


We’re in a state of flux. The economy has played mayhem to the 
best built plans, the climate has gone upside down, and talents 
have become the most expensive commodity on earth. More than 
before, it is important to be seen as not only as a good employer. 
You have to be the best. Even the definition of the best has shifted, 
along with the raised expectations and performance standards 
required across the region. 

HR Asia – Asia’s most authoritative publication for senior HR 
professionals, presents the HR Asia Best Companies to Work for in 
Asia Awards. The Awards will cover 12 markets across the region, 
and will culminate with a Report to be published in HR Asia’s 
bumper issue and an award ceremony where the Report will also 
be presented. 
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S amsung Malaysia Electronics 
has announced their new 
banking system “Samsung 

Pay”. Accordingly, several banks such as 
CIMB, Citibank and Standard Chartered 
have joined as partners for Samsung's 
mobile payment service while other 
banks such as Hong Leong Bank will 

come on board in the coming weeks. 
        Samsung Malaysia mobile and IT 
business unit vice president Lee Jui 
Siang says “We are optimistic to see a 
strong consumer interest and readiness 
to adopt mobile payments in Malaysia, 
with Samsung Pay's security and user-
friendly facility.”

NOKIA RELAUNCHES 
3310 MOBILE MODEL

N
okia has unveiled a 
revamped version of its 
iconic 3310 model more 

than a decade after it was phased out 
recently along with three new 
Android smartphone models. 
        The new version will have 
several new features added but HMD 
global CEO Arto Nummela has as-
sured fans that the distinctive phone 
will not lose its charm and originality. 
        Launched in 2000, Nokia's 
original 3310 sold nearly 120 million 
units worldwide before it was discon-
tinued in 2005, making it one of the 
world's best-selling mobile phones.

PROTON TO SEEK NEW BUYERS

C
hinese automaker Zhejiang Geely Holding Group Co is 
expected to make a bid for a strategic partnership with 
National car maker Proton Holdings Bhd. The group 

has revealed that they would be making a bid for 51% holdings. 
        Other potential bidders have included Peugeot maker PSA, 
Japan’s Suzuki Motor Corp and French car maker Renault SA. 
        DRB-Hicom, the parent group of Proton has said it was 
waiting for prospective foreign car makers to submit bids for a 
strategic partnership. No further details are released yet. 

FRAMEWORK FOR SOUTH CHINA SEA 
PACT POSSIBLE

F
ilipino Foreign Secretary Perfecto Yasay 
Jr is optimistic that despite China’s 
aggressive behaviour around the South 

China Sea and its resistance, a legally binding pact 
designed to prevent aggressive behaviour in the 
disputed South China Sea could be crafted by the 
third quarter of the year. 
        This is despite the escalating behaviour that 
the Chinese have displayed over the disputed 
territorial waters. The government has long 
claimed that the South China Seas belongs to them 
and has made eff orts to assert their claim. 
        In the last three years, China has turned 
seven mostly submerged reefs, including into 
man-made islands, including at least three with 
runways. It also reportedly installed defence 
missile systems on the new islands, sparking alarm 
and protests from rival claimant countries.

CHINA TO SEE 7 
MONTH GROWTH

C
ctivity in 
China's 
manufactur-

ing sector grew 
modestly for the seventh 
month in a row in 
February as resources 
prices extended a rapid 
rally and on signs of 
improving global 
demand for Chinese 
exports, a Reuters poll 
showed.
         growth will likely 
signal a sign to Chinese 
authorities to act as 
they cautiously move 
to contain risks from 
a mountain of debt 
which has built up after 
years of debt-fuelled 
stimulus. This is likely 
due to the signs that the 
momentum is slowing 
down policymakers will 
likely tread carefully 
with any tightening as 
they balance increased 
oversight of risky activ-
ity with maintaining 
strong growth.

RHB ISLAMIC AND TERAJU, 
EMBARK ON ENTREPRENEURIAL 
DEVELOPMENT PROGRAMME

I
n collaboration with Unit 
Peneraju Agenda 
Bumiputera (Teraju), RHB 

Islamic Bhd has signed a memoran-
dum of understanding (MoU) to 
address areas of entrepreneurial 
learning, development programmes, 
cooperation in expertise and 
resources utilisation as well as future 
cobranding programmes.
        "We are honoured to be the first 
financial institution to collaborate 
with INSKEN and to play a part in 
grooming and upscaling SMEs via 
this entrepreneurial development 
programme," said Managing Director 
and Chief Executive Offi  cer (CEO) 
Datuk Adissadikin Ali. 
        In the short term, their goals are 
to develop good management capa-
bilities, sound decision making and 
cultivate existing talent for future suc-
cession. In the long-run however, the 
participating SMEs are expected to 
expand regionally and even globally. 

'SAMSUNG PAY' SERVICE LAUNCHED IN MALAYSIA 
PROTON EYES INDONESIAN MARKET 

PP
roton Holdings Bhd’s compact car, Proton Iriz, will 
compete with other small variants in the Indonesian 
market, said the national carmaker’s chief executive, 

Datuk Ahmad Fuad Kenali.
        He further elaborated that the entry of the car was to test the 
market for compact cars after several models, like the Waja and 
Persona appeared to be doing well in the Indonesian market. 
        Ahmad Fuad said; “the launch of this new model is part of 
the marketing strategy to boost demand for Proton cars after the 
slack in 2015 and early 2016.” 
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T
he half brother of North 
Korean Jong-Nam has 
been assassinated. Two 

women suspects, Indonesian Siti 
Aisyah and Vietnamese Doan Thi 
Huong have been remanded 
following reports that they had 
carried out the act by wiping his 
face with a chemical at the KLIA2 
departure hall at about 9am on Feb 
13 as he was leaving for Macau. A 

further report states that the VX 
nerve agent was used to carry out 
the deed. 
        Jong-Nam was the estranged 
half-brother of North Korean dicta-
tor Kim Jong-un and had been living 
in Macau, China for years follow-
ing his falling out with his brother. 
North Korea has vehemently denied 
any wrongdoing and has requested 
the body returned to them in return. 

HONG KONG CITIZENS MOVING 
TO TAIWAN FOR START-UPS

T
he number of young Hong Kong citizens 
are slowly rising as more of them 
migrate over to the island nation due to 

rising costs of living. Citing the exorbitant costs to 
run and operate businesses, they are increasingly 
moving over to Taiwan where the costs and ease of 
opening a business is a fraction of what they would 
pay in Hong Kong itself. 
        Many are also lamenting the changing 
political landscape that created a sense of 
disillusionment for the younger generation. 
        As a recent expat to Taiwan says; “our 
generation of Hong Kongers can’t envision our 
future. Maybe our salary is higher, but after 
deducting rent and living expenses, we can’t save 
much money.”

CHINA TO INVEST IN INDUSTRIAL ROBOTS

A ccording to offi  cial forecasts, 100,000 
industrial robots are set to be built 
annually by 2020, with the sales of 

service robots expected to exceed 30 billion 
yuan by then.  
         In recent years, China has seen rapid 
growth in its research and development 
spending. This is due to strong demand 
of reducing labour costs and increasing 
productivity, which should further boost the 
country’s automation sector. 
         A Jeff ries report analysis says that driving 
Chinese companies’ surging innovation input or 
R&D spending was their intention in order to 
reduce operating costs through automation. 

BRITISH GOVERNMENT IN 
NEED OF TRADE LAWYERS

T
he British Government Legal 
Department has published vacancies 
London-based trade lawyers to help 

them navigate the coming exit on the European 
Union. The website has stated that trade lawyers 
who would receive a starting annual salary of 
£48,400, nearly 1/3 of what an experienced trade 
lawyer would normally receive for their work. 
        The successful candidates will be facing 
a host of challenges, from reworking relations 
with the World Trade Organization and striking 
free-trade agreements with such partners as the 
US, Australia and Asia to the daunting task of 
repairing what is left of the trade deals with the 
rest of the Union. 

WHATSAPP FOR BUSINESS TO DEBUT IN INDIA

W
hatsApp has unveiled plans to create a 
messaging service on what it calls 
WhatsApp for Business, a platform that 

will allow small businesses to download a diff erent 
version of the app and engage with a large number 
of WhatsApp users.
        However, details of the plan are scarce as co-
founder Brian Acton points out is still in the design 
and testing stage. It is also unknown how it will 
diff erentiate itself from its rivals that have similar 
products in the market. 
        Acton insists however; “This is for very small 
businesses, employing less than 10 people, and 
they are asking for a mobile client, which will help 
them manage businesses in an easier manner, 
whether it is about managing customer contact 
lists or multi-agent support.”
        If it all goes well, Acton says the product will 
then be taken over to other countries for launch. 

HALF BROTHER OF NORTH KOREAN LEADER ASSASSINATED

CHINA TO ATTRACT 
MORE IPO

CC
hina will 
move to 
allow more 

companies to list on 
its stock market to 
boost support for its 
economy. China 
Securities Regulatory 
Commission 
Chairman Liu Shiyu 
said that the capital 
market’s recovery 
from a 2015 rout has 
been stronger than 
expected and is now 
ready for “appropri-
ately” larger supplies 
of initial public 
off erings. 
        He added that 
the regulator’s faster 
approval of IPOs last 
year had been wel-
comed by the market, 
further adding that the 
eff ects from previous 
practices of slowing or 
suspending share sales 
amid market down-
turns have proven to 
not be good. 
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        TVB in response, revised its 
HK$4.21 billion stock buy-back plan, by 
raising the price per share by 15 per cent 
to HK$35.075 to thwart TLG’s bid. 
TVB was founded half a century ago 
by movie mogul Sir Run Run Shaw and 
is where some of the biggest stars in 
Hong Kong cinema began their careers 
in entertainment.

TLG TO TAKE OVER TVB

INDIA’S STEEL SECTOR AFFECTED
ndia’s largest steel maker SAIL has said 
the business environment is becoming 
extremely challenging for the steel 

sector, amid a slump in the demand for steel and 
manufacturing in the country. 
        Despite the government’s eff orts to attract 
investment under its Make-in-India campaign, sales 
of manufactured goods fell 3.7% during 2015-16 – 
the first decline in seven years – sparking fears of 
layoff s and debt default in the months to come. 

UK AND PHILIPPINES TO 
BUILD SMART CITIES 

ritain and 
Philippines are 
seeking closer 

economic ties as they move to 
build “smart cities” together. 
The eco-friendly metropolis, 
which British companies have 
largely showcased in Hong 
Kong and Singapore, makes 
effi  cient use of digital, 
electricity and sewage 
systems, British Ambassador 
to the Philippines Asif Ahmad said. He also said the Philippines 
is “very much ripe” for a free trade deal with the UK, which will 
be negotiated separately from the EU.

COUNTERFEIT PRODUCTS CAUSING RP 65.1T LOSS IN INDONESIA

I
n a study by the 
Indonesian 
Anti-Counterfeiting 

Society (MIAP), rampant 
counterfeit products in the 
Indonesian Market have 
caused a total loss of Rp 65.1 
trillion (US$4.82 billion) to 
the national economy while 
the government also suff ers a 
Rp 424 billion loss in taxes on software sales. 
        The four largest fake product categories in the market are 
printer ink, clothes, leather products and software. 

BANKING SECTOR LIKELY TO SUFFER SLOWDOWN

racking growth across Southeast Asia, 
Singapore’s banking and finance sector 
posted a 2% year-on-year decline in 

online hiring, data from the Monster Employment 
Index shows.  
        The MEI is a monthly gauge of online job 
posting activity, taken from a selection of career 
websites and online job postings across Singapore, 
Malaysia, and the Philippines. 
        Aside from the banking and financial 
services sector, other industries that posted 
negative growth include retail/trade and logistics, 
advertising, media and entertainment, engineering, 
construction, and real estate. 
        Meanwhile, the hospitality and IT/BPO 
industries posted the highest growth, registering 
11% growth. The consumer goods/FMCG/food 
sector also posted growth at 7%, followed by 
education at 5% and health care at 3%. 

T LG Movie and Entertainment 
Group has made a bid for 
Television Broadcasts (TVB), 

Hong Kong’s free to air channel. The 
group has revealed that they have the 
backing of two Chinese firms and an 
overseas buyer and will proceed with 
the unsolicited takeover bid for 29.9 
per cent of TVB. 

  PHILIPPINES CLIMBS RANKINGS 
  IN ECONOMIC FREEDOM

espite President Duterte’s crackdown 
on drug lords and extrajudicial killings, 
Philippines has risen in the ranks of 

economic freedom in the recently published 2017 
Index of Economic Freedom ranking.
        For investors in Philippines stocks, 
Philippines’ equity markets have been 
underperforming other markets in the region and 
has been hailed as good news. 
        The report also highlighted that “the 
government is pursuing a series of legislative 
reforms to enhance the overall entrepreneurial 
environment and develop the stronger private 
sector that is needed to generate broader-based 
job growth.”
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A recent Graduate Employment 
Survey in Singapore showed 
that a higher proportion of 

people are taking on temporary jobs, 
instead of permanent full-time ones 
after finishing university. 
        The survey polled 10,904 fresh 
graduates from National University 

of Singapore, Nanyang Technological 
University (NTU), and Singapore 
Management University last year and 
found that of the 89.7 per cent who 
found work within six months of 
finishing their examinations, 80.2 per 
cent secured permanent full-time jobs, 
lower than 2015's 83.1 per cent.

SINGAPORE ALLOWS 
FOREIGN ACQUISITION OF 
FINANCE COMPANIES

ingapore’s central bank 
said it will allow foreign 
takeovers of the 

country’s three finance companies, 
as part of wider industry changes 
that seek to boost lending to small 
and medium enterprises.
        The Monetary Authority of Sin-
gapore is prepared to consider appli-
cations for mergers or acquisitions if 
any prospective partner “commits to 
maintaining SME financing as a core 
business” of the finance company be-
ing targeted, it said in a statement.
        “This will accord finance com-
panies greater flexibility to explore 
strategic partnerships and innovative 
business models that can strengthen 
their SME financing business,” MAS 
said. It also unveiled plans to relax 
lending limits for the firms.

FREELANCE JOBS IN SINGAPORE ON THE RISE

MYANMAR AND THAILAND TO 
JOIN FORCES FOR TOURISM

he Tourism Authorities of Thailand and 
Myanmar have signed and Memorandum of 
Agreement with each other to push for greater 

tourism between the countries. 
        The Tourism Authority of Thailand was ordered 
to study the possibility of launching joint marketing 
programmes with Myanmar and other countries such as 
Cambodia, Laos, and Vietnam, as well as the viability 
of code-sharing aviation with Deputy Prime Minister 
Somkid Jatusripitak commenting that Myanmar boasts 
high potential for tourism because of its natural and 
cultural resources. 
        In 2016, the number of travellers who visited both 
countries on the same trip totalled 490,000. 

XIAOMI TO MANUFACTURE IN INDONESIA

X
iaomi Corp has started manufacturing its devices in Indonesia, as the Chinese 
smartphone vendor accelerates expansion in Southeast Asia. The move came 
after it posted an initial success in India, the world's fastest-growing major 

smartphone market. The Beijing-based company said in a statement on Friday that it is 
partnering with PT Erajaya Swasembada Tbk, PT Sat Nusapersada Tbk, and TSM 
Technologies to manufacture its smartphones in Batam, Indonesia.

SINGAPORE TO INTRODUCE 
CARBON TAX FOR 2019

ower producers and large 
carbon emitters in 
Singapore must pay a tax 

for each ton of carbon they release 
starting 2019 in what is the first 
national carbon pricing scheme 
introduced in Southeast Asia.
        The announcement was made 
during the annual Singapore Budget 
Speech Singapore’s Finance Minister 
Heng Swee Keat who said it was 
“the most economically effi  cient and 
fair way” to reduce greenhouse gas 
emissions. The proposal follows that 
companies will have to pay S$10 to 
S$20 tax per tonne of greenhouse 
gas released as a “price signal to 
incentivise industries to reduce 
their emissions”.

INDIA’S DEMONETISATION CAUSING 
SIGNIFICANT IMPACT

ndia’s move to demonetise their currency has 
caused significant impact upon the Indian 
economy, claims Global Chief Executive 

Offi  cer Indra Nooyi. 
        The move was announced on November 8 by Prime 
Minister Narendra Modi and led to slowing down of 
sales across consumer goods, with a growing number of 
global heads of companies ranging from Coca-Cola to 
Unilever and Colgate-Palmolive stating that the currency 
curbs had significantly impacted their India numbers. 
        Speaking to investors, Nooyi says “Our hope is that 
by the time Q2 rolls by, we would be through the bulk of 
the demonetisation challenges.”

