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B ursa Malaysia Berhad announced the issuance of new Listing 
Requirements and various amended rules for the Leading 
Entrepreneur Accelerator Platform (LEAP) Market. The newly 

established market aims to provide Sees with fund raising access and 
visibility through the capital market. “This marks a significant milestone 
for Bursa Malaysia. The LEAP Market complements both the Main 

Market and ACE Market by addressing the funding gap faced by the 
SMEs. It also enhances the existing SME funding eco-system and address 
the over-dependency of these SMEs on financial institutions by providing 
them access to the capital market. Currently, 96 per cent of SME funding 
comes from the banking sector. Less than 4 per cent comes from the 
capital market,” says Datuk Seri Tajuddin Atan, Bursa Malaysia CEO

*** BURSA MALAYSIA’S NEW LEAP MARKET FOR SMEs

SINGTEL AND POLYTECHNICS TO HELP 
HERITAGE-BRAND SMEs

S
ingtel is partnering Ngee Ann Polytechnic and 
Temasek Polytechnic to help small and medium 
enterprises (SMEs) with heritage to adopt digital 

technology. Singtel and Ngee Ann Polytechnic will focus on 
helping multi-generational family-owned SMEs, including 
those managed by the polytechnic’s alumni members, to 
digitalise their operations using business analytics solutions 
and improve their effi  ciency and competitiveness. Mr 
Clarence Ti, Principal of Ngee Ann Polytechnic, said, “Ngee 
Ann Polytechnic is excited to collaborate with Singtel in 
helping second-generation family-owned SMEs digitalise 
their processes to gain competitive advantage and business 
effi  ciency. Leveraging our expertise, we hope to help the

MITI REPORT: 
SME A BACKBONE OF 
THE ECONOMY 

T
he Ministry of 
International 
Trade and 

Industry’s Annual Report 
2016 recorded that small 
and medium enterprises 
(SMEs) are the backbone 
of Malaysia’s economy 
accounting for 97.3 per 
cent of a total of 662,939 
business establishments 
in the country. MITI 
expects SME GDP 
growth to expand 
between 5.0 to 5.5 per 
cent in 2016 and 
between 5.0 to 6.0 per 
cent in 2017. MITI will 
continue to provide 
support to Malaysian 
SMEs under various 
programmes and 
incentives such as a 
Vendor Development 
Programme (VDP), 
Capacity Development 
Programme for Vendors 
(PPKV) and Research 
and Commercialisation 
Grant (GPPV). 

GOVERNMENT URGES GLCS AND VCS TO 
FINANCE START-UP FUND

T
he government have called on Government Linked 
Corporations (GLCs), Government Linked 
Investment Companies (GLICs), Minister of Finance 

Incorporated (MKD) and venture capitalists (VCs) to finance 
local technology start-ups and scale-ups. The digital economy 
which now accounts for over 17% of Malaysia’s GDP 
represents the future and more needs to be done to drive 
growth for Malaysian companies and SMEs in this sector. 
Dato’ Sri Mustapa Mohamed, the Minister of International 
Trade and Industry, said “the Government intends to facilitate 
those who want to scale up and even local start-ups by further 
accelerating their growth to potentially become regional and, 
eventually, global players. Therefore, the commitment and 
support from local GLCs, GLICs and VCs is crucial to avoid 
potential local start-ups and scale-ups from going abroad to 
seek financial assistance provided by foreign companies and 
consequently set-up their businesses outside the country”.
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UOB SUPPORT CHINESE COMPANIES EXPANDING 
INTO SOUTHEAST ASIA

U
nited Overseas Bank Limited (UOB) has 
deepened its support of Chinese companies 
expanding through the Belt and Road initiative 

with the signing of two Memoranda of Understanding 
(MOUs). The first MOU was signed with the Chinese 
Chamber of International Commerce (CCOIC), China’s 
national business association. The second agreement was 
with the Qingjian Group Co., Ltd (Qingjian Group), the 
largest construction conglomerate in Shandong Province. 
The two MOUs will build on UOB’s existing eff orts in 
facilitating Chinese business investment in Southeast Asia. 
Since 2011, UOB has facilitated business flows of more 
than S$43 billion from Chinese companies in the region, 
with the majority of these flows passing through Singapore 
before being re-invested in Southeast Asian markets. 

KOREA’S K-STARTUP GRAND 
CHALLENGE SEEKS 50 
GLOBAL STARTUPS

S
outh Korea will 
host the second 
K-Startup Grand 

Challenge (KSGC) in Seoul 
from 7 August to 30 
November 2017. KSGC will 
bring together select 
startups from across the 
globe as part of an intensive 
acceleration programme. 
KSGC is conducted and 
funded by the South 
Korean government and 
lead accelerator partner 
Shift. The programme aims 
to promote the expansion 
of an open 
entrepreneurship ecosystem 
in Asia and assist in South 
Korea’s evolution into a 
prominent regional startup 
hub. The successful 
applicants or teams will go 
to South Korea for four 
months where they will be 
provided with offi  ce space, 
flights and expenses along 
with everything in between 
to give them good chance 
to expand their business all 
over Asia and even globally.

SME BANK’S REPORTS RM67M PROFIT IN 2016

S
mall Medium Enterprise Development Bank 
Malaysia Bhd’s (SME Bank) pre-tax profit for 
financial year ended Dec 31, 2016 rose to RM67 

million from RM48 million a year earlier.  SME Bank said 
its earnings also improved to RM109 million in 2016 
compared to an accumulated losses of RM607 million in 
2010 due to the better performance contributed by its 
banking operations and better investment results. “This 
performance is supported by continued growth from gross 
income of the Islamic banking business which grew by 15 
per cent year-on-year to RM336 million in 2016,” it said.

99%SME CAMPAIGN ACCELERATES DIGITALISATION OF SMEs
S ingtel and DBS has launched a nationwide campaign to help 

5,000 SMEs grow their business by digitalising their 
operations. Held annually, the campaign helps SMEs establish 

their online presence by listing on the 99%SME website (www.99sme.sg), 
where they can market themselves online at the site at no cost. This is part 
of the 99%SME movement, which was cofounded by Singtel and DBS in 

2015. The movement has extensive involvement of private and public 
sectors to help SMEs grow their in-store and online business. This year’s 
campaign aims to accelerate SMEs’ digitalisation by garnering 5,000 
signups for the 99%SME website. This is double last year’s target. The 
campaign also aims to help SMEs venture into e-commerce by signing 
them up to the 99%SME emarketplace, hosted by Lazada Singapore.
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MAYBANK EXPANDS PAYMENT SOLUTIONS

WAVEMAKER PARTNERS 
LAUNCH USD50M FUND 

V
enture capital 
firm 
Wavemaker 

Partners today announced 
that it is in the process of 
finalising a new US$50M 
fund, its second for 
Southeast Asia and fifth 
overall. Wavemaker 
Partners has built a 
successful track record in 
Southeast Asia with 5 
exits in the last 2 years 
including Luxola 
(acquired by LVMH) and 
Pie (acquired by Google). 
The new fund will invest 
in 80 earlystage 
technology startups with 
a strong focus on the B2B 
space. The firm has at 
least 10 portfolio 
companies that count 
Indonesia as a key market 
and is looking to invest 
more in the country. 
Wavemaker is also the 
Southeast Asia 
representative of the 
Draper Venture Network 
(DVN).

WORLD BANK: MALAYSIA A MODEL OF FINANCIAL INCLUSION

T
he World Bank has given the thumbs-up for 
Malaysia’s financial inclusion, saying it has achieved 
one of the highest levels in Southeast Asia and 

should be an example for other countries to follow. The Global 
Findex Database of the World Bank, which collects data on 
financial inclusion worldwide every three years, revealed that 
81 per cent of Malaysia’s adults had an account in 2014, way 
above the global level at 61 per cent. In the report, the World 
Bank said it was due in part to policies by taking advantage of 
mobile phones and banking agents to expand access. 

MAGIC LAUNCHES CORPORATE 
ENTREPRENEURSHIP RESPONSIBILITY 
PROGRAMS

M
alaysian Global 
Innovation & Creativity 
Centre (MaGIC) has 

launched two programs, MaGIC 
CER Circle and MaGIC Activate, 
under the MaGIC Corporate 
Entrepreneurship Responsibility 
(CER) platform, a national initiative 
to facilitate greater corporate and 
private sector involvement in 
entrepreneurship development 
across Malaysia. MaGIC CER’s 
corporate and community partners 
include AIA, CIMB, IBM Malaysia, 
IJM, Media Prima, Allianz, 
UNICEF, Microsoft, Setia 
Haruman, Sunway Ventures, TM, 
Techstars and the United Nations 
among others. The MaGIC CER 
Circle is a “membership” platform 
to connect corporates and startup 
communities and help them to 
capitalize on disruptive 
technologies and build a continuous 
innovation pipeline through 
partnerships. MaGIC Activate is a 
platform to help corporations 
running innovation challenges to 
reach out to more startups and 
entrepreneurs.

MALAYSIA’S 
ECONOMIC OUTLOOK 
FAVORABLE

M
alaysia’s 
gross 
domestic 

product (GDP) 
growth rate is 
predicted to rise to 
4.9 for 2017, which 
is slightly higher 
than the current 
projection range of 
4.3-4.8%. Private 
consumption is 
projected to remain 
as the main 
propeller of growth, 
backed by ongoing 
private investments 
which saw a 
moderate growth 
driven by 
implementations of 
new and ongoing 
projects. The 
upgrade was given 
by the World Bank 
in the Malaysia 
Economic Monitor 
(MEM) themed 
“Data for 
development”. 

M aybank and Sage, jointly announced the expansion of its 
partnership with the introduction of Sage One solution. This 
partnership expansion will be focused on further helping Small 

& Medium Enterprises (SMEs) in Malaysia drive growth and succeed in 
a tough competitive landscape. Under this expanded partnership, which 

sees Maybank joining the Sage Partner Programme, Maybank will 
provide its SME customers access to Sage One, a cloud-based accounting 
solution. SME customers will be able to access online accounts via smart 
phone or mobile devices anywhere, and at any time, just like how they 
access their emails or internet banking.
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SC INTRODUCES CLEARING AS A NEW REGULATED ACTIVITY
S ecurities Commission Malaysia (SC) has introduced 

amendments to its regulatory framework to include clearing 
for securities and derivatives as a new regulated activity. This 

framework will decouple clearing and trading functions into two distinct 
regulated activities, allowing intermediaries to specialise in their niche 
services. The entrance of new stand-alone execution and clearing 

intermediaries, including foreign owned entities, will transform the 
competitive dynamics of the capital market, and enhance cost effi  ciency 
for trading and clearing activities. The operationalisation of the new 
framework will take a phase approach, starting with the derivatives 
market, given the readiness of its market infrastructure to cater to a 
wider intermediary segment. 

MALAYSIA AMONG 
TOP 25 MOST 
COMPETITIVE 
ECONOMIES

M
alaysia 
retained its 
position 

among the top 25 
competitive nations, 
coming in 24th out of 
63 countries in the 
World 
Competitiveness 
Yearbook 2017 
(WCY) published by 
the Swiss-based 
Institute for 
Management 
Development (IMD).
Even though 
Malaysia dropped 
from 19th spot out of 
61 countries last 
year, it improved its 
score slightly to 
83.53 from 83.05 last 
year. Hong Kong is in 
first place with a 
score of 100, 
followed by 
Switzerland (99.66), 
Singapore (99.49), 
USA (98.66) and the 
Netherlands (96.55).

ECERDC TO LAUNCH 
MERSING’S SMES 
AND HANDICRAFT 
COMPLEX 

T
he East 
Coast 
Eco-

nomic Region 
Development 
Council (ECERDC) 
and the Johor State 
Government will 
launch a Small and 
Medium Enter-
prises (SMEs) and 
handicraft complex 
in Mersing, Johor 
in September this 
year. “The rollout 
of the complex is in 
tandem with 
strategic initiatives 
to further 
strengthen 
Mersing’s position 
as a regional 
tourism destina-
tion, with the aim 
of creating a 
positive spillover 
eff ect on the local 
socio-economy,” 
ECERDC said in a 
statement. 

ASIA’S MILLENNIALS THE MOST INNOVATIVE AND 
ENTREPRENEURIAL GENERATION 

T
he Telenor Group released the findings 
of its regional online survey that assessed 
the attitudes of Asia’s millennials 

towards technology and social impact, as well as 
the support they feel necessary to become future 
leaders committed to peace. The online survey 
engaged 2,500 respondents aged 15 to 30 years in 
Bangladesh, India, Myanmar, Malaysia, Pakistan, 
and Thailand. The multi-market online survey 
found that Asia’s millennials are most passionate 
for providing opportunities for children to get an 

education (37% of survey takers), followed by 
climate change and global warming (21%). Other 
global issues that Asia’s millennials are driven to 
make change include the stigma surrounding 
mental health issues (17%), unemployment among 
youth (17%), and gender inequality (8%). Another 
consistent trend across all markets is the youth’s 
perspectives of their generation. Regionally, 37% 
of the millennials polled described themselves as 
‘the most innovative and entrepreneurial 
generation in history’, reflecting a similar 
proportion in Bangladesh (37%), Malaysia (38%) 
and Pakistan (38%).
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CHIEF INNOVATION OFFICER 
SUMMIT 2017

4 & 5 JULY 2017
GRAND COPTHORNE 
WATERFRONT HOTEL, SINGAPORE
www.theinnovationenterprise.com

T
he annual Chief 
Innovation Offi  cer 
Summit is returning 

to Singapore! Speakers across 
the two days include some of 
the most foremost innovators of 
product, technology, growth, 
product development, r&d, 
marketing and design from 
various industries. The summit 
off ers a unique opportunity to 
learn from the best minds on 
how to harness innovation to 
maintain a competitive business 
advantages while meet the 
sharpest minds leading the next 
wave of innovation.

MRCA RETAIL CONFERENCE 2017

12 JULY 2017
THE GARDENS HOTEL, KUALA LUMPUR
www.mrcaretailconference.com

H
osted by Malaysia 
Retail Chain 
Association (MRCA), 

the MRCA Retail Conference 
2017 is focused on driving 
change and positive disruption 
using innovative strategies and 
technologies that enables 
individuals and organizations 
to succeed in the competitive 
and shifting retail landscape.

APHM 2017

25 – 27 JULY 2017
KUALA LUMPUR CONVENTION CENTRE
www.aphmconferences.org

T
his annual exhibition 
is organised by the 
Association of Private 

Hospitals of Malaysia (APHM) 
which has a current membership 
of 134 of the private hospitals 
and medical centres in Malaysia. 
The exhibition is held alongside 
a conference titled: Leadership, 
Technology and Innovation 
in Healthcare.

M’SIA PLAS 2017

27 – 29 JULY 2017
PUTRA WORLD TRADE CENTRE, 
KUALA LUMPUR
www.malaysiaplas.com.my

T
he 28th 
Malaysia 
International 

Plastic, Mould & Die 
Exhibition (M’SIA-PLAS 
2017) is expected to attract 
more than 10,000 local 
and international trade 
visitors and industry 
players. M’SIA-PLAS 2017 
has been growing its 
outstanding reputation 
since 1998 as Malaysia’s 
leading event for the plastic 
mould & die industries. 

MALAYSIAN INTERNATIONAL 
JEWELLERY FAIR 2017

28 – 31 JULY 2017
KUALA LUMPUR CONVENTION CENTRE
www.mijf.com.my

R
eturning to the 
centre stage once 
again, Malaysia 

International Jewellery Fair 
(MIJF) 2017 will amaze the 
with exquisite collections 
across the globe! As the 
most anticipated jewellery 
event in town, MIJF is an 
annual feast for the eyes of 
jewellery enthusiasts, and a 
paradise to shop for 
luxurious ornaments. 
Supported and 
acknowledged by 
international jewellery 
companies, traders and 
visitors will be enticed by 
the distinguished pieces 
of jewellery! 

INDONESIA 
INVESTMENT WEEK 2017

13 JULY 2017
MARINA BAY SANDS, SINGAPORE
www.indonesiainvestmentweek.com

I
ndonesia’s 
promotional and 
business partnership 

event on the country’s industry 
and infrastructure investment 
potentials is now in it’s 13th 
year. Mr Joko Widodo, 
President of Indonesia is 
expected to offi  cate at 
the event. 

3rd NATIONAL 
ECONOMIC SUMMIT 

18 JULY 2017
SUNWAY LAGOON RESORT HOTEL & 
SPA, PETALING JAYA
www.asli.com.my

T
his 3rd National 
Economic Summit 
jointly organized by 

the Asian Strategy & 
Leadership Institute (ASLI), 
a leading private sector 
thinktank, and by the 
Malaysian Economic 
Association (MEA), is indeed 
apt and timely to 
reconsolidate and to 
regenerate investments into 
the region as to enable 
Malaysia to regain its 
competitive edge. This 
summit with the relevant 
theme focusing on Malaysia’s 
Economic Future at a time of 
uncertainty and volatility. 

