hear big 
brands being breached today, SMEs must keep 
in mind that cyberattacks are inevitable to any 
business and investment in defence should be 
a key priority. 
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Sue Barrett is a sales expert, 
writer, business speaker and 
adviser, facilitator, sales 
coach, training provider and 
entrepreneur. Sue founded 
Barrett in 1995 to positively 
transform the culture, 
capability and continuous 
learning of leaders, teams and 
businesses by developing sales 
driven organisations that are 
equipped for the 21st Century. 

ignoring the tried and true tasks required to grow sales.
        Getting back to basics in the B2B sales space means:
  Defining what type of clients you want for your business.
  Knowing: WHO you need to be in front of? HOW do you need to

make contact with them for? HOW OFTEN you need to do it?
  Use your networks (where appropriate) to research and target specific

referral sources, prospects and industry contracts.
  Prospect, prospect, prospect for new business opportunities – for

most people that means picking up the phone and calling both new-
to-business and existing clients directly to make an appointment and 
secure a meeting.

  Meet the client or prospect – find out what they really need and how
they want to work with you.

  Deliver on what you say you will.
  Follow up with a blend of purposeful phone calls, face-to-face meetings, 

emails and other valued add support that they can benefit from.
  Don’t make assumptions– speak to people directly and regularly

communicate in person.
  Use resources such as social media and a CRM with purpose to help

you forge meaningful connections and networks.

Getting back to basics does not mean throwing the baby out with the 
bathwater, it just means that while we integrate new methods into sales, 
we need to make sure we are still doing the necessary ‘basics’ to keep the 
sales momentum going. 
        At this point, some of the main things we see social media adding 
great value in are building networks, getting a message out, getting 
access to information and opinions, getting your brand out there, and 
stimulus response activities.
        But as yet (and quite possibly never), do I see social media as a 
replacement for purposeful prospecting, purposeful client meetings, and 
purposeful business relationships.
        The key word here is purposeful. Social media is most eff ective in 
sales when it is applied with purpose and in context of a bigger picture 
and plan. So, as we go back to basics, I think we need to question 
ourselves as to the purpose of our actions. 
        For instance, with more people accessing Facebook and LinkedIn, 

are we building business 
networks that will lead to better 
business opportunities via 
qualified contacts or are we just 
building networks for the sake 
of showing off  a large number 
of contacts, i.e. I have the most 
number of “friends” syndrome.
        So, I ask you these 
questions:
  How purposeful are your

social media activities to 
your business?

  How can we make social
media work for us in 
business rather than 
becoming a slave to it?

  How can social media
enhance or hinder the 
sales eff orts of business, 
especially B2B?

I urge sales people to continue 
with the fundamental basics 
that still give a real return and 
integrate, where appropriate, 
sales push and pull strategies.
        Does this mean ignore 
social media? Not at all. It 
means that we need to put it 
into perspective. So, let’s get 
back to the basics that make us 
real sales and real relationships 
with the clients we want to 
work with.
        Remember, everybody 
lives by selling something. 

I
like to keep on top of 
what is current, what is 
emerging, and what is still 

an idea. This is why I make time 
each week to do research as it 
helps me navigate my way around 
the present and into the future. 
        However, I am finding there 
is so much to read, so much to get 
my head around, and so much to 
integrate into my business that it 
can take up a lot of time… and it 
only seems to be increasing.
        This is why I want to get back 
to basics.
        As I wade through all of the 
information on social media, I 
predominantly want to get answers 
to a few simple questions:
  How can it help make us better

quality sales? 
  How can it help forge better

relationships with our clients?
  How can it help us be more

eff ective and competitive in the 
marketplace?

  How can it support our business
strategy and make our lives 
easier (work smarter not 
harder)?

  How can it support our brand
and increase visibility?

While there are fantastic benefits 
to social media, many of our B2B 
clients are reporting that their sales 
teams are getting distracted and 

BACK TO 
SALES 
BASIC
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SIX REASONS TO 
“FIRE” CLIENTS

A
mericans are passionate 
consumers and acquirers 
of things. The Los 

Angeles Times once reported that 
our homes contain an average of 
300,000 items! At the same time, 
we are fascinated with getting rid 
of our stuff . 
       The book The Life-Changing 
Magic of Tidying Up, written 
by Japanese home organization 
expert Marie Kondo, is a global 
best seller. 
       Apparently, 4 million of us 
want help eliminating the objects 
in our lives that do not, as the book 
says, “spark joy.” This speaks vol-
umes about our consumer culture, 
but it also reveals an underlying 
obsession with cyclical change: 
We purge the old to bring in the 
new. And we are hungry for expert 
advice about how to pull it off .
       As consultants, we advise our 
clients in professional services 
to consider “firing” the bottom 
10 to 15 per cent of their clients 
every two years. That’s because 
although many of these clients 
made sense at a diff erent point in 
their growth and our own, they 
no longer provide support or are 
even profitable. 
       In the corporate world as 
well, we advise that our clients 
to triage their customers, so that 
the most attention can be paid to 
and the highest investment made 
in the most loyal and highest 
potential customers.

       We would never advise abandoning all customers! And we don’t 
advise you to abandon all habits. But some relationships are holding you 
back, and some people are taking advantage. 
Which relationships should you continue to develop, and which should 
you gently let go? In business, we recommend that customers be referred 
elsewhere (fired) when they:
1.  Are problem-prone and complain about trivial matters.
2.  Don’t present any more potential business.
3.  Don’t refer business.
4.  Are no longer profitable.
5.  Are engaged in unethical or questionable activities.
6.  No longer match your mission statement and values.