ALIBABA OWNER 
TO INVEST IN 
PHILIPPINES’S GLOBE 

nt Financial 
Services 
Group, the 

financial technology 
company controlled by 
Alibaba’s Jack Ma, is 
making a bid for a 
45-percent stake in 
Globe Fintech 
Innovations Inc (Mynt), 
to help accelerate 
financial inclusion in 
the Philippines. 
        Yoly Crisanto, 
senior vice president 
for corporate aff airs at 
Globe said “Ant and 
GCVHI will have 45 
percent holdings each, 
while the rest is Ayala.”
The fresh capital 
infusion is expected 
to help Mynt become 
a world-class online 
and offl  ine payment 
provider, as well as 
scale up its mobile 
wallet services and 
expand digital financial 
services.
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to help accelerate to help accelerate 
financial inclusion in financial inclusion in 
the Philippines. the Philippines. 
        Yoly Crisanto,         Yoly Crisanto, 
senior vice president senior vice president 
for corporate aff airs at for corporate aff airs at 
Globe said “Ant and Globe said “Ant and 
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percent holdings each, percent holdings each, 
while the rest is Ayala.”while the rest is Ayala.”
The fresh capital The fresh capital 
infusion is expected infusion is expected 
to help Mynt become to help Mynt become 
a world-class online a world-class online 
and offl  ine payment and offl  ine payment 
provider, as well as provider, as well as 
scale up its mobile scale up its mobile 
wallet services and wallet services and 
expand digital financial expand digital financial 
services.services.
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J
apan's Softbank Group Corp is close to making an 
investment in U.S. offi  ce-sharing start-up WeWork that 
is expected to be worth over US$3 billion. WeWork, 

an offi  ce sharing workspace for start-ups is available in the 
Americas, Europe, Hong Kong and Shanghai with plans to 
expand to Beijing in May, co-founder Miguel McKelvey revealed. 

        Led by founder Masayashi’ son, Softbank has made a string 
of surprising acquisitions and investments over the past months, 
most recently an all-cash deal to buy asset manager Fortress 
Investment Group. 
        If the deal closed, WeWork would be valued at more than 
US$20 billion. 

SOFTBANK TO INVEST IN STARTUP WEWORK

THAILAND AND IRAN FOR RICE DEAL
hailand has secured a deal to sell rice to 
Iran for the first time in 10 years, with 
export of 50,000-100,000 tonnes of 

white rice over the next 1-2 months. 
        Sombat Chalermwutinan, president of Asia 
Golden Rice Co, said the company reached an 
agreement to sell rice to the Iranian government 
with an initial purchase demand of 50,000-
100,000 tonnes of white rice. 
        "The purchase order is considered good news 
for Thailand after a close partnership between the 
government and private sector to resume Thai rice 
shipments to Iran after 10 years as a result of the 
United Nations sanctions” he says. 

THAI SUGAR SUBSIDIES TO END 

he government will stop subsidising 
sugar production and drop domestic 
control of consumer prices for sugar 

by the end of the year, a Ministry of Agriculture 
offi  cial has said. 
        The announcement comes after Brazil 
challenged Thailand at the World Trade 
Organization (WTO) in March last year and 
argued that Thailand's subsidies for sugar 
producers have dragged down global prices.
        "Our new policy will be to let the price of 
sugar match that of the global markets whereas 
before it was under the control of the Ministry 
of Agriculture," Buntin Kotesiri, administrative 
director at the Sugar and Cane Producing Board, 
told Reuters.

  EXPORTS TO CHINA LIKELY TO 
  OVERTAKE MAIN MARKETS

hilippines’s exports to China are 
expected to grow at a faster rate than 
the Philippines’ current major markets 

in line with the improving relationship between 
the governments of both nations. 
        Philippine Exporters Confederation Inc. 
President Sergio Ortiz-Luis Jr. said “We project 
that the growth rate of our exports to China will 
increase more than that of Japan and US”
        He further added that the country’s exports 
to China increased 2.2 percent to over $6.1 billion 
as of August 2016, representing an 11.4-percent 
share in total Philippine exports. 
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in line with the improving relationship between 
the governments of both nations. 
        Philippine Exporters Confederation Inc. 
President Sergio Ortiz-Luis Jr. said “We project 
that the growth rate of our exports to China will 
increase more than that of Japan and US”
        He further added that the country’s exports 
to China increased 2.2 percent to over $6.1 billion 
as of August 2016, representing an 11.4-percent 
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FOOD: PROTEINS FROM INSECT 

A
s much an unusual idea as it is a brilliant 
concept. A family-owned retailer in the US 
introduced a wide selection of insects at 
one of their outlets as a go-to-market trial. 
The range, named ‘Sustainable Protein’ 

includes such delicacies cricket (the insect, not the sport) 
bolognese sauce, cricket snack bar, whole flavored 
mealworms (wasabi flavored insect, anyone?) and 
insect-derived protein powder. Their claim of 
sustainability: insects have much smaller environmental 
footprint than livestock. 

T
here are plenty of e-commerce sites out there catering to 
every whims and fancy. Yet there’s one generally 
underserved market: that for moms and babies. And we 
are not talking about baby walkers or furniture, but such 
essential products as baby food ingredients and 

FINTECH: 
PAYMENT PLATFORM ON 
FACEBOOK MESSENGER

K
udi AI is an AI-powered chatbot based out of 
Nigeria that runs on Facebook Messenger 
platform to pay bills. The service can be 
used without internet access, which solves a 
major problem in Niegeria: where only 1 out 

of 3 consumer has internet access. You can pay bill, buy 
phone credits, and send funds to friends and families: all 
over a familiar platform (Facebook, in this case). The 
company’s founders plan to deliver the payment platform 
via Skype next.

WINE: WINE IN YOUR MAILBOX

A
nd how exactly do you disrupt the wine industry? One 
start-up, Garcon Wines (garçon is ‘boy’ in French), has 
designed wine bottles that are flat; so flat it will slip right 
across and into your mailbox (the real, metal thing, for 
those of you who’s thinking gmail). Not for the wine snob, 

that’s for sure. But a nice stab in the billion dollar wine market.

breastfeeding supplements – which are otherwise part of pharmacy 
off erings. Companies such as UpSpring and Thistle Baby are capitalising 
on this previously underserved segment. As every mother will tell you, 
safety and predictability is important – and any business that can 
provide that can be assured of loyalty and rapid word-of-mouth.

E-COMMERCE: PRODUCTS FOR MOMS AND BABIES
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RENTAL: LUXURY CAR SHARING

D
aimler, the parent company of the ubiquitous Mercedes-Benz, has 
started off ering rental of it’s luxury cars via subsidiary car2go. Not 
exactly a novel idea, but this could re-invent the car sharing market, 
and help to fast-track fractional ownership of luxury cars especially 
for the travel and corporate fleet markets. The business is app-based, 

and on top of luxury cars, car2go also off ers Smart Cars (which of course, is also 
manufactured by Daimler). 

F&B: CUBICLE DINING

C
an’t dine alone? That’s true for most of us. But for some, dining 
alone is bliss, and something you can’t do on a daily basis. For 
these, well, anti-social, individuals, there’s a solution. Ichiran 
Ramen, a chain of 24/7 Japanese restaurants off er private booth 
dining, where food orders are taken and served by waiters 

partially blocked by a low partition. In short, you eat in absolute privacy, unseen 
by other guests and the waiter. To avoid awkwardness, the restaurant chain spin 
the service as a mean for connoisseurs to truly enjoy a bowl of ramen, as all 
their focus will be on the food. 

  APP: MEETING BRIEFING

H
ave you ever wished you have a personal assistant that will not only 
remind you of meetings (cause, Siri does that) but also brief you on 
who you are meeting, how they look like and what their background is? 
Ok, one company decided to build an app to do exactly that. 
‘Accompany’ ensures you get all the info you need prior to going into a 

meeting; news reports on the topic, previous discussions with other meeting 
attendees and related files and documents. 
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AUTOMECHANIKA 
KUALA LUMPUR 

23 – 25 MARCH 2017
KUALA LUMPUR
automechanika-kualalumpur.
hk.messefrankfurt.com  

K
eeping pace with 
the growing 
specific needs of 

automotive market in the 
ASEAN regions, the 10th 
edition of Automechanika 
Kuala Lumpur will move 
towards a brand new edition 
that will not only highlight the 
supply chain within the 
Repair & Maintenance sector, 
but also showcase the latest 
trends in smart technology. 
There will also be a variety of 
new fringe programmes 
including the renowned 
EMMA (The European 
Mobile Media Association) 
Car Audio Competition.

ETF ASIA FORUM 2017 

30 MARCH 2017
SINGAPORE 
etfasiaforum.com

E
TF Asia Forum is an 
interactive half-day 
event for industry 

players to discuss strategic 
issues on ETF take up in Asia, 
in view to leverage on the 
fintech boom and foster growth 
in the industry. The event will 
be held at fintech hub, 
LATTICE80 and provides a 
unique opportunity for the 
meeting of ETF and fintech 
minds. Learn about the latest 
innovations in ETF, how 
fintech can accelerate ETF take 
up, market developments and 
opportunities across Asia with 
a specific focus on the 
Singapore market. 

MALAYSIA TRADE AND 
EXPORT FINANCE CONFERENCE 

14 MARCH 2017 
KUALA LUMPUR
www.gtreview.com 

R
eturning to Kuala 
Lumpur on March 
14, GTR’s Malaysia 

Trade & Export Finance 
Conference will once again 
provide a key discussion forum 
for the region’s trade experts. 
Decision makers within the 
market will convene to hear 
timely updates on topical issues 
such as government initiatives to 
increase international trade & 
investment, the primary 
business challenges facing the 
commodity sector and the 
knock-on eff ect of the Chinese 
economic slowdown on 
Malaysian growth.

AUTOMECHANIKA HO 
CHI MINH CITY 2017 

15 - 17 MARCH 2017
SAIGON EXHIBITION AND CONVENTION 
CENTER (SECC), VIETNAM
www.messefrankfurt.com 

T
he first edition of 
Automechanika Ho 
Chi Minh City will 

debut on 15 March 2017. The 
three-day show aims to become 
Vietnam’s leading regional trade 
fair for the automotive service 
industry. Organised by Messe 
Frankfurt, Chan Chao 
International Co Ltd and 
Yorkers Exhibition Service 
Vietnam, Automechanika Ho 
Chi Minh City is expected to 
house 350 exhibitors and 
welcome 8,000 visitors at 
Saigon Exhibition and 
Convention Center.

SINGAPORE BUDGET 
SEMINAR 2017

8 MARCH 2017
MARINA SQUARE, SINGAPORE
www.crowehorwath.net 

B
udget 2017 
Announcement will 
be made in 

Parliament on 20 February 
2017. Find out how the Budget 
measures will benefit your 
business in Crowe Horwath 
First Trust’s annual Singapore 
Budget Seminar to be held on 
8 March 2017. The seminar 
will highlight key tax 
developments from the Budget 
2017 as well as an overview of 
recent tax developments to 
help you understand your 
planning opportunities and 
your compliance obligations 
going forward.

HR SHARED SERVICES 
AND OUTSOURCING 
INTERACTIVE ASIA 

7 - 8 MARCH 2017
SINGAPORE
www.hrsharedservicesasia.com 

T
he business case for 
a shared services 
model is proven and 

the cost effi  ciencies are 
undeniable. There isn’t a board 
of Directors in the World that 
would deny that. Packed with 
tips, tools and templates, the 
14th Annual HR Shared 
Services & Outsourcing 
Interactive is uniquely 
positioned to help HR step out 
from the shadows and take the 
next exciting step in their 
Shared Services journey.

FINTECH GLOBAL SUMMIT 
SINGAPORE 2017 

16 MARCH 2017
SINGAPORE
singaporefintech.org 

F
intech Global Summit 
Singapore 2017 is a 
platform to learn, 

interact and engage with global 
fintech minds. It will be a rare 
opportunity to network and 
listen first hand from the 
Fintech gurus of the region.

INNOPRENEURSHIP: 
DISRUPT OR BE DISRUPTED 

17 MARCH 2017
KUALA LUMPUR
qemconvention17.peatix.com/

Q
EM Convention is an 
annual 
entrepreneurial 

convention dedicated to the 
country’s young entrepreneurs 
with the objectives of 
motivating, inspiring and 
guiding young Malaysian 
Entrepreneurs toward greater 
start-up success. This large-scale 
convention gathers top, 
successful entrepreneurial 
mentors and business coaches 
(of local and international 
calibre) to share their 
knowledge of expertise, to 
provide guidance and 
inspiration to all young, 
budding-entrepreneurs.
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For a collection of smaller countries located in a nondescript part of the world, South East Asia has produced a surprisingly 
large number of billionaires. In a report by Bloomberg, one in twenty of the world’s richest persons originate or have made 

their fortune on the shores of the region. In this month’s issue, we highlight Southeast Asia’s wealthiest businessmen.

THE
RICH
LIST
SOUTHEAST 

ASIA'S 
WEALTHIEST

BY CALVIN TUNG, 
JENNIFER LEE 

AND KEVIN TAN



01 YOOVIDHYA FAMILY
Age: - Country: Thailand Net Worth: US22 billion Industry: Energy Drinks, Medical, Vehicle Imports and Real Estate

R
edbull is the brainchild of Chaleo Yoovidhya and Austrian cofounder Dietrich Mateschitz during a chance 
encounter when Mateschitz drank a local brew to eliminate his jetlag. With the family owning a 
collective 51% of the company spread amongst his heirs, they corner the market in energy drinks around 

the world. In Thailand, they are also investors in several hospitals and the importation of cars into the country.

06 DHANIN CHEARAVANONT 
Age: 77 Country: Thailand 
Net Worth: US$9.1 B billion 
Industry: Agriculture, retail, 
telecommunications and property

A
long with his brothers, Dhanin 
Chearavanont owns and controls 
the Charoen Pokhphand Group 

(CP Group), Thailand’s largest private 
conglomerate with interests in agriculture, 
retail, telecommunications and property.  
These holdings include over 8,000 7-Eleven 
stores across Thailand, the country’s largest 
telco, True, and the largest single stake in 
China’s Ping An Insurance.   

07 ROBERT & PHILIP NG 
Age: 65 and 58 Country: Singapore 
Net Worth: US$8.8 billion 
Industry: Real Estate, beverages and 
diversified investments 

R
obert and Philip Ng are the sons 
of the late Ng Teng Fong, founder 
of the Hong Kong-based property 

company Sino Group and Singapore-based 
Far East Organisation. Older brother Robert is 
the chairman of the Sino Group while 
younger brother Philip is based in Singapore 
and leads Far East Organisation. The brothers 
are also known for their charitable 
donations to various philanthropic causes 
around Singapore. 

08 GOH CHENG LIANG 
Age: 89 Country: Singapore 
Net Worth: US$8.2 billion 
Industry: Paint and diversified investments

G
oh Cheng Liang is the founder 
of Wuthelam Holdings, the 
biggest paint supplier and 

distributor in the region. He is also the 
largest shareholder of Japan’s Nippon Paint. 
Born in poverty, Goh found his start selling 
fishing nets and aerated water, before 
venturing into the paint business. These 
days, the company is managed by son Hup 
Jin, while he dedicate his time and efforts 
to various philantrophic endeavours.

09 EDUARDO SAVERIN
Age: 34 Country: Singapore 
Net Worth: US$7.9 billion 
Industry: Technology 

W
hile Mark Zuckerberg is publicly 
known as the founder and public 
face of Facebook, much-less is 

known of Brazil-born Eduardo Saverin, who 
is co-founder of the social media site. After 
parting ways with the site and renouncing 
his American citizenship, he has made 
Singapore his home. These days, he spends 
his time investing in technology start-ups 
and investments across the region. 

10 ROBERT HARTONO
Age: 76 Country: Indonesia Net Worth: US$7.6 billion Industry: Banking and tobacco 

R
obert Hartono and his brother has been consistently ranked among the 
richest men in Indonesia. He is the co-owner of Djarum, the world’s third 
largest maker of clove cigarettes and through the company, owns a 

controlling stake in Bank Central Asia. Inheriting an ailing business from their late 
father, the brothers have successfully grown the business from strength to strength. 

02 CHAROEN SIRIVADHANABHAKDI
Age: 72 Country: Thailand 
Net Worth: US$14.2 billion 
Industry: Beverages, real estate, 
hotels and retail

T
he sixth of 11 children of a 
Chinese migrant, Charoen 
Sirivadhanabhakdi owns and has 

a near monopoly of Thailand’s beverage 
business. He founded ThaiBev (now run by 
son Thapana) which is mostly known for the 
ubiquitous ‘Chang Beer’, chairs developer TCC 
Land and in 2013 took over Fraser and Neave 
for US$11.2 billion. 

03 CHIRATHIVAT FAMILY
Age: - Country: Thailand 
Net Worth: US13 billion
Industry: Diversified Interests

I
t is hard to ascertain the 
amount of wealth each member 
of the Chirathivat family owns 

individually. But collectively, they own 
USD13 billion together, making them one of 
the richest Thai families on this list. Led by 
the grandson of Tiang Chirathivat – who 
founded Central Retail Corporation, Tos 
Chirathivat now heads the business as the 
Chief Executive Officer of CRC, the largest 
business unit of Central Group of 
Companies in Thailand. 

04 HENRY T. SY 
Age: 92 Country: Philippines 
Net Worth: US$12.2 billion  
Industry: Real estate, hospitality, 
banking and mining

H
enry Sy is a Chinese-Filipino 
business magnate and the 
owner and founder of SM 

Investments Corporation, one of Philippines’ 
largest conglomerate with interests with 
large interests in shopping mall 
development and management, retail, 
property development, banking and tourism. 
His empire includes the country’s largest 
chain of shopping malls, it’s largest bank 
and one of the top 3 developers. 

05 ROBERT KUOK 
Age: 93 Country: Malaysia 
Net Worth: US$11.6 billion
Industry: Palm oil, shipping, real estate, 
beverage bottling and hotel management

K
nown colloquially in Malaysia as 
the “Sugar King”, Robert Kuok 
Hock Nien is Malaysia’s richest 

man with significant investments in the 
agriculture, shipping and the hotel business. 
The bulk of his wealth comes from Wilmar 
International, the world’s largest listed palm 
oil company. He is also the founder of 
Shangri-La Hotels, a Hong Kong-based 
multinational hotel management company.  
He was also the owner of South China 
Morning Post before selling the paper to 
Jack Ma’s Alibaba Group. 
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11 MICHAEL HARTONO
Age: 77 Country: Indonesia Net Worth: US$7.4 billion Industry: Banking and Tobacco

M
ichael Hartono and his brother has been consistently ranked among the top 
richest men in Indonesia. He is the co-owner of Djarum, the world’s third 
largest maker of clove cigarettes and through the company, owns a controlling 

stake in Bank Central Asia. Inheriting an ailing business from their late father, the brothers 
have successfully grown the business from strength to strength.