SINGAPORE GIFTS SHOW

12 – 14 JULY 2017
SUNTEC SINGAPORE CONVENTION & 
EXHIBITION CENTRE
www.singaporegiftsshow.com

S
Singapore Gifts Show 
(SGS) is Singapore’s 
dedicated gifts trade 

event showcasing top gifts, 
premiums, lifestyle products and 
services from around the region 
and beyond. Established in 
2006, SGS’s annual showcase 
includes a 3-day exhibition and 
industry seminar.

PRECISION 
ENGINEERING ASIA 2017

17 & 18 JULY 2017
PENANG INTERNATIONAL SPORTS 
ARENA (SPICE)
www.pea.com.my

P
recision 
Engineering Asia 
provides a unique 

platform for sellers and 
buyers of precision 
technology products to keep 
up with the latest innovations 
in the sector.

SPECIALITY & FINE FOOD ASIA

18 - 20 JULY 2017
SUNTEC SINGAPORE
www.speciality-asia.com

M
ore than an 
exhibition, Speciality 
& Fine Food Asia will 

inspire you with new ideas & 
demonstrations.Fine Food Live 
is a demo theatre which delivers 
ideas, practical menu & cooking 
tips to help deliver you more 
customers & increase profits.

POWERMAX 2017 

26 - 28 JULY 2017
JAKARTA INTERNATIONAL EXPO 
(JIEXPO) KEMAYORAN
www.myexpo.co.id

P
OWERMAX 2017 is 
an exhibition focusing 
onadvanced technolo-

gies, machineries, equipment, 
services in geothermal, power 
plant and manufacturing 
automation industry.

9 AUGUST 2017
PULLMAN KUALA LUMPUR BANGSAR
www.ceoforum.asia

T
he SME CEO Forum 2017 will permeate the many 
opportunities in Malaysia, now reaping the benefit of the SME 
Start-up and Promotion Year. This year’s theme sets its sight 

in bringing SMEs towards maturity, where one business can withstand 
economic fluctuation. More so than sustainability, a business should be 
able to withstand all external influence beyond economics. 
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BY 
JENNIFER 

LEE          

POP-UP  NAP STATION 

T
he brand eve is known for its self-described "revolutionary mattress" that claims to distribute pressure evenly, support the 
back, and off er a generally relaxing sleep. In order to promote its mattress, the brand created the pop-up space The Nap 
Station. The Nap Station was placed in The Old Truman Brewery in East London, and was open for a small period of 
time. It functioned as a work space where people could go and take naps in the nap pods that were placed throughout 
the pop-up – which could be used for up to an hour by each visitor. The space also had bed work stations, free WiFi, 

charging areas and free coff ee served between 3-4 p.m. 

APP  REWARDING EMPLOYEES

M
aintaining employee happiness is an ideal way to help 
keep teams engaged and feeling appreciated, so the 
'Happster' platform is intended to help make this a 
constant notion. The platform works by enabling 
employees to submit what they are liking and 

allowing other team members to agree or submit their own the 
network. This decreases the need for extensive yearly surveys and 
increases overall engagement and interaction for everyone in the 
offi  ce. The 'Happster' platform also provides analytics for adminis-
trators to see what's getting the most attention and how they might 
be able to improve employee happiness levels. The platform also 
allows for recognition to be doled out by letting the most positive 
and engaging employees to be recognized.

PAYMENT  PALM PRINT PAYMENT

K
orean credit card company Lotte Card 
recently launched 'Hand Pay' as a 
biometric payment service in the world 
that allows shoppers to pay for their 
purchases simply by scanning the palm 

of their hand at the checkout counter. The system 
works by reading an individual's unique vein patterns, 
meaning that a consumer will need neither their 
smartphone or credit card to complete a transaction 
at terminals where this technology is off ered. Aside 
from off ering greater convenience, the system also 
prioritizes security; even if a hacker does manage to 
steal private data, it is said to be dispersed in a way 
that will have no value. 
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ENERGY  PERSONAL TURBINE

T
he Waterlily micro turbine is a miniature device capable of 
charging your electronic devices with wind power. The Canadian 
startup developed the personal turbine with oceanographers in 
mind. The durable and portable micro turbine can charge any 
device with a USB port and uses wind energy or can be used 

manually with a hand crank if the breezes aren't in your favor. The invention 
can be submerged under water up to a depth of 36,000 feet for an unlimited 
amount of time. It has two USB ports and a 12 foot charging cable, making it 
perfect for the great outdoors. Campers, cyclists, hikers, paddlers and the like 
can use the turbine to power up everything from GoPro cameras to 
smartphones. This is an example of how sustainable energy is becoming 
accessible to consumers.

FOOD  HEAT AND EAT 

W
ith a growing number of grocery stores looking to provide 
ready-made meal options for time-pressed consumers, Eat 
Fit Go has designed a line of heat-and-eat meals that are 
perfect for grab-and-go sections. With options ranging 
from breakfast to dinner, the prepared meals are a great 

choice for those looking for a quick meal to enjoy at home. The Eat Fit 
Go meal are chef-driven entrees that are made fresh daily from healthy 
ingredients. The meals are never frozen and they are prepared without 
the use of preservatives. The meals are also nutrition-forward, meaning 
that they are high in protein, low in sodium and packed with plenty of 
veggies. Best of all, the meals are completely cooked, meaning 
consumers simply have to heat them up to enjoy.

SHARED ECONOMY  BUSINESS RENTAL

R
enly is a start-up that's trying to prove 
that it has what it takes to be the next 
platform for temporary location 
bookings. Renly founder Chris Sheng was 
inspired to design this platform through 

his hairstylist ex-wife, who would sometimes rent out 
temporary locations to house her clients. Additionally, 
Sheng noticed the multitude of Los Angeles businesses 
that underutilized their spaces, which caused a 
financial strain on the property owners. Seeking to find 
a solution to both issues, Sheng designed Renly as an 
"Airbnb for commercial business spaces." 

WEBSITE  UNLIMITED DESIGN

D
esignPac is a start-up design agency that 
off ers an Unlimited graphic design services to 
everyone who needs designs but cannot 
aff ord to hire a full-time designer. DesignPac 
off ers all types of graphic design services, 

starting from logos to big media marketing materials. Every 
customer gets a dedicated professional graphic designer for 
their design works, and customers pay $199 per month to 
cover the work they need done. DesignPac's Unlimited 
graphic design service is suitable for every type of business, 
its best for start-ups as well as for agencies. 
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BY 
JENNIFER LEE 

AND 
KEVIN LEE

I
f you haven’t noticed, disruption 
is everywhere. Almost every 
business is facing existential 
threats. Some disruptions like 
those to retail and taxis are out 
there for everyone to see. Some, 
especially those aff ecting the 
services sector and B2B 
businesses are less obvious, but 
equally disastrous. 
        Let’s be clear that Uber, 
despite being the poster boy 
of disruption, did not invent 
disruption. Apple, with the launch 
of the iPod and iTunes, disrupted 
the music industry, and more or 
less killed the record stores (those 
that sell CDs and cassettes, if you 
remember what they are). Google 
and before them, AltaVista and 
Yahoo, disrupted the entire 
yellow pages ‘industry’. Wikipedia 
made encyclopedia obsolete (and 
some would argue, libraries too). 
        Some of those disrupted, like 
the discount wholesaler Makro, 
didn’t make it. Others, such as 
Tesco, FairPrice and Aeon are 
thriving. Many record labels 
closed shop, yet others remain 
strong. Specialist directories and 
niche publishers remain viable, 
despite fighting against the 
Goliath of all directories: Google. 
        What’s the diff erence 
between those who survived 
disruption, and those who didn’t?

IN THREE WORDS: 
THEY FOUGHT BACK.
So if your business and industry 
is being disrupted, as it surely is, 
how do you fight back?
        The term “disruption” 
really took off  with Clayton 
Christensen’s 1997 book, The 
Innovator’s Dilemma. In it, 
Christensen introduced the idea 
of “disruptive innovation.” He 
used this phrase as a way to 
think about successful companies 
not just meeting customers’ 
current needs, but anticipating 
their unstated or future needs. 
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SNAP
E

veryone who has a Facebook account would understand the 
need for privacy. We upload plenty of photos to our account, 
many of which meant to be private. And while those photos of 

us getting drunk and doing stupid things in our youth were fun to share, 
it certainly isn’t helpful when we get older and our better half get to see 
all those things. It is against this backdrop of lack of privacy on 
Facebook that Snapchat (now simply Snap) came to the rescue. It’s a 
smartphone app created by two former Stanford frat brothers that off ers 
photo flashing: the opportunity to send a photo or video to someone 
and have it “self-destruct” within seconds. By rendering digital photos 
one-off  rather than archival, Snapchat off ers a safe alternative to our 
otherwise fully-trackable lives on the internet. Users are now sharing 
over a billion snaps daily. The company has attracted its own 
Winklevoss-style lawsuit. Co-founder Evan Spiegel, 26, says the idea for 
the company came from a college friend who said, “I wish these photos 
I am sending this girl would disappear.” That friend, Frank Brown, is 
now suing Spiegel and Murphy alleging he was part of a previous, 
similar company, Picaboo, that the three had launched. Brown claims he 
was unfairly cut out of the business after an argument, and that Spiegel 
and co-founder Bobby Murphy, 28, stole his idea. Earlier this year, the 
company IPO-ed for tens of billions of dollars on the back of 
NEGATIVE cash flow. TH

E 
DI

SR
UP
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RS

T
hese 
businesses 
may not 
have been 
set-up to 
kill your 

business. But they might very 
well have. For consumers, 
these are mostly great ideas, 
but if you are at the sharp end 
of the equation, it’s time to 
consider your own off erings 
and processes.
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His theory worked to explain 
how small companies with 
minimal resources were able to 
enter a market and displace the 
established system.
        Seen in this context, 
disruptive innovation refers 
to an innovation that creates a 
new market and value network 
and eventually disrupts an 
existing market and value 
network, displacing established 
market leading firms, products 
and alliances. 
        An incumbent in the market 
finds it almost impossible 
to respond to a disruptive 
product. In a new-market 
disruption, the unserved 
customers are unserved precisely 
because serving them would 
be unprofitable given the 
incumbent’s business model. 
In a low-end disruption, the 
customers lost typically are 
unprofitable for the incumbents, 
so the big companies are happy 
to lose them.
        Not all innovations are 

disruptive, even if they are revolutionary. For example, the first 
automobiles in the late 19th century were not a disruptive innovation, 
because early automobiles were expensive luxury items that did 
not disrupt the market for horse-drawn vehicles. The market for 
transportation essentially remained intact until the debut of the lower-
priced Ford Model T in 1908. The mass-produced automobile was a 
disruptive innovation, because it changed the transportation market, 
whereas the first thirty years of automobiles did not.
        Disruptive innovations tend to be produced by outsiders and 
entrepreneurs, rather than existing market-leading companies. The 
business environment of market leaders does not allow them to 
pursue disruptive innovations when they first arise, because they 
are not profitable enough at first and because their development can 
take scarce resources away from sustaining innovations (which are 
needed to compete against current competition). A disruptive process 
can take longer to develop than by the conventional approach and 
the risk associated to it is higher than the other more incremental or 
evolutionary forms of innovations, but once it is deployed in the market, 
it achieves a much faster penetration and higher degree of impact on the 
established markets.
        Some call this blue ocean strategy. The diff erence is that in most 
cases, disruption doesn’t just leave the ‘red ocean’ behind, they killed 
the ‘red ocean’.

GOOGLE: DISRUPTING ONLINE ADVERTISING
Most people correctly refer to Google as disruptive but don’t 
understand why. Google’s search algorithm wasn’t disruptive. It 
was AdWords, its advertising service. In contrast with Yahoo, which 
required advertisers to spend at least $5,000 to create a compelling 
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DWOLLA
F

ounder Ben Milne, 34, is 
so pissed off  that he had 
to pay up to 4% fees for 

credit card charges. Can’t blame 
him. We all have had to fork out 
exorbitant fees to banks and 
interchange providers such as Visa 
and Mastercard. To most 
entrepreneurs, that's a huge sum of 
monies to pay for what’s essentially 
a digital record keeping process. 
Dwolla, an online and mobile 
payment system, let users pay for 
restaurant bills or house cleaners 
via e-mail, text message or social 
networks like Twitter. Merchants 
pay just 25 cents in fees for 
amounts over $10, instead of the 
traditional 2 – 4% they pay to Visa 
and Mastercard. Understandably, 
both merchants and consumers 
love the idea.

KICKSTARTER
Y

ou must have seen this 
crowdfunding site. If you 
haven’t, where have you 

been really? It’s so popular that 
companies have raised millions of 
dollars in a day (although the majority 
of users invest a much smaller sum 
for the privilege to be the first to get 
new gadgets). Having financed 
thousands of projects from 
videogames to urban farms, CEO and 
co-founder Perry Chen, 40, says 
Kickstarter is a really effi  cient way for 
creative people to raise money—via 
the masses. Kickstarter takes a 5% 
cut of every transaction, while 
investors get mind share in a project 
or a product for their investments. 
Kickstarter has determinedly said it 
will not become an equity 
crowdfunder when (and if) the SEC 
ever nails down those rules.

BUZZFEED
B

uzzFeed started off  
as a social news site, 
which gathers (some 

says steal) news, lists and 
photos from all over the 
website. The site certainly 
disrupted many news sites. It 
became so popular that it 
inspired many similar sites, 
including Says.com nearer 
home. But the model just 
wasn’t working. It got lots of 
likes and eyeballs, but nobody 
is giving it money to 
regurgitate other people’s 
hardwork. As such, founder 
Jonah Peretti, 43, pivoted and 
changed the site into a real 
digital news business, with the 
same business model: make 
the feeds viral and the ads will 
start rolling in.
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banner ad and $10,000 for a minimum ad purchase, Google off ered a 
self-service ad product for as little as $1.
        The initial AdWords customers were startups that couldn’t 
aff ord to advertise on Yahoo. A five-word text ad off ered inferior 
fidelity compared with a display ad, but Google enabled a whole new 
audience to advertise online. A classic new-market disruption. Most 
have forgotten that Google added significant capability to its advertising 
service over time and then used its much-lower-cost business model 
(enabled by self-service) to pursue classic Internet advertisers. Thus it 
evolved into a low-end disruption.

SALESFORCE: DISRUPTING CRM
Salesforce started as a new-market disruption and evolved into a 
low-end disruption. Its initial product had fewer features than Siebel 
Systems’ software, but Salesforce made it possible for companies 
that couldn’t aff ord a multi-million dollar license fee to employ sales 
force management software. Once it built a critical mass and further 
developed its product, Salesforce disrupted Siebel and other CRM 
companies from below.
        It is far more common for a product to be only a new-market 
disruption or only a low-end disruption. eBay brought auctions to the 
non-Sotheby’s crowd. Amazon’s amazing business is simpler, cheaper 
and more convenient than shopping at a store.

DISRUPTIVE PRODUCTS DON’T HAVE TO BE CHEAPER
A low-end disruption doesn’t have to be lower priced than existing 
products. Christensen says a low-end disruption must be simpler, 
cheaper or more convenient. Uber is a great example of a disruptive 
service that is more convenient, but more expensive than its 
taxi alternative.

LOW-END DISRUPTIONS ARE USUALLY INFERIOR 
It is also possible to off er a low-end disruption through an inferior 
product. In fact, almost all disruptions start out with products that 
are inferior to those of the incumbents. This is possible when current 
customers are “over served” by existing products.
        Ubiquiti, a supplier of Wi-Fi equipment that went public about 
a year ago, is an example of this kind of disruption. It sells dirt-cheap 
access points that are designed, manufactured and distributed by third 
parties. Ubiquiti’s products are dirt cheap because they off er far fewer 
features that appeal to the most cost-sensitive audience and because the 
company employs very few people. Not surprisingly, Ubiquiti is taking 
major market share from the incumbents.

A BETTER PRODUCT ISN’T NECESSARILY DISRUPTIVE
Tesla has built new cars that I think are tremendous, but the company 
is not disruptive. It doesn’t address consumers who can’t solve their 
current problems with existing cars, and its cars are not far less 
expensive than the incumbents’ cars.
        Kayak went public a few months ago and is thought by many to 
be disruptive. While it’s a better service than alternative travel sites, 
it is not disruptive by the Christensen definition, because it is not 
uneconomic for the incumbents to respond (and many have).

BUSINESS MODELS, NOT PRODUCTS, ARE DISRUPTIVE 
People sometimes say a technology is disruptive. It’s more appropriate 
to call the business model disruptive. In order for a company to 
disrupt, the revenue and cost structure of the incumbents that the 
company faces must keep them from responding. It’s easy for other 
companies to add Kayak-like technology to existing products. The 
business model, not the technology, usually determines whether it is 
uneconomic for the incumbent to pursue the disruptor.
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        If you apply this model of 
disruption to past fads, you can 
predict with incredible reliability 
which products turn into long-
term successful businesses and 
which ones don’t.