Of course we don’t recommend that you jilt longstanding clients or old 
friends simply because they aren’t your style anymore. 
       Many of our successful clients have outpaced their peers in income 
and social status. The happiest among them know how to maintain old 
relationships without awkwardness. They gain more respect, not less, by 
keeping their old connections.
       When we talk about relationships to eliminate, we are talking 
about relationships that are consistently, poisonously negative, and are 
extremely unlikely to change. 
       This category includes people who regularly belittle us, people 
consumed by addiction, or people who make dangerous ethical lapses 
that could compromise our livelihoods. It also represents relationships 
with groups that are bringing us down. 
       We suggest dropping memberships in organisations that are down-
ers, meant only for commiseration and cementing a sense of victimhood. 
We also suggest avoiding negative or depressing publications. 
       If quitting them cold turkey is hard to do, realise that you can 
achieve just about the same eff ect by drastically restricting your time with 
them in frequency, duration, and intensity.
       In professional settings, it’s not terribly hard to cut ties with people 
or groups who are bringing us down. Eliminating a long-term, personal 
relationship is much harder, of course. Sometimes it isn’t even possible.
       We sometimes must accept coworkers who complain or lash out. 
Perhaps the person comes with the job. Many people love their work so 
much that they’ll accept a boss who does this. (Yet if you don’t love your 
work, that’s a futile tactic.) It’s almost impossible to ignore a hovering 
mother or domineering father (or vice versa).

Unless we decide we’re going to 
cut them off  forever, we have to 
find a way to accept the feuds at 
family gatherings — or the other 
trouble they tend to cause. We 
can anticipate these dynamics, 
prepare for them, and be at peace 
in our tolerance of them. If we 
don’t accept the things we can’t 
change, we’ll forever be stressed 
and unhealthy.
       Eliminating relationships from 
our lives isn’t — and shouldn’t be 
— a cut-and-dry task. We suggest 
doing it gradually and in most 
cases not stopping abruptly. Here 
are some questions to consider as 
you attempt to eliminate certain 
relationships:

1.  What life do I envision for
myself a year from now? Is this 
relationship helpful or hurtful to 
that vision?

2.  If I had the chance, with whom
would I like to meet and 
develop a relationship? Is this 
relationship hindering progress 
in that direction?

3.  With regards to this
relationship, what am I 
accepting as a necessary evil 
or as an obligation I impose on 
myself?

4.  And, finally, when it comes to
making decisions about keeping 
or eliminating this relationship, 
am I using my own metrics 
for progress and success or 
someone else’s? 
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        I’m careful not to put specific items in the box, but concepts. For 
example, “Managing Other People” often ends up in “Bad – Dislike” box 
when I realise, through my forward calendar review, that I have a set of 
activities where I’m managing others. 
        Or, instead of Good-Dislike: Company X Board Dinner, I end up 
writing “Board Dinners” in the Good-Dislike Category.
        To be more specific, I deeply dislike managing others. While I 
might have been good at it a long time ago, and I could also likely be 

good at it if I worked at it, since it’s in the 
Dislike category, I don’t want to work on it. In 
contrast, I like “Leading Other People” and 
am good at it.
        Part two is a personal reflection. Instead of 
being prompted by my calendar, I sit quietly and 
think about the things I’m doing that I dislike. 
I’ll often talk to Amy about this as she knows 
my Good Bad Like Dislike better than anyone 
on the planet. 
        This is a particularly hard exercise for 
me because I often rationalise that I should 
be doing things in the Dislike category. I 
often overrate my ability on certain things 
that I feel that I should be good at, so they 
land in the Good category instead of the Bad 
category. Having a fair witness* in one’s life 
helps with this.

        Part three of the exercise is to take specific action around the high-
level categorisations. Since I used my calendar to stimulate the review, 
I have my next three months in the front of my mind. I can then take 
specific actions. 

        For example, I systematically 
decide not to do any board 
dinners in the future. Or, 
I change the management 
structure around the project that 
I’ve ended up managing so that 
I’m a participant in the project 
instead of the manager.
        I just did this over the 
weekend as I was considering 
what 2018 was going to look 
like for me. I’m also sneaking up 
on v52 of myself, so it’s a good 
time for me to think about these 
kinds of things.

*Note: A fair witness is a character 
type from the 1961 science fiction 
novel Stranger in a Strange Land by the 
American author Robert A. Heinlein. A 
fair witness is an individual trained to 
observe events and report exactly what 
he or she sees and hears, making no 
extrapolations or assumptions. 

GOOD BAD 
LIKE DISLIKET

here’s a magnificent 
exercise that I like to do 
for myself on a periodic 

basis. I’m sure it has a more 
formal name but I call it “Good 
Bad Like Dislike.”
        I create a two by two matrix 
that looks like this:

I then go through my calendar for 
the next few months as a starting 
point to stimulate things to put in 
each box. 
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Service” books and founder of 
UP! Your Service. 