16 EKA TJIPTA WIDJAJA
Age: 93 Country: Indonesia 
Net Worth: US5.6 billion
Industry: Palm Oil, Real Estate, 
Banking, and Paper 

A
t the age of 17, Eka Tjipta Widjaja 
sold biscuits in Indonesia to 
support himself. Not content with 

life, he founded Sinar Mas Group, Indonesia’s 
largest conglomerate during the period of 
Indonesia’s New World Order or more 
commonly known as the Suharto years. 
With multiple investments and interests, he 
heads a large dynastic family with multiple 
holdings and investments across Asia. He is 
currently retired and the company is 
currently run by his sons. 

17 KWEE FAMILY
Age: 72, 71, 64 and 61 Country: Singapore 
Net Worth: US$5.4 billion
Industry: Real Estate and Hoteliers 

K
wee Liong Keng, Liong Tek, Liong 
Seen and Liong Phing are 
Singaporean businessmen and 

owners of Pontiac Land Group, a privately 
held Singapore property and hospitality 
company founded by their late father Henry 
Kwee. As the owners of Pontiac Land Group, 
the brothers have made their mark by 
building and owning several luxury hotels in 
Singapore such as the Ritz-Carlton Millenia, 
the Conrad Centennial Singapore and The 
Capella Singapore.

18 KWEE FAMILY
Age: 72, 71, 64 and 61 Country: Singapore 
Net Worth: US$5.4 billion
Industry: Real Estate and Hoteliers 

K
wee Liong Keng, Liong Tek, Liong 
Seen and Liong Phing are 
Singaporean businessmen and 

owners of Pontiac Land Group, a privately 
held Singapore property and hospitality 
company founded by their late father Henry 
Kwee. As the owners of Pontiac Land Group, 
the brothers have made their mark by 
building and owning several luxury hotels in 
Singapore such as the Ritz-Carlton Millenia, 
the Conrad Centennial Singapore and The 
Capella Singapore.

19 WEE CHO YAW
Age: 88 Country: Singapore 
Net Worth: US$5.1 billion 
Industry: Banking 

S on of Wee Kheng Chiang, the 
founder of United Overseas Bank, 
Wee Cho Yaw succeeded his 

father as chairman of the bank. Under his 
leadership, the company grew and prospered 
into one of the premier banking corporations 
around the region. These days, he spends his 
days as the pro-chancellor of the Nanyang 
Technological University (NTU) and other 
charitable work. 

20 TAN SRI QUEK LENG CHAN
Age: 75 Country: Malaysia Net Worth: US$5 billion Industry: Banking and real estate 

I
nheriting a thriving banking business from his father, Quek Leng Chan is also 
one of the co-founders of Hong Leong Group. As part of its subsidiaries, the 
bank is also the parent company of Guoco Group Limited, an investment 

company with significant holdings across the world. He has recently stepped down as 
chairman of the group and is said to be headed into real estate development in Malaysia. 

12 SUSILO WONOWIDJOJO 
& FAMILY 
Age: - Country: Indonesia 
Net Worth: US7.1 billion
Industry: Tobacco

S
urya Wonowidjojo was the 
founder of Gudang Garam – 
kretek cigarettes that are a blend 

of clove, tobacco and other ingredients. As 
the largest maker of cigarettes, his son 
Susilo has taken over the family business 
and has in turn inherited the family fortune. 

13 TAN SRI ANANDA KRISHNAN
Age: 78 Country: Malaysia 
Net Worth: US$6.5 billion 
Industry: Telecommunications and media

K
nown primarily as the owner of 
Maxis, a mobile service provider 
and All-Asian Satellite Television 

and Radio Operator (Astro), a satellite pay TV 
service, Ananda Krishnan is Malaysia’s 
second richest man. Born in Brickfields, he 
has a variety of investments primarily 
associated with both media and 
telecommunications. 

14 ANTHONI SALIM & FAMILY 
Age: - Country: Indonesia 
Net Worth: USD5.8 billion
Industry: Power and Utilities, Media, 
Pharmaceuticals, Hospitals and 
Diversified Investments

A
nthoni Salim runs Salim Group, 
one of the largest diversified 
conglomerates around the region. 

The company’s portfolio includes Indofoods 
Sukses Makmur, Oil Palm plantations and 
even large stakes in the Philippine Media 
and Utilities. 

15 JOHN GOKONGWEI, JR.
Age: 90 Country: Philippines 
Net Worth: US$5.7 B
Industry: Diversified Investments

B
orn to a wealthy family with 
roots in China, John Gokongwei, 
Jr was forced to start over 

when his father died. At the age of 13, he 
was forced to peddle his wares by the 
streets and from there, he grew his 
business into a trading company. After the 
war, he decided to move into 
manufacturing and from it, made his mark. 
His company, JG Summit Holdings, Inc is 
now one of the largest conglomerates in 
the Philippines. Some would know him 
better as the owner of Robinson’s Malls. 
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21 ABOITIZ FAMILY 
Age: - Country: Philippines Net Worth: US5 billion Industry: Diversified Investments 

A
s one of the richest families in Philippines, it is hard to pin an exact amount on the 
family fortune. Decended from a Spanish immigrant, Paulino Aboitiz to the Philippines, 
the company has grown from a general trading and merchandise company to the 

empire it is today. As a family and group, they control the Cebu-based publicly listed Aboitiz 
Equity Ventures, with holdings in power, banking, shipping, estate development and biofuel.

26 LIM KOK THAY 
Age: 65 Country: Malaysia 
Net Worth: USD 4.5 billion 
Industry: Casino, Agriculture, Cruises, 
and Diversified Interests 

L
im Kok Thay is the second son 
of the late Tan Sri Lim Goh 
Tong, the founder and owner of 

Genting Group. Under his stewardship, he 
had transformed the company into a 
billion dollar conglomerate and enterprise 
with multiple investments and arms. He is 
also the cofounder of Star Cruises Limited, 
the world’s third largest cruise operator in 
the world.  

27 VICHAI SRIVADDHANAPRABHA
Age: 59 Country: Thailand 
Net Worth: US$4.2 billion 
Industry: Retail

F
ootball fans will know of Vichai 
Srivaddhanaprabha as the owner 
of the English football club 

Leicester City. However, most might not 
know of his entrepreneurs and business. As 
the owner of King Power, he has made the 
company into the biggest duty free retailer 
in Thailand. As part of his wealth and astute 
business sense, he is also a regular sight in 
Europe hobnobbing with the European elite. 

28 JAIME ZOBEL DE AYALA 
& FAMILY 
Age: - Country: Philippines 
Net Worth: US4.1 billion 
Industry: Diversified Investments 

S
cion of the notable Ayala family 
in the Philippines, Jamie de Ayala 
joined the family business at a 

young age and steered his family business 
over turbulent times. As the current 
patriarch of the family, he is the chairman 
emeritus of the business while his son 
Jaime Augusto de Ayala succeeded him.   

29 LUCIO TAN
Age: 82 Country: Philippines 
Net Worth: US$3.8 billion 
Industry: Tobacco and airline

L
ucio Tan is a Chinese-Filipino 
businessman. First establishing 
himself in the tobacco industry 

with Fortune Tobacco Corp, the company has 
now grown to monopolize the tobacco 
industry in Philippines. As the owner of LT 
Group, Inc, a diversified interest holding 
company, controversy has plagued his 
professional career but he has managed to 
weather through them to become one of the 
wealthiest men in the region. 30 GEORGE TY

Age: 84 Country: Philippines Net Worth: US$3.6 billion Industry: Banking 

B
anking and business magnate George Ty is the founder of Metropolitan Bank and 
Trust Company, one of the largest banks in Philippines. He is also the owner and 
chairman of GT Capital Holdings Inc., one of Philippines’ largest holding companies. 

As one of Philippines’ wealthiest man, he is also noted as one of its biggest philanthropist. In 
2010, he was named one of Fortune Magazine’s Heroes of Philanthropy in 2010. It was said 
that the honour meant more to him than being listed among the country’s wealthiest men.

22 VANICH CHAIYAWAN
Age: 85 Country: Thailand 
Net Worth: US$4.9 billion
Industry: Insurance and beverages

A
s the owner of chairman of Thai 
Life Insurance, the second-
largest life insurer in Thailand 

Vanich Chaiyawan much of his activities are 
relatively unknown. However, he has served 
as the Vice Chairman at Thai Asia Pacific 
Brewery Company Limited and even on the 
board as a director for the Dusit Thani Public 
Company Limited. 

23 TAN SRI TEH HONG PIOW
Age: 86 Country: Malaysia 
Net Worth: US$4.8 billion 
Industry: Banking  

A
fter working in a variety of 
roles in several banks, Teh Hong 
Piow decided to set up his own 

bank - Public Bank Berhad in Malaysia. He 
has served in a variety of roles within the 
bank and its various subsidiaries. Under his 
leadership, the bank has grown into one of 
the most profitable banks in the region. 
While the bulk of his wealth comes from 
his stake in the bank, he is also the owner 
of LPI Capital Bhd, an insurance and 
investment holding company.   

24 18. TAN SRI LEE SHIN CHENG
Age: 77 Country: Malaysia 
Net Worth: US$4.8 billion 
Industry: Palm Oil and Real Estate

T
he IOI Group chairman got his 
start in life as a child selling ice 
cream from a bicycle. As a young 

man, his application to join the Dunlop 
Estate as a supervisor was rejected. Twenty 
years later, when the oil palm plantation 
was put up for sale, he saw his opportunity 
and seized it. The IOI Group holds large 
swath of palm oil plantations, and is a major 
palm oil refiner, property developer and 
increasingly, hotel owners. 

25 CHAIRUL TANJUNG
Age: 55 Country: Indonesia 
Net Worth: US$4.6 billion 
Industry: Finance, media and real estate 

A
s the former Coordinating 
Minister for Economics in 
Indonesia, Chairul Tanjung is also 

one of Indonesia’s richest men. First 
establishing himself as a businessman in 
his university days, his business rapidly 
grew from its modest beginnings onto its 
sprawling empire today. As an entrepreneur, 
he owns and operates a variety of 
companies within CT Corp that includes 
banks, media and even properties.  
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31 TONY TAN CAKTIONG
Age: 64 Country: Philippines Net Worth: US$3.4 billion Industry: Fast food 

F
ilipinos will be familiar with the ubiquitous smiling red bumblebee of Jollibee, the fast 
food chain. As the largest fast food chain grown in Asia, it boasts an impressive three 
thousand stores around the world. In its quest for expansion, the company, Jollibee 

Foods Corporation has expanded and acquired various fast food subsidiaries around the region and 
in China. Its impressive growth can only be attributed to its owner and chairman, Tony Tan Caktiong. 

36 MONTRI JIARAVANONT
Age: 85 Country: Thailand 
Net Worth: US$3.3 billion 
Industry: Agriculture, retail, 
telecommunications and property

L
ike elder brother Jaran, and 
younger brothers Sumet and 
Dhanin, Montri is a major 

shareholder of Thailand’s largest 
conglomerate, the Charoen Pokphand 
Group; which now has extensive 
business, especially in the agriculture 
sector, across Asia.

37 DAVID CONSUNJI
Age: 95 Country: Philippines 
Net Worth: US$3.1 billion 
Industry: Construction 

D
avid Cosunji is the Chairman 
of DMCI Holdings 
Incorporated, a construction 

company that quickly outgrew its role 
before diversifying into power generation, 
real estate and infrastructure. Not 
content with his role in his company, he 
also has stakes in the country's largest 
coal miner, listed subsidiary Semirara 
Mining. He was also a former secretary 
of the Department of Public Works, 
Transportation and Communications from 
1970 to 1975 in the Philippines. 

38 PRASERT 
PRASARTTONG-OSOTH
Age: 83 Country: Thailand 
Net Worth: US$2.9 billion 
Industry: Healthcare, airlines and media 

P
rasert Prasarttong-Osoth found 
his fortune in Thailand’s private 
medical healthcare industry. 

With the bulk of his fortune made from 
medical tourism and his company Bangkok 
Dusit Medical Services, he has also 
expanded his operations to include Bangkok 
Airways, a regional airline carrier and PPTV, 
an online digital streaming channel. 

39 TAHIR
Age: 64 Country: Indonesia 
Net Worth: US$2.8 billion 
Industry: Diversified Investment

A
ng Tjoen Ming, who prefers to 
go by Tahir, is an Indonesian 
businessman and 

entrepreneur. He is the founder of the 
Mayapada Group. Its original textile 
business is currently defunct. Instead, 
the company focuses on retail, banking 
and more recently, hospitals and 
healthcare. Even as he is noted for being 
a business mogul, he is also notable as a 
philanthropist who regularly donates and 
works with the underprivileged and is a 
board trustee of the University of 
California, Berkeley. 

40 JASON CHANG
Age: 72 Country: Singapore Net Worth: US$2.8 billion Industry: Electronics 

J
ason Chang is the Singaporean-Taiwanese Chairman and the CEO of 
Advanced Semiconductor Engineering (ASE) of Taiwan who has made his 
fortune in semiconductor manufacturing. It is the world's largest provider of 

independent semiconductor assembling and test manufacturing services and he holds 
an estimated 20% of the company’s stock. Alongside his brother, the duo are significant 
investors in Sino Horizon Holding, a real estate development corporation in China. 

32 ENRIQUE RAZON, JR
Age: 56 Country: Philippines 
Net Worth: US$3.4 billion 
Industry: Ports and shipping, and gaming

B
orn to a family of marine cargo 
shippers and port handlers, 
Enrique Razon Jr is the third 

person to succeed his family business. He 
is however credited with growing the 
family business to its size today. Aside 
from his knack in the shipping industry, 
he has expanded his business into 
acquiring Bloomberry Resorts, one of only 
four corporations granted licence in 
Philippines to operate a casino. With this 
acquisition, he has made himself one of 
the richest men in Asia. 

33 SUMET JIARAVANON
Age: 82 Country: Thailand 
Net Worth: US$3.4 billion 
Industry: Agriculture, retail, 
telecommunications and property

S
umet is executive chairman of 
Charoen Pokphand Group, the 
family’s flagship holding 

company and chairman of subsidiary Chia 
Tai Group. Along with brothers Dhanin, Jaran 
and Montri, the family owns the CP group.

34 BOENJAMIN SETIAWAN 
& FAMILY 
Age: - Country: Indonesia 
Net Worth: USD 3.3 billion 
Industry: Pharmaceuticals, Logistics and 
Distribution 

T
he family fortunes of Boenjamin 
Setiawan and his brother 
originates from Kalbe Farma, a 

pharmaceutical company they started in 
1966. The company is the largest publicly 
listed pharmaceutical company in Southeast 
Asia with its business is classified into four 
segments: prescription drugs, health 
products, nutritional products as well as 
distribution and logistics.

35 JARAN CHIARAVANONT
Age: 86 Country: Thailand 
Net Worth: US$3.3 billion 
Industry: Agriculture, retail, 
telecommunications and property

A
long with younger brother 
Montri, Jaran is honorary 
chairman of Thailand’s largest 

conglomerate, Charoen Pokphand Group. As 
the eldest son, Jaran was initially groomed 
to lead the group, but recognising Dhanin’s 
talent for management, the brothers took a 
back seat and let Dhanin and professional 
managers become the face of the group.
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41 KWEK LENG BENG
Age: 76 Country: Singapore Net Worth: US$2.8 billion Industry: Real estate, banking and hotels

A
s the cousin of Malaysian businessman and tycoon Quek Leng Chan, Kwek Leng 
Beng oversees the Singaporean branch of the Hong Leong Group while 
maintaining a profitable property development business in Singapore. He has 

recently stepped down from his role as a chairman from Hong Leong Asia and is instead 
currently focused on expanding his brand of hotel chains around the region. 

46 PHAM NHAT VUONG
Age: 48 Country: Vietnam 
Net Worth: US$2.4 billion 
Industry: Real Estate

P
ham Nhat Vuong is the first 
Vietnamese billionaire and the 
only one listed here. He is 

VinGroup’s founder and owner. The 
corporation deals primarily in real estate 
and is also Vietnam’s largest conglomerate. 
While the group has deals in developing 
retail outlets, houses and office space, it is 
also rapidly expanding into other areas with 
the opening of a safari park in Vietnam. 

47 SAM GOI
Age: 68 Country: Singapore 
Net Worth: US$2.2 billion 
Industry: Food and Real Estate

K
nown in Singapore as the 
“Popiah King”, Sam Goi Seng Hui 
is the executive chairman of 

Tee Yih Jia Foods. Apart from selling the 
soft thin wheat flour skins, his business 
sells a wide range of frozen foods around 
the world.  Recently, he acquired major 
shares in GSH Corporation, a property 
development company in China and 
Southeast Asia with plans of expansion 
around the Chinese market. 