FIGHTING BACK
Sometimes this could be an 
oxymoron. Sometimes, your 
business does need to get 
disrupted to stay relevant. Elon 
Musk, the founder of Tesla 
announced that Tesla won’t 
initiate patent lawsuits against 
companies who want to use 
their technology. This conscious 
decision to open up the patents 
that his firm invested millions 
(and possibly billions) into is a 
perfect example of building an 
ecosystem. Musk knows that 
driving the economics for the 
ecosystem of the electric car 
market is the most important 
thing. On their own, Tesla 
can’t change the trillion dollar 
infrastructure and legislations that 
will enable electric cars to become 
mainstream. But a collective eff ort 
by an industry could. 
        This is how Apple moved 
the centre of the music industry 
to the iTunes: they off ered clear 
economics to artists and music 
rights holders, the consumers, 
the distributors, and so on, while 
enabling record labels to sell 
directly to music lovers.
        For most businesses, the 
solution to fighting back against 
disruption, particular those 
cause by the digital economy, is 
to engage the digital enablers. 
Embrace the disruption by 
working with the B2B software-as-
a-service firms. If you are a major 
furniture retailer, disrupted by 
the likes of Lazada, you probably 
do not have the resources to 
build your own digital off ering. 
Outsource it. Or if you have the 
funds, buy up a start-up that is 
doing exactly that. 
        One vision of the future is 
that the technology companies 
are taking over every industry. 
Facebook is going into banking, 
Google is buying up drones 
businesses, and Yahoo is entering 
the TV industry.
        Banks, logistics firms, 

publishers must 
become platforms 
themselves. Take 
banks, for instance 
– they have lots of 
customers but they 
need to partner other 
new digital enablers in 
the financial services 
industry, whether 
to provide online 
money dashboards, or 
peer-to-peer lending, 
or diff erent kinds of 
digitally-applied loans. 
Banks will lose their 
place, despite all their 
assets, unless they 
open themselves up to 
those digital enablers 
who have created new 
financial services. 
Banks are not well 
placed to innovate 
and should not try 
to compete with 
start-ups in fintech 
(finance technology). 
The industry is 
already moving in 
this direction with 
the likes of Barclays, 
HSBC and UBS 
looking beyond their 
own organisation and 
increasing investment 
in the fintech sector.
        If it’s so simple, 
why isn’t it happening 
already? Most people 
think only one way, and 
don’t ask themselves 
the basic questions: 
who else would want 
me to be successful? 
Who are my allies, 
and how do I make 
it in their interest 
to align with me. 
Your allies might be 
former competitors, or 
companies who need a 
new story, or firms in 
another industry. They 
might not be sexy, but 
they have something 
you need while you 
are reimagining 
your industry as an 
ecosystem, and plotting 
your go to market 
strategy.
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FIGHTING AGAINST FREE
If fighting against disruptive innovation isn’t bad enough, try fighting 
against free. As Chris Anderson wrote about in his book ‘Free: The 
Future of a Radical Price’ – and as David Bryce, Jeff rey Dyer and 
Nile Hatch support in a 2011 ‘Harvard Business Review’ article - it’s 
almost impossible to keep up when your competitors unleash “free” 
into the marketplace.
        How should you respond? We have seen how established 
companies have responded to these free business models. Some 
introduced their own free off ering, only to hurt their revenues and 
profitability. Some waited for the attacker to self-destruct, while some 
others recognized that the two could peacefully co-exist.
        The trick for incumbents facing delayed threats is figuring out 
exactly when to respond with either a free version of the existing 
off ering or a new free product that appeals to new users. Responding 
sooner rather than later allows an incumbent to beat back the 
entrant and probably won’t significantly hurt existing sales (because 
established customers are switching slowly). As soon as the entrant’s 
users are in the millions, however, the incumbent must respond—as 
Intuit did when it acquired upstart Mint.com for $170 million in 2009, 
eliminating a threat to its Quicken personal finance software and 
gaining a free online product. (Mint.com had attracted more than 2 
million users in just three years.)
        When the defection rate among your paying customers is 
high and the growth rate of the entrant’s users is low, the threat is 
obviously immediate because your revenues are rapidly eroding. Even 
though the free off ering has not yet attracted a large following, it’s a 
problem for you and demands a prompt response. It also suggests that 
you are overserving your customers and thereby inviting disruption. 
You must quickly figure out a way to launch a free off ering.
        Yahoo is another example of an incumbent that prevailed by 
introducing a better free product. In 2004, Google launched its free 
Gmail service, which provided 10 times more storage than Yahoo, 
the leading provider of free e-mail at the time. As a new entrant, 
Google could aff ord to off er significantly more storage because it had 
relatively few users. 
        Google’s entry created a dilemma for Yahoo, which generated 
some revenue from up-selling (persuading users to pay for more 

storage or other add-ons) but 
much more from advertisers 
(its real customers). To match 
Google’s off er, Yahoo would 
have had to buy warehouses 
of servers to provide storage 
for its 125 million e-mail 
users—an investment that 
would have generated no 
additional revenues.
        Yahoo decided to respond 
in a way that sent a message 
to Google and to its own 
e-mail users and advertisers: It 
immediately announced that it 
would match Google’s off er of 
one gigabyte of free storage. A 
couple of years later, it began to 
off er unlimited storage. Those 
moves left Yahoo users with no 
reason to switch to Google—and 
left Google with few options for 
off ering a better free product. 
Although the increased costs 
hurt Yahoo’s profits in the short 
term, the company’s share of 
the e-mail market continues 
to be several times larger than 
Google’s. But Google has not 
given up: Gmail now serves as a 
platform for the company’s other 
free products, such as Google 
Docs and Calendar. In the long 
run, this could make Gmail the 
better free product.
        The most important lesson 
from these cases? If your user 
base is vital to your revenue 

stream, you must quickly 
off er a free product that is 
comparable or superior to the 
new competitor’s. If you can, 
you should try to crush that 
competitor or at least prevent it 
from becoming powerful enough 
to mount a serious challenge.

HOWEVER…
People are still willing to 
pay for some things. Chris 
Anderson runs the exclusive 
TED conference (Technology, 
Entertainment, Design), which 
began in 1984 as an invite-only 
hobnob session for thought 
leaders. It was great for those 
folks, who eagerly networked 
with one another, but lacked 
the cachet it has today because 
the rest of the world hadn’t 
heard of it. But, in line with 
the principles espoused by his 
name doppelganger, Anderson 
(who took over the conference 
in 2002) OK’d releasing 
videos of the talks for free 
in 2006. Today, 1400 talks 
have garnered hundreds of 
millions of online views, and 
the conference is the hottest 
ticket in town, selling out a year 
in advance despite its multi-
thousand-dollar per head price 
tag. (It’s so exclusive you don’t 
“register"; you must “apply.”) 
        Similarly, you’d think that 
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giving away the videos might 
decimate demand for the actual 
conference – why pay so much 
money, when you can wait a 
few months and see everything 
online? But the opposite has 
been true. TED has become 
a household name and status 
symbol. People want to be part 
of the action, and are willing to 
pay for the experience.
        The lesson for your 
business? Free can help you 
or hurt you, and you must 
have a strategy to manage it. 
Think hard about what you 
off er that’s unique. It could 
be a brush with history, or 
face time with celebrities and 
thought leaders at a place like 
TED (or at the elegant private 
gatherings sponsored by many 
top-tier companies for their 
best clients). The common 
strand is personal experience 
– which competes with free 
by being priceless. The goal 
is to ensure everything your 
business does is set up to 
promote and leverage the 
enduring asset you possess. 
        Fighting back against 
disruption isn’t as diffi  cult as 
it is made to sound. It’s not 
easy, for sure. And most of 
us probably won’t survive the 
disruption. But at least you 
know there’s a way.
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DISNEY: FROM PAID TO FREE

L
ast year, Disney became the first 
studio to sell US$ 7 billion worth of 
tickets in a year. That might sounds 

natural, given the studio’s huge portfolio, 
which includes such brands as ESPN and 
Marvel. Except that it’s operating in a highly 
disrupted industry, with upstart giants such as 
Netflix gobbling up market share faster than 
the industry is growing. One way it does so is 
to allow programming (the industry term for 
shows and contents produced by the company) 
to be screened selectively for free (instead of 
the current paid model, which forms a huge 
portion of the company’s revenue). By so 
doing, it increases its brand affi  nity – people 
get to know its products and brands better, 
which in turn has run off  eff ect on the 
company’s movie and themepark businesses. 

CASE 
STUDIES

 

SINGPOST: NOT JUST MAIL

T
he history of Singapore Post is as 
chequered as the island-state itself. 
Started in 1858 as a single post 

offi  ce, the postal service grew to become one 
of the largest in the region, and a role model 
globally for a postal service. Yet, with the 
advent of the internet and emails, the company 
lost more than half of its mail business. Even 
government agencies and large banks, their 
main customers, have drastically cut mails and 
became paperless. In the face of imminent 
demise, the company re-invented itself, and is 
now positioned as a partner for e-commerce 
– enabling the millions of parcels that come 
into Singapore and regionally and for them to 
be sent out. In fact, Lazada has recently 
moved its entire warehouse operations into 
SingPost’s premises, further sealing the former 
mail giant’s role in the new economy. To 
diversify its income base and as a hedge 
against disruption, the company has also 
invested in other businesses such as 
Lock+Store, a self-storage operator, Famous 
Holdings, a freight consolidator and Quantum 
Solutions, a leading fulfilment specialist. 

 

MCKINSEY: CONSULTING PLUS SAAS

F
aced with disruption, McKinsey & 
Company initiated a series of 
business model innovations that was 

aimed to reshape the way the global consulting 
firm engages with clients. One of the most 
interesting of these is McKinsey Solutions, 
software and technology-based analytics and 
tools that can be embedded at a client, 
providing ongoing engagement outside the 
traditional project-based model. McKinsey 
Solutions marked the first time the consultancy 
unbundled its off erings and focused heavily on 
hard knowledge assets. McKinsey Solutions 
enable shorter projects that provide clearer 
ROI and protect revenue and market share 
during economic downturns. And embedding 
proprietary analytics at a client can help the 
firm stay “top of mind” between projects and 
generate leads for future engagements.
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FROM ZERO TO 
US$ 1.65 BILLION: 

THE YOUTUBE 
FOUNDERS
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A
t age 39 and 41, Steve Chen and Chad Hurley 
could easily pass off  as typical technology 
workers, except for the hundreds of millions of 
dollars in their bank account. The duo, 
together with Jawed Karim founded YouTube, 
the popular video-sharing site, in 2005, and 
sold it a year later for US$ 1.65 billion. No 
other business in history has grew as fast as 
YouTube nor exited as spectacular as it did. 

When Google acquired YouTube, they were both in the twenties, and 
already achieved what many of us aspire to achieve in our lifetime.
        How did they do it? Was it pure luck or being in the right place at 
the right time? Or was it entrepreneurial genius? This month, we trace 
the history of Chen and Hurley, and what made them a success.

EARLY START “Everybody aspires to be a star,” says Chen, a Taiwanese 
immigrant who came to the U.S. with his family in the hopes for a 
better life. Chen’s aspirations became a reality when he, along with 
Pennsylvania-born Chad Hurley created what is today the world’s largest 
online video website. YouTube, having been launched in 2005 has now 
become a global sensation, propelling both Hurley and Chen to the top 
of Business 2.0’s list of “The 50 People Who Matter Now.” YouTube 
was also named TIME magazine’s 2006 “Invention of the Year.” When 
Hurley and Chen decided to sell their company, they did so for a hefty 
price tag of $1.65 billion. 
        Steve Shih Chen was born on 18 August 1978 in Taiwan, where he 
lived until he was eight years old. His family then emigrated to the U.S., 
where Chen attended John Hersey High School, and later the Illinois 
Math and Science Academy. After graduating from high school, Chen 

W
e’re not in a hurry,” 
Hurley once said. 
“We’re interested in 
building our 

community. We’re trying to 
improve discovery. We’re trying 
to improve the experience for 
people on our site.” They might 
not have been in a hurry, but their 
site sure grew in one. Today, 
YouTube has almost half of the 
online video market, and is still 
growing. How did a university 
dropout and a boy who loved to 
draw become the industry leaders 
they are considered now? 

USER-ORIENTED Hurley and 
Chen knew from personal 
experience how diffi  cult it was to 
upload and share videos online. 
And that was why they decided to 
create YouTube. They wanted to 
create a website that others like 
themselves would find useful. By 
prioritizing their users’ needs and 
making it as easy and interactive 
as possible, YouTube was able 
to find a loyal audience that 
numbers in the millions. 

UNIQUE When you visit YouTube.
com, you are most likely searching 
for something that you cannot 

find anywhere else. From long 
lost ‘80s music videos, to political 
speeches, to the current events of 
today, you are almost guaranteed 
to find it on YouTube. And, that 
is why people keep coming back 
for more. 

VIRAL Both YouTube’s marketing 
strategy and growth as a result 
have been viral in nature. From 
holding promotions such as 
the iPod Nano daily giveaway 
to having an external video 
player that could be placed on 
any website and link back to its 
own, Hurley and Chen created a 
platform that continues to grow at 
an exponential rate. 

WELL-TIMED Some have 
suggested that YouTube’s success 
was due to a perfect storm of 
environmental factors. More 
to the point, it was Hurley and 
Chen’s ability to not only notice, 
but also take advantage of that 
storm that pushed them to the 
top. From the lessening cost of 
bandwidth and digital cameras, 
to the growth of online social 
networks, Hurley and Chen 
created a company that was right 
for the times. 

FOCUSED Hurley and Chen were 
never out to create a money-
making machine. They wanted 
to create a sustainable business, 
but also one that meant 
something to its users. And so, 
instead of overloading its pages 
and videos with advertisements, 
Hurley and Chen are being 
careful and testing the waters 
as to which ads will work, and 
where. They are refusing to 
lose sight of their number one 
priority, their user. 

YouTube put the right 
technology out there to meet a 
need, but it did so much more 
than that. It created a simple 
and unique way for people to 
connect with each other. It has 
become the fastest-growing 
video sharing site of all time, all 
the while outliving the critics’ 
claims that it is just another 
teenage fad that will soon die 
down. With the Google buyout, 
the company faces a more 
uncertain future in terms of how 
it will operate, and who will call 
the shots. One thing is for sure, 
however, and that is that Hurley 
and Chen are still here, and 
their business is still booming.

FROM 
ZERO 

TO 
BILLION: 

HOW 
THEY 

DID IT
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enrolled in the University of Illinois at Urbana-Champaign to pursue 
a degree in Computer Science. But, it would be a part-time job he was 
hired for at a small e-commerce startup called PayPal that would change 
his life forever. 
        Chad Meredith Hurley was born in 1977 as the middle child 
of parents Donald and JoAnn Hurley. His father was a financial 
consultant, while his mother worked as a local school teacher. 
Chad, along with his older sister and younger brother, grew up near 
Birdsboro, Pennsylvania. After graduating from Twin Valley High 
School in 1995, where his mother continues to teach the gifted 
program, Hurley enrolled in the Indiana University of Pennsylvania to 
pursue a bachelor’s degree in Fine Art. 
        Before graduating from university, Hurley also applied for a job at 
PayPal. He was flown to California and, as part of his job interview, was 
asked to design a logo for the young company that would demonstrate 
his artistic abilities. Hurley got the job, as PayPal’s first graphic designer, 
and the logo he designed remains PayPal’s offi  cial logo to this day. 
        It was while working at PayPal that Hurley and Chen became fast 
friends. They began to spend their free time discussing several diff erent 
business ideas. When eBay purchased PayPal for $1.54 billion, the 
two received large bonuses for their role in growing the small startup. 
They decided to use their money to create their own venture. With 
Chen’s engineering skills and Hurley’s creativity, they thought forming a 
company together was a plausible idea. 
        In January 2005, Hurley and Chen attended a friend’s dinner party 
in San Francisco. They had taken a few digital videos of the event and 
wanted to share them with each other the next day, but could not find a 
good means to do so. The files were too big to email, while posting them 
online would take hours. With that, Hurley and Chen had their first idea 
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created a website that would use Adobe Flash technology, something 
already installed in most personal computers, to display videos online. 
They also created an interactive user community by allowing members 
to tag and search for related videos. It also began using the Google 
AdSense program to bring in revenue and help cover the enormous 
costs per month of maintaining the bandwidth it required. 
        By the summer of 2006, YouTube had become one of the 
fastest-growing websites on the Internet. It was even ranked fifth 
most popular by Alexa, beating out the rapid growth of MySpace. In 
less than a year, YouTube was three to four times larger than Google 
Video or Yahoo Video Search. And growing much faster too. “It’s 
a side project for them,” says Hurley. In fact, according to a survey 
conducted in July 2006, it was estimated that over 100 million video 
clips were being viewed on a daily basis on YouTube, while more 
than 65,000 new videos were being uploaded ever day. Nielsen/Net 
Ratings also suggests that YouTube receives nearly 20 million unique 
visitors each month.
        Towards the end of the summer of 2006, YouTube had been 
doing so well for itself that the inevitable rumours of a buyout began to 
circulate. Many suggested that purchasing such a company, one whose 
business model would be fraught with liabilities for the foreseeable 
future, was a bad move. Entrepreneur Mark Cuban even said, “Only a 
moron would buy YouTube.” 
        But, YouTube was doing what it could to escape lawsuits related to 
copyright infringement. Hurley and Chen even signed deals with three 
major media companies to allow their materials to be legally broadcast 
on YouTube. Cuban might not have been interested in the Silicon Valley 
startup but Google definitely was. 
        On 9 October 2006, Hurley and Chen made the announcement 
that YouTube would be sold to Google for $1.65 billion in Google stock, 
making it Google’s second largest acquisition ever. The deal offi  cially 
closed on 13 November 2006, and kept Hurley and Chen on board to 
continue their integral roles in the company.
        Today, YouTube remain the largest video sharing site in the world. 
As a division of Google, YouTube revenue is not disclosed separately, 
but is said to run into tens of billions of dollars each year. 

for a sustainable business. Using the money they had received from the 
PayPal buyout, Chen and Hurley decided to create YouTube, to make 
uploading and sharing videos online as easy as anyone could want. 
        It was the birth of a revolution.