I
’ve seen many 
organisations invest years 
and spend a lot of money 

on service training for their 
employees. The intention is always 
the same: to deliver service 
excellence, and to create a 
sustainable service culture.
        Yet time and again, I’ll ask 
leaders, “What does service excel-
lence mean to your customers, and 
to colleagues inside your organisa-
tion?” Often, even inside the same 
organisation, each person I ask will 
off er a slightly diff erent answer.
        This is a waste of time and 
money. It makes no sense to train 
employees to deliver excellence 
in service when an understanding 
of what excellence means is not 
completely clear.
        So what should your 
organisation do? How can you 
ensure everyone is on the same 
track, and that everyone is moving 
consistently forward on that track 
towards better and better service?
        First, every employee should 
understand certain fundamental 
service principles. Each service 
provider throughout the entire 
organisation, serving inside and 
serving outside, must learn the 
same service principles, and 
then be educated to apply these 
principles to their own service role. 
        Each team member should 

senior level of an organisation.
        Now, let’s go to the front 
line. Imagine you’re working in a 
call center. How do you provide 
excellence in service?
1.  The expected way: You off er an

average level of performance 
by answering in a bored tone, 
“Good morning, this is so and 
so, how can I help you?”

2. An even more basic way: You
pick up the phone after many 
rings, with a rude tone to your 
voice, “Yes, can I help you?”

3. Or you could step UP! You
answer the phone with a 
positive, friendly tone every 
time, “Hello! Thank you for 
calling (our company). This is 
(your name), How may I help 
you today?”

Here the language, the same 
fundamental service principle 
– The Six Levels of Service 
– is being applied to the very 
front line.
        The benefit of building 
a common service language 
throughout your organisation 
is this: when you ask the 
organisation to step up and deliver 
service excellence, everyone has 
the same understanding.
        Service Excellence is taking 
another step UP to create a better 
experience for someone else. 

feel enabled (by service education) and empowered (by service 
leadership) to consider the expectations and values of who they serve.
        When everyone shares a common understanding of service 
excellence and fundamental service principles, then you can create a 
highly eff ective “common service language”. This is essential for all 
employees, from the most senior leaders to the newest member of the 
front line. 
        Fundamental service principles must be the same across the 
organisation. It’s how these principles are applied that varies from 
situation to situation and from position to position.
        One example of a fundamental service principle is what we call 
“The Six Levels of Service”: from terrible and merely basic service at 
the bottom, through expected and desired service in the middle, to 
surprising service and even unbelievable service at the top.
        Let’s apply these Six Levels right now. Imagine you’re the CEO 
of a large organisation. You want to implement a new service strategy 
throughout the organisation and demonstrate service excellence to your 
team as you do it. 
        So how do you communicate this change? Do you delegate it or 
demonstrate it? What level of commitment do you bring?
        Here are three possible scenarios:
1.  You can do it in the expected way: You set the plan, pass it to

corporate communications, and let them roll it out – after all, it’s 
their job.

2. You can do it even worse by doing the bare basic: You write the plan,
and get your assistant to pass it around.

3. Or, you could step UP and take more personal responsibility for
getting your new service plan up and running. You can use personal 
videos and face-to-face meetings to introduce the new ideas. You 
can role model the new strategy every chance you get. You can 
participate in panel discussions and provide time for employees to 
ask you very specific questions about it. You get involved and stay 
involved. You bring the service plan alive. And to your employees 
that is at least what they desire, may be surprising, and could even 
(based on your prior behavior) be seen as Unbelievable!

That’s an example of applying The Six Levels of Service from the most 

FUNDAMENTAL 
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WHAT’S 
STOPPING 

YOU FROM 
STARTING 

YOUR OWN 
SMALL 

BUSINESS?

As a sought-after corporate 
speaker and comedian, 
published author, talk radio 
host, syndicated business 
columnist, and self-professed 
Mama's Boy, Tim's unique 
perspective is enjoyed by 
thousands who listen to his 
radio show, read his books 
and columns, and hear him 
speak every year.

BIZSTART     WITH TIM KNOX

I ’ve never been one to 
push people in a direction 
I didn’t think they were 

meant to go.  I’m not so egotistical 
that I think I know what’s best for 
anyone other than myself.
        On the other hand, I counsel 
with many new and old entrepre-
neurs and if I feel they are on the 
wrong path – a business idea that’s 
not viable, unrealistic expecta-
tions, a personality not cut out for 
business – I feel it’s my duty to give 
them my open and honest opinion.
        Sometimes my advice is taken 
well, sometimes not. In the end, it’s 
up to the entrepreneur which path 
to take and to accept responsibility 
for their journey.
        Every now and then I run 
across someone who I think should 
start their own business. I can feel 
their passion or love their idea 
or just think pursuing a business 
would be the best thing for them.
        Still, not everyone I counsel is 
willing to jump headlong into their 
own business and that’s just fine. 
I never push, only suggest. And I 
never say “I told you so”… at least 
not out loud.
        If they start making excuses 
as to why they shouldn’t start a 
business rather than giving reasons 
why they should, I just close my 
mouth and let them talk themselves 
out of the idea.
        It’s not my job to convince 
them to start their own business. 
That’s a decision only they 
can make. Still, I think many 
potential entrepreneurs never give 
themselves the chance to explore a 
passion or idea that might result in 
an awesome business. Call it fear 
or call it practicality, the outcome 
is usually the same. 
        They drive all thoughts of 
entrepreneurship from their head 
and go back to their day job. They 

decide entrepreneurship just isn’t for them. And if that’s truly what’s in 
their heart, then that’s the right decision to make.
        Along the way I’ve heard every excuse in the book for not starting a 
business. Here are a few of the most common.

“I don’t have time to start a business.”