48 PETER LIM
Age: 63 Country: Singapore 
Net Worth: US$2.2 billion 
Industry: Diversified investments 

P
eter Lim is an investor, 
businessman and philanthropist 
from Singapore. Known to have a 

variety of holdings and investments across 
the world, he is most known for his former 
stake in Wilmar, a palm oil conglomerate and 
stakes in several European football clubs. 
Although an astute investor, he is also 
known for his time in philanthropy and 
regularly donates to the less fortunate.  

49 TAN SRI LAU CHO KUN
Age: 81 Country: Malaysia 
Net Worth: US$2.1 billion 
Industry: Palm oil and real estate

M
alaysian Lau Cho Kin heads Hap 
Seng Consolidated Berhad, a 
company with diversified 

interests in palm oil plantations, real estate 
development, automotive and related 
industries. Much is unknown about the 
media-shy man, except for his holdings in 
Hap Seng and Borneo Oils.

50 TAN SRI YEOH TIONG LAY
Age: 87 Country: Malaysia Net Worth: USD 2.1 billion Industry:  -

T
an Sri Yeoh Tiong Lay is the owner and founder of YTL 
Corporation, Malaysia's largest conglomerate with multiple 
interests in construction, utilities, hotels, property development 

and technology. While he is the owner and founder, his son Francis Yeoh 
has taken over the reins of his business as the Managing Director. 

42 KRIT RATANARAK
Age: 70 Country: Thailand 
Net Worth: US$2.6 billion 
Industry: Real Estate, media and banking 

W
ith a large amount of 
investments around the country, 
former Thai senator Krit 

Ratanarak served four terms as a senator 
before inheriting the business from his late 
father following the latter’s death in 1993. 
Holdings include the Krungsri Bank, Siam 
City Cement, Allianz Ayudhya and BBTV, 
owners of Thailand’s Channel 7. 

43 RAJ KUMAR & KISHIN RK
Age: 62 and 34 Country: Singapore 
Net Worth: US$2.5 billion 
Industry: Real Estate 

F
ather and son pair Raj Kumar 
and Kishin RK are one of 
Singapore’s premier real estate 

moguls. Soon after graduation, son Kishin 
RK has followed his father into the family 
business of real estate and started his 
own empire right next to his father. Having 
built up their respective empires, the pair 
decided to merge their companies 
together and collectively own about 
US$2.5 billion together.  

44 KUOK KHOON HONG
Age: 67 Country: Singapore 
Net Worth: US$2.4 billion 
Industry: Palm oil, food and chemicals 

A
s the nephew of Malaysian 
billionaire Robert Kuok, Kuok 
Khoon Hong is the co-founder of 

Wilmar International, the world’s largest 
palm oil conglomerate where he has made 
his fortune. In recent times, he has made 
forays into the processed food industry and 
speciality chemicals. 

45 ANDREW TAN
Age: 64 Country: Philippines 
Net Worth: US$2.4 billion 
Industry: Real estate, liquor, and food 

B
orn in China and immigrated to 
Philippines for his studies, 
Andrew Tan’s rise from rags to 

riches is awe inspiring. Known as a hard and 
conscientious worker, he made his fortune 
developing condominiums and properties 
around Philippines. Over the years, he has 
also diversified his investments into brandy 
and even holds a high percentage on 
shareholdings in the nationwide Philippine 
franchise of McDonald’s fastfood chain.



   PERSONALITY      22

BY 
JENNIFER 

LEE          

IN A WORLD WHERE BILLIONAIRES 
ARE MINTED EVERY MINUTE, OR SO IT 
SEEMS, ONE MAN REMAINS AS MUCH A 
PUBLIC ENIGMA AS HE IS A BUSINESS 

CELEBRITY. THERE’S NO DOUBT THAT 
WARREN BUFFETT IS THE GREATEST 

INVESTOR OF ALL TIME. 
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of money, but for Buff ett, it wasn’t enough. 
        Adhering to the Graham principles of investment, Buff ett began 
honing his skills. He started to look for undervalued ‘cigarette butts’, 
companies that had been written off  but that he believed still had one 
or two puff s left in them. He also began paying attention to non-market 
activities, such as company mergers and liquidations in order to forecast 
a company’s future. Between 1956 and 1969, in a market where 10% 
was the norm, Buff ett’s investments were making 30% gains on a yearly 
basis. By the end of that period, Buff ett’s assets had risen to over US 
$100 million. 
        In 1969, Buff ett informed his partners that he was “unable to 
find any bargains in the current market,” and he began liquidating 
his portfolio. He did, however, hold on to his 29% share of Berkshire 
Hathaway, a large manufacturing company in the textile industry that 
Buff ett believed was selling below its value. In 1965, Buff ett had made 
himself director and set out to improve its management and profits. Two 
years later, he purchased the whole company on the spot, costing him 
over US $8 million. 
        In 1970, Buff ett made himself Chairman of the Berkshire 
Hathaway Board. With that, Buff ett set out to make Berkshire Hathaway 
one of the largest holding companies in the world. He used whatever 
money wasn’t required to maintain the textile business to acquire 
public stocks or private companies. While the company’s textile profits 

THE ORACLE OF OMAHA

I
 always knew I was going to be rich,” says 
Buff ett. “I don’t think I ever doubted it for a 
minute”, says Warren Buff ett, often referred to 
as the ‘Oracle’ of Omaha for his near 
miraculous ability to spot good investments.
        With an estimated net worth of around 
US$76 billion, Warren Buff ett is one of the 
wealthiest person in the world. And that’s AF-
TER giving away almost half of it away. Had he 

kept them all, he would easily remain the wealthiest individual on Earth. 
        He has used his unique personality and management style to 
master the art of investment and create an empire, most of whcich is 
centred around his investment vehicle, Berkshire Hathaway. In recent 
years, he has committed himself to giving away 99% of his fortune, 
primarily to the Bill and Melinda Gates Foundation. Whether he is 
making money or giving it away, Buff ett has made a name for himself as 
one of the most astute entrepreneurs and investors in history. 
        Born on 30 August 1930, Warren Edward Buff ett grew up in 
Omaha, Nebraska with his two sisters, Doris and Bertie, his mother 
Leila, and his father, Howard Buff ett, who was a stockbroker as well 
as a Republican member of the U.S. House of Representatives. His 
grandfather owned a local grocery store, where Berkshire Hathaway’s 
current Vice Chairman Charlie Munger once worked alongside Buff ett. 
        When Buff ett was just six years old, he bought six packs of 
Coca-Cola from his grandfather’s store. They cost him 25 cents but 
he managed to resell them for five cents a bottle. Buff ett had made a 
profit of five cents but more importantly, the experience had whetted 
his appetite for business. With his newfound passion for profit, Buff ett 
shunned the playground in search of more moneymaking opportunities.
        Five years later, when Buff ett was 11 years old, he purchased three 
shares of Cities Service for himself and his sisters at a price of US $38 
each. The stock quickly dropped to US $27 per share and although 
he was afraid, Warren decided to hold onto his shares. Eventually, the 
stock rebounded and Warren sold the shares when they reached US 
$40. Despite having been rewarded for his patience, Warren soon found 
out he had not been patient enough and shares of Cities Service shot up 
to US $200. 
        Throughout high school, Buff ett worked as a newspaper delivery 
boy and by the time he had graduated in 1947, he had saved over US 
$5,000 from his two routes. He used US $1,200 of this money to 
purchase 40 acres of farmland in Nebraska, which he promptly rented 
to tenant farmers for a profit. He even deducted his bicycle as a work 
expense when he filed his first income tax return at the age of 13. 
        At the urging of his father, Buff ett enrolled in the Wharton Business 
School at the University of Pennsylvania. He had never wanted to go to 
college and indeed, only lasted two years at Wharton. When he started 
complaining that he knew more than his professors, Buff ett moved back 
home and transferred to the University of Nebraska-Lincoln. Here, 
while working full-time, Buff ett managed to graduate in just three years. 
        After reading Benjamin Graham’s The Intelligent Investor, Buff ett 
decided to apply to graduate school. He was rejected by Harvard 
Business School for being “too young” and subsequently applied to 
Columbia Business School, where he would study under Graham 
himself. Buff ett became the first-ever student in Graham’s security 
analysis class to receive an A+. In 1951, Buff ett received his Master’s 
degree in economics and went to work as a salesman at his father’s 
brokerage. After three years, Buff ett was hired by Graham’s investment 
firm but returned to Omaha in 1956 when Graham retired. With 
education and experience in hand, Buff ett decided to set off  on his own.

INVESTMENT WHIZ KID With US $100 of his own money and US 
$105,000 from friends and family, Buff ett created Buff ett Associates, 
Ltd. in 1956. By the end of the year, he was managing over US 
$300,000 in capital from a small offi  ce out of his new home. It was a lot 
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of money, but for Buff ett, it wasn’t enough. 
        Adhering to the Graham principles of investment, Buff ett began 
honing his skills. He started to look for undervalued ‘cigarette butts’, 
companies that had been written off  but that he believed still had one 
or two puff s left in them. He also began paying attention to non-market 
activities, such as company mergers and liquidations in order to forecast 
a company’s future. Between 1956 and 1969, in a market where 10% 
was the norm, Buff ett’s investments were making 30% gains on a yearly 
basis. By the end of that period, Buff ett’s assets had risen to over US 
$100 million. 
        In 1969, Buff ett informed his partners that he was “unable to 
find any bargains in the current market,” and he began liquidating 
his portfolio. He did, however, hold on to his 29% share of Berkshire 
Hathaway, a large manufacturing company in the textile industry that 
Buff ett believed was selling below its value. In 1965, Buff ett had made 
himself director and set out to improve its management and profits. Two 
years later, he purchased the whole company on the spot, costing him 
over US $8 million. 
        In 1970, Buff ett made himself Chairman of the Berkshire 
Hathaway Board. With that, Buff ett set out to make Berkshire Hathaway 
one of the largest holding companies in the world. He used whatever 
money wasn’t required to maintain the textile business to acquire 
public stocks or private companies. While the company’s textile profits 
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boom in the 1990s, which Buff ett did not take part in. Dismissed as 
having lost touch, Buff ett prevailed when the technology market busted 
and Berkshire Hathaway’s shares recovered to their previous levels. 
Buff ett had finally cemented his position as a legend in the investment 
world. In fact, in 2011, he was awarded the United States’ highest 
civilian award, the Presidential Medal of Freedom by Barrack Obama.
        Today, the ‘Oracle of Omaha’ still lives in the US $30,000 house 
he first purchased down the street from his headquarters and continues 
his impressive work as Chairman and CEO of Berkshire Hathaway.

BERKSHIRE WHAT? Yes, few would have heard of Buff ett, save for his 
inclusion in the annual Forbes Richest list. That’s because the majority 
of Buff ett’s and his company, Berkshire Hathaway’s fortune are in 
shareholdings in companies such as Kraft Heinz (26.7%), American 
Express (16.3%), Coca Cola (9.2%), IBM (8.5%), as well as insurance 
companies are predominantly based in the United States. 
        Berkshire's Class A shares hit a record high of US$200,000 on 
14 August 2014, making them the highest-priced shares on the New 
York Stock Exchange, in part because they have never had a stock 
split. The company employs 331,000 employees, and revenue in 2015 
was US $210 billion. As at 2006, the company has a cash reserve of 
US$50 billion – suffi  cient to buy over Maybank, Genting AND Sime 
Darby in cash. 

continued to dwindle, Buff ett’s insurance and banking eff orts brought in 
over US $2 million in his first year. With no other personal investments, 
Berkshire Hathaway became Buff ett’s sole holding. 
        The company’s first major investment came with the purchase of 
See’s Candy, a gourmet chocolate maker based in California that Buff ett 
bought out for US $25 million in cash. In 1976, Buff ett became involved 
in GEICO, the Government Employees Insurance Company, on the 
Board of which sat Benjamin Graham’s mother. It was experiencing 
high losses, but Buff ett believed this was primarily due to poor 
management and he set out to fix the company. He was soon reaping 
the profits. 
        By the late 1970s, Buff ett’s reputation was such that even the 
slightest rumor of Buff et’s purchase of a stock was enough to shoot 
its price up 10%. Despite being worth over US $140 million, Buff ett 
never sold a single share of the company, relying solely on his US 
$100,000 annual salary. The company continued to expand its list of 
acquisitions, including Nebraska Furniture Mart and Scott & Fetzer 
until the market crash of 1987. One-fourth of Berkshire Hathaway’s 
market cap was wiped out. 
        Buff ett plowed on. In 1988, he began purchasing Coca-Cola stock 
and soon owned 7% of the company. Within a few years, Buff et’s shares 
were worth more than the entire value of Berkshire Hathaway at the 
time of his investment. His worth continued to soar until the dot-com 

boom in the 1990s, which Buff ett did not take part in. Dismissed as 
having lost touch, Buff ett prevailed when the technology market busted 
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world. In fact, in 2011, he was awarded the United States’ highest 
civilian award, the Presidential Medal of Freedom by Barrack Obama.
        Today, the ‘Oracle of Omaha’ still lives in the US $30,000 house 
he first purchased down the street from his headquarters and continues 
his impressive work as Chairman and CEO of Berkshire Hathaway.

BERKSHIRE WHAT? Yes, few would have heard of Buff ett, save for his 
inclusion in the annual Forbes Richest list. That’s because the majority 
of Buff ett’s and his company, Berkshire Hathaway’s fortune are in 
shareholdings in companies such as Kraft Heinz (26.7%), American 
Express (16.3%), Coca Cola (9.2%), IBM (8.5%), as well as insurance 
companies are predominantly based in the United States. 
        Berkshire's Class A shares hit a record high of US$200,000 on 
14 August 2014, making them the highest-priced shares on the New 
York Stock Exchange, in part because they have never had a stock 
split. The company employs 331,000 employees, and revenue in 2015 
was US $210 billion. As at 2006, the company has a cash reserve of 
US$50 billion – suffi  cient to buy over Maybank, Genting AND Sime 
Darby in cash. 

I
 get to do what I 
like to do every 
single day of the 
year,” says Buff ett. 

“I tap dance to work, and when 
I get there, I think I’m supposed 
to lie on my back and paint the 
ceiling. It’s tremendous fun.” 
        He is the richest man in 
the world and arguably the 
most successful American 
investor in history. Although 
Buff ett has not strayed far from 
his Nebraska upbringings, his 
career has soared for over 50 
years. How did this once shy 
boy who took a Dale Carnegie 
course on public speaking rise 
to become the stock market 
guru that he is today?

BRUTAL HONESTY “Wide diver-
sification is only required when 
investors do not understand what 
they are doing,” says Buff ett. He 
admitted to himself his strengths 
and weaknesses, both in terms of 
skills and knowledge, and made 
his business decisions according-
ly. He was not ashamed to stick 
to what he knew best – what he 
called his “circle of competence” 
– and indeed, by doing so, was 
able to master the market. 

SENSE OF HUMOUR “The only 

time to buy these is on a day with 
no ‘y’ in it,” Buff ett once said of 
the stock market. Whether he was 
quoting Mae West for investment 
advice or poking fun of his own 
shortcomings, Buff ett maintained 
his wit and enjoyed showing it off . 
He was serious when it came to 
his business, to be sure, but no 
one was going to tell Buff ett that 
he couldn’t have some laughs at 
the same time. 

MODESTY Buff ett hated waste 
and excess and throughout his 
career strived to set an example 
of a more economical corporate 
America. Except for the fact that 
he was worth billions of dollars, 
Buff ett was just like every other 
American. He lived in a modest 
house, drove a modest car and 
ate at McDonald’s. He prized the 
value of a dollar and strove to 
incorporate that message from his 
company on down to his children. 
Buff ett wasn’t in it for the money. 

RESPECT “All of you do a 
first-class job in running your 
operations with your own 
individual styles,” Buff et told his 
managers. “We are going to keep 
it that way. You can talk to me 
about what is going on as little 
or as much as you wish.” He 

understood the importance of 
having good people around him 
and treated them with the respect 
they deserved. It was this kind of 
consideration that Buff ett paid to 
not only his staff , but also to his 
shareholders and the media. 

INSTINCT “We don't get paid for 
activity, just for being right. As 
to how long we'll wait, we'll wait 
indefinitely,” says Buff ett. “All day 
you wait for the pitch you like; 
then when the fielders are asleep, 
you step up and hit it.” The 
media called him conservative, 
Wall Street said he was out of 
touch with the times, but Buff ett 
followed his instincts to guide his 
business decisions and it paid off .

“I really like my life,” says 
Buff ett. “I've arranged my life 
so that I can do what I want.” 
Buff ett continues to go to work 
everyday as Chairman and 
CEO of Berkshire Hathaway, of 
which he still owns 40%. And, 
he will continue to do so until 
his board ousts him “from my 
decay, particularly if this decay 
is accompanied by my delusion-
al thinking that I am reaching 
new peaks of managerial bril-
liance.” But, for now, Buff ett 
says he is feeling “terrific”.