RUNAWAY SUCCESS After that fateful dinner party, where Hurley and 
Chen wanted to create a simpler way to share their videos of the night, 
they immediately went to work creating the answer. “In February, we 
started developing the product,” says Hurley. “In May, we had our first 
public preview. And in December, we offi  cially launched YouTube. By 
that time we were serving over three million videos a day.”
        They agreed on a few caveats: The site had to be easy to use for 
a person with only a minimum of computer skills, and it would not 
require users to download any special software in order to upload 
or view videos. They also made it easy for site visitors to view clips 
without going through a registration process, and created a quick search 
function to access the archives. 
        The YouTube.com domain name was first activated on 15 February 
2005. Their biggest expense was paying for bandwidth capabilities that 
would allow thousands of users to visit the site simultaneously without 
it crashing. Initially, they used some of their own personal lines of 
credit to pay for that, but then their former bosses at PayPal put them 
in touch with Sequoia Capital, a Silicon Valley venture capital firm. The 
partners at Sequoia Capital had provided some of PayPal's seed money, 
and agreed to fund Hurley and Chen's idea with a $3.5 million check. 
Roelof Botha, the former CFO of PayPal and current partner at Sequoia 
Capital, also took a seat on the YouTube board of directors. It later put 
an additional $8 million into the tech startup. 
        Combining their artistic and engineering skills, Hurley and Chen 
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symbol as soon as he receives the copyright 
in order to let others know that he will be 
exercising his right over the performance 
or display of the work. It is always best to 
consult with an attorney to understand the 
pros and cons of copyright protection for your 
intellectual property.

TRADEMARKS  Registering a trademark 
will help to protect the name of your 
product by preventing others from selling 
any product under the same or similar 
name. It seeks to prevent confusion by 
preventing others from using a deceptively 
similar name for their products. The 
first step in registering a trademark is to 
do a trademark search and ensure that 
it does not already exist. It is advisable 
to hire an attorney who has experience 
in intellectual property and can get the 
trademark search and application process 
started for you. 

I
ntellectual property refers to a legal term that recognizes exclusive 
rights of intangible assets. Some of the better-known IP types include 
copyrights, patents, trademarks, brands and also trade secrets, 
usually for intangible assets like music, art, inventions, symbols, logos 
and designs.
        Registering your intellectual property (IP) rights serves to 
spur innovation by enabling creators to protect their assets, without 
any fear of imitation for a certain period of time. Protecting it thus 
becomes important to preserve the rights of inventors and artists.

Imagine if you shared your novel idea with someone and it was subsequently replicated without 
your knowledge. There is little you can do in this case. First and foremost, the main goal is not 
to talk about your idea or go public with your decision to protect your intellectual property 
before you have actually protected it.
        You should keep in mind some concepts for protecting intellectual property. It has the 
same ownership rights as that of physical property and is important to eff ectively manage your 
intellectual property to ensure that you get the best protection for your idea or invention.
        Intellectual property can be bought, sold, owned or licensed in the same way, as you would 
do for a physical property. It can prove to be extremely valuable to many businesses and in fact, 
many of them list it as assets in their balance sheets. It is also important not only to protect the 
asset, but also to safeguard the products, processes and creative inputs from which the final idea 
has been generated.
        In the case of technology companies, because technology evolves so rapidly with product 
development and enhancement at the helm, it becomes important for companies to protect its 
intellectual property. There are several ways to protect your property, but it depends on the type 
of IP that you have. You should know the type of intellectual property that you want to protect 
and exercise your right to make it legally yours.

PATENTS  If you have developed an enhanced product or process that is unique, you may want to 
obtain a patent. The holder of a patent can stop any external party from replicating or selling his 
invention for a certain period of time, depending on the type of invention. It may be a complex 
process, so it might be ideal to hire a legal expert with experience in patent law.

COPYRIGHTS  A copyright stipulates protection for original works like authorship, literary, music, 
drama, photography, audio, video, software and other intellectual works. Copyright protection 
becomes relevant when the work is set in a tangible medium. The owner should begin using the 
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W
hat is a startup? 
It’s a new business, 
trying to get off  the 
ground. These 
guys pepper our 
streets; chances 
are you can’t go a 
day without 
bumping into a 

small business owner—someone who had to 
make it from scratch, who faced 
unchartered and unknowable terrain and 
charged out into it anyway.
        Unless it’s a matter of semantics, 
the startup isn’t a new phenomenon. The 
entrepreneurial strain isn’t a byproduct of 
the smartphone or the Internet. Humans are 
naturally entrepreneurial.
        I believe we are a creative and resourceful 
species. We’ve proven to be adaptable 
creatures who can fashion so much out of 
practically nothing. As social beings, we’ve 
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each at some point tested a behaviour and 
made changes, even pivoted, based on the 
reaction. We put ourselves out there and when 
we fail, we try again. We seek out meaning and 
are driven by purpose.
        Entrepreneurship isn’t just for startups. 
Entrepreneurship belongs at every level in 
every company of every size. Every industry 
can benefit from the traits of entrepreneurship. 
        Most of us are already entrepreneurs; 
some of us just don’t realise it. It’s about 
harnessing that inherent potential and 
remembering that human predisposition. 

BREAK OUT OF YOUR CUBICLE
I got into the business of co-working because I 
wanted a community from which I could draw 
inspiration and strength, and I wanted it for 
others, too.
        I wanted to be around people radiating 
not just passion for the work they do but 
diligence and determination, regardless of 
whether they were involved in their own thing 
or a function within a larger organization.
        I look at the eruption of co-working in 
the market as a response to that selfsame 
desire for connection and engagement. 
There’s something irreplicable about coming 
together with others, the ritual of talking face 
to face, the sense of sitting across another 
body in a room.
        Paradoxically, this physical proximity 
results in both cohesion and friction at the 
same time. Or perhaps it creates a friction that 
then sediments into cohesion.
        The whole point of co-working is the 
reality check and multitude of viewpoints 
it can off er. You can’t surround yourself 
exclusively with people singing the same 
tune. Or actually, you can—but I’m skeptical 
that kind of insulation lets you evolve as a 
person or your work be its best. I do believe 
in celebrating victories, but I don’t believe 
in dwelling on them or worse, sliding into 
complacency. Every day, I have to remind 
myself to think like a startup.

SEEK OUT INSPIRATION FROM ALL ANGLES
Entrepreneurship is tough. Really tough. 
        Saranta, my sister and co-founder, and 
I couldn’t have attempted a project like The 
Working Capitol alone. Not just because we 
needed fresh perspectives, but also because it 
would have been an incredibly lonely road.
        Practical and moral support can and 
should come from all directions—from those 
who’ve tread the path you’re on, to those on 
parallel journeys. With The Working Capitol 
we knew we wanted to put the big guys—the 
multinationals and the established brands—
literally next to the newer kids, under the 
same roof, sharing the same pantries and 
breakout zones. Exposure is so valuable—
to diff erent businesses, departments, and 
demographics, and to how each operates. 

collaboration with Visa. Visa has gone on 
to take them further along their adventure. 
They’ve since travelled across India in this 
food-tuk and are now back on the European 
continent. They’ve been hosting Banquets of 
Stories the whole time.
        Beautiful things can happen, it seems, 
when people get together—even if the idea 
seems crazy or impossible at the start.

REACH OUT AND MAKE A CONNECTION
Like everyone else, I don’t know what things 
are going to be like in the next five months, 
let alone the next five years. But even in 
uncertainty—especially in uncertainty—
entrepreneurs choose to be active and agent. 
They have to. We all have to.
        I do know that I’m interested in a world 
where we hear more about the deepening 
of interpersonal relationships as a goal 
and metric. I also know that The Working 
Capitol wants to continue fostering initiative 
and community on a localised level, while 
cooperating with the government to align on 
more macro objectives and policies. 
        The technology is now here, available 
for us to contribute and drive change. After 
all, you can’t have a “Smart Nation” without 
the nation—all of it. So how can we empower 
as many as possible, from as many corners of 
this country? That’s the question that has to 
power the next step. That’s the question I’ll be 
thinking about constantly.  

Education can’t happen in a silo, and 
should be fused with real-world experience 
and transferrable skills that matter: 
communication, collaboration, compassion.
        If—or when!—you find yourself in a co-
working space, participate; attend community 
events and ask about the other businesses in 
the space and opportunities for collaboration. 
Some of the coolest things to have come out 
of The Working Capitol have been through 
people approaching us and everyone coming 
to the table with ideas and open minds. 
        When the nomadic filmmaker-and-chef 
duo Sol Food Cinema showed up at our door 
last year, all we knew was that we wanted to 
help them make it back home to Milan. They 
were looking to build a customised food-tuk (a 
tuk-tuk with a kitchen) so they could continue 
cooking for strangers and collecting stories 
along the way, and we had a community and 
some resources we could pitch in.
        At The Working Capitol, Sol Food met 
the man who would end up designing their 
food-tuk and a network of people who would 
end up funding the next leg of their journey. 
        Together with our team and in our space, 
they also came up with the Banquet of Stories: 
a food-and-film event, serving the dishes they 
created on their travels, paired with short 
documentaries of the respective characters the 
recipes were inspired by. 
        After one of these banquets, a guest 
came up to them and mentioned a potential 
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logistics, and sales information, enabling them 
to improve collaboration with their business 
partners and achieve 50% higher sales 
productivity. They were able to gain real-time 
visibility into customer interactions at every 
touch point and improve the quality of their 
customer service. 

GOALS FOR 2020 AND BEYOND  In spite of 
these successes, the IDC study shows that a 
mere 5.5% of SMEs in Asia Pacific Japan have 
gone beyond integration to derive real-time 
insights that drive business results. SMEs who 
have not yet made these investments will find 
that they are continually playing catch-up. 
According to new research by KPMG, nine out 
10 businesses in Asia do not have a specific 
technology strategy. 
        It would not be enough for businesses 
to simply align business processes; they now 
need to now collaborate across the ecosystem 
– right from aligning business processes with 
their customers and suppliers, to sourcing for 
cost-eff ective supplies, to identifying talent 
gaps. Further, businesses must incorporate 
machine learning to automate repetitive tasks, 
allowing for faster decision-making. 
        Just as the British Olympic rowing team 
focused on their performance, and doing 
everything they could to be the best they could 
possibly be; businesses today must embrace 
and leverage the technology to transform 
themselves digitally. All in the hopes of – 
making the boat go faster. 

ANTHONY MCMAHON IS SVP GENERAL BUSINESS (SME) & 
CHANNELS AT SAP ASIA PACIFIC JAPAN 

I
recently had the pleasure of hearing Ben Hurst-Davis, Olympic gold 
medallist, performance coach and author and co-founder of “Will it 
Make the Boat go Faster?” 
        Ben spoke about his experience winning the gold medal at the 
2000 Summer Olympics in Sydney as a member of the British rowing 
team, the first British crew to have won this event since 1912. He 
shared how the team was determined to do everything they could, to – 
make the boat go faster. 
        Rowing is unlike any other team sport. Every single person in the 

crew must work towards a synchronized stroke that propels the boat forward – similar to how 
businesses must operate. This is especially true for small and medium enterprises (SMEs), where 
every part of the business must work together seamlessly to propel the business forward.    
        Leveraging technology and digital transformation is key to enabling SMEs to achieve success, 
growth and expand into new areas and geographies. A new IDC study, commissioned by SAP, 
found that SMEs that embraced and invested in technology, reaped benefits that helped them 
compete globally: 81% off ered employees more flexibility, 74% improved customer loyalty and 
72% increased sales and revenue. 
        Across Asia Pacific, Huber’s Butchery, GrandLuxe and Simplot Korea are three SMEs 
who have not only successfully transformed themselves, and have succeeded in making their 
boats go faster. 
        These SMEs have synchronised every part of their business – from finance and expense 
reporting to procurement and inventory – into an integrated engine. They are now able to 
eff ectively manage their business by controlling costs, managing compliance and glean real-time 
insights to help their teams make business decisions, more quickly. In turn, they can focus on 
activities that will – make the boat go faster!  

INCREASING REVENUE WITH PRODUCT VISIBILITY  Huber’s is a premier producer and supplier 
of meat products and services and aims to continually provide a great experience to their 
customers. An integrated engine gave the business visibility across all their diff erent products; 
enabled them to streamline processes, leading to 40% increase in revenue and a 10% reduction in 
losses. A mobile version of the platform allowed the company to work on the move, conduct their 
operations more effi  cient and ultimately improved their customers’ experiences – an essential KPI 
for the family business. 

BRINGING DIGITAL INNOVATION TO A PAPER-BASED BUSINESS  Just because a business is 
about paper, does not mean business processes must be paper-based too. Grandluxe has a fine 
heritage and tradition in book binding that spans three generations. They manufacture leather 
and paper-based lifestyle products. Their previous system was manual and disintegrated. This 
meant that they did not have insights and real-time information across their finance, inventory, 
sales, purchasing and product information. Today, the company is able to track inventory and 
operational costs closely to drive effi  cient and grow the business into new concepts. 

FROM FARM TO ANY TABLE AROUND THE WORLD  Ensuring that frozen food keep the natural 
goodness and fresh-from-the-farm flavour right to dining tables around the world requires an 
effi  cient system that can, not only capture massive volumes of business information, but also, 
can analyse it in a fast, flexible manner. Simplot Korea, today, has real-time insight into finance, 

BY 
ANTHONY 

MCMAHON





A
s the year draws to a 
close, we begin to 
see announcements 
from the world's 
tech giants 
introducing their 
latest products, just 
in time to catch the 
festive spending 

season. Apple launched the iPad Mini, 
Samsung rolled out their latest Galaxy tablet, 
Google launched the Nexus 7 and Microsoft 
did not pull any punches with a major launch 
event in Times Square for its Surface tablets. 
Excluding these, there are at least 21 other 
devices from diff erent manufacturers that 
have been released or are due to be released 
by the end of this quarter.
        In a market as competitive as the mobile 
computing market, it seems that every major 
computer manufacturer is jumping onto the 
bandwagon with their own version of what 
they envision to be the future of the industry.
        Some even try to launch more than one in 
a year. Apple launched a total of three, includ-
ing the now obsolete 3rd Generation iPad 
- which was in offi  cial availability for 221 days 
- the iPad Mini and the 4th Generation iPad, 
essentially cannibalising their own products.
        Although you see off erings that are 
unique in terms of design and use, they 
essentially fulfill the same needs. In fact, 
this only highlights what they lack, when the 
consumer has to compare them alongside the 
market leader.
        How then can a company compete in 
such an environment if not by cramming 
their products with the latest technology, 
spending millions on advertising, or playing 
the price game?
        Amazon stands toe-to-toe with the 
tech giants in the mobile computing market 
because they knew not to focus merely on 
releasing the latest gadgets in present-day 
product development. They single-handedly 
revived the e-book market when the Kindle 
launched in 2007. Since then, more than a 
million Kindles per week have been sold.
        How can a company that started as an 
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customers the way they did for books, so that 
they can give their customers more.
        Amazon improved upon not only the 
hardware but also the software and the 
supporting content that goes into their 
product. Many technology companies assume 
showcasing more features such as a bigger 
screen or faster processes indicates that they 
are better at meeting their customer's needs. 
However, it is ultimately how these features 
benefit the customer that will give your 
product the edge.

03. FOCUS ON GETTING THE FUNDAMENTALS 
RIGHT. One of the success factors of the 
Kindle is that fundamental functions and 
design principles are kept intact. Nothing 
was left to chance. Users could easily access 
content and enjoy the product without 
worrying about its battery life. Some 
features from the old Kindles such as audio 
capability were taken out in the latest Kindle 
Paperwhite as they streamline and create a 
more focused e-reader.
        In an ideal situation, you would have 
enough time, resources, talent and support 
to get it right. The reality is that you often 
face limitations. Businesses that recognise 
this and cut their ambition for the sake of 
getting the basics right can reap unexpected 
rewards. On focusing on the core of what 
you are doing, one of my favourite business 
leaders, Jason Fried aptly asks: "If I took this 
away, would what I'm selling still exist?"