I hear this one all the time from people who spend three hours a night 
parked in front of the TV or playing video games. Sorry, couch potato, 
you get zero sympathy from me.
        You must make time for what’s important, so if starting your own 
business is important to you, find the time to make it happen.
I started my first business from the corner of my tiny bedroom working 
between the hours of ten at night till whenever I passed out in the wee 
hours of the morning. Then I’d get up and be at my day job at 8AM. I’d 
work on my lunch hour and on weekends.
You’ve only have so many hours in the day not committed to work or 
sleep. Use them to the benefit of your business.

“I don’t have the money to start a business.”

Many people are under the misconception that to start a successful 
business requires piles of cash. Nothing could be further from the truth. 
In fact, having too much available capital can kill a business faster than 
having to bootstrap.
        When money comes easily, it is spent easily; usually on things that 
have no bearing on the success of the venture, like $2,000 flat panel 
monitors and $1,000 Herman Miller chairs and $300 business lunches 
that have nothing to do with business.
        Many of the Forbes 100 were started for less than $10,000; many 
for less than $1,000. When you start a business you should do so for as 
little money as possible. Put your money toward the things that are vital 
to starting the business and back burner everything else.
        Become an expert at stretching every dollar until it screams. 
Instead of tying up your money in inventory, try to negotiate 90 day 
terms with suppliers. Instead of paying for things like fancy desk chairs 
park your can on a milk crate until money starts rolling in. Instead of 
signing a lease for offi  ce space that will tie up your first born for three 
years, work from your kitchen table.

“There’s no guarantee that my business will succeed.”

When I hear this one I immediately know that I’m not talking to a 
sincere entrepreneur.
        Let’s be honest, everyone would start their own business if they 
had a 100% guarantee of success, but very few would bet the farm on 
their own business knowing that most small businesses fail within the 
first five years.
        I knew that statistic going in and so do every other entrepreneur 
who threw caution to the wind and dove in with both feet.

        Fear of failure is the number 
one killer of success.  But 
understand this: if you never fail, 
you will never succeed.

“I’m not smart enough to start 
a business.”

If starting a business was rocket 
science all businesses would be 
owned by rocket scientists. You 
don’t need an MBA to start a busi-
ness. Many entrepreneurs, includ-
ing me, never even went to college. 
I drove by a college once. It looked 
really hard so I kept going.
        Business success depends 
more on common sense than book 
smarts. Don’t cut yourself short 
just because you don’t have an 
acronym after your name. There 
are a thousand other reasons 
why people don’t start their own 
business, but they all usually come 
down to one thing: fear.

Fear of failure…
Fear of losing their investment…
Fear of the unknown…

Fear is the killer of ambition. 
That’s what separates the true 
entrepreneurs from everyone else. 
“Normal” people are afraid of 
failure. Entrepreneurs are afraid of 
failing to try. 



Dave Kurlan is a best-selling 
author, top-rated speaker and 
thought leader on sales devel-
opment.  He is the founder and 
CEO of Objective Management 
Group, Inc., the industry
leader in sales assessments 
and sales force evaluations, 
and the CEO of David Kurlan 
& Associates, Inc., a consulting 
� rm specialising in sales 
force development. 
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HOW 
COMPANIES 
ROUTINELY 
SHORTCHANGE 
THEIR OWN 
SALES FORCE

publications and blogs.
        On the other hand, 
investing in the sales force is 
either a complete unknown 
to them, or if they had a bad 
previous experience, a potential 
waste of time and money.
        Of course they can do 
both but companies tend 
to focus on one significant 
initiative at a time.  Consider  
the fact that most tech 
company founders and CEO's 
are technical themselves and 
you can easily understand 
why they usually choose 
to put their resources into 
product development.  
        That's why their choice 
of Sales Leader is so crucial.  
Tech companies need sales 
leaders who will fight for 
resources, fight for the best 
training, fight for the best 
coaching, fight for the best 
tools, fight to hire the best 
salespeople, fight for more 
money, and fight for time.  
Nice sales leaders are nice 
to have but demanding sales 
leaders are essential. 

T
he classic, "build it and 
he will come" from the 
movie Field of Dreams, 

applies to business too. Every day, 
companies invest so much of their 
funding into making their 
products better under the belief 
that if their product is the best, 
people will come.
        While that approach has 
worked with iPhones and iPads, 
you’ll be hard pressed to find 
another product that people 
literally line up to buy.
        I see technology companies 
especially making this mistake; 
where they achieve very good 
growth for the first several years 
until they hit the wall.  Then they 
raise money, invest it in bettering 
their product, market to show 
how much better their product is 
compared to their competition, 
and then don't understand why the 
growth doesn’t start up again.
        Early on, their salespeople 
succeeded at selling to the low 
hanging fruit - the people that 
raised their hands because they 
needed or wanted the product.  
When the salespeople run out of 

low hanging fruit, sales stall as they struggle to convert prospects who 
see the product as nice to have, but not must have. 
        That's when most companies change gears and begin to innovate 
and invest in their product when in fact, they really need to innovate and 
invest in their sales force.
        I can speak from experience.  At Objective Management Group 
(OMG), we work on improving our own product every single day in 
order to maintain our huge advantage over every other assessment 
that could be utilized for assessing salespeople.  
        Our assessment is cutting edge, worlds beyond what any other 
assessment company can provide, and literally the most accurate and 
predictive sales assessment in the world. 
        Unfortunately, we are well aware of the fact that our new features 
and enhancements won’t sell a single additional sales force evaluation or 
candidate assessment. 
        There is a benefit to continued innovation and development.  It 
makes our partners feel more confident about what they provide to their 
clients and it makes us proud, but we know that those enhancements 
won't be the reason for a single additional client to use it.
        Why?  If they really have a problem that only we can solve they 
would have bought the product we had 35 versions ago.  And if for them, 
it’s only nice to have, our version two years from now won't be any more 
desirable than today’s version.
        So why don't companies get this?
In my opinion, it is because they can have a sense of control when they 
invest in their product.  
        In other words, they know that if they invest x amount of time, 
y amount of money, z amount of research, and n amount of testing, 
their next product iteration will be exponentially better than the 
current version and that will attract additional investor money, 
make it easier to recruit, and get better product reviews in the trade 
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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.