IIIII

HOW DID 
BUFFETT DO IT? 
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COOKING 
UP AA CULTURAL IDENTIFIER 

T
he thing I absolutely love about 
food is it's a common thread 
that connects us no matter 
what culture we come from.” 
– Poh Ling Yeow, notable chef 
and media personality
        As inspirational quotes 
go, this makes a lot of sense. 
Nothing identifies a culture 
better than food and for those 
of us in Asia, food is estimable, 
held to the highest of regards 
regardless of culture. We enjoy 
them all equally, regardless 
of its origins and celebrate its 
wonderful fusion within us. 
        And what better way to 
do this than to meet with three 
diff ering individuals with three 
diff erent approaches to food. 
SME MAGAZINE speaks to a 
restaurateur, a sommelier with 
years of experience to better 
understand food and what it 
means to run a successful 
food business. 
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DINNER IS SERVED At just 26 years old, Mohamed Najee 
Ramli decided to strike out on his own. After working as 
a chef and being frustrated at his lot in life, he decided 
to strike out on his own. Deciding that he wanted to sell 
something diff erent either than your run of the mill pasta 
eatery, he decided on something that isn’t readily available 
in the market here; Mexican. 
        As he speaks to us about his journey, Najee 
explains; “When we started, Thyme Out used to be a 
roadside stall. We didn’t have much money early on in 
our careers and relied upon roadside traffi  c before we 
could save enough for a food truck. Three years later, 
we are now in a brick and mortar restaurant and the 
business has been smooth sailing since.”
        Rita Tekchand, the owner of Zanas Restaurant 
in Indonesia, finds her heritage as something to be 
cherished. “Zanas opened three years ago. It was a 
small restaurant in Kemang area, which was quite far 
from Indian community. But then since September 
2015, we moved here to be closer to the Indian 
community.”  And here meant Kemayoran – a little 
subdistrict of Central Jakarta, Indonesia. Featuring a 
fusion of Indian and Indonesian, the restaurant has been 
a hit with the locals ever since. 
        As the proprietor of the business, she oversees the 
operations of the business instead of cooking. Admitting 
that she has no love for cooking, nevertheless, she loves 
trying on new foods. “That is also one of the reasons 
why I open Zanas,” she explains.
        Ignatius Chan, owner of Iggy’s cuts an impressive 
figure. As one of Singapore’s most accomplished 
and highly decorated sommeliers and restaurants, he 
explained his decision to venture out into the food 
industry. Awarded Singapore’s best sommelier by 
SOPEXA, his restaurant reflects his sophisticated tastes 
and values. 
        Today, it is known to be one of Singapore’ Best 
Restaurants. With an equally impressive array of awards 
like Best Asian restaurant in 2012, and a three-time 
entry into the Miele Guide for best restaurant, it is no 
stranger to excellence.  
        “Food is my first love but it is not just a passion 
or a childhood dream that led me to the hospitality 
industry. The 80s were diffi  cult times and jobs were not 
readily available. I landed my first job as a waiter for 
practical reasons.”
        “I am fascinated by diff erent cuisines, its diversity 
in terms of ethnicity, flavours, textures and origins. To 
me, food brings comfort, conviviality and its intricately 
complex and this intrigues me,” he shares. 

PREPARING A SUCCESSFUL MEAL  Speaking on their 
they would do to stand out, Najee shares what made 
them succeed in this economy. “We focus our brand, 
products and concept on Mexican food as it’s a fairly new 
market, largely untapped in Malaysia. Also, to encourage 
more Malaysians to be adventurous, we charge relatively 
low prices but at the same time utilize quality and local 
ingredients for our customers. I dare say Thyme Out has 
the cheapest Mexican menu in KL.”
        For Ignatius, he has made a name for himself in the 
fine dining industry. Having placed Iggy’s on Singapore 
and the world’s gastronomic food map, he has a secret 
that makes his food stand out; “I feel like one of our 
strengths over other restaurants is our ability to source 
our ingredients; primarily seafood and vegetables 

directly from japan without going through a middleman. 
We buy our seafood from Tsukiji Market in Tokyo and 
vegetables are sourced directly from Tokyo.”
        With Rita, she has made herself indispensable 
with the Indian crowd in the city. With glowing reviews 
across multiple food blogs and portals, she happily 
explains, “I can say that 80% of our customers love 
our food. Sometimes, on the weekend, people have to 
wait outside because the restaurant is full. But they are 
willing to wait for the nice food.” 

CHALLENGING TIMES No industry is ever completely free 
of challenges. 
“Sometimes people complaint about the food; they say 
that the food is too salty and such. It is not like what 
they say, but then we accept any complaints from our 
customers,” Rita explained. 
        “But complaints are something that I have to listen. 
It is fine. That is the challenge of this business,” she says.
        “Competition is not a bad thing. It keeps us on 
our toes and generally raises the overall standard,” 
says Ignatius. 
        “However, it is important to focus on quality, con-
sistency and staying relevant to our guests. Evolution in 
the areas of menu concept and innovation, dining room 
ambience and service procedures are all important 
considerations.” Words to live by as he had taken words 
to heart with a recently remodelled the restaurant, and 
introduced new dishes from new a head chef. 
        Najee however finds costs to be a factor. “Even 
though we use a lot of localized ingredients, we also use 
a lot of imported products in our kitchen. The current 
exchange rate aff ects us greatly, and it is getting more 
and more expensive to import these ingredients back to 
Malaysia. For us, it is a time for creativity to survive in 
this economy.”
        “Of course, that doesn’t mean we have to skimp 
on quality!”  

COOKING UP A STORM “We motivate ourselves with the 
satisfaction of our diners and customers. For every sigh of 
contentment and look of joy we receive, it brings satisfac-
tion to us. And, of course we do enjoy pushing boundaries 
of the palette. Without experimentation, we would never 
have gotten to where we are today” says Najee.  
        Najee continues, “The people we’ve met, the 
innovations we have seen! Honestly, I’ve met the 
craziest people and eaten the craziest food samples you 
could possibly imagine. And it is wonderful.” 
        “Innovation doesn’t stop especially in the F&B 
industry as most players must ensure they stay a step 
ahead of the game. In the age of Instagram and social 
media, if you do not innovate and bring something new 
to the table – especially in the F&B industry, you will 
not be able to stay survive in this industry, much less 
one step ahead.” 
        For Rita, she finds joy in the simple act of interaction. 
        “I visit the restaurant every day in the morning and 
come back to home at night. I really love to talk with 
my people and of course my customers,” says Rita. “If 
they’re happy, I’m happy. If I go up, they go up with 
me,” she explains. 
        “My employees are the part of my family.”

THE FUTURE OF FOOD  “Fine dining will always have a 
place, a position in the food and beverage industry. It 
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eatery, he decided on something that isn’t readily available 
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        As he speaks to us about his journey, Najee 
explains; “When we started, Thyme Out used to be a 
roadside stall. We didn’t have much money early on in 
our careers and relied upon roadside traffi  c before we 
could save enough for a food truck. Three years later, 
we are now in a brick and mortar restaurant and the 
business has been smooth sailing since.”
        Rita Tekchand, the owner of Zanas Restaurant 
in Indonesia, finds her heritage as something to be 
cherished. “Zanas opened three years ago. It was a 
small restaurant in Kemang area, which was quite far 
from Indian community. But then since September 
2015, we moved here to be closer to the Indian 
community.”  And here meant Kemayoran – a little 
subdistrict of Central Jakarta, Indonesia. Featuring a 
fusion of Indian and Indonesian, the restaurant has been 
a hit with the locals ever since. 
        As the proprietor of the business, she oversees the 
operations of the business instead of cooking. Admitting 
that she has no love for cooking, nevertheless, she loves 
trying on new foods. “That is also one of the reasons 
why I open Zanas,” she explains.
        Ignatius Chan, owner of Iggy’s cuts an impressive 
figure. As one of Singapore’s most accomplished 
and highly decorated sommeliers and restaurants, he 
explained his decision to venture out into the food 
industry. Awarded Singapore’s best sommelier by 
SOPEXA, his restaurant reflects his sophisticated tastes 
and values. 
        Today, it is known to be one of Singapore’ Best 
Restaurants. With an equally impressive array of awards 
like Best Asian restaurant in 2012, and a three-time 
entry into the Miele Guide for best restaurant, it is no 
stranger to excellence.  
        “Food is my first love but it is not just a passion 
or a childhood dream that led me to the hospitality 
industry. The 80s were diffi  cult times and jobs were not 
readily available. I landed my first job as a waiter for 
practical reasons.”
        “I am fascinated by diff erent cuisines, its diversity 
in terms of ethnicity, flavours, textures and origins. To 
me, food brings comfort, conviviality and its intricately 
complex and this intrigues me,” he shares. 

PREPARING A SUCCESSFUL MEAL  Speaking on their 
they would do to stand out, Najee shares what made 
them succeed in this economy. “We focus our brand, 
products and concept on Mexican food as it’s a fairly new 
market, largely untapped in Malaysia. Also, to encourage 
more Malaysians to be adventurous, we charge relatively 
low prices but at the same time utilize quality and local 
ingredients for our customers. I dare say Thyme Out has 
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        For Ignatius, he has made a name for himself in the 
fine dining industry. Having placed Iggy’s on Singapore 
and the world’s gastronomic food map, he has a secret 
that makes his food stand out; “I feel like one of our 
strengths over other restaurants is our ability to source 
our ingredients; primarily seafood and vegetables 

directly from japan without going through a middleman. 
We buy our seafood from Tsukiji Market in Tokyo and 
vegetables are sourced directly from Tokyo.”
        With Rita, she has made herself indispensable 
with the Indian crowd in the city. With glowing reviews 
across multiple food blogs and portals, she happily 
explains, “I can say that 80% of our customers love 
our food. Sometimes, on the weekend, people have to 
wait outside because the restaurant is full. But they are 
willing to wait for the nice food.” 

CHALLENGING TIMES No industry is ever completely free 
of challenges. 
“Sometimes people complaint about the food; they say 
that the food is too salty and such. It is not like what 
they say, but then we accept any complaints from our 
customers,” Rita explained. 
        “But complaints are something that I have to listen. 
It is fine. That is the challenge of this business,” she says.
        “Competition is not a bad thing. It keeps us on 
our toes and generally raises the overall standard,” 
says Ignatius. 
        “However, it is important to focus on quality, con-
sistency and staying relevant to our guests. Evolution in 
the areas of menu concept and innovation, dining room 
ambience and service procedures are all important 
considerations.” Words to live by as he had taken words 
to heart with a recently remodelled the restaurant, and 
introduced new dishes from new a head chef. 
        Najee however finds costs to be a factor. “Even 
though we use a lot of localized ingredients, we also use 
a lot of imported products in our kitchen. The current 
exchange rate aff ects us greatly, and it is getting more 
and more expensive to import these ingredients back to 
Malaysia. For us, it is a time for creativity to survive in 
this economy.”
        “Of course, that doesn’t mean we have to skimp 
on quality!”  

COOKING UP A STORM “We motivate ourselves with the 
satisfaction of our diners and customers. For every sigh of 
contentment and look of joy we receive, it brings satisfac-
tion to us. And, of course we do enjoy pushing boundaries 
of the palette. Without experimentation, we would never 
have gotten to where we are today” says Najee.  
        Najee continues, “The people we’ve met, the 
innovations we have seen! Honestly, I’ve met the 
craziest people and eaten the craziest food samples you 
could possibly imagine. And it is wonderful.” 
        “Innovation doesn’t stop especially in the F&B 
industry as most players must ensure they stay a step 
ahead of the game. In the age of Instagram and social 
media, if you do not innovate and bring something new 
to the table – especially in the F&B industry, you will 
not be able to stay survive in this industry, much less 
one step ahead.” 
        For Rita, she finds joy in the simple act of interaction. 
        “I visit the restaurant every day in the morning and 
come back to home at night. I really love to talk with 
my people and of course my customers,” says Rita. “If 
they’re happy, I’m happy. If I go up, they go up with 
me,” she explains. 
        “My employees are the part of my family.”

THE FUTURE OF FOOD  “Fine dining will always have a 
place, a position in the food and beverage industry. It 
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will always be there but the big question is how to keep it relevant. 
Fine dining has evolved from all the theatrics and formality to be 
defined today as something simple and refined. Guests’ expectations 
have changed over time and quality, comfort and the simple taste of 
restrained refinement contributes to an elegant evening with great food, 
wine and company,” says Ignatius. 
        Najee however is less optimistic. “I wouldn’t say it’s a bleak 
year since everyone must eat every day. However, what matters is 
how well you can present your food to appeal to your customers. 
For example, each chef have their own diff ering ways of cooking the 
same dish. So, we could be selling Mexican food and the cafe next 
door were to off er the same dishes, it could be a totally diff erent 
product. Even the way its marketed is also diff erent which will appeal 

to diff erent levels of society. And that gives us an advantage.”

TIPS AND ADVICE Ignatius would counsel, “It is paramount to have 
humility. Being humble opens doors for you. It keeps you grounded and 
respectful. It allows you the empathy to deal with diffi  cult guests and 
situations. Be open to criticisms and always start by doing a task at the 
highest level and doing it right.” 
        For those venturing into the restaurant business, Najee advises 
that “You have to know your target market and know your product 
like the back of your hand. There is no point in selling something you 
know nothing of.”
        “If you have drawbacks or challenges, don’t be shy. It is the part 
of learning, after all,” Rita encourages.

BIOGRAPHY

FOOD AND 
BEVERAGE TRENDS: BY FOOD 

INDUSTRY ASIA 
STAFF 

WHAT WILL SHAPE THE 
GLOBAL MARKET?

A
s lifestyles shift and 
global markets influence 
how, why and where we 
buy and consume goods 
and services, the 
ever-evolving consumer 
landscape tries to keep 

up. Natural disasters, the media, tightly held 
misconceptions, mass connectivity and a 

draw to simplicity are influencing food and drink habits 
worldwide like never before.
        Mintel, a global market intelligence agency, takes a 
look at the most compelling and category-changing food 
and drink trends that will emerge in consumer markets 
across the globe. Mintel’s team of global food and drink 
expert analysts have identified and analysed 12 key 
trends set to impact the global food and drink market in 
the year to come. 

        Introducing the top five 
trends set to dominate next year’s 
food and drink industry, Mintel’s 
Global Food and Drink Analyst 
Jenny Zegler said: “Veggie 
burgers and non-dairy milks have 
escaped the realm of substitutes, 
primarily for people with dietary 
concerns, in which what was 
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formerly ‘alternative’ could take 
over the mainstream.”
        By these trends, we can 
see that the market will tend to 
gravitate toward products that 
promote health and sustainability.

ARTIFICIAL WILL BE PUBLIC 
ENEMY NO. 1. Consumer demands 
for natural and “less processed” 
food and drink are forcing 
companies to remove artificial 
ingredients. Products that have 
yet to do so will face scrutiny – or 
worse – from consumers who are 
looking for natural formulation 
with recognisable ingredients.

ECO IS THE NEW REALITY. 
Drought, worries about food 
waste and other natural 
phenomena not only aff ect 
the worldwide food and drink 
supply, but influence preparation 
and production. In 2016, 
sustainability evolves from being 
good for the bottom line to 
being a necessary new product 
development consideration 
for the common good. It is 
good that major companies 
have actually started adopting 
measures to mitigate the impact 
of climate change, by making 
zero deforestation commitments 
and cutting down greenhouse 
emissions, among others.

FROM THE INSIDE OUT. 
As the adage concerning beauty 
goes, “it is what’s on the inside 
that counts.” Consumers are 
recognising that diets can 
connect with the way they 
look and feel. This places new 
emphasis on packaged products 
that are formulated to help 
people’s physical appearance as 
well as their personal wellness, 
creating a market for products 
enhanced with everything from 
collagen to probiotics.

FOR EVERYBODY. For many, 
fitness is simply about becoming 
more active. The rising promotion 
of athletic programmes that 
encourage consumers to get and 
stay active showcases a parallel 
need for food and drink that 
help consumers get acquainted 
with sports nutrition, including 
energy, hydration and protein. 
This creates an opportunity for 
communication and product 
ranges that progress alongside 

person households or occasionally 
eating meals alone. These meals 
for one require right-sized 
products and packaging, as well as 
promotions that further erode any 
stigma of dining solo.

FAT SHEDS STIGMA. Consumers’ 
negative stereotype – that any and 
all fat content is evil – has begun 
to diminish. The awareness of the 
many sources of good and bad fats 
is ushering in a paradigm shift, in 
which fat content is not the first 
and foremost consideration – 
and barrier – in the search for 
healthy products.

EAT WITH YOUR EYES. Flavour 
has long been the core of 
innovation, but more visual and 
share-focused societies call for 
innovation that is boldly coloured 
and artfully constructed. Finding 
inspiration in global food service 
off erings, brands can experiment 
with vibrant colours and novel 
shapes to make packaged 
products worthy of consumer 
praise and social media posts. 
        Market intelligence plays an 
important role in determining 
how these trends will impact 
the food and beverage industry. 
While trends will eventually play 
out diff erently across the world 
depending on a variety of factors, 
it helps to know where the greater 
and more unique opportunities are, 
so that companies can better find 
their niche. 

people’s activity levels and goals. This trend is also reflective of the focus 
on healthier lifestyle, which is an important approach to addressing 
public health challenges.

BASED ON A TRUE STORY. Consumers have been romanced by product 
origin, ingredients or inspiration stories. With similar claims made by 
legitimately hand-crafted and mass-produced products, this proliferation 
and occasional propagation will find consumers and regulators alike 
seeking products with verified claims. 
        The next set of food and beverage trends are linked to the growing 
popularity of online shopping and social media interactions. Relatedly, 
in a separate market outlook by the Institute of Grocery Distribution 
(IGD), which FIA published recently, the research and training charity 
made a projection on the continued expansion of online grocery 
services to support the growth of modern convenience and supermarket 
retailing: Retailers are tapping into the potential of smartphone users 
who shop online.

E-REVOLUTION FROM CARTS TO CLICKS. Online shopping, apps 
and delivery services are transforming consumers’ access to deals, 
niche off erings and even full meals. While the Internet has not yet 
vastly changed the landscape of grocery shopping, innovations 
encourage consumers to think outside the box regarding traditional 
physical retailers. 