04. HAVE A GENUINE PASSION FOR THE 
PRODUCT. At the heart of it all, truly 
successful products stem from the passion of 
the people developing them. Amazon knew 
about books and e-commerce, although 
they took a step out of their comfort zone in 
developing the Kindle, they knew what the 
purpose of it was and how it relates to their 
passion and purpose.
        Gibson guitars is another example 
of companies creating products from 
genuine passion. In the 80's, they allowed 
a compromise in their product in order to 
compete with an influx of cheaper foreign 
made guitar brands. They carried 'seconds', 
essentially guitars that have slight defects, to 
be sold at a lower price.
        When the current CEO Henry Juskie-
wicz took over, he took a hard line with these 
'seconds' and made it a point for Gibson to 
only sell the highest quality guitars. At the 
end of every work week, he would take his 
employees to destroy these faulty guitars 
using a chainsaw, just to show them what the 
Gibson brand should stand for. Being a pas-
sionate guitarist, he understood the market 
from a customer's standpoint and adjusted 
his business to give the customer a better 
experience. By instilling a culture of quality 
excellence, he was able to also translate this 
passion to the product development.  

online bookstore be so influential in the 
mobile computing market? Comparatively, 
the average tablet off ers so much more than 
the latest Kindle does. The initial product 
off ering did not even have a colour screen to 
begin with.The answer lies not in making a 
better product, but in winning the customer 
over. It is what is behind the scenes that 
makes a diff erence.
        Amazon understood what they could 
bring to their customers, which was a better 
way to get to what they love - a good read. The 
Kindle allowed their customers to access their 
favourite reads in a quicker and cheaper way 
by availing their catalogue of books from every 
major publisher online, as opposed to getting a 
book from a brick-and-mortar bookstore.
        Businesses can draw 4 crucial lessons 
in their product development from this, 
especially when it is so easy for companies 
to be faster, bigger, more powerful or more 
feature-filled than their competitor, rather 
than being more influential.

1.  Improving the way you meet customer 
  needs is also innovation. 
2.  Improving customer relationships will lead 
  to product improvement. 
3.  Focus on getting the fundamentals right. 
4.  Have a genuine passion for the product.

01. IMPROVING THE WAY YOU MEET 
CUSTOMER NEEDS IS ALSO INNOVATION.
E-ink, the Amazon Kindle electronic display, 
could not work in colour and Amazon could 
have used a conventional colour screen. They 
chose not to because the E-Ink display gave 
people a better reading experience.
        Do not be too fixated on innovating 
arbitrarily or trying to make your product the 
latest and greatest. Instead, focus on how you 
can give your customer a better experience.
        Heard of the Sony LIBRIe? It was 
an e-reader developed by Sony before the 
Kindle, that did not reach the heights of 
success Kindle and Amazon enjoyed simply 
due to the lack of content. The Kindle had 
over 88,000 titles ready at launch, far more 
than the 1,000 titles per publisher that Sony 
had access to. The real success factor was the 
supporting content and not how powerful the 
hardware was.

02. IMPROVING CUSTOMER RELATIONSHIPS 
WILL LEAD TO PRODUCT IMPROVEMENT.
A key part of Amazon's success lies in the 
relationships cultivated with their customers 
and how they think about improving it. "The 
vision is to build an incredible customer 
experience," Steve Kessel, Senior Vice 
President of Worldwide Digital Media at 
Amazon says. "To do what Kindle has done 
for reading - that simplicity, that ease of 
use - to bring that to movies, TV shows, 
apps." Essentially, they are more concerned 
about bringing content to their 65 million 
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elsewhere, for example, or growing in other 
ways, before they have resources to focus on 
profit growth.
        The companies that are coming out on 
top in the profit stakes are those with a ‘grow 
getter’ approach, taking opportunities when 
they’re presented to them such as those in 
the emerging economies of India and Mexico. 
Comparatively, businesses in Singapore and 
Hong Kong are less optimistic about their 
future growth–forecasted as the least likely 
to grow their product ranges, expand their 
workforce or expand geographically. 
        ‘Grow getter’ companies typically 
proactively invest in technology to boost 
productivity which gives them the scope to 
expand into new markets and adopt an agile 
approach to changing macroeconomic events. 
        Companies with this proactive ‘grow 
getter’ approach typically see speedier profits 
and returns on investment. An impressive 80% 
of businesses in India grew their profits in 
the last 12 months whilst businesses in other 
regions were left planning and preparing, 
perhaps growing in other areas, but falling 
further behind in terms of profit growth. 
        The fascinating and valuable findings 
of our latest study have shown us just how 
essential this information is for the future of 
the modern business world. As such, we will 
continue to report on changes in the global 
business environment. 

ARE YOU A ‘GROW GETTER’? Where does your 
business sit on the ‘grow getter’ scale? The 
fact you’re reading this suggests you may well 
be a ‘grow getter’ but how is your business 
growth strategy shaping up? Are you ready 
to compete against global businesses that are 
primed to implement the latest technologies 
and systems?  

SABBY GILL IS EXECUTIVE VICE PRESIDENT FOR INTERNATIONAL 
AT EPICOR SOFTWARE CORPORATION

A
midst a sluggish economic landscape, the recent Budget 
announcement off ered a variety of measures to help sustain 
businesses, while also keeping an eye on what they need to do to stay 
competitive in the future. 
        Recognising the power of technology in empowering businesses 
to boost productivity and effi  ciency, the new programmes provide 
strong foundations for SMEs to adopt and implement technology to 
stay competitive, compete on quality and embrace innovation. This is 
critically important, considering Singapore is situated at the heart of 

the ASEAN region that is an important driver of global economic growth. The Association of 
Southeast Asian Nations (ASEAN), China and India are bright spots for growth – the ASEAN-5 
countries expected to grow at 4.9% in 2017, with China and India forecasted at 6.7% and 6.6% 
respectively. This, coupled with rapid urbanisation and the rise of the Asian middle class, whose 
increased spend in sectors like retail, lifestyle and healthcare, provides greater opportunities for 
businesses to grow. 
        The digital economy also presents unprecedented global growth opportunities. Even the 
smallest company can now seek customers in the furthest markets as long as there is digital 
access. Companies, regardless of size, can engage with customers through digital channels, 
transact with business partners and seek out payment solutions anywhere. Technology is 
transforming industries and off ering new ways to overcome constraints and seek out new 
opportunities. The SMEs Go Digital Programme, which will help SMEs digitise their products, 
services and processes, only emphasises the importance of enabling companies to harness digital 
technologies and platforms to help them grow.
        However, no business can grow unless the people behind the organisation are focused on 
achieving growth. While the various opportunities listed above should project a positive growth 
for Singaporean businesses, this is not always the case. The ambiguity of today’s economic climate 
as well as disruptive technology creating more volatile economies, makes it diffi  cult to outline a 
detailed roadmap for success, and this is further compounded by increased regional competition 
and Singapore’s struggle to boost productivity. 
        There is no right or wrong answer when it comes to growing your business, which is why our 
newest research focuses on the variables which influence business growth. 

THE HOLY GRAIL OF PROFIT Profit is often seen as the benchmark metric for measuring business 
growth and is ultimately the Holy Grail of business goals. There are many more ways of tracking 
growth, such as through measuring footprint, workforce and product off erings, and all have a real 
impact on a business’s overall development. These significant factors often need to grow before 
profits can be achieved and so businesses need to build strategies to pave the way for growth.
        All businesses have their own growth journey and before now there has been little research 
tracking business growth and its related metrics on a global scale. Our latest study attempts to 
change this, bringing the state of global business growth to life, and showing exactly how the 
business landscape is evolving.

GETTING GROWTH—TRENDS ACROSS THE GLOBE The research draws out some global trends de-
spite the unique nature of each business’s journey. It shows that that one-in-three (36%) businesses 
across the globe have failed to grow their profits in the last 12 months. In Singapore, this figure 
is almost doubled, with only a third (34%) of businesses reporting profit growth over the past 
year. This leads us to question where these businesses are on their growth journeys. Do they ‘get’ 
growth? What goals they are chasing? Are profits on the horizon, or out of reach?
        Not achieving profit may be down to strategic decisions. Companies may be investing 
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plans to have four generations of off springs 
taken care of, they are generally not the best 
when it comes to ROI. What about budget 
hotels? With increasing regulatory 
complexities, budget hotels and homestays are 
really only options if you enjoy serving guests 
yourself, and wouldn’t mind being tied to the 
property 24/7.
        This month, we explore some mid-
range hotel franchises, some of which are 
already in our country, and some waiting for 
right investor.

HILTON GARDEN INN
Year Founded: 1990
CEO: Christopher Nassetta
Number of Franchisees: more than 700

H ilton Garden Inn is part of the 
portfolio of brands at Hilton 
Worldwide, which has hotels in more 

than 90 countries. Other Hilton Worldwide 
brands include Waldorf Astoria Hotels & 
Resorts, Conrad Hotels & Resorts, Hilton 
Hotels & Resorts, DoubleTree by Hilton, 
Embassy Suites by Hilton, Hampton by Hilton 
(see below), Homewood Suites by Hilton, 
Home2 Suites by Hilton, Curio - A Collection 
by Hilton, Canopy by Hilton and Hilton Grand 
Vacations. Positioned as a 4-star property, a 
Hilton Garden Inn can be located in suburbs, 
unlike some of the group’s more upscale 
brands. Requirements include a full-service 
restaurant and bar off ering cooked-to-order 
breakfast, dinner room service, state-of-the-art 
fitness centers, 24/7 business centers featuring 
complimentary printing and wi-fi.

HOLIDAY INN EXPRESS
Year Founded: 1992
CEO: Richard Solomons 
Number of Franchisees:  appx. 2500

I
n just 25 years Holiday Inn Express 
has grown to become parent 
company IHG’s biggest global 

brand. Nearly half of IHG’s entire global 
pipeline is made up of Holiday Inn Express 
hotels. Holiday Inn Express hotels are 
generally located in suburban and industrial 
areas, on the edge of towns, close to major 
travel routes around major and secondary 
cities and at airports. These micro-market 
locations position hotels for profitable 
business at manageable expense. This 
midscale limited service hotel brand is 
designed with effi  ciency at its core. This is 
best demonstrated through the new Next 
Generation design, offi  cially launched in 
2016. Devised in line with consumer and 
investor insight it is tailored to meet the needs 
of today’s ‘smart travellers’ who favour 
simple, sleek, functional hotel design. 
        Design and construction of the brand is 
value engineered to reduce build costs and 
operating costs, supporting strong return on 
investment. Holiday Inn Express suits offi  ce 
conversions and modular construction. 

COUNTRY INNS AND SUITES
Year Founded: 1986
CEO: David Berg 
Number of Franchisees: appx. 500

I
n 1987 Curt Carlson founded 
Country Inns & Suites, a companion 
to his family of hotels and 

restaurants that includes Radisson Hotels and 
TGI Friday's. The hotels, which are located in 
metropolitan and rural areas, feature studios 
and one-bedroom suites that may have 
refrigerators and microwaves. For business 
travelers, Country Inns off er breakfast rooms, 
meeting rooms and lobbies that can be used 
for meetings. Locations also feature pools, 
coin-operated laundry facilities and exercise 
facilities. All guests are given complimentary 
breakfast, cookies and a morning paper. At 
each hotel, children under 18 stay free with an 
adult. Today, the brand is owned by Carlson 
Hospitality, which in turn is owned by China’s 
Hainan Airlines.

M
ost hoteliers will 
tell you that if you 
want the fastest 
return-on-
investment on 
your hotel 
property, choose 
to operate a 
mid-range hotel. 
Luxury hotels 

may accord you much prestige, but unless you 
are a major developer with deep pockets and 
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HOWARD JOHNSON
Year Founded: 1925
CEO: Geoff Ballotti
Number of Franchisees: appx. 400

W ith a loan of $500, Howard Dearing 
Johnson purchased a small patent 
medicine shop in Quincy, 

Massachusetts, in 1925. He used an old-
fashioned, hand-cranked freezer in the store's 
basement to make vanilla, chocolate and 
strawberry ice cream for the shop's soda 
fountain. Three years later, with menu 
additions like hot dogs and hamburgers, he 
opened the first Howard Johnson's Restaurant. 
By 1935, there were 25 Howard Johnson ice 
cream and sandwich stands in Massachusetts. 
Five years later, with more than 100 
restaurants on the Atlantic Coast, Johnson 
opened the first turnpike restaurant on the 
Pennsylvania Turnpike. In 1954, when the 
company operated 400 restaurants, the first 
Howard Johnson hotel opened in Savannah, 
Georgia. The brand is today part of the 
Wyndham network, one of the world’s largest 
hotel group. Support for franchisees begin 
with pre-opening, including guidance and 
direction on punch list items, specifically 
sourcing assistance with exterior signage and 
property management systems, brand standard 
requirements. New construction development 
projects begin work with the Development, 
Planning and Construction Services team, who 
reviews your site plans and off ers assistance 
throughout the ground break phase. Following 
ground break, you’ll be assisted by a Property 
Openings Manager.

RAMADA HOTEL
Year Founded: 1954
CEO: Geoff Ballotti
Number of Franchisees: appx. 850

I
n 1954 a group of investors opened 
an inn in Flagstaff , Arizona, the first 
in a series of motor hotels to be 

opened by the group. Five years later, the 
chain was named Ramada, meaning “a shaded 
resting place” in Spanish. Today Ramada, is  
owned by Wyndham and operates hotels 
throughout the world. The company is 
comprised of three segments, Ramada Inns, 
Ramada Limiteds and Ramada Plaza Hotels, 
serving value-conscious and mid-market 
travelers. Hotels hoping to franchise from 
Ramada would need to have some meeting 
space, food and beverage off ering and what 
the brand call ‘pops-of-red’ design. 

HAMPTON BY HILTON
Year Founded: 1983
CEO: Christopher Nassetta
Number of Franchisees: appx. 2200

T
he first Hampton Inn opened in 
Memphis, Tennessee in 1984. 
Hampton Inn was the first mid-price 

hotel chain to begin off ering a free continental 
breakfast and free local phone calls. In 1995, 
the Hampton brand introduced Hampton Inn 
& Suites, which consisted of two-room suite 
hotel rooms with living rooms and kitchen 
areas. Guests experience service backed by an 
unconditional satisfaction promise, the 100% 
Hampton Guarantee. Plus enjoy 
complimentary amenities like Hampton by 
Hilton's free, hot breakfast and free wi-fi. Like 
Holiday Inn Express, Hampton is a fast 
growing brand, with at least one new hotel 
opening every other day. Franchisees are 
provided a range of support, including 
extensive training, technological support, 
building blue-print (for new builds), 
conversion guidelines (for existing hotels), 
and much more.
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  LAOS IN FIGURES

Official Name:  Lao People's 
 Democratic 
 Republic
Area:  236,800 sq. km. 
Capital:  Vientianne
Ethnic group:  Lao 53.2%, 
 Khmou 11%, 
 Hmong 9.2%, 
 Phouthay 3.4%, 
 Tai 3.1%, Makong 
 2.5%, Katong 
 2.2%, Lue 2%, 
 Akha 1.8%, 
 other 11.6%
Language:  Lao (official), 
 French, English, 
 various ethnic 
 languages
Population:  appx. 7 million
GDP (PPP):  US$ 41 billion
GDP growth rate:  7.5% (2016)
GDP per capita:  US$ 5,700
Main industries:  mining (copper, 
 tin, gold, 
 gypsum); timber, 
 electric 
 power, 
 agricultural 
 processing, 
 rubber, 
 construction, 
 garments, 
 cement, tourism
Major exports:  wood products, 
 coffee, 
 electricity, tin, 
 copper, gold, 
 cassava
Major imports:  machinery and 
 equipment, 
 vehicles, fuel, 
 consumer goods
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LAOS
OPPORTUNITIES FOR SMEs

L
aos has abundant 
mineral wealth, much 
of which remains 
unexploited although 
many foreign firms are 
active. The power 
sector, especially 
hydropower and coal, 
is open to foreign 
investment, with many 
international firms 
represented. 
Agribusiness has also 
attracted foreign 
investment.
        The Lao economy 
remains dominated by 
Thailand, Vietnam, 
and China, with heavy 
participation in certain 
sectors by Korea, 
France, Japan, India, 
Malaysia, Singapore 
and Australia. 