INCENTIVE 
SYSTEMS-

CAN MAKE OR 
BREAK YOUR 

COMPANY

are happy taking home the bonus money while you are getting the 
production you deserve with minimal total payroll costs. (If a worker 
produces 200 lines per hour vs. 100, you are in eff ect getting a second 
worker for $100 per month and paying no benefits as well.

07. You may prefer to use non-monetary rewards if other incentives are
available such as time off  from work (but only at times that work best 
for the company).

08. It is important to have a dedicated person to supervise the system so
work is distributed among the workers equally and results are 
tabulated fairly.  Some issues include:

  a. The same amount of lines picked from many small orders vs. fewer
large orders will result in lower productivity due to more non-
productive time and less continuity for smaller orders.

  b. Orders picked in larger warehouse zones, more warehouse zones,
or zones furthest from the dock will result in lower productivity.

  c. The supervisor must be trained (or software designed) to preview
orders and create fair batches so each worker gets a fair share of 
small orders, far from dock orders, etc. Impartiality is essential 
for success.

  d. The supervisor must have an easy to manage and use system to
tabulate results (or get computer reports) and report them in a 
simple way to each employee.

  e. Certain jobs like replenishing pick locations or moving pallets from
the dock might best work with incentives for the whole group 
doing these jobs.

  f.  To discourage laggards who give up, you may want to add bonuses
for the whole job team if all members of the team achieve a 
bonus. Assign better workers to the same team as the laggards. 
The better workers will prod the others to keep up so they can 
get higher bonuses creating an environment in which group 
members will self-manage.

  g. A fair system to penalise for errors is required.

09. If you are using bar code, RFID, etc. the system can be used to
tabulate productivity results automatically.

10. Be ready to listen to complaints and make adjustment where is
required to ensure success.

11. Union environments require special care. I have observed numerous
instances in which the union’s goal is to have all workers produce at 

A
properly designed and 
implemented employee 
incentive system is an 

excellent tool for optimising 
employee productivity, improving 
facility throughput, and reducing 
staffi  ng costs. But if done 
improperly, it can disrupt one’s 
business in a major way and have a 
negative impact on the business for 
a very long time.
        The incentive system is 
an eff ective tool to measure, 
control, and monitor employee 
productivity. Keys to success 
include: proper communication, 
planning and benchmarking, 
fairness, anticipating and being 
ready with answers to objections, 
flexibility, and being able to resolve 
any disputes that occur. 
        It is essential that anticipated 
results are attainable, especially in 
a union environment. To properly 
design and implement an incentive 
program, one must:

01. Determine optimal methodology
for each job (order picking, 
restocking, etc.) and create 
work procedures for each based 
on “best practice”.

02. Train the whole staff  to
perform each job using new 
work procedures and follow up 
continuously to make sure the 
procedures are being practiced, 
retrain when necessary.

03. Time study each worker and
whole staff  performing each job 
after a month and establish fair 
benchmarks.

04. Determine performance
percentages above each 
benchmark and establish 
a range of incentives and a 
proper reward for achievement, 
building in penalties for errors 
and other unacceptable results.

05. Determine and publish the
parameters, e.g. if the 
benchmark is picking 100 order 
lines per hour:

  a. Average 200 lines per hour
over a month and get a $100 
monthly bonus.

  b. Average 150 lines per
hour over a month and get a 
$50 monthly bonus.

  c. Average 125 lines per
hour over a month and get a 
$25 monthly bonus.

06. What has just happened is that
the workers are working up 
to their true capabilities and 

the lowest worker’s level, the 
opposite of what an incentive 
system is trying to achieve. 

The incentive plan must therefore 
be perfectly clear with no 
ambiguities and should have a 
penalty free escape clause for 
management to prevent union 
interference from causing 
unwanted results. It must be stated 
that it is starting on a trial basis 
and the plan will be aborted if 
there is an eff ort by the staff  to 
lower productivity and still get 
their bonuses. 
        A properly designed and 
implemented incentive system 
will create an excellent win - win 
situation for all. 
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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.

O ne of my heroes is the 
legendary golfer Jack 
Nicklaus. I became 

acquainted with Mr. Nicklaus 
through my books and the 
correspondence we have carried 
on as he has read my various titles 
throughout the years. 
        I am a member of a country 
club that, on a number of 
occasions, has hosted the U.S. 
Open Golf Tournament. In talking 
to one of the golf pros at my club, 
he told me one of the greatest 
shots he had ever seen was a shot 
that Jack Nicklaus had hit out of a 
sand trap. 
        When I mentioned this 
monumental shot to Mr. 
Nicklaus, his only comment was, 
“If I hadn’t hit it in the sand trap, 

simply the fact that we’ve got to 
get out of that problem and get 
back to ground zero. 
        The biggest liability of 
creating problems is the fact 
that while we’re dealing with 
the problem, we’re not creating 
our own success and achieving 
the things we want in our life for 
ourselves, our loved ones, and 
the causes that matter to us in 
society today. 
        It’s great to recover your 
own fumble, but imagine how 
far down the field you could be 
toward the goal line if you hadn’t 
dropped the ball at all. 
        As you go through your day 
today, avoid the problems you 
can, and attack the rest of them as 
an unexpected opportunity. 