DIET BY DNA. Interest in the natural and “getting back to basics” has 
boosted ancient grains and superfoods, fostering a principle that age-
old staples are better than today’s manufactured options. Interest in 
historical ingredients suggest that people could make eff orts to unlock 
the keys to their personal physiology and design diets, by connecting 
with their own ancestry or genetic make-up.

GOOD ENOUGH TO TWEET. The rise of food-centric media has sparked 
new interest in cooking, not only for the sake of nourishment, but also 
for the purposes of sharing one’s creations via social media. This finds 
people taking divergent paths – some to become suffi  ciently well-
rounded so as to compete on popular television programmes, while 
others privately cultivate specialties ranging from cupcakes to curries. 
Either way, people are cooking to share with friends and followers.

TABLE FOR ONE. Across age groups, more consumers are living in single-
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        The issue with many business plans is 
that, prior to inception, they fail to take into 
account certain variables that can determine 
whether a business has longevity, such as 
search engine marketing competition, the 
hassle and entrepreneur's inherent ability to 
recruit and manage outside manufacturers 
as various globalization factors will flood a 
market.
        With the advent of the web and the mul-
tifaceted programming features of WordPress, 

C
hoosing the right business to start is something that nobody can tell you 
except yourself. Seeking the advice of others is simply confusing and is a 
waste of time. Ask ten business owners what they think as to which 
business to start and you'll probably end up with fifteen diff erent ideas 
because answering the Golden Question of Entrepreneurship often 
proves diffi  cult to even the most seasoned business professional.
        The ten answers that I can guarantee you're not going to get are of 
the businesses that those entrepreneurs are currently in.
The process of choosing which business to start is often done 

incorrectly and does not factor in the experience level of the younger entrepreneur or lay a 
foundation for the first-time business owner to grow both personally, professionally and fiscally.

CHOOSING THE RIGHT 
BUSINESS MODEL

B2B 
VS 

B2C

BY 
KEN 

SUNDHEIM
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        For the seasoned entrepreneur with exceedingly strong fundamentals and monetary backing, 
there can be a lot of advantages in opening a "B2C" product-based company. If you look at 
companies and subsequent brands such as Abercrombie or Sephora, there is a lot of a money to 
be made in "B2C" product-based marketing if you hit a home run.
        Though, the marketing, operations and other intricacies of these companies are well-above 
most seasoned entrepreneurs' heads let alone the first-time start-up.
        There are a few significant advantages that companies like Abercrombie enjoy and that 
falsely lure the first-time entrepreneur into starting a "B2C" product-based company. Two of 
these big advantages are that "B2C" product-based companies don't have lengthy sales cycles 
like most "B2B" companies are likely to have, and that they can use their brand to justify 
significant pricing mark-ups.
        However, just as there are many upsides to owning a successful "B2C" product-based com-
pany, there are even more deterrents to success for the first-time entrepreneur when opening one.

01.  It is very hard to be considered a player in the "B2C" product-based world without a physical
store location. When buying everyday goods, the consumer is going to tend to purchase from 
companies with actual stores as opposed to those with just websites. Consumers want to see 
and feel before they buy; it's half the fun of shopping. The entrepreneur can attempt to have 
a store such as Macy's sell their fashion products for them, however, as someone somewhat 
familiar with the fashion industry, this is a very long sales cycle and to get space from the 
Big Players is exceedingly competitive and often comes with the price tag of having to attend 
costly trade shows.

02. I have found that the marketing for "B2C" companies is very complex and often very
expensive.Before even bringing their product to market, the successful "B2C" entrepreneur 
should be familiarized with the intricacies that make people open their wallet. Aside from the 
basic lists behind consumer buying that are readily found on the web, most drivers as to why 
Americans buy can be traced back to highly advanced persuasion tactics, pristine web design 
and sometimes costly celebrity endorsements.

03. The consumer buys on repetition. This means that the first-time entrepreneur, literally must
beat their brand and its advantages into the head of the consumer before they are going to 
see any traction or credit card receipts. Accomplishing this can take a very, very long time. 
The consumer moves quickly for no one and the ability to stay level-headed throughout 
this pre-selling process (if it even comes to fruition), can not only leave the entrepreneur 
frustrated, but it can leave them writing a resume as well.

04. If the entrepreneur cannot aff ord a physical location that means that they have to gain the
trust of the consumer to even a larger extent as people are very hesitant to give their credit 
cards to websites that they are not 100% familiar with. This is not always the case with the 
younger generation, however it is going to prove to be somewhat of a hurdle for anybody who 
is unfamiliar with Firefox.

05. If the entrepreneur is selling a product, he or she is most likely going to incur start-up costs
such as warehousing, shipments, design and other fees from manufacturers that I can vouch 
firsthand can quickly add up.

06. Global competition is another headwind that "B2C" product-based companies have to
contend with. Anybody, anywhere, at any age can manufacture competing t-shirts or could 
make and market the same exact custom skateboards. Because there is no human interaction 
needed with most B2C product sales, the competitive landscape immediately goes global. 
Another thing to remember is that when an industry goes global, the threat of losing money 
to intellectual-property theft skyrockets.

If the above didn't deter you, here's a good story for the "B2C" product-based aspiring entrepreneur:
In 2007, I got a call from a start-up company that sold yoga mats and the owners were looking 
to staff  a sales representative. Based somewhere outside of Boston, the owners couldn't aff ord a 
full-time sales representative nor could they aff ord my fees, therefore our conversation was not 
too lengthy.
        However, about three months later and upon further review of the current competition in the 
industry, I determined that my search engine optimization skills would allow me to rank a website 
highly on Google for keyword phrases pertaining to "Yoga mats" and related phrases.
        As quick as I was to pull the trigger on a new business back then, I was even quicker to 
pull the plug on this endeavor. It started when I began researching yoga mat manufacturers 
and quickly learned that to even have somebody produce a basic yoga mat, we needed to buy 
thousands of them... from China.
        This was quite problematic for a few reasons. The first was that half of the manufacturers 
(particularly, the ones in the States) would not even speak to us because we didn't have enough 
money to warrant them starting a new business relationship with. Second, we did not know where 
to keep these mats and, after shopping around, storage costs were very expensive.
        Third, the storage companies charged exorbitant fees to ship the mats to the consumer. Fi-
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and feel before they buy; it's half the fun of shopping. The entrepreneur can attempt to have and feel before they buy; it's half the fun of shopping. The entrepreneur can attempt to have 
a store such as Macy's sell their fashion products for them, however, as someone somewhat a store such as Macy's sell their fashion products for them, however, as someone somewhat 
familiar with the fashion industry, this is a very long sales cycle and to get space from the familiar with the fashion industry, this is a very long sales cycle and to get space from the 
Big Players is exceedingly competitive and often comes with the price tag of having to attend Big Players is exceedingly competitive and often comes with the price tag of having to attend 
costly trade shows.costly trade shows.

0202.. I have found that the marketing for "B2C" companies is very complex and often very I have found that the marketing for "B2C" companies is very complex and often very
expensive.Before even bringing their product to market, the successful "B2C" entrepreneur expensive.Before even bringing their product to market, the successful "B2C" entrepreneur 
should be familiarized with the intricacies that make people open their wallet. Aside from the should be familiarized with the intricacies that make people open their wallet. Aside from the 
basic lists behind consumer buying that are readily found on the web, most drivers as to why basic lists behind consumer buying that are readily found on the web, most drivers as to why 
Americans buy can be traced back to highly advanced persuasion tactics, pristine web design Americans buy can be traced back to highly advanced persuasion tactics, pristine web design 
and sometimes costly celebrity endorsements.and sometimes costly celebrity endorsements.

0303. The consumer buys on repetition. This means that the first-time entrepreneur, literally must The consumer buys on repetition. This means that the first-time entrepreneur, literally must
beat their brand and its advantages into the head of the consumer before they are going to beat their brand and its advantages into the head of the consumer before they are going to 
see any traction or credit card receipts. Accomplishing this can take a very, very long time. see any traction or credit card receipts. Accomplishing this can take a very, very long time. 
The consumer moves quickly for no one and the ability to stay level-headed throughout The consumer moves quickly for no one and the ability to stay level-headed throughout 
this pre-selling process (if it even comes to fruition), can not only leave the entrepreneur this pre-selling process (if it even comes to fruition), can not only leave the entrepreneur 
frustrated, but it can leave them writing a resume as well.frustrated, but it can leave them writing a resume as well.

0404. If the entrepreneur cannot aff ord a physical location that means that they have to gain the If the entrepreneur cannot aff ord a physical location that means that they have to gain the
trust of the consumer to even a larger extent as people are very hesitant to give their credit trust of the consumer to even a larger extent as people are very hesitant to give their credit 
cards to websites that they are not 100% familiar with. This is not always the case with the cards to websites that they are not 100% familiar with. This is not always the case with the 
younger generation, however it is going to prove to be somewhat of a hurdle for anybody who younger generation, however it is going to prove to be somewhat of a hurdle for anybody who 
is unfamiliar with Firefox.is unfamiliar with Firefox.

0505. If the entrepreneur is selling a product, he or she is most likely going to incur start-up costs If the entrepreneur is selling a product, he or she is most likely going to incur start-up costs
such as warehousing, shipments, design and other fees from manufacturers that I can vouch such as warehousing, shipments, design and other fees from manufacturers that I can vouch 
firsthand can quickly add up.firsthand can quickly add up.

0606. Global competition is another headwind that "B2C" product-based companies have to Global competition is another headwind that "B2C" product-based companies have to
contend with. Anybody, anywhere, at any age can manufacture competing t-shirts or could contend with. Anybody, anywhere, at any age can manufacture competing t-shirts or could 
make and market the same exact custom skateboards. Because there is no human interaction make and market the same exact custom skateboards. Because there is no human interaction 
needed with most B2C product sales, the competitive landscape immediately goes global. needed with most B2C product sales, the competitive landscape immediately goes global. 
Another thing to remember is that when an industry goes global, the threat of losing money Another thing to remember is that when an industry goes global, the threat of losing money 
to intellectual-property theft skyrockets.to intellectual-property theft skyrockets.

If the above didn't deter you, here's a good story for the "B2C" product-based aspiring entrepreneur:If the above didn't deter you, here's a good story for the "B2C" product-based aspiring entrepreneur:
In 2007, I got a call from a start-up company that sold yoga mats and the owners were looking In 2007, I got a call from a start-up company that sold yoga mats and the owners were looking 
to staff  a sales representative. Based somewhere outside of Boston, the owners couldn't aff ord a to staff  a sales representative. Based somewhere outside of Boston, the owners couldn't aff ord a 
full-time sales representative nor could they aff ord my fees, therefore our conversation was not full-time sales representative nor could they aff ord my fees, therefore our conversation was not 
too lengthy.too lengthy.
        However, about three months later and upon further review of the current competition in the         However, about three months later and upon further review of the current competition in the 
industry, I determined that my search engine optimization skills would allow me to rank a website industry, I determined that my search engine optimization skills would allow me to rank a website 
highly on Google for keyword phrases pertaining to "Yoga mats" and related phrases.highly on Google for keyword phrases pertaining to "Yoga mats" and related phrases.
        As quick as I was to pull the trigger on a new business back then, I was even quicker to         As quick as I was to pull the trigger on a new business back then, I was even quicker to 
pull the plug on this endeavor. It started when I began researching yoga mat manufacturers pull the plug on this endeavor. It started when I began researching yoga mat manufacturers 
and quickly learned that to even have somebody produce a basic yoga mat, we needed to buy and quickly learned that to even have somebody produce a basic yoga mat, we needed to buy 
thousands of them... from China.thousands of them... from China.
        This was quite problematic for a few reasons. The first was that half of the manufacturers         This was quite problematic for a few reasons. The first was that half of the manufacturers 
(particularly, the ones in the States) would not even speak to us because we didn't have enough (particularly, the ones in the States) would not even speak to us because we didn't have enough 
money to warrant them starting a new business relationship with. Second, we did not know where money to warrant them starting a new business relationship with. Second, we did not know where 
to keep these mats and, after shopping around, storage costs were very expensive.to keep these mats and, after shopping around, storage costs were very expensive.
        Third, the storage companies charged exorbitant fees to ship the mats to the consumer. Fi-        Third, the storage companies charged exorbitant fees to ship the mats to the consumer. Fi-
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many younger entrepreneurs have the ability 
to go into business for themselves very easily 
and very cheaply, but very haphazardly. What 
may be a cost-eff ective business now could be 
a nightmare waiting to happen.
        Despite factors such as a cost-eff ective 
start-up that should be considered major tail-
winds, why do so many of these businesses end 
up becoming a hobby alongside a full-time job?
        The reason these companies fail is 
simplistic. Many entrepreneurs don't venture 
into industries that are truly needed by the 
market. Things such as social media, online 
vacation packages, online dating and video 
production are not a necessity for businesses 
or the consumer to purchase and often prove a 
lot harder to break into than the business plan 
formula claimed it to be.

LAYING A STRUCTURED FOUNDATION FOR 
THE FIRST TIME ENTREPRENEUR To mitigate 
a failed start, I have attempted to lay down 
some industry and target market boundaries 
from which the entrepreneur can safely use to 
pick a business that has a fighting chance from 
the onset.
        For one's first business, I always suggest 
that they start a company that sells services 
to other businesses rather than directly 
to the consumer. There are a few reasons 
as to why entrepreneurs should venture 
into "B2B" ("Business to Business") service 
based companies as opposed to any form of 
"B2C"("Business to Consumer") company, 
"B2B" product-oriented company or strictly a 
web-based B2B firm.
        Prior to getting into the reasons why 
the first-time entrepreneur should play 
within these boundaries, let's define and give 
examples in order to clarify the diff erence 
between a "B2B" service-based company, a 
"B2B" product or web-based company and, 
finally a "B2C" company.
        We are going to leave out companies 
selling into municipalities or educational 
institutions due to long sales cycles that are 
very complex, hard to manage and even harder 
to profit from.

What Is "B2C"? Defining the examples:
   "B2C" - means that you are selling a

product or service directly to the 
consumer as opposed to selling a product 
to service to another business.

Examples of "B2C" product-based companies:
   Ex 1: Selling t-shirts geared toward the

individual consumer
   Ex 2: Selling lipstick marketed toward

teenage buyers
   Ex 3: Selling custom skateboards

LOOKING FURTHER INTO "B2C" 
PRODUCT-BASED COMPANIES 
Why do I recommend that the first time 
entrepreneur shy away from "B2C" product 
based companies?
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nally, if we wanted to do custom yoga mats with custom art, 
we would have to manufacturer the mats ourselves because 
nobody wanted to print single mats for a new company.
        Therefore, before the company was even off  the 
ground, I was looking at a minimum fee of $20,000 in 
manufacturing, warehousing and upfront shipping costs as 
well as a warehouse full of unsold yoga mats and a website 
that ranked on the third page of Google.

LOOKING FURTHER INTO "B2C" 
SERVICE-BASED COMPANIES
Examples of "B2C" product-based companies:
   Ex 1: Dating services
   Ex 2: Online travel services
   Ex 3: Financial services

Why do I recommend that the first time entrepreneur shy 
away from "B2C" service-based companies?

01.  Many "B2C" service-based companies are dominated
by the big names in the industry. For instance, if you 
want to open an online travel company, you are going 
to compete against Expedia and you are going to have 
to make quite a compelling case as to why the Smith 
family should trust you coordinating their Honolulu 
vacation regardless of the bells and whistles you claim 
that you can deliver.

02. Many "B2C" service-based companies are too cyclical
and thus advanced for the first time entrepreneur. 
When opening a first business, the entrepreneur 
wants to choose an industry that is in need regardless 
of economic conditions. Waiting for an industry to 
come back, then hoping to compete in it is not a solid 
business plan.

03. Many "B2C" service-based companies must compete
globally just like their "B2C" product-based coun-
terparts. As a first time entrepreneur, you are going 
to want to avoid this at all costs. For all intents and 
purposes, the fewer players in the game, the better.

04. If the first-time entrepreneur opens a "B2C" service-
based company that is strictly web-based, the 
advertising costs are going to be astronomical. These 
days, Google advertising a.k.a. pay-per-click (better 
known as"PPC") costs can quickly amount to five figure 
sums as single clicks can easily surpass $5 per visit to 
your website. This is not factoring in more advanced 
marketing costs such as your website's bounce rate. 
Even further, this is not factoring in your conversion 
rate that essentially tells you how many clicks it takes 
to make a sale. Therefore, you could be paying up to 
$60 in advertising costs just to make a single sale of 
$130. The web is no longer a cheap place to advertise 
and more and more "B2C" service-based companies 
have turned to television because simply advertising 
on the web shows little to no ROI. Another thing to 
remember is that when it comes to "B2C" service-based 
companies, you can assure yourself that the top 10 
ranked on Google will be competitors for life.

05. The first time entrepreneur will often make the mistake
of marketing towards a consumer that is fun and 
hip, but has no money. For instance, coaching 
entrepreneurs and job seekers is fun, but 
entrepreneurs and job seekers, by definition, typically 
don't have excess funds to spend. 
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the money of the future', etc... Well, the 
proponents of Fiat shout just as loudly that 
paper currency is money... and we all know 
that Fiat paper is not money by any means, as 
it lacks the most important attributes of real 
money. The question then is does Bitcoin even 
qualify as money... never mind it being the 
money of the future, or the best money ever.
        To find out, let's look at the attributes that 
define money, and see if Bitcoin qualifies. The 
three essential attributes of money are;
1)   money is a stable store of value; the most

essential attribute, as without stability of 
value the function of numeraire, or unit of 
measure of value, fails.