MARKET OVERVIEW
The Lao market 
economy has grown 
at nearly 8 percent 
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for the last decade and is heading 
into a new phase of regional and 
global integration. After acceding 
to the World Trade Organization 
in 2013, Laos looks to the 
ASEAN Economic Community’s 
formal establishment at the end 
of 2015 as a marker for its next 
set of economic policy and trade 
development goals.
        Laos is one of the world’s few 
remaining communist countries. 
The Lao economic model bears 
some relation to its Chinese and 
Vietnamese counterparts, in 
that it has implemented market-
based economic practices while 
maintaining a high degree of state 
control. Laos is politically stable.
        Vietnam, China and 
Thailand have dominant trade 
and investment roles in the Lao 
economy, with participation in 
certain sectors by Korea, France, 
Japan, Australia, Malaysia, and 
Singapore. Bilateral trade between 
Laos and Thailand, its largest 
trading partner by far, totaled $5 
billion in 2014.
        The country has a small 
but growing middle class 
concentrated mostly in the capital 
and larger cities.
        The Lao government 
weathered a fiscal and monetary 

crisis in 2013 and into 2014, 
brought about by poor budgetary 
processes, uncontrolled 
provincial spending, and a 
large raise for civil servants. 
The government is taking steps 
to address some deficiencies, 
though overall, fiscal and 
budgetary policy formulation and 
implementation remain weak.
        Major international 
companies have begun to invest 
in Lao Special Economic Zones, 
particularly near Savannakhet 
and Vientiane. Investors include 
Toyota, Nikon, and Essilor. Coca 
Cola opened a bottling plant in 
2015. GE has a significant interest 
in the hydropower sector.
        The Lao government has 
a goal of becoming a rule of 
law state by 2020. Currently, 
commercial law and the 
commercial court system in Laos 
are still developing and are not 
transparent. Sanctity of contract 
is not well understood in Laos 
and concessions or property 
rights granted by the government 
are liable to overlap or conflict 
with other claims.
        Customs procedures are 
improving but remain opaque. 
Customs clearance speed has 
improved markedly in recent 

years with the introduction of automated customs procedures, 
dropping from an average 18 hours in 2010 to 11 hours in 2012. The 
cost for a standard shipping container fell from $2100 to $1900 in 
2013 but remains more than twice the regional average for East Asia 
and the Pacific.
        Despite government eff orts to establish “one stop service” for 
business registration and licensing, procedures for investment are 
cumbersome and approvals often do not occur within stated times 
or rules.
        Human resources are not well developed in Laos, and employers 
frequently have a diffi  cult time finding and retaining qualified 



 DO’S AND DON’TS IN LAOS
Be prepared: Good preparation is essential before exploring your 
business opportunities in Laos. Get to know the country and its 
culture, as well as the economic and political climate. Make good use 
of the knowledge and services available from branch organizations and 
government authorities. Talk to entrepreneurs with experience in doing 
business in Laos. 
        Build relationships: Building and maintaining personal 
relationships is essential for doing business in Laos. Personal 
relationships can be the key to successful business commitments. A 
reliable local partner can speed up the preparatory work considerably 
and could be the most eff ective way to reach Laotian consumers.

UNDERSTAND BUSINESS ETIQUETTE
   The traditional Lao gesture of greeting is the “nop”, “phanom”

or “wai”, where the palms are placed together in a prayer-like 
gesture in front of the face. Nowadays, however, the handshake 
is becoming increasingly common for both men and women, 
particularly during the conduct of business.

   The safe dress code is to go formal and use conservative colours.
   Don’t show your temper and do avoid conflict (loss of face).

Always be polite and show respect to your business counterpart. 
   Be patient, very often things do not move at the same pace as in

the West. 
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continued growth in the future.
        The government is strongly 
committed to becoming “the 
battery of Southeast Asia” by 
harnessing hydropower, and to 
a lesser extent wind, solar, and 
thermal energy resources to 
export electricity throughout the 
region. The power sector is open 
to foreign investment, with many 
international firms represented. 
Hydropower and transmission and 
distribution infrastructure will be 
the focus of increasing investment 
by the Lao government as it 
develops its power industry.
        The Lao agricultural sector 
also shows promise and is a 
priority for the Lao government. 
Land is underutilized. The low 
population density in Laos and 
large markets for agricultural 
goods and livestock in neighboring 
markets have brought many new 
investors to explore agricultural 
opportunities. There are 
opportunities for exports of 
modern harvesting, planting, 
processing, and other technologies 
that would help the sector to grow.
        Many international 
companies are exploring Special 
Economic Zones (SEZs) in 
Vientiane and Savannakhet 
provinces. SEZs off er a range 
of incentives and tax holidays 
to investors depending on 

the industry. International 
investors have been attracted 
by the relative abundance of 
inexpensive electricity and the 
low cost of labor.
        The Lao government has 
targeted tourism, especially 
ecotourism, as a major area of 
future growth. Laos is attempting 
to attract more upmarket tourists 
to its market and has liberalized 
air services resulting in more 
frequent and less expensive 
flights to and from the country.
        The Lao government 
fully liberalized the retail 
sector in 2015, allowing 
foreign retail establishments 
to enter the country.
        Laos has a poorly 
developed infrastructure 
with only a few kilometers 
of rail, few decent roadways, 
and underdeveloped medical, 
water, and sewage systems. 
The GOL is likely to make 
investments in these areas in 
coming years in keeping with 
its goal of graduating from 
Least Developed Country 
status by 2020.
        The minerals and mining 
sector has been a major driver 
of growth in Laos, particularly 
copper and gold. Other mineral 
resources include bauxite and 
potash. Market Entry Strategy

employees. The market for skilled and unskilled workers is extremely 
tight. A World Bank survey found that nearly half of advertisements for 
low-skilled workers attract no applicants.
        Tax administration is consistently cited as one of the largest 
barriers to commerce in Laos in surveys of small and medium 
enterprises.

MARKET OPPORTUNITIES
Increases in disposable income, particularly among elites with access 
to resource-based industries, and a slowly expanding middle class 
mean that the consumer and services sectors are likely to experience 

SOURCE: US DEPARTMENT OF COMMERCE
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on the network or in the Cloud. If you have a 
OneDrive folder on your computer, those files 
can be aff ected and then synchronized with 
the Cloud versions.
        No one can say with any accurate 
certainty how much malware of this type is 
in the wild. As much of it exists in unopened 
emails and many infections go unreported, it is 
diffi  cult to tell.
        The impact to those who were aff ected 
are that data files have been encrypted and the 
end user is forced to decide, based on a ticking 
clock, whether to pay the ransom or lose the 
data forever. Files aff ected are typically popu-
lar data formats such as Offi  ce files, music, 
PDF and other popular data files. More sophis-
ticated strains remove computer "shadow cop-
ies" which would otherwise allow the user to 
revert to an earlier point in time. In addition, 
computer "restore points" are being destroyed 
as well as backup files that are accessible. The 
way the process is managed by the criminal is 
they have a Command and Control server that 
holds the private key for the user's files. They 
apply a timer to the destruction of the private 
key, and the demands and countdown timer 

BY 
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R
ansomware is an epidemic 
today based on an 
insidious piece of malware 
that cyber-criminals use to 
extort money from you by 
holding your computer or 
computer files for ransom, 

demanding payment from you to get them 
back. Unfortunately Ransomware is quickly 
becoming an increasingly popular way for 
malware authors to extort money from 
companies and consumers alike. Should this 
trend be allowed to continue, Ransomware 
will soon aff ect IoT devices, cars and ICS nd 
SCADA systems as well as just computer 
endpoints. There are several ways 
Ransomware can get onto someone's computer 
but most result from a social engineering tactic 
or using software vulnerabilities to silently 
install on a victim's machine.
        Since last year and even before then, 
malware authors have sent waves of spam 
emails targeting various groups. There is no 
geographical limit on who can be aff ected, and 
while initially emails were targeting individual 
end users, then small to medium businesses, 
now the enterprise is the ripe target.
        In addition to phishing and spear-phishing 
social engineering, Ransomware also spreads 
via remote desktop ports. Ransomware also 
aff ects files that are accessible on mapped 
drives including external hard drives such as 
USB thumb drives, external drives, or folders 



are displayed on the user's screen with a warn-
ing that the private key will be destroyed at 
the end of the countdown unless the ransom is 
paid. The files themselves continue to exist on 
the computer, but they are encrypted, inacces-
sible even to brute force.
        In many cases, the end user simply pays 
the ransom, seeing no way out. The FBI 
recommends against paying the ransom. By 
paying the ransom, you are funding further 
activity of this kind and there is no guarantee 
that you will get any of your files back. In 
addition, the cyber-security industry is getting 
better at dealing with Ransomware. At least 
one major anti-malware vendor has released 
a "decryptor" product in the past week. It 
remains to be seen, however, just how eff ective 
this tool will be.

WHAT YOU SHOULD DO NOW There are 
multiple perspectives to be considered. The in-
dividual wants their files back. At the company 
level, they want the files back and assets to be 
protected. At the enterprise level they want all 
of the above and must be able to demonstrate 
the performance of due diligence in preventing 
others from becoming infected from anything 
that was deployed or sent from the company 
to protect them from the mass torts that will 
inevitably strike in the not so distant future.
        Generally speaking, once encrypted, it is 
unlikely the files themselves can be unencrypt-
ed. The best tactic, therefore is prevention.

BACK UP YOUR DATA The best thing you can 
do is to perform regular backups to offl  ine 
media, keeping multiple versions of the 
files. With offl  ine media, such as a backup 
service, tape, or other media that allows for 
monthly backups, you can always go back to 
old versions of files. Also, make sure you are 
backing up all data files - some may be on USB 
drives or mapped drives or USB keys. As long 
as the malware can access the files with write-
level access, they can be encrypted and held 
for ransom.

EDUCATION AND AWARENESS A critical 
component in the process of prevention of 
Ransomware infection is making your end us-
ers and personnel aware of the attack vectors, 
specifically SPAM, phishing and spear-phish-
ing. Almost all Ransomware attacks succeed 
because an end user clicked on a link that 
appeared innocuous, or opened an attachment 
that looked like it came from a known indi-
vidual. By making staff  aware and educating 
them in these risks, they can become a critical 
line of defense against this insidious threat.

SHOW HIDDEN FILE EXTENSIONS Typically 
Windows hides known file extensions. If you 
enable the ability to see all file extensions in 
email and on your file system, you can more 
easily detect suspicious malware code files 
masquerading as friendly documents.

FILTER OUT EXECUTABLE FILES IN EMAIL
If your gateway mail scanner has the ability 
to filter files by extension, you may want to 
deny email messages sent with *.exe files 
attachments. Use a trusted cloud service to 
send or receive *.exe files.

DISABLE FILES FROM EXECUTING FROM 
TEMPORARY FILE FOLDERS First, you should 
allow hidden files and folders to be displayed 
in explorer so you can see the appdata and 
programdata folders.
        Your anti-malware software allows you 
to create rules to prevent executables from 
running from within your profile's appdata 
and local folders as well as the computer's 
programdata folder. Exclusions can be set for 
legitimate programs.

DISABLE RDP If it is practical to do so, disable 
RDP (remote desktop protocol) on ripe targets 
such as servers, or block them from Internet 
access, forcing them through a VPN or other 
secure route. Some versions of Ransomware 
take advantage of exploits that can deploy 
Ransomware on a target RDP-enabled system. 
There are several technet articles detailing 
how to disable RDP.

PATCH AND UPDATE EVERYTHING It is critical 
that you stay current with your Windows 
updates as well as antivirus updates to prevent 
a Ransomware exploit. Not as obvious is that 
it is just as important to stay current with all 
Adobe software and Java. Remember, your 
security is only as good as your weakest link.

USE A LAYERED APPROACH TO ENDPOINT 
PROTECTION It is not the intent of this article 
to endorse any one endpoint product over 
another, rather to recommend a methodology 
that the industry is quickly adopting. You must 
understand that Ransomware as a form of 
malware, feeds off  of weak endpoint security. 
If you strengthen endpoint security then 
Ransomware will not proliferate as easily. 
A report released last week by the Institute 
for Critical Infrastructure Technology (ICIT) 
recommends a layered approach, focusing 
on behavior-based, heuristic monitoring to 
prevent the act of non-interactive encryption of 
files (which is what Ransomware does), and at 

the same time run a security suite or endpoint 
anti-malware that is known to detect and stop 
Ransomware. It is important to understand 
that both are necessary because while many 
anti-virus programs will detect known strains 
of this nasty Trojan, unknown zero-day strains 
will need to be stopped by recognizing their 
behavior of encrypting, changing wallpaper 
and communicating through the firewall to 
their Command and Control center.

WHAT YOU SHOULD DO IF YOU THINK YOU 
ARE INFECTED Disconnect from any WiFi 
or corporate network immediately. You 
might be able to stop communication with 
the Command and Control server before it 
finishes encrypting your files. You may also 
stop Ransomware on your computer from 
encrypting files on network drives.

USE SYSTEM RESTORE TO GET BACK TO A 
KNOWN-CLEAN STATE If you have System 
Restore enabled on your Windows machine, 
you may be able to take your system back to 
an earlier restore point. This will only work if 
the strain of Ransomware you have has not yet 
destroyed your restore points.

BOOT TO A BOOT DISK AND RUN YOUR ANTI 
VIRUS SOFTWARE If you boot to a boot disk, 
none of the services in the registry will be able 
to start, including the Ransomware agent. You 
may be able to use your anti virus program to 
remove the agent.

ADVANCED USERS MAY BE ABLE TO DO 
MORE Ransomware embeds executables in 
your profile's Appdata folder. In addition, 
entries in the Run and Runonce keys in the 
registry automatically start the Ransomware 
agent when your OS boots. An Advanced User 
should be able to
 a) Run a thorough endpoint antivirus scan to 
   remove the Ransomware installer
 b) Start the computer in Safe Mode with 
   no Ransomware running, or terminate 
   the service.
 c) Delete the encryptor programs
 d) Restore encrypted files from off  line backups.
 e) Install layered endpoint protection 
   including both behavioral and signature 
   based protection to prevent re-infection.

Ransomware is an epidemic that feeds off  of 
weak endpoint protection. The only complete 
solution is prevention using a layered approach 
to security and a best-practices approach to 
data backup. If you find yourself infected, all is 
not lost, however. 
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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. 
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silver bullet that promises an enhanced customer experience and all of 
the above if you only…  
        Yet, the one system that will drive better growth, profits, 
customer experiences, a healthy bottom line and so on is 
being avoided.
        Sales is still the ‘elephant in the room’ in most board rooms and 
executive teams today. If you don’t know what an elephant in the room 
is, it’s a major problem or controversial issue which is obviously present 
but is avoided as a subject for discussion.
        Like an unhealthy person who relies on fad diets and quick fixes 
to try to get healthy only to fail time and time again, too many CEOs, 
leaders, and boards are avoiding the elephant in the room – Sales. 
        Instead treating selling like a dirty task done by others over there; 
CEOs, leaders, and boards need to embrace selling as a skilful 
profession and embed it as a purposeful sales system and ethos into 
their organisations.

The truth is:

   Selling is how we realise opportunity.
   Selling is the oxygen that fuels the fire of growth.
   Selling is how we personally connect and engage with clients.
   Selling involves the application of vital communication skills that 
   are relevant to everyone.

   Selling is what brings the
customer experience to life, 
good or bad.

   Selling creates opportunity to
unite customers and suppliers.

   Selling is everybody’s business
and everybody lives by selling 
something.

We encourage you to unveil the 
elephant in the room and realise 
that selling is nothing to be afraid 
of. We encourage you to make sell-
ing a conscious cornerstone of your 
business success. We encourage 
you to discuss selling and sales cul-
ture with your senior management 
team and then cascade this up and 
down your business.
        Finally, we encourage you, 
no, we implore you to treat selling 
as a profession underpinned by a 
purposeful system, not a task or 
after thought. 

H
ave you noticed that 
nearly everyone you meet 
from CEOs and leaders to 

professionals services firms, 
not-for-profits and universities, to 
the people in the street want to do 
anything but actually sell and talk 
about sales?
        Many of them will tell you that 
they want to grow their businesses, 
deliver better revenue and profits, 
drive better customer experiences, 
be taken more seriously by their 
clients, build better relationships, 
attract more customers, etc.
        To achieve these things 
they will tell you they are trying 
out some special apps, social 
media strategies, CRM systems, 
developing their leadership styles, 
EQ assessments, agile work 
environments, flexible work spaces, 
culture transformations, new 
marketing ideas, or some other 

WHY SALES 
IS STILL THE 
ELEPHANT IN 
THE ROOM



S
ome relationships are 
permanent; examples 
can include our families, 

life partners, close friends, and 
professional colleagues. These 
are lifelong bonds we form with 
some people.
        Other relationships are 
transient. Transient relationships 
with friends, acquaintances, 
coworkers and colleagues can 
be highly enriching or quickly 
forgotten and last for a few days 
or a few years, either way, they 
are temporary.
        Today we have a new type 
of relationship – the virtual 
relationship. This type of 
relationships is quite new, relatively 
speaking. In virtual “relationships”, 
we form connections (note 
that they’re called “followers” 
or “friends” or, literally, 
“connections”) with electronic 
representations of people. We 
may see their photos and be able 
to read their words, but we don’t 

Dr. Marshall Goldsmith 
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most In� uential Management 
Thinkers in the World by 
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2013. Marshall’s exciting new 
research on engagement will 
be published in his upcoming 
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operations, allowing anyone 
to say almost anything. And 
what is said becomes indelible. 
We all leave a trail. It’s hard 
to erase things that have been 
posted in the past unless you 
delete your account entirely, 
which still isn’t foolproof. 
What you’ve published two 
years ago can return to haunt 
you next year.

Relationships, whether they are 
permanent, transient, or virtual, 
fuel your journey. Some are 
constant sources of power, some 
are present for certain intervals 
and provide guidance and help, 
and some should be avoided, 
ended, or minimized because 
they represent unwanted detours, 
excess weight, or distraction. With 
those distinctions in mind, it’s 
important to focus on relationships 
that help you sustain your journey, 
whether they be permanent or 
temporary or virtual. 

interact in the classic sense. For the most part, there is no body language, 
inflection, intonation, volume, pitch, nonverbal behavior, or gesticulation.
        Social media does a lot of good in connecting people, empowering 
movements, and boosting worthy causes. But it presents challenges, too. 
We can see and experience language and reactions on social media that 
would never occur in person, such as trolls who attack others for no 
reason, gratuitous use of obscenity, polarizing opinions, name calling, 
and so forth. A flat medium permits that. Such behavior, if manifested 
in a face-to-face, public setting would be considered gross and coarse. 
People make political, sexual, and religious comments on social media 
that they would never utter in the actual presence of other people.
        Consequently, as a leader, our third dimension of relationships—
virtual—requires you to be very thoughtful when engaging for these 
three reasons:

 1.  Nothing published on any social media platform, no matter how
restrictive you are in setting your connection permissions, is ever 
private or actually restricted to that platform. There is a good 
chance that others will learn of your private views and no matter 
how wonderful they are, this can lead to trouble.