GETTING IN 
AND OUT 

OF TROUBLE

I wouldn’t have had to hit it out of the sand trap.” 
        Whether you play golf or not, Mr. Nicklaus’s advice about sand 
traps can be a great benefit to your success and your life. 
        Through my books, movies, speaking engagements, and these 
weekly columns, I have the privilege of talking to and corresponding 
with many people from around the world. Most of these people who 
contact me want to solve a problem or overcome a situation that, for 
the most part, they created themselves. I constantly wish these people 
seeking advice on how to get out of a problem would have contacted me 
before they got into the problem. 
        The best way to deal with any problem is to avoid the ones you 
can, and the remainder of life’s problems will present you with a 
corresponding opportunity that will appear as you solve a particular 
challenge in your life. 
        Most of life’s problems that we get ourselves into don’t come to us 
as a surprise or a mystery. Invariably when people find themselves in 
one of life’s sand traps, they can be heard to say something to the eff ect 
of “I knew better than that” or “I knew this was going to happen.” 
        I have long been a believer in the fact that we don’t fail because we 
don’t know what to do. We fail because we don’t do what we know. 
        The biggest liability of bringing problems into our lives is not 
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Enterprise Asia is a non-governmental organization 
in pursuit of creating an Asia that is rich in 
entrepreneurship as an engine towards sustainable 
and progressive economic and social development 
within a world of economic equality. Its two 
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TT
here are many 
everyday things 
people do that 
increase their 
risk of eye 
disease,” says 

New York Eye and Ear Infirmary of 
Mount Sinai president James Tsai. 
In this article, Tsai and other top 
doctors off er ways to ward off  both 
short and long-term vision problems 
so you can stay sharp. 

WEAR SUNGLASSES OUTDOOR
“Just as UV damage accumulates 
on skin over a lifetime, this also 
happens to the surface of the 
eyes,” says National Eye Institute, 
Maryland chief of consult-services 
section Rachel Bishop. 
        Over time, UV exposure can 
put you at higher risk for cataracts, 
thickening of the eye tissue, and 
skin cancer around the eyes. Lenses 
with UVA and UVB coatings will 
reduce those risks.  (Polarised 
lenses reduce glare but don’t off er 
much additional sight protection)

PLAY IT SAFE WITH YOUR CON-
TACTS Did you know you should 
wash your hands before putting in 
and removing contact lenses? 
        Up to 90 per cent of wearers 
don’t correctly care for their lenses, 
according to the Centers for Dis-
ease Control and Prevention. This 
often results in keratitis, a treatable 
inflammation of the cornea. 
        However, “certain infections 
can seriously damage the eye, 
sometimes in as little as 24 hours, 
and can even be irreversible,” says 
Carolyn Carman, the director of the 
Center for Sight Enhancement at 
the University Eye Institute at the 
University of Houston. 
        Wash your hands whenever 
you must touch your eyes, and 
clean your lens case with hot water 
weekly. If your eyes are red and 
irritated, wear glasses instead 
to give your eyes a break, says 
University of Utah Moran Eye 
Center assistant clinical professor 
of ophthalmology Jeff  Pettey.

FLUSH, DON’T BLINK When soap or 
another irritant gets in your eyes, 
use water, not tears, to flush the 

BY 
JESSICA 
CASSITY

substance out, especially if it’s an 
alkaline solution (like toothpastes) 
or a cleaning product (like bleach). 
Such irritants may not sting as 
much as acidic solutions but can 
be more damaging to the eyes, says 
Carman. 
        Tears can’t flush away irritants 
as quickly or as thoroughly as 
water can. Hold your face under a 
running faucet or shower, or pour 
water onto your eye from a clean 
cup repeatedly for 15 minutes. If it 
still stings, call an eye doctor.

WEAR PROTECTIVE GOGGLES
Planning to do yard work or clean 
the tub? Protective eye wear can 
keep rocks, branches, chemicals, 
and more away from your eyes. 
“This simple precaution reduces the 
risk of permanently aff ecting your 
vision,” says Carman. 
        Sturdy, snug wraparound 
glasses with polycarbonate lenses 
can protect against splatters and 
branch pokes, but certified ANSI 
Z87.1–rated safety goggles are truly 
eff ective at resisting high-impact 
debris.

MAKE AN EYE APPOINTMENT
At around age 40, everyone should 
get a comprehensive dilated-
eye exam by an optometrist or 
preferably an ophthalmologist. 
        Age-related macular degenera-
tion and glaucoma are among the 
leading causes of blindness; both 
can be slowed if caught early, says 
American Academy of Ophthalmol-

ogy clinical spokesperson Natasha 
Herz. Most healthy adults should 
get an exam every two to three 
years. If you have diabetes or high 
blood pressure, see an ophthal-
mologist yearly.

LOOK AWAY FROM THE LIGHT
It’s not a myth: Staring at ultra 
bright objects, like the sun or laser 
pointers, can permanently damage 
your sight. “Even if you look with 
sunglasses, you can get damage in 
the centre of your vision,” says Tsai. 
Glancing at the sun at the end of 
the day isn’t as bad, but stay safe by 
limiting the time you spend staring 
off  into the sunset.