I
f you don't know what Bitcoin is, do a bit of research on the internet, 
and you will get plenty... but the short story is that Bitcoin was created 
as a medium of exchange, without a central bank or bank of issue 
being involved. Furthermore, Bitcoin transactions are supposed to be 
private, that is anonymous. Most interestingly, Bitcoins have no real 
world existence; they exist only in computer software, as a kind of 
virtual reality.
        The general idea is that Bitcoins are 'mined'... interesting term 
here... by solving an increasingly diffi  cult mathematical formula -more 

diffi  cult as more Bitcoins are 'mined' into existence; again interesting- on a computer. Once 
created, the new Bitcoin is put into an electronic 'wallet'. It is then possible to trade real goods or 
Fiat currency for Bitcoins... and vice versa. Furthermore, as there is no central issuer of Bitcoins, 
it is all highly distributed, thus resistant to being 'managed' by authority.
        Naturally proponents of Bitcoin, those who benefit from the growth of Bitcoin, insist 
rather loudly that 'for sure, Bitcoin is money'... and not only that, but 'it is the best money ever, 
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2)   money is the numeraire, the unit of account.
3)   money is a medium of exchange... 

but other things can also fulfill this 
function ie direct barter, the 'netting out' 
of goods exchanged. Also 'trade goods' 
(chits) that hold value temporarily; and 
finally exchange of mutual credit; ie 
netting out the value of promises fulfilled 
by exchanging bills or IOU's.

Compared to Fiat, Bitcoin does not do too 
badly as a medium of exchange. Fiat is only 
accepted in the geographic domain of its 
issuer. Dollars are no good in Europe etc. 
Bitcoin is accepted internationally. On the 
other hand, very few retailers currently accept 
payment in Bitcoin. Unless the acceptance 
grows geometrically, Fiat wins... although at 
the cost of exchange between countries.
        The first condition is a lot tougher; money 
must be a stable store of value... now Bitcoins 
have gone from a 'value' of $3.00 to around 
$1,000, in just a few years. This is about as far 
from being a 'stable store of value'; as you can 
get! Indeed, such gains are a perfect example 
of a speculative boom... like Dutch tulip bulbs, 
or junior mining companies, or Nortel stocks.
        Of course, Fiat fails here as well; for 
example, the US Dollar, the 'main' Fiat, has 
lost over 95% of its value in a few decades... 
neither fiat nor Bitcoin qualify in the most 
important measure of money; the capacity to 
store value and preserve value through time. 
Real money, that is Gold, has shown the ability 
to hold value not just for centuries, but for 
eons. Neither Fiat nor Bitcoin has this crucial 
capacity... both fail as money.
        Finally, we come to the second attribute; 
that of being the numeraire. Now this is really 
interesting, and we can see why both Bitcoin 
and Fiat fail as money, by looking closely at 
the question of the 'numeraire'. Numeraire 
refers to the use of money to not only store 
value, but to in a sense measure, or compare 
value. In Austrian economics, it is considered 
impossible to actually measure value; after all, 
value resides only in human consciousness... 
and how can anything in consciousness 
actually be measured? Nevertheless, through 
the principle of Mengerian market action, 
that is interaction between bid and off er, 
market prices can be established... if only 
momentarily... and this market price is 
expressed in terms of the numeraire, the most 
marketable good, that is money.
        So how do we establish the value of Fiat... 
? Through the concept of 'purchasing power'... 
that is, the value of Fiat is determined by what 
it can be traded for... a so called 'basket of 
goods'. But his clearly implies that Fiat has no 
value of its own, rather value flows from the 
value of the goods and services it may be trad-
ed for. Causality flows from the goods 'bought' 
to the Fiat number. After all, what diff erence is 
there between a one Dollar bill and a hundred 
Dollar bill, except the number printed on it... 
and the purchasing power of the number?
        Gold, on the other hand, is not measured 

by what it trades for; rather, uniquely, it is measured by another physical standard; by its weight, 
or mass. A gram of Gold is a gram of gold, and an ounce of Gold is an ounce of Gold... no matter 
what number is engraved on its surface, 'face value' or otherwise. Causality is the opposite to that 
of Fiat; Gold is measured by weight, an intrinsic quality... not by purchasing power. Now, have 
you any idea of the value of an ounce of Dollars? No such thing. Fiat is only 'measured' by an 
ephemeral quantity... the number printed on it, the 'face value'.
        Bitcoin is farther away from being the numeraire; not only is it simply a number, much as 
Fiat... but its value is measured in Fiat! Even if Bitcoin becomes internationally accepted as a 
medium of exchange, and even if it manages to replace the Dollar as the accepted 'numeraire', it 
can never have an intrinsic measure like Gold has. Gold is unique in being measured by a true, 
unchanging physical quantity. Gold is unique in storing value for thousands of years. Nothing else 
in reach of humanity has this unique combination of qualities.
        In conclusion, while Bitcoin has some advantages over Fiat, namely anonymity and 
decentralization, it fails in its claim to being money. Its advantages are also questionable; the 
intent is to limit the 'mining' of Bitcoins to 26,000,000 units; that is, the 'mining' algorithm 
gets harder and harder to solve, then impossible after the 26 million Bitcoins are mined. 
Unfortunately, this announcement could very well be the death knell of Bitcoin; already, some 
central banks have announced that Bitcoins may become a 'reservable' currency.
        Wow, sounds like a major step for Bitcoin, does it not? After all, the 'big banks' seem to be 
accepting the true value of the Bitcoin, no? What this actually means is banks recognize that they 
could trade Fiat for Bitcoins... and to actually buy up the 26 million Bitcoins planned would cost 
a meagre 26 Billion Fiat Dollars. Twenty six billion Dollars is not even small change to the Fiat 
printers; it is about a week's worth of printing by the US Fed alone. And, once the Bitcoins bought 
up and locked up in the Fed's 'wallet'... what useful purpose could they serve?
        There would be no Bitcoins left in circulation; a perfect corner. If there are no Bitcoins in 
circulation, how on Earth could they be used as a medium of exchange? And, what could the 
issuers of Bitcoin possibly do to defend against such a fate? Change the algorithm and increase 
the 26 million to... 52 million? To 104 million? Join the Fiat printing parade? But then, by the 
quantity theory of money, Bitcoin would start to lose value, just as Fiat supposedly loses value 
through 'over-printing'. 
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executive management should have reasonable 
level of power to run the business, corporate 
governance ensures that such powers are set 
to practical dimensions in order to minimize 
misuse of authority to serve objectives 
not necessarily in the best interest of the 
shareholders. 
        Therefore, it provides a framework for 
maximizing profits , promoting investment 
opportunities and eventually creating more 
jobs. In general, corporate governance 
highlights two major principles:
A.   Oversight and control over the executive 
   management's performance and 

T
here are several definitions for corporate governance. However, the 
most appropriate definition which is more relevant to small and 
medium size enterprises (SMEs) describes corporate governance as "a 
set of rules, regulations and structures which aim to achieve optimum 
performance by implementing appropriate eff ective methods in order to 
achieve the corporate objectives". In other words, corporate governance 
refers to internal disciplines or systems which govern the relationships 
among 'key players' or entities that are instrumental in the performance 
of the organization. Moreover, it supports the organization's 

sustainability on the long term and establishes responsibility and accountability.
        The guidelines of corporate governance aim to achieve greater transparency, fairness 
and hold executive management of the organization accountable to shareholders. In doing so, 
corporate governance plays a pivotal role in protecting shareholders and, in the meantime, duly 
consider the interest of the organization at large without prejudice to employees' rights. Whilst 
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   strategic directions 
B.   Accountability of the executive 
   management to the shareholders

For that reason the principles of corporate 
governance apply on those who assume the 
ultimate responsibility for success or failure 
of the organization. On the other hand, it 
is imperative to understand that the proper 
implementation of good corporate governance 
does not necessarily guarantee success of the 
organization. Meanwhile, a bad corporate 
governance practice is certainly a common syn-
drome causing failure in many organizations.
        It is interesting to know that a recent 
survey revealed that more than 48% of 
investors are willing to pay additional premium 
over stock prices for companies known to 
implement sound corporate governance 
practices as opposed to other companies 
which may have same level of profitability but 
characterized with ineffi  cient management or a 
record of poor governance practices.
        The misconception about SME's stems 
its roots from the size and contribution of 
this segment to the economy. The reality is 
today SMEs may appear small in size but 
likely many of them have potentials to grow 
and become big entities in future. Sadly, this 
prophecy still not well realized and as a result, 
implementation of good corporate governance 
practices continues to be ignored. 
        SMEs form large segment of business 
activities. Generally, they take the form of 
private companies owned by small number 
of shareholders. Often have less than 100 
employees. Such companies are usually 
family-owned run by family members where 
the authorities and powers are generally 
held by an individual normally the major 
shareholder. For that reason the owners 
commonly consider themselves as running 
their personal properties.
        Perhaps the question that strikes the 
mind of business owners and directors of 
small and medium size companies as well 
as the executive management team " why 
should we opt to choose to introduce new 
systems and internal rules which impose 
limits on the way we do business and our 
business conduct?". The answer is simply 
corporate governance plays a significant 
role for SMEs since it defines the role of 
shareholders as owners on the one hand, 
and as business managers on the other hand. 
This is best done through a process that 
spells out governance rules and guidelines. 
These aim to assist all parties to understand 
how to manage the organization. As a result, 
internal conflicts would be better managed 
and more attention given to achieve growth 
objectives and support profitability. 
        There are at least three reasons for 
small and medium size companies to show 

greater interest to implement corporate governance principles:
A.   The good governance practices pave the

way to companies to grow or attract additional investors as alternative to raising capital 
through borrowing from banks at high cost. Additionally, companies may consider going 
public through IPO. 

B.   Sound governance practices lead to
improved internal control systems which results in more accountability and higher 
profitability. The latter is attributed to enhanced controls which minimize the likelihood for 
fraud losses. 

C.   Corporate governance framework ensures
that shareholders are freed from executive and administrative duties. As a result, conflicts 
among business owners who assume management roles in the organization would 
be reduced to a greater extent particularly in organizations owned by few number of 
shareholders where the distinction between ownership and management capacity is blurred.

Raising capital has been for a long time seen as the major challenge facing SMEs. The real 
challenge is absence of good corporate governance practices in such organizations. Consequently, 
it would be diffi  cult to access sources of finance from banks or investors. 
        Adoption of corporate governance framework is not common in most developing countries. 
This is mainly due to lack of awareness about what corporate governance is about and its 
relationship with corporate performance and objectives. Besides, the widespread fallacy that 
implementing corporate governance entails high costs coupled with doubts that such costs would 
not generate the envisaged benefits to the organization.
        The biggest challenge for small and medium size companies is about how far they can 
cope with the external business conditions and internal problems which threaten their ability to 
survive. Surveys indicate that one-third of this category of companies collapse after three years for 
the following reasons:
  Absence of planning and forward thinking
  Inadequate leadership and management skills at senior management level 
  Lack of future business plans for growth and new investment plans 
  Problems with cash flows 
  Inability to innovate, present ideas for business development and cope with ever changing

business environment and economic conditions 
  Inadequate access to technical assistance

If we consider the main reasons why small and medium size companies fail, we may conclude 
that implementing corporate governance contributes to a far extent to support chances for these 
companies to perform well, grow and adopt better process for decision making. For family owned 
businesses, corporate governance improves management effi  ciency, limits internal conflicts and 
helps in making transition of ownership to heirs a smooth process.
        Practically speaking, we need to realize that SMEs may face several problems in 
implementing corporate governance framework which may often seen costly exercise. 
Consequently, it is essential that consideration should be given to reduce the relevant 
requirements for compliance and disclosure and introduce less expensive financial and 
administrative alternatives which such companies can aff ord.
        Finally, we propose a short prescription to deal with the challenges and assist in 
implementing corporate governance framework for SMEs:
  Separate ownership from management duties and specify clear roles and responsibilities for

business owners, partners and other stakeholders 
  Create a balanced board and invite non-executive directors who would add value to the board

(replace the board of director with an advisory board for companies that are not legally 
required to establish a board of director). Non-executive directors play an important role in 
ensuring integrity of the financial data provided to the board and to protecting shareholders' 
interest. They also exercise control over executive management and reduce the risks arising 
from poor management practices or gross negligence 

  Introduce Code of Business Conduct 
  Raise corporate culture with a focus on benefits of corporate governance 
  Develop senior management's administrative and technical skills particularly in areas such as

strategic planning and leadership 
  Create clear organization charts 
  Establish independent internal audit function (or employ an internal auditor based on the size

of the organization) 
  Create job descriptions which establish clear responsibilities and reporting lines 
  Introduce succession plans and rules for conflicts of interest 
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        Air transport involves aircraft carriers for goods, international 
freight or even people headed to remote territory. Marine shipping is 
transportation by boat. It can be a great business with great rewards, 
although the costs of starting one up can be high. 
        It can be a daunting industry and a lot of unforeseen events can 
happen without notice. A person would need to be great at coordinating 
and scheduling to manage the goods going in and out.  They would 
therefore need to be prepared for a lot of research, planning and a hefty 
amount of start-up costs.  As a person operating a logistics company, 
they would also need to be familiar with the INCOTERMS 2010 – a set 
of internationally defined transportation terms relating to the transport 
of goods and international commerce law – as well. 
        Transporting would involve significant start-up costs – equipment, 
licensing and insurance. These would involve materials that need to be 
moved quickly and the costs associated with storage and handling can 
sometimes be very costly. 
        However, some like the UPS have shown themselves capable of 
growing to untold heights. Founded in Seattle on 1907, James Casey 
and Claude Ryan focused on providing parcel delivery services for retail 
stores instead of the small scale foot and bicycle delivery systems that 
were popular during the period. 
        From this small scale operation, the company expanded and soon 

F
Franchising has always been seen favourably by 
the Malaysian and Singaporean Governments. 
In Malaysia, the franchise industry is mainly 
governed by the Franchise Act 1998 ("Act") 
which incorporates amendments in the 
Franchise (Amendment) Act 2012. 
In general, a franchise refers to an agreement 
where the Franchisor grants a prospective 
Franchisee the right to use its company 

trademark and to operate its business in accordance to the Franchisor's 
franchise system for an agreed upon fee.

THE BUSINESS OF MOVING – A LOGISTICS FRANCHISE
Logistics has always been big business. As a civilisation, we rely upon 
the transportation of physical goods from one place to another to 
function. The price we pay for that mobility can therefore make an 
individual or corporation very rich. 
        The scope in the transport and logistics industry is varied – from a 
one-man show using a small truck to transport goods and off er services, 
to an immense fleet of transport vehicles which traverse the world over. 
        Road transportation includes commuter transport from taxis to bus 
transportation.

FRANCHISE – LOGISTICS
BY 
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begun servicing the entire United States by 1975. By 1988, the company 
had ventured into air freight and delivery. The company is now one of 
the largest air freight delivery services in the world. 
        After becoming a publicly listed company in 1999, UPS has grown 
significantly in size with a large part of their business from mergers and 
acquisitions. Amongst them are MBE, which was rebranded as The 
UPS Store. Further acquisitions include purchase of Menlo Worldwide 
Forwarding, a former subsidiary of Menlo Worldwide which provided 
the way for UPS to move into shipping and heavy freight business.  
        Thus, UPS's relationships with many of its customers has deepened 
to include much more than basic transportation services.
        These are a selection of Logistics company that would be excellent 
franchises to venture into. 

1. OAS GLOBAL LOGISTICS MALAYSIA SDN BHD OAS Global is a 
private limited company that focuses on both air & sea cargo forwarding 
and transport services. Founded and headquartered in Malaysia, they 
are a regional logistics company with excellent growth rates. 
        Basing itself in three international airport sites – Sepang (Kuala 
Lumpur), Bayan Lepas (Penang) and Johor Bahru (Johor), OAS has 
built itself an effi  cient operation to meet the requirements of the 
multinational and public listed companies around the globe. 

        OAS prides itself on its staff  
composition. Accordingly, they 
are experienced from diff erent 
sectors of transportation industry 
and take pains to understand 
the needs of their clients. Their 
priorities are to understand the 
needs of their customers, provide 
quality service and to create great 
benefits to their business.
        Any Interested franchisees 
should have the following 
qualifications: 
   At least SPM/STPM holders
   Graduates in any transport-
   related field is encouraged 
   to apply
   Preferably with at least 1 
   year experience in any 
   transport-related industry
   Ability to write in English 
   and Bahasa Melayu
   Be able to raise RM50,000 
   as capital and provide a bank 
   guarantee of RM20,000

2. MAIL BOXES ETC. (MBE) MBE 
was started in the United States in 
1980 and specialises in shipping 
parcels and documents all over 
the world using express couriers 
through their partner UPS. As 
their company profile says, “The 
underlying idea [of their business] 
was simple, yet innovative: to pro-
vide postal, communication and 
business support services to com-
panies and consumers by off ering 
eff ective, aff ordable solutions.”
        As a company, they have 
franchises all over the world and 
make their business by handling 
small, fragile items that need to 
be shipped quickly and cheaply to 
their destination. The company 
focuses on small and medium-
sized companies, freelance 
professionals and consumers 
through its business model.
        As part of their franchise, 
franchisees would receive 
complete training and support 
from local master licensees and 
area franchisees who understand 
the specifics of the local market. 
MBE also off ers the opportunity 
for qualified parties to become 
multiple franchisees by owning 
two or more MBE stores. 
        While MBE has a Master 
Franchise in Malaysia with MBE 
Business Corporation Sdn Bhd., 
MBE has yet to expand to Sin-
gapore. This would be a perfect 
opportunity to do so with an inter-
ested Individual or corporation. 