 2. There are attack dogs on social media platforms who are always
on the prowl spoiling for a fight. Many of them are bullies with 
vast inferiority complexes (the hallmark of bullies) who are seeking 
to bring everyone down to their own levels of poor self-worth. 
Such fights can be enervating. You may want to cull your virtual 
connections for this reason.

 3. Social media platforms can turn into vast vanity publishing

3 TIPS FOR 
LEADERS WHO 

ENGAGE ON 
SOCIAL MEDIA
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R
ecently, Mark Suster and 
Fred Wilson each put up 
awesome posts discussing 

the idea of profitability in startups. 
Mark’s is a master class about how 
to look at the financial 
characteristics of a startup and 
Fred’s discusses what he’s been 
working on with some of his more 
mature companies.
        Between the spring of 2000 
and the end of 2001, I had the 
worst, most stressful, and most 
painful business period of my 
life. While I’m sure the financial 
crisis of 2008 was worse for 
many people, for me it paled in 
comparison to the misery of this 
21-month stretch.
        A very simple thing happened 
that year in my world. The market 
shifted from rewarding (and 
funding) growth to rewarding 
(and funding) profitability. It 
happened over a few quarters, 
but with the perspective of time 
and age, it feels like it happened 
overnight. I remember the trigger 
point being a 3/20/2000 article 
in Barron’s titled ‘Burning Up: 
Warning: Internet companies 
are running out of cash — fast’. 

        There’s a special bonus in 
Mark’s post. He does a nice job 
of discussing the importance of 
understanding gross margin and 
has a line that made me smile.
        ‘If you’re shaking your head 
and thinking, “duh” I promise 
you that even some of the most 
sophisticated people I know get 
off  track on this issue of “gross 
revenue” versus “net revenue.”
        I’d add that this includes 
getting confused about GMV and 
MRR when talking about revenue 
and amazingly occasionally 
confusing revenue with income. 
It keeps going, when one asks the 
question “does profitability mean 
being EBITDA positive, cash flow 
positive, or net income positive? 
Or something else?”
        If you are a CEO of a 
company and any of this makes you 
nervous in any way, I encourage 
you to grab a few of your investors 
who have been investing in startups 
for at least 20 years, take them out 
to lunch, and talk through these 
issues with them to understand 
them better and figure out whether 
or not to care about this in the 
context of your company. 

I was on the board of several companies on their list of 100 public 
companies that would be out of money by the end of 2000 and 
remember that my reaction to the article was anger, frustration with 
being maligned, and incredulity that Barron’s would write such an 
irresponsible article.
        My reaction was stupid and immature. Instead, I should have 
paid attention to the message, thought about it, and taken appropriate 
action. Instead, I, like many of my colleagues (investors, board members, 
founders, and CEOs), operated in a state of blissful denial until 
everything blew up.
        I learned that the markets reward growth until they don’t. Then they 
reward profitability. The trick is to be in a position to make the switch 
when you need to. Lots of CEOs and boards fantasize about this, but 
don’t actually have a plan in place to do this as they expect the future – 
where the switch from growth to profitability – will never come. Or, they 
hope the exit will happen before this moment.
        I was too inexperienced in 2000 to understand this. Given the 
exuberance, many of my mentors, who had been through other financial 
cycles, chose to ignore this. The phrase “it’s diff erent this time” echoed 
broadly throughout the land. I succumbed to the siren song of growth at 
any cost and paid the price – both literally and figuratively.
        Now, I have zero prediction for when the markets will shift 
from rewarding growth to profitability. Instead, I operate under the 
assumption that this can happen at any time, and the best companies can 
grow quickly and either be profitable or be able to become profitable by 
making manageable modifications to the cost structure within whatever 
cash constraints they currently have.
        Some version of this was on my mind when I wrote the post titled 
‘The Rule of 40% For a Healthy SaaS Company’ in 2015 and the post 
titled ‘Is 2017 The Year Of Flat Headcount?’ earlier this year. While I 
think about this regularly, Mark and Fred’s posts prompted me to pile on 
to their point and write about it.

LESSONS FROM 
THE INTERNET 
BUBBLE: 
GROWTH VS. 
PROFITABILITY

R
ecently, Mark Suster and 
Fred Wilson each put up 
awesome posts discussing 

I was on the board of several companies on their list of 100 public 
companies that would be out of money by the end of 2000 and 
remember that my reaction to the article was anger, frustration with 
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more than they need you. This is 
a lousy place to be, but you have 
to be patient and don’t hire a 
contractor simply because he has a 
hammer and a pulse.
        Ask to see licenses and 
bonds. As mentioned earlier, many 
contractors forego the formality 
of business licenses and security 
bonds. They prefer the "have ham-
mer will travel" mode of business. 
If the contractor you’re interview-
ing can’t show you a business 
license and proof of a surety bond, 
move on to the next candidate.
        Are they wearing a watch? 
If the contractor isn’t wearing a 
watch it’s probably because he has 
no concept of time or regard for 
schedules. I want to see a contrac-
tor wearing a watch that he looks 
at often. I want to see him carrying 
a daytimer and a cellphone with a 
number that I have on speed dial.
        Ask for references and 
check the BBB. This should be 
a no brainer, but I’d bet most 
entrepreneurs never bother to ask 
for or check references. You want 
the names and numbers of at least 
five previous customers and always 
check their history with the BBB. 
Anyone can stencil their name on 
the side of a truck. Don’t be fooled 
into thinking that makes them a 
professional. 

        The question then became: who will build out this space? It 
certainly wasn’t going to be me. When it comes to construction I’m 
about as handy as a one-armed man in a clapping contest. It was time 
to line up contractors. 
        I don’t know about you, but it’s been my experience that a capable, 
reliable contractor is hard to find. Let me rephrase that: it’s been my 
experience that a capable, reliable contractor is damn near impossible to 
find. It’s easier to pin the tail on Bigfoot while blindfolded in dense fog 
than to find a contractor who understands the concepts of appointments 
and commitments. Nevertheless, my quest began with the Yellow Pages 
and referrals from friends.
        I quickly felt like Henny Penny, desperately seeking anyone who 
would help me bake my bread. I talked to flooring contractors, painters, 
plumbers, electricians, security system installers, heating and air 
conditioner guys, and general building contractors. Most of them didn’t 
seem to give a rat’s backside if they got my business or not. Several didn’t 
bother returning my calls. Others came late to appointments and others 
didn’t bother showing up at all.
        Now I don’t mean to say that all contractors are unprofessional, 
uncaring, and undependable. I’m sure there are many reputable 
contractors out there who show up on time, do great work, and bill you 
fairly. Then there’s the other 99%, many of whom are good old boys who 
operate out of their pickup trucks without the benefit of license, bond, or 
concern for their customers’ satisfaction. If you’re a contractor and want 
to argue these points let’s make an appointment to talk in person. I’m 
pretty sure you won’t show up.
        Fortunately for me I managed to find a contractor in the 1 percentile 
that went above and beyond the call of duty to get the space built out on 
time; in spite of my demanding nature and daily changes to the plans. 
Email me and I’ll give you his name.
        So how can you better your chances of finding a reliable 
contractor to build out your space? Pray, my brothers and sisters, and 
follow these guidelines.
        Don’t be pressured by deadlines. When starting a business you’re 
usually under a tight schedule, which puts you at the contractor’s mercy 
(they can smell fear and desperation). They know that you need them 

TIPS FOR 
DEALING WITH 
CONTRACTORS

T his month we discuss how 
to find a capable building 
contractor to build out 

your retail or offi  ce location. This is 
based on my personal experience 
and off ered to you warts and all. As 
with all of my columns only the 
names have been changed to 
protect the innocent, the ignorant, 
and the overly litigious.
        OK, so I signed my name 
in blood on the lease agreement 
and the space was mine for the 
next two years, succeed or fail. 
It was a large single room, about 
1600 square feet, with a small 
storage area and two restrooms in 
the back. The floor was painted 
concrete, the walls were an odd 
shade of orange, half the lights 
didn’t work, and there was no 
hot water or air conditioning. 
And that was just scratching the 
surface. There were a few dozen 
other things that would have to 
be repaired or installed before I 
could move in.
        Now a lesser man would have 
been intimidated by the huge task 
of converting this empty money 
pit into a thriving retail store 
in less than 60 days, but I’m an 
entrepreneur - which is a French 
word meaning "idiot who takes on 
the impossible," so I was energized 
by the challenge.
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Ron Kaufman is the 
world’s leading educator 
and motivator for upgrading 
customer service and uplifting 
service culture. He is author 
of the bestselling “UP! Your 
Service” books and founder of 
UP! Your Service. 

T aking steps to improve 
customer loyalty is 
important, but so is 

growing business. What if there 
were a way to do both at once?
        Many companies try to 
improve customer loyalty with 
discounts and other gifts. 
These may be appreciated, but 
it can also become expensive 
and expected.
        Here’s another idea that 
will make your customers happy, 
boost your business and improve 
customer loyalty.
        Send your existing customers 
a free coupon for some of your 

ACTION STEPS TO IMPROVE 
CUSTOMER LOYALTY
Decide which of your current 
customers are most valuable to 
you. It is likely they know others 
like themselves. Decide what 
you are willing to give away as 
an introductory free gift. Then 
match your customer list with your 
intended free gift in the “pass it 
on” manner outlined above. Watch 
your existing customers smile and 
your new customers arrive, to the 
surprise and benefit of all. You’ll 
improve loyalty and your client 
base in one stroke. 

GIVE A GIFT 
THAT GIVES 
AGAIN TO 
IMPROVE 
CUSTOMER 
LOYALTY

products or your service. But make this voucher valid only when signed 
by your current customer, and redeemable only by someone who is not 
(yet) your customer.
        What does this accomplish?
Your existing customer gets a valuable gift to share with someone 
else. Your new customer gets a gift from someone they respect, and 
a valuable introduction to you. You do something nice for existing 
customers, get a brand new customer, and find out which of your 
current customers will help your business grow. This is a great way to 
improve customer loyalty while expanding the reach of your business.
This simple approach spreads good value and goodwill for everyone.

KEY LEARNING POINT TO IMPROVE CUSTOMER LOYALTY
Giving a “free gift” to your existing customers may be appreciated, 
but may also become expected. Giving them a free gift to share with 
someone else can be a unique surprise for both. This is a great way to 
improve loyalty while increasing referrals.
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HOW TO WIN 
EVERY RFP 
THAT YOU 
RESPOND TO

because of your proposals, and 
proposals don't diff erentiate 
you from your competition.  
Your sales ability - specifically 
your listening and questioning 
skills -  will diff erentiate you 
from your competition.  Look 
at any survey of buyers and 
they all point to the fact that 
diff erentiation takes place in 
the field!
        Rather than responding to 
proposals, you should be doing 
your best to learn why they sent 
it to you, why they want you 
to propose on this particular 
solution, and why they want 
to solve their problem in that 
particular way.  Get the specs of 
the proposal changed!
        Prior to proposing, you must 
know that the business is yours 
and they want to buy from you.  
Period.  If you don't already know 
that for a fact, you are not ready 
to propose.  If you do know it for 
a fact, then the proposal is simply 
a formality. 

I am amazed by the sheer 
number of salespeople 
who believe they must 

respond to an RFP, RFQ or RFI.  
The resources, including people, 
time and money, required to 
respond to the specs from just one 
of these requests is daunting.  
Some companies have so many 
requests coming in that they spend 
all of their time responding to 
them.  This is crazy!  Do you 
respond to every email you 
receive? Every call you get?  After 
all, it's a request, not a demand.  
So why the frenzy over responding 
and replying so quickly?  You won't 
believe some of the reasons!

TOP 10 REASONS WHY 
SALESPEOPLE RESPOND TO RFPS, 
RFQS AND RFIS
 1.  We won't get future business 
   if we don't respond
 2. We can't get this business if 
   we don't respond
 3. We will appear unresponsive 
   if we don't respond

 4. We want to get a foot in the door
 5. We want to impress them with our capabilities
 6. We will win 10% of them and since we don't know which 
   10% we need to respond to all of them
 7.  We want this business
 8. We need this business
 9. We want to be a back-up option
 10. We have always done it this way

If you and your company follow an eff ective sales process, proposing 
must be one of the final milestones prior to closing - it cannot and should 
not be one of the first milestones!
        So not only is there the question of whether to respond, there is also 
the question of when.

REQUESTS TO PROPOSE COME IN ONE OF FOUR BUCKETS:

 1.  They want to do business with you but need something formalized
 2. They want to buy from your competitor but need to keep 
   them honest
 3. They want to drive down the price and they are initiating a 
   bidding war
 4. They want to buy from your competitor and need high bids to 
   justify their decision.

That's it.  There aren't any other reasons.  And if you aren't in bucket #1, 
you should not be proposing!
        Proposals are not selling tools, companies do not buy from you 
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Jim Stovall has been a 
national champion Olympic 
weightlifter, president of 
an Emmy Award-winning 
television network, and a 
highly sought after author 
and platform speaker. He was 
chosen as an International 
Humanitarian of the Year, 
joining Jimmy Carter, Nancy 
Reagan, and Mother Teresa as 
recipients of this honour.

F  or the past 250 years, 
people have been talking 
and writing about the 

fast-paced world in which we live. 
If we were to visit our ancestors in 
their environment which they 
believed to be fast-paced, we would 
find it serene and pastoral 
compared to our lifestyles today. 
        We have the same number of 
hours in every day and the same 
number of minutes in every hour, 
but we are taking on more and 
more commitments and priorities. 
When we get rushed, several vital 
elements seem to get left out or are 
given minimal attention. 
        Planning, contemplating, 
double checking, and quality 
decision-making are priorities that 
are recognized by all successful 
people throughout the ages. A 
hurried decision does not save 
time; it costs time. To skip the 
planning stage or to fail to double 
check something because you are 
rushed is a sure way to waste days 
of your future instead of investing a 
few hours or minutes right now. 
        My friend and mentor, the 
late, great, legendary Coach John 
Wooden, repeatedly implored 
his players to “Be quick but 
don’t hurry.” Basketball is a 
fast-paced, highly-competitive 
sport. The teams that win get 
to the ball or get to the basket 
before the other team can. With 
this in mind, at first glance, it 
seems counterproductive that 
Coach Wooden did not want his 
players to hurry. He clarified 
his wisdom by explaining that 
hurrying involves being out-of-
control, careless, and not focused 
on the results. Being quick, on 
the other hand, involves knowing 
what you’re going to do before the 
situation arises and acting with 
great purpose and intensity. 
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If we were to visit our ancestors in 
their environment which they 
believed to be fast-paced, we would believed to be fast-paced, we would 
find it serene and pastoral 
compared to our lifestyles today. 
        We have the same number of 
hours in every day and the same 
number of minutes in every hour, 
but we are taking on more and 
more commitments and priorities. 
When we get rushed, several vital 
elements seem to get left out or are 
given minimal attention. 
        Planning, contemplating, 
double checking, and quality 
decision-making are priorities that 
are recognized by all successful 
people throughout the ages. A 
hurried decision does not save 
time; it costs time. To skip the 
planning stage or to fail to double 
check something because you are 
rushed is a sure way to waste days 
of your future instead of investing a 
few hours or minutes right now. 
        My friend and mentor, the 
late, great, legendary Coach John 
Wooden, repeatedly implored 
his players to “Be quick but 
don’t hurry.” Basketball is a 
fast-paced, highly-competitive 
sport. The teams that win get 
to the ball or get to the basket 
before the other team can. With 
this in mind, at first glance, it 
seems counterproductive that 
Coach Wooden did not want his 
players to hurry. He clarified 
his wisdom by explaining that 
hurrying involves being out-of-
control, careless, and not focused 
on the results. Being quick, on 
the other hand, involves knowing 
what you’re going to do before the 
situation arises and acting with 
great purpose and intensity. 

BEING 
QUICK 
AND 
HURRYING

        Quick players streak down the basketball floor and score points. 
Players who are in a hurry dribble off  their feet, pass the ball out-of-
bounds, or don’t get set before they take their shot which, invariably, 
they miss. 
        If you don’t have time to do it right, when are you ever going to 
have the time to do it over? 
        This emphasis on quickness but not being hurried sometimes 
involves shifting our priorities. In order to do your daily tasks with 
excellence, you may not need to do them all faster, but instead, you 
may need to do some of them better and not do some of them at all. 
Spending any time doing the wrong thing means you are not spending 

enough time doing the right thing. 
        It’s never a good time to make 
a bad decision. If you can’t take 
five seconds to fasten your seat 
belt, you probably don’t have time 
to spend five weeks in the hospital 
or suff er a much worse fate. 
        As you go through your day 
today, remember if you do it right, 
you don’t have to do it again. 
        Today’s the day! 
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PURCHASING 
FROM A POOR 

POWER POSITION 

the other products they carry as well, all at your expense

Examples encountered by my clients over the past years have included:

   The Olympics were to be held in Greece and there was a huge
demand for steel and steel products to construct new arenas, 
stadiums, and other facilities. At the same time China was going 
through a major industrial expansion. My clients in the US could not 
get steel based products, especially steel pipe for months on end.