KEEP YOUR GLASSES ON STANDBY
Because contact lenses act like 
sponges, they can trap infection-
causing bacteria on your eye, 
says Tsai. Up to one in every 500 
contact-lens wearers gets a serious 
infection each year. Consider wear-
ing glasses while in places that may 
harbor unusual bacteria species, 
like hot tubs or golf courses.

RELAX YOUR EYE RUBBING
Vigorous rubbing can cause more 
damage than relief. Not only will 
it stretch the ultra-delicate skin 
around your eyes but it could also 
cause a corneal abrasion, elevate 
eye pressure, and cause visual 
distortions, says Tsai. 
        Instead of rubbing, address the 
source: If your sister’s cat makes 
your eyes itchy, do what you can to 

avoid the trigger.

GO EASY ON THE YOGA 
HEADSTANDS Standing on your 
head can cause your eye pressure 
to skyrocket, says Tsai. Depending 
on your eyes’ tolerance for high 
pressure, this may exacerbate optic-
nerve damage such as glaucoma. 
        That’s why headstands and 
other regular inversions should be 
avoided by anyone with glaucoma, 
even in its early stages. In yoga 
class, skip these poses in favour of 
something more gentle, such as a 
legs-up-the-wall pose.

FOLLOW THE 20-20-20 RULE   
We don’t blink as much during 
near-task activities, that’s why our 
eyes feel dry, says Bishop. Dry eyes 
can be painful and in severe cases, 
can lead to scars or ulcers on the 
cornea or loss of vision. 
        To counteract this, keep 
screens lower than your sight line 
so your eyes don’t open as wide 
(this helps to retain more moisture). 
Follow the 20-20-20 rule: Every 20 
minutes, take a 20-second break 
and look 20 feet into the distance. 

LISTEN TO YOUR EYES Do you 
ignore your watery eyes when you 
chop onions? Next time, take heed. 
That’s your body’s way of telling 
you to change your situation. What 
may seem like a temporary irritation 
from things like raw onions, hot 
peppers, and wood-burning fires can 
lead to inflammation, says Tsai.  

11 IMPORTANT HABITS THAT KEEP YOUR 
EYES HEALTHY 

THIS ARTICLE ORIGINALLY APPEARED ON WWW.REALSIMPLE.COM 



MUSIC MOVIEBOOK

SONGS OF EXPERIENCE BY U2

O
riginally planned to be released on the 
fourth quarter of last year, the U2 
album many rock lovers are waiting 

for is finally on the shelves. Staying true to the 
title, Song of Experience displays more mature 
arrangements and remixes focusing on live 
concert setting. The songs aren’t just personal, 
if listened carefully, the lyrics also hinted at 
some subtle political messages, perhaps as a 
response towards Brexit and the US election. 
With producers like Ryan Tedder from One 
Republic and Steve Lilywhite who have written 
hits for The Rolling Stones working on the 
tracks, be ready for a sonic ecstasy upon 
listening to this album. 

I DON’T BELIEVE WE’VE MET 
BY DANIELLE BRADBERY

F
our years after her debut album, the 
season four’s The Voice winner is 
now back in the country scene with 

the aim to introduce her more mature self. In 
June, she teased fans with the album’s 
centrepiece Sway. The song literally makes you 
want to sway with its upbeat pop country 
melody and slight hue of R&B sound. Messy, 
one that Bradbery wrote herself also paints the 
picture of relationship perfectly, demonstrating 
how much she has grown in terms of her 
ability to pen down beautiful lyrics and 
creating sweet tunes for her audience.  

JUMANJI: 
WELCOME TO THE JUNGLE

P
unished to clean up the school’s 
basement for detention, the lives of 
four teenagers change when they are 

suddenly sucked into the N64-style video game 
of Jumanji. They are turned into the game’s 
adult avatars. Later, they discover that the only 
way of getting home safely and return into 
their bodies is to play and survive the game 
that takes place in a jungle setting. Along the 
adventure, they learn the secrets that Alan 
Parrish left 20 years ago and why they have to 
stick together to stay alive. 

PITCH PERFECT 3

A
fter winning the World 
Championship and finishing college, 
the Barden Bellas fell apart; each 

went to their own ways. Missing singing 
together, they decide to reunite and 
participate in the overseas USO tour but to 
their astonishment, none of the other 
performers make music only with their 
mouths. They play musical instruments too! 
Can the Bellas go over this adversity and 
become known again? 

THE DEMON CROWN: 
A SIGMA FORCE NOVEL 
BY JAMES COLLINS

A
n enemy of an enemy is a friend. 
When a group of scientists went to an 
island for research, they were visited 

with a horror. Every living thing on the island 
was wiped out without any explanation. Before 
they even managed to report it to the authority, 
they were attacked by a cabalistic organisation. 
Only one survived, the rest were dead. The 
unknown creatures that eradicated living 
entities on the island is now back as a bigger 
threat to 
humanity. This 
forces 
Commander 
Grayson Pierce 
of Sigma Force 
to make a 
decision he had 
never thought 
that he will 
resort to. To 
work together 
with Sigma’s 
all-time nemesis 
– the newly 
resurrected 
Guild. All to 
save Earth.