   Quite a while ago businesses in one country purchased the whole
Hawaiian pineapple crop and no one else could get pineapple for 
a while. When it finally became available, only those who got it 
first prospered

   Every so often there is a new hot diet item such as a diet drink
or electronics item, etc. and the product or components such as 
chips cannot be made fast enough to keep up with demand

   Weather catastrophes cause crop failures and not only can one not
get the particular fruit or vegetable for resale, but also cannot 
prepare the products made using them as ingredients

When such events happen, the largest customers, the oldest customers, 
or those with personal relationships with the supplier usually get 
favorable treatment hurting your ability to compete. 
        When in a poor power position there are several things one can do 
to gain the favor of the supplier:

   Add value - you can recommend other customers to this vendor for
their complete product line; feature the vendor’s products in a 
newsletter to your customers and contacts; and/or give them credit 
for some of your successes.

   Make your company conceptually larger - create a buyers group,
have your friendly larger customers contact the vendor directly 
giving praise to you and your service and letting the vendor know 

A lthough in most buy/sell 
relationships the buyer 
has the upper hand, in 

some circumstances it is the seller 
not the buyer who has the 
advantage in a buy/sell 
relationship. Situations in which 
this occurs might involve:  

 1.  The seller has a monopoly
on the product, products 
and/or the raw materials or 
components needed to make 
the product(s)

 2. Materials or resources
required to make the products 
are always in short supply

 3. Demand fluctuates causing
temporary over-supply when 
demand is down and short 
supply when demand is up

 4. Certain products are only
made by manufacturers during 
a single production run or 
a given time of year and the 
producer under-estimates 
the demand

 5. Unexpectedly, a product
or products become 
extremely hot and supply 
cannot keep up with demand. 
Not only will your competitor 
who has the hot item in stock 
get orders for that item but 

of your importance in the 
given supply chain and your 
importance to them.

   Make it as easy as possible to
do business with your company - 
pay all bills on time, place 
stock orders, provide 
forecasts, participate in 
suppliers’ promotions, praise 
your direct contacts at the 
supplier whenever possible.

   Find a common ground and new
ways to develop a personal
relationship with your 
suppliers. E.G.: My client 
was visiting a supplier and 
saw a picture on his desk of a 
hockey player (the supplier’s 
son). He invited the supplier 
and his son to a NY Ranger 
hockey game (front row at 
Madison Square Garden). 
Not only is my client a favorite 
customer but he gets warning 
calls as supplies are about to 
become short.

If you are resourceful and 
creative, you might just strike a 
responsive chord and improve 
your competitive position when the 
possibility seems remote. 



S
mall and 
Medium 
Enterprises 
(SMEs) in 
Malaysia face a 
myriad of 

challenges on a day-to-day basis. 
Often when I am out meeting 
customers, they talk to me about 
the challenges in today’s 
economic environment – high 
business costs, lack of funds, 
strong competition at home and 
abroad, employee skills gaps – the 
list goes on.
        Their concern at times is 
how to stay afloat in today’s 
turbulent economy, sandwiched 
between established multi-million 
dollar companies and nimbler, 
more innovative start-ups. 
        While challenges persist, 
opportunities for SMEs in 
Malaysia are significant. 
        SMEs can leverage their 
agility and speed to break into 
new markets, as well as use their 
experience to their advantage 
when competing with start-ups. 
        Digital technology will be a 
great enabler for SMEs to gain a 
distinct advantage with regards 
to speed, cost and the ease of 
doing business. 
        However, a recent IDC study 
commissioned by SAP found that 
close to 1 in 3 (29%) SME leaders 
in Asia Pacific said they spend 
most of their time managing daily 
operations, instead of planning 
for growth. 
        The study also revealed 

that while 55% of SME leaders 
are optimistic about the 
performance benefits of new 
technology, only 47% believe 
that their active participation in 
the digital economy is essential 
to their survival. This means 
that more than half of all SME 
leaders surveyed do not have 
digital transformation at the top 
of their mind. 
        Furthermore, more than 
a quarter surveyed do not 
see the value of adopting new 
technology to digitalize their 
business due to concerns about 
the risks of new technology. 
The first step for many SMEs is 
to recognise the business value 
and growth potential brought 
about by a digital framework. 
SMEs need to run like modern 
businesses, using today’s 

enterprise-grade technologies, not yesterday’s innovations. 
        For example, a local management services company recently 
implemented a powerful solution to empower management via insights 
to act “in the moment”. The solution is both intelligent – going beyond 
automation to provide predictive suggestions – and integrated – not only 
among the organisation’s various departments but also with the external 
business world.
        The reason is simple. Technology should drive growth rather than 
limit it. In today’s fast-paced business environment, being digital is no 
longer about innovation, survival. The question for many SME leaders 
is: am I making the right decisions? Does my company have what it 
takes to survive – and thrive – within today’s Digital Economy?
 
DIGITAL BUSINESS FRAMEWORK To address these concerns, SMEs 
should start looking at a structured and executable framework meant to 
minimize risk arising from their digital transformation journey. By doing 
this, SMEs run like a true digital business. 
        Digital technology has emerged as a tool that can enable SMEs 
to gain a distinct advantage when it comes to speed, cost and the ease 
doing of business. It has also become a platform for them to break into 
yet unachievable markets.
        With today’s borderless global economy, Malaysia and our 
enterprises, especially SMEs, can further leapfrog ahead over other 
countries if they are willing to proactively evolve to stay relevant.
        Covering all aspects of business, SMEs can easily execute their 
digital business strategy across the following areas:
 
  THE DIGITAL CORE: With a digital core, SMEs can run their business in

real-time and leverage business insights to simulate forecasts that will 
improve decision making, productivity and profitability.

 
  CUSTOMER EXPERIENCE: Improve customer experience through

personalized services across multiple channels by integrating 
marketing, sales, services and commerce into a single platform. 

 
  WORKFORCE ENGAGEMENT: People are working harder than ever but are

accomplishing much less due to organizational complexity. SMEs 
need total workforce engagement and advanced analytics which will 
enable them to attract and retain the best talent.

 
  BUSINESS NETWORKS AND SUPPLIER COLLABORATION: Collaboration across

markets is the key to value creation, especially for SMEs that 
are internationalizing. The greatest challenge in connecting vast 
ecosystems is the exponential data growth generated and managed 
by the network. By tapping on the right solutions, SMEs can better 
share data in real-time, provide personalized and contextual insight, 
and optimize how companies exchange and off er products and 
services for better business results.

 
  ASSETS AND INTERNET OF THINGS: SMEs can leverage IoT developments

to bring greater value to customers, as well as develop new business 
models and revenue streams through unique partnerships. With the 
digital basics in place, SMEs can embrace new developments and be 
the frontrunners in using technology to drive greater results.

 
The tools to help SMEs are already available. The SAP Digital 
Business Framework is designed to help SMEs innovate faster and 
with minimal risk. Instead of waiting for a perfect solution, SMEs 
should start by engaging with new technology as it emerges and 
identify new opportunities. 
        The bottom line is: Act now if you want to move from being a 
victim of digital disruption to being a digital disruptor. 

FUTURE-PROOFING 
MALAYSIAN SMEs IN 

TODAY’S DIGITAL 
ECONOMY

   Terrence Yong is Managing Director of SAP Malaysia    Terrence Yong is Managing Director of SAP Malaysia 
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YONG
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DD
epending on the 
blood system 
and if it is a 
stroke on the 
right side or 
stroke left side of 

the brain aff ected, symptoms of a 
transient ischemic attack or mini 
stroke can include:
 1.  Vision problems in one or both 
   eyes, including double vision.
 2.  Dizziness, clumsiness and 
   weakness.
 3.  Speech problems, including 
   slurring.
 4.  Inability to walk, known as 
   ataxia.
 5.  Sudden amnesia and/or loss 
   of consciousness.

Although these symptoms of a mini 
stroke are usually temporary, it is 
imperative that you seek immediate 
medical attention if you experience 
any of the signs mentioned above.

COMMON CAUSE OF A STROKE
Eating a high fat diet and not 
getting enough of the right stuff  
in our diet, exercise, omega 3s, 
resveratrol supplements and 
resveratrol has been proven to 
help even after a stroke. If you 
have any of the symptoms listed 
above call 911.
        Transient ischemic Attack 
or TIA are the three letters that 
learning about can save your life.

MINI STROKE WARNING SIGNS 
AND WHAT IS A MINI STROKE?
More accurately called a transient 
ischemic attack, or TIA, it occurs 
when the supply of oxygen to the 
left side of brain or to the right 
side of the brain is cut off . It 
usually lasts less than ten minutes, 
and symptoms are temporary, as 
opposed to a major stroke where 
the eff ects can be permanent.

ARE THERE WAYS TO 
PREVENT A STROKE
Mini stroke warning signs, as 
well as major attacks, strokes and 
heart disease are the same. All of 
these conditions are brought on by 
blockage in the blood vessels, so 
you must try to avoid this situation 
by reducing your risk of an event.

BY 
HONOR 

WHITEMAN

CAN YOU RECOVER 
FROM A STROKE
You will find ways to prevent 
stroke and watch for mini stroke 
warning signs, even if you have a 
stroke how to recover from it on 
this page, and new treatment for 
stroke including supplements with 
important Omega-3 fatty acids, 
regular exercise, avoiding smoking 
and excessive alcohol, lowering 
cholesterol and triglyceride levels 
with resveratrol and more.

SYMPTOMS OF A MINOR STROKE

A mini stroke or major stroke is 
also known as a brain attack, and 
for a good reason. It occurs when 
a blood vessel in the brain either 
on the left side or the right side is 
blocked and then bursts. The brain 
is incapable of storing oxygen, and 
so it needs a constant supply of it. 
So the brain depends on a network 
of blood vessels that provide it with 
blood that carries the oxygen.

THE BEST CURE IS PREVENTION
Exercise don't eat fast food, take a 
good vitamin mineral supplement, 

and take a resveratrol supplement, 
there is so much evidence that 
resveratrol can help even after a 
stroke and before a stroke happens 
it is important to do everything you 
can to prevent one in the first place.

WHAT ARE THE TOP RISK FACTORS 
FOR BLOCKAGE STROKES
The risk factors include arterio-
sclerosis, high blood pressure, 
excessive-blood-clotting factors, 
diabetes, which includes inflamma-
tion of the blood vessel walls, heart 
valve defects, and aging. 

COULD YOU HAVE HAD A 

MINI-STROKE?



BOOK

 
OPTION B: 

FACING ADVERSITY, BUILDING RESILIENCE, 
AND FINDING JOY

F
rom Facebook’s COO and Wharton’s 
top-rated professor, the #1 New York 
Times best-selling authors of Lean In 

and Originals: a powerful, inspiring, and 
practical book about building resilience and 
moving forward after life’s inevitable setbacks.
        After the sudden death of her husband, 
Sheryl Sandberg felt certain that she and her 
children would never feel pure joy again. “I 
was in ‘the void,’” she writes, “a vast emptiness 
that fills your heart and lungs and restricts your 
ability to think or even breathe.” Her friend 
Adam Grant, a psychologist at Wharton, told 
her there are concrete steps people can take 
to recover and rebound from life-shattering 
experiences. We are not born with a fixed 
amount of resilience. It is a muscle that 
everyone can build. 
        Option B combines Sheryl’s personal 
insights with Adam’s eye-opening research on 
finding strength in the face of adversity. Begin-
ning with the gut-wrenching moment when she 
finds her husband, Dave Goldberg, collapsed on 
a gym floor, Sheryl opens up her heart—and her 
journal—to describe the acute grief and isolation 
she felt in the wake of his death. But Option 
B goes beyond Sheryl’s loss to explore how a 
broad range of people have overcome hardships 
including illness, job loss, sexual assault, natural 
disasters, and the violence of war. Their stories 
reveal the capacity of the human spirit to perse-
vere . . . and to rediscover joy.

BY 
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RADICAL CANDOR: 

BE A KICK-ASS BOSS WITHOUT 
LOSING YOUR HUMANITY

F
rom the time we learn to speak, we’re 
told that if you don’t have anything 
nice to say, don’t say anything at all. 

When you become a manager, it’s your job to 
say it--and your obligation.
        Author Kim Scott was an executive at 
Google and then at Apple, where she worked 
with a team to develop a class on how to be 
a good boss. She has earned growing fame in 
recent years with her vital new approach to 
eff ective management, Radical Candor.
        Radical Candor is a simple idea: to be a 
good boss, you have to Care Personally at the 
same time that you Challenge Directly. When 
you challenge without caring it’s obnoxious 
aggression; when you care without challenging 
it’s ruinous empathy. When you do neither it’s 
manipulative insincerity.
        This simple framework can help you build 
better relationships at work, and fulfill your 
three key responsibilities as a leader: creating 
a culture of feedback (praise and criticism), 
building a cohesive team, and achieving results 
you’re all proud of.
        Radical Candor off ers a guide to those 
bewildered or exhausted by management, 
written for bosses and those who manage 
bosses. Taken from years of the author’s 
experience, and distilled clearly giving 
actionable lessons to the reader; it shows 
managers how to be successful while retaining 
their humanity, finding meaning in their job, 
and creating an environment where people both 
love their work and their colleagues. 

BY 
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THE REMINDERS

P
erfect for fans of J. Courtney Sullivan's 
The Engagement or Graeme 
Simpson's The Rosie Project, The 

Reminders follows what happens when a girl 
who can't forget befriends a man who's 
desperate to remember.
        Grief-stricken over his partner Sydney's 
death, Gavin sets fire to every reminder in 
the couple's home before fleeing Los Angeles 
for New Jersey, where he hopes to find peace 
with the family of an old friend. Instead, he 
finds Joan.
        Joan, the family's ten-year-old daughter, 
was born Highly Superior Autobiographical 
Memory, or HSAM: the rare ability to recall 
every day of her life in cinematic detail. Joan has 
never met Gavin until now, but she did know 
his partner, and waiting inside her uncanny 
mind are startlingly vivid memories to prove it.
        Gavin strikes a deal with Joan: in return 
for sharing her memories of Sydney, Gavin 
will help her win a songwriting contest she's 
convinced will make her unforgettable. The 
unlikely duo set off  on their quest until Joan 
reveals unexpected details about Sydney's final 
months, forcing Gavin to question not only the 
purity of his past with Sydney but the course of 
his own immediate future.
        Told in the alternating voices of these 
two irresistible characters, The Reminders 
is a hilarious and tender exploration of loss, 
memory, friendship, and renewal.

BY 
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A
record turnout of more than 17,600 visitors attended Entrepreneur Day on 19 & 20 May at the Hong Kong Convention and Exhibition 
Centre. Organised by the Hong Kong Trade Development Council, the two-day event hosted more than 270 exhibitors from various 
sectors for its ninth edition. walked away with new learnings during the 2-day event held at Suntec Singapore Convention & 

Exhibition Centre on 3 and 4 May.

T
he eighth HKTDC Hong Kong International Medical Devices and Supplies Fair concluded its three-day run today from 7 to 9 May. The 
Medical Fair attracted many Asian buyers, energising the sourcing atmosphere and introduced the “World of Healthcare” to present 
healthcare products and services, including fitness products, health food and beverages, and nutritional supplements. 

T
he Republic of Singapore Navy welcomed Rear-Admiral (RADM) Lew Chuen Hong, 41, as its new Chief of Navy (CNV) at a Change of 
Command Parade held at RSS Singapura – Changi Naval Base recently. During the parade, RADM Lew took over the Navy's symbol of 
command from the outgoing CNV, RADM Lai Chung Han. 

HONG KONG INTERNATIONAL MEDICAL DEVICES AND SUPPLIES FAIR

NEW SINGAPORE CHIEF OF NAVY 

HONG KONG ENTREPRENEUR DAY
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Redefining
SME financing
and investing
with the leading peer-to-peer
(P2P) financing platform
in Southeast Asia

Best Customer
Experience

Alternative Financial
Service Provider

2017

MAS Fintech
Award

SME Category

2016

Earn superior returns whilst 
building Malaysia's economy








High returns: Up to 14% per annum

Short investment tenor: 6 - 12 months

Safe: Trust account for monies handling

Affordable: Invest from RM 100

Investing

Up to RM 500,000 in financing

No collateral required 

Fast disbursement, less than 1 week

Quick 5-minute application process









Grow your business through 
P2P financing

Borrowing

Sign up with the promo code below and
get a WAIVER of service fee for first investment*

FSMYN0717

Apply using the promo code below and
enjoy a DISCOUNT on processing fees*

FSMYB0717

*Terms & Conditions apply

Funding Societies is a registered P2P financing platform operator by Securities Commission Malaysia (SC).