YOU’RE NOT THAT GREAT: 
(BUT NEITHER IS ANYONE ELSE) 
BY ELAN GALE

I
f you buy a self-help or a 
motivational book, the chances are 
you will be finding yourself being 

surrounded by clouds of positive ideas and 
adjectives – many of which you don’t identify 
with. So rather than embracing your positive 
side, You're Not That Great (But Neither is 
Anyone Else) is telling you to live life by 
looking at things through the opposite 
perspective. Like its title, Gale tells you to not 
be inferior 
with your 
insecurities 
and 
weaknesses 
because in 
reality, no one 
is perfect in all 
aspects. For 
the pessimists 
out there, this 
might be the 
book you are 
looking for.  
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C
hina Hi-Tech Fair (CHTF) is the largest and the most influential scientific and technological fair, which is renowned as “the No.1 
Technology Show in China”. This years’ fair took place at the Shenzhen Convention & Exhibition Center from 16 to 21 November. 
CHTF integrates transaction of achievements, exhibition of products, high-level forum, and focuses on advanced technologies and 

products in such fields: energy conservation, environment protection, new generation IT, biology, high-end equipment manufacturing, new 
energies, new materials and new energy vehicles. 

BUS & TRUCK ‘17

GLASSTECH ASIA 2017

CHINA HI-TECH FAIR 2017

T
he latest edition of Bus & Truck exhibition was held at Bangkok International Trade & Exhibition Centre (BITEC) from 2 to 4 November. 
Bus & Truck is a commercial and special purpose vehicle exposition which forms a complete platform for all players in the commercial 
vehicle industry. The exposition exhibits the latest technologies and innovations from worldwide manufacturers and suppliers. It also 
provides an opportunity for the entire industry to share their expertise and experiences, in order to accelerate business growth.

B
eing reputed as the “Glass Hub of Southeast Asia”, this unparalleled glass exhibition provides regional industry players a deeper insight 
to the glass manufacturing, processing, products and materials sectors. Hence, Glasstech Asia is an excellent platform for industry 
players across the globe to step foot and tap into the growing market of Southeast Asia. This year’s exhibition was staged in Marina Bay 

Sands, Singapore from 22 to 24 November. 
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“It is unwise to be too sure of one’s own 
wisdom. It is healthy to be reminded 
that the strongest might weaken and the 
wisest might err”, Mahatma Gandhi.

y job requires that I 
meet a lot of 
businessmen and 
women. Many of these 
are first generation 
entrepreneurs, who have 
built their businesses 

from nothing to something. Some are second 
and third generation business owners; 
who’ve inherited the success of their parents 
and built upon them. One fact quickly 
became apparent: the more successful a 

person really is, the more humility he shows. 
        When asked what I do, I normally tell 
people I work for a magazine. Unfortunately, 
that usually kills the conversation, and often, 
the person asking me that will just move 
along to the next person – as working for 
a magazine clearly is beneath their social 
status. That’s probably correct, because I am 
more comfortable when I am riding a Grab 
car, or a taxi, and having random chats with 
the drivers – understanding what’s really 
happening on the ground, to the economy and 
of course, politics. 
        It is never a good thing to hear someone 
introducing himself as Datuk Professor Dr 
something, especially when he can’t even 
complete a sentence in English. This is usually 
followed by a tirade of the person’s business 
achievements, which often include the 
person showing me his supposed whatsapp 
conservation with so-and-so minister. 
        It makes one wonder which university he 
graduated from, since I doubt many doctoral 
graduates from the Fujian University ended 
up in our shores. In any case, a real professor 

usually takes greater pride in his professorship, 
and protocol (and common sense) dictates that 
his academic title goes before his other titles. 
        As a young man, I was inspired by two 
successful entrepreneurs – Tan Chin Nam 
and Alan Tong. Both were first generation 
entrepreneurs, and both displayed great 
humility despite their many achievements. 
        Much of today’s culture of self-
aggrandizement must have originated from 
our new found obsession with the social media 
– that veritable temple of narcissism. 
        I was in China recently with a group of 
Malaysian businessmen, who true to form, 
were espousing their greatness; only to be 
humbled when their Chinese counterparts 
rattled off  their numbers. As Gandhi wisely 
said, even the strongest might weaken. 
        One must be constantly reminded of 
the three virtues of a good leader (and a 
good entrepreneur): honesty, hardwork and 
humility. It is easy to allow our success to blind 
us off  our humility (and humanity). It is harder 
to keep the belief that no matter how good we 
are, there are many who are far better.  

 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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Honda Malaysia Sdn Bhd (532120-D) Call Toll-Free No: 1800-88-2020 between 9am - 5pm from Monday - Friday 

honda.com.my 

  hondamalaysia

Applicable up to 5 times 
within 100,000km or  
5 years.#

*Honda Sensing™ is a system that alerts and assists drivers to drive safely on the road. Drivers remain responsible for safely 
operating the vehicle and avoiding collisions. Features differ according to variants. Actual model, features and specifications may 
vary in detail from images shown. #Terms and conditions apply. ***Applicable for 1.5 TC 2WD & 4WD and 1.5 TC-P 2WD variants only.

5-year 
Warranty 
with 
Unlimited 
Mileage.#

FROM 

RM142,400.00**

Retail price without insurance (Peninsular Malaysia only).
**Subject to change without prior notice.

***

SUPREMACY
R E T U R N S

W I T H

Behold the All-New CR-V. It returns to revolutionise standards with advanced Honda SensingTM* 

technology – a next generation suite of innovative safety features. Complete with a new 
turbocharged engine and a bold new look, the All-New CR-V is destined to reign supreme.

Intelligent radar and cameras sense your surroundings to alert and assist you.  
Honda SensingTM* corrects your drive when necessary to prevent collision.

1.5L VTEC
Turbocharged Engine

Programmable 
Power Tailgate

LED Headlights with
LED Daytime Running Lights

TFT Display

SUV AND CROSSOVER

CAR OF THE YEAR
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