3. PACK AND SEND Pack and 
Send is Australia's leading and 
most recognised parcel courier 
and freight delivery reseller. 
They provide convenient freight 
and packaging services to 
businesses and consumers and 
off ers online freight solutions 
for pre-packed parcels and even 
furniture logistics. 
        As customers, they will be 
able to access to multiple freight, 
courier, shipping, postal and 
removal services, with no limits 
on the size, value or weight 
of items handled. They also 
pride themselves on having the 
resources and expertise to deliver 
to and pick up from any major 
destination in the world.
        Pack and Send operates 
its franchise business models in 
Australia, New Zealand and the 
United Kingdom with room for 
expansion overseas. Interested 
Franchisees should contact 
them for a consultation and 
negotiations to open a franchise 
in both Malaysia and Singapore. 

4. INXPRESS InXpress first 
started their operations United 
Kingdom by providing shipping 
discounts and reselling before 
branching out to include 
shipping for small and medium-
sized businesses. 
        In their own words, their 
“global shipping logistics fran-
chise sells services to custom-
ers” for small and medium-sized 
businesses. They then operate 
as a buying group to bundle the 
collective purchasing power of 
thousands of small and medium-
sized business together to ship 
out the goods. By doing so, they 
are able to negotiate a lower price 
discount and earn from it. 
        Once they have sold their 
services, one of their 48 carrier 
partners then provide the pickup 
and delivery of the packages. As 
a bonus, the benefits of being 
a reseller is the low overhead. 
InXpress franchisees serve as 
resellers who connect small and 
medium-sized businesses with 
shipping solutions.
        Since 2006, they have grown 
to nearly 100 franchises in the 
U.S. and over 300 franchises 
worldwide. They do not yet 
have a strong presence in South 
East Asia, making it an excellent 
franchise to join into. 
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Capital New Delhi 
Land Area 3,287,263 km2
Population 1,293,057,000
Population Density 390.9/km2
Life Expectancy 68.5 years
Adult Literacy: 71.2%

  THE ECONOMY

Currency Indian rupee
GDP $2.384 trillion
GDP per Head $1,820
Unemployment 8.4%
Main Exports petroleum 
 products, 
 precious 
 stones, vehicles, 
 machinery, 
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 chemicals, 
 pharmaceutical 
 products, cereals, 
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Main Export Destination USA, UAE, 
 Hong Kong
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 chemicals, 
 fertilizer, 
 plastics, iron 
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INDIA – 
AN INTRODUCTION 

I
ndus Valley civilization, 
considered to be one of 
the oldest civilization 
takes their name from 
the River Indus. The 
name Indus, originates 
from the Old Persian 
word ‘Hindu’. 
        India or its offi  cial 
name the Republic of 
India is the second 
most populous country 
located in South Asia 
after China. Surround-
ed by the Bay of Bengal 
on the right and the 
Arabian Sea on the left, 
India borders Pakistan, 
Bangladesh, China, 
Nepal and Bhutan up 
north. Historically, the 
valleys around were the 
home of the early set-
tlers around the region. 
Settlers around the 
region formed their 
civilisations and it is 
from this region that the 
Buddhism, Hinduism, 
Sikhism and Jainism oc-
curred and flourished. 
        The caste system 
emerged as early as the 
first millennium BC. 
It is a system which 
embodies much of the 
social stratification 
and many of the social 
restrictions found in the 
Indian subcontinent. 
        In the 19th cen-
tury, India was ruled 
by the British where 
the rigid caste system 
was highly favoured 
and encouraged for 
an effi  cient governing 
system. It would take 
years of nonviolent 
resistance and persua-
sion by Mahatma 
Ghandi before the 
country was granted its 
independence in 1947. 
The country’s indepen-
dence was however 
marred by the result-
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ing violence and the subcontinent 
was partitioned into two separate 
states - India and Pakistan before 
Pakistan splintered into two States 
again; Pakistan and Bangladesh.
        To the present, the system 
is well established and deeply 
entrenched especially in the outer 
fringes of cities and slums and 
around the countryside. In 1947, 
India declared untouchability or 
the dalit – the lowest caste - to 
be illegal. Programs and other 
anti-discriminatory laws and social 
welfare initiatives have since been 
placed to ensure that a large margin 
of the population would be able to 
escape their fate.
        That said, while offi  cially the 
caste system is not a barrier for 
economic success, many of the 
lowest caste members have yet to 
escape from the poverty that comes 
from belonging in it.  Despite the 
many problems that India has faced 
over the years, over population, 
extensive poverty, wide spread 
corruption and environmental deg-
radation, India has managed several 
large scale reforms to shore up its 
economy to its current emergence 
as a prime investment region. 

LANGUAGE – 
AN INDIAN BARRIER 
India has some of the greatest 
linguistic diversity of all of Asia with 
over 1000 languages spoken daily. 
While some of those languages are 
not widely spoken or slowly dying 
off , other commonly used and 
widely spoken languages are Urdu, 
Bengali, Telegu and Punjabi. 
        Offi  cially, India has no nation-
al language. Hindi, with the largest 
number of native speakers, is the 
offi  cial language of the government 
while English is widely used as a 
second language in offi  cial docu-
ments and business. Foreign inves-
tors to the country might be wise 
to understand the nuance of the lan-
guage spoke here. While English is 
widely used, certain colloquialisms 

 TIPS ON DOING BUSINESS IN INDIA 
   While the companies in India give a look of modernity, traditions reign supreme. 
   Take note to observe the host’s stance and react accordingly
   Both society and business are extremely hierarchically arranged and many 
   Indians � nd it extremely di�  cult to work in a non-hierarchical structure
   Time is � uid in India. Be prepared for meetings to start and � nish late and for 
   interruptions to occur on a regular basis
   Like most Asian countries, India values their interpersonal relationships. One 
   should spend time to cultivate it before attempting to do business in the country
   Expect to travel within the country frequently for business even if you are 
   headquartered in a di� erent city
   There are a lot of religious holidays in India. Be prepared for them 
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and words mean very diff erently 
than what would be commonly 
understood back home. 

WORK – 
ETIQUETTE AND CUSTOMS 
While offi  ces in India are 
gleaming, bright and staff ed with 
modern amenities, it can be easy 
to mistake the fact that India is not 
unlike the guest’s home country. 
Subtle nuances will invariably be 
missed and therefore can cost 
the guest to lose out. India is still 
very much gripped by tradition. It 
would therefore be wise to read 
upon the local customs of the area 
and proceed as the host would. 
        Hierarchy is something 
that has not left the Indian 
sub-consciousness even in the 
boardroom.  There is a tendency 
for the junior managers or 
lower ranked offi  cials to defer to 
their superiors. Initiative is not 
encouraged per say and it would 
be much less time consuming 
to seek someone with the 
authorisation to negotiate. 
        Also, Indians don’t generally 
like to question authority or voice 
out if they are uncertain of what 
you are saying. The conventional 
wisdom is to get those who you are 
working with to recap what was 
stated in the meeting to ascertain 
their understanding of the 
meeting. As a Indian writer once 
remarked, Indians have a tendency 
to “sit quietly and wait for the 
appropriate moment (typically, 
when it's too late) – and then when 
you think everything is fine, we will 
come up with a zillion questions 
and objections.”
        Time is also seen as a 
common issue faced by investors 
and locals alike. Punctuality is 
not commonly practiced in most 

  FUN FACTS 
    India has the greatest linguistic diversity than any other large country.
    India has three of the world's top ten megacities - one more than China
    India has the world's largest � lm industry
    The four religions born in India - Hinduism, Buddhism, Jainism, and Sikhism 
    are adhered by 25% of the world's population.
    While Beijing's pollution problem is more famous, the world's most polluted 
    city is New Delhi, India. 13 of the 20 most polluted cities in world are just in India
    Indian housewives collectively hold 11% of the world's gold reserves.

industries – if at all, and visitors should be well understood to go 
along with the idea of local time or would quickly be frustrated in 
their dealings.
        Further, a survey of several Asian economies has indicated that 
Indian bureaucracy to be the least effi  cient out the participating 
countries but also that working with India's civil servants was a process 
that was severely hampered by multiple levels of corruption.
        While Indians will generally agree upon anything that is requested, 
there is a tendency that it will not be delivered on time due to a variety 
of factors that largely stem from poor time management, bureaucracy or 
a cultural lack of urgency. It is therefore suggested that those who wish 
to deal with them in business should seek clear documentation of all 
transactions, from deadlines to the contractual duties laid out for both 
parties to avoid such a situation playing out as deadlines loom. 

TRADING IN INDIA  Trade is important to India’s economy with the 
value of exports and imports taken together equalling 50% GDP. In 
2015, the country’s growth increased at 7.5% and has remained at its 
robust growth rate for the last few years – making it the fastest growing 
economy surpassing China’s 7%. 
        Currently, the Indian economy is the world's seventh largest by 
nominal GDP growth and fourth largest by purchasing power parity. 
Following market-based economic reforms in 1991, India became one 
of the fastest-growing major economies and is considered a newly 
industrialised country. The current economic growth has been linked 
towards the rapid expansion of services and a strong focus of the current 
Prime Minister’s eff orts to draw in investments and stir local spending. 
        Currently, the outlook for India's long-term growth is positive due 
to a large young population and corresponding low manufacturing 
costs and increasing integration into the global economy. The indian 
workforce is one of the largest in the world.
        While agriculture makes up for a large percentage of the GDP, 
manufacturing and the service sector make up of over 75% of the GDP.  
Major industries that the country excels in include textiles, telecommuni-
cations, chemical production, pharmaceuticals, biotechnology, machin-
ery, mining and software. The manufacturing sectors employs over 22% 
of the total workforce while the service sectors account for over 27% of 
the work force and brings in 60% of the GDP. 
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NOKIA 3310 TO RETURN

T
he phone that defined a 
generation is back. 
Announced during the 

Mobile World Congress 2017, the 
announcement was made and has 
generated interest amongst the public. 
The Nokia 3310 reboot is expected to be 
a feature phone root running the Series 
30+ user interface. 
        While details are still scarce, it is 
said to have basic multimedia features 
and come with swappable faceplates in 
multiple colours. The design is said to 
remain similar to the original except a 
little thinner and lighter. It is also said 
to have a slightly bigger screen and the 
physical alphanumeric keyboard's key 
size and key structure may be changed. 
What is certain however, would be the 
rush of nostalgia for those of us who 
have grown up with the phone. 

BY 
CALVIN 
TUNG 

NURA – THE HEADPHONES 
THAT LISTEN TO YOUR EARS

N
ura, an Australian start-up has 
made what they promise to be 
the next generation headphones 

– one that specifically tailors the sound 
to each individual ear. 
        What the headphones do is calibrate 
each person’s “otoacoustic emissions” 
– tiny sounds that our ears produce 
that indicate which frequencies are 
being delivered to the brain and which 
aren’t and then tailor the sounds to the 
individual. 
        Initial tests from various beta testers 
and the press have been favourable, 
though some are sceptical of the bulky 
connecting device since the headphone 
jack is not used. This however has not 
deterred music and tech industry players 
from further investing $6 million seed 
funds to the company. 

ALPHABET ACCUSES UBER OF 
STEALING SELF-DRIVING TECH

G
oogle’s parent company 
Alphabet has filed a lawsuit 
against Uber and accused it of 
stealing its self-driving 

technology. The company contends that 
a manager, Anthony Levandowski, at its 
subsidiary Waymo, illegally downloaded 
more than 14,000 highly classified files 
from a highly confidential design server 
to a laptop in December 2015. when he 
left to launch a competing venture that 
went on to become Otto, Uber’s 
self-driving vehicle unit.
        Uber has been plagued by several 
PR blows as Chief Executive Offi  cer 
Travis Kalanick quit US President 
Donald Trump’s business advisory 
group while the company has battled 
claims that they routinely ignore sexual 
harassment claims. 

AN APP FOR THE BLIND

T
he news that an App has been 
created to help people ‘see’ has 
made light in the past month. 

Here’s how it works;
        Aipoly Vision, the app made 
by researchers from the Singularity 
University in California - an institution 
set up in 2008 at NASA Research Park 
to produce “exponential technologies to 
address humanity’s grand challenges” 
- combines recent advances in artificial 
intelligence with the standard technology 
found in an iPhone to pick out any day 
to day object and then voices it out. 
        In a nutshell: a user points at an 
object, and the app tells them what it is.  
        While the tech is still in its infancy, 
the technology behind it is expected to 
quickly grow more sophisticated and 
further explain the object or even picture 
the phone is pointing at. 

APPLE TO OPEN NEW 
HEADQUARTERS BY APRIL

O
pening a futuristic campus that 
has been more than six years in 
the making, Apple’s new Apple 

park is reported to cost an estimated 
US$5 billion and will take roughly six 
months before the entirety of their 
moves into the building permanently. 
        Located in Cupertino, California, 
the new building is designed with the 
future and environment in mind with 
plenty of parks, and renewable sources 
of energy. Led by Foster + Partners, 
the park’s design hasn’t diff ered much 
from Steve Jobs’ original idea when he 
presented it in 2011.
        As befitting a tech giant, the 
building’s main feature is its ventilation 
system. It is designed for natural 
ventilation to ensure that it doesn’t 
require any heating or air conditioning 
for nine months of the year. Further, 
the roof of the 2.8 million-square-foot 
main circle building is covered with solar 
panels, making it 100% powered by 
renewable energy. 

DRONE HELICOPTERS 
TO CARRY PEOPLE

I n keeping 
with Dubai’s 
keen interest in 

the futuristic, this summer, a 
fleet of passenger-carrying quadcop-
ters could be flying around the city of 
Dubai. The Chinese-made model, EHang 
184 passenger drone was unveiled over 
Dubai's Burj Al Arab recently during the 
World Government Summit in Dubai. 
The single seater drone can carry up to 
100 kilograms and stay in flight for up to 
30 minutes with a range of 50 kilome-
tres. A control room will monitor the 
drones remotely via 4G mobile internet. 
Though the drone can reach up to 100 
mph (160 km/h), Saudi authorities have 
said the drone's average operating speed 
will be about 60 mph (100 km/h). 
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5 FAST-GROWING

BY 
CYNTHIA 
HARVEY

I
T pros can expect these hot 
technologies and major trends to 
impact the enterprise this year.

At the beginning of every new year, pundits 
and prognosticators from various firms like 
to off er forecasts on trends that might impact 
the technology industry in the next 12 months. 
For 2017, a few key themes have emerged. 
Here are some of the major technologies and 
trends that are likely to have an impact on IT 
professionals in the coming year:

01. ARTIFICIAL INTELLIGENCE
Artificial intelligence (AI) really burst onto 
the scene in 2016, and the technology likely 
will pick up steam in 2017. Enterprises are 
looking to AI to help them make sense of 
their big data — especially their internet of 
things (IoT) data — and to help them provide 
better service to their customers. For 2017, 
Forrester predicts that investment in artificial 
intelligence (AI) will triple as firms look to tap 
into complex systems, advanced analytics, and 
machine learning technology. And according 
to IDC, by 2019, 40% of digital transformation 
initiatives – and 100% of IoT initiatives – will 
be supported by AI capabilities.

02. INTERNET OF THINGS
AI is very closely related to the second 
hot trend for 2017— IoT. Not only are 
consumers purchasing connected devices, 

businesses are looking to IoT devices 
and systems to help them become more 
effi  cient and productive. Gartner predicts 
that by 2022, IoT will save consumers 
and businesses $1 trillion a year in 
maintenance, services and consumables.
        But this trend has a dark side, as 
Forrester notes: "IoT also represents a 
two-pronged threat in 2017 — potentially 
exposing businesses to security breaches, 
and IoT devices themselves being turned into 
DDoS weapons."

03. AUGMENTED REALITY
Experts also believe that 2017 will be a 
banner year for augmented reality (AR). Most 
consumers got their first experience with AR 
in 2016 through the smash hit mobile app 
Pokémon GO. This year, look for enterprises 
to put AR to new uses that could help them 
increase profits. IDC forecasts that in 2017, 
30% of consumer-facing G2000 companies 
will experiment with AR/VR as part of their 
marketing eff orts. Meanwhile, Gartner expects 
that by 2020, 100 million consumers will shop 
in augmented reality.

04. AUTOMATION
As enterprises embrace DevOps, automation 
technologies are transforming IT. Instead of 
relying on manual processes, IT teams using 
software that autonomously completes a lot 

of the work they used to do, freeing staff  up 
for more strategic tasks. Some experts even 
predict that AIs will take over much of the 
coding work that developers currently do.

05. CYBERCRIME
Unfortunately, among the major trends 
impacting IT this year is one that's been 
growing for years. Analysts agree that the 
wave of cybercrime incidents isn't likely to 
decrease in 2017; in fact, it will probably 
increase. According to Forrester, targeted 
espionage, ransomware, denial of service, 
privacy breaches, and more will escalate in 
2017. Interestingly, the same report forecasts 
that cyberattacks will be an important 
political issue. Forrester, which correctly 
predicted that cybersecurity would be a 
major issue in the 2016 election, anticipates 
that within 100 days, the new US president 
will face a major cybercrisis.

DON'T FORGET THE CLOUD
For many years, cloud computing has had a 
prominent place on lists about tech trends. But 
with the vast majority of enterprises now using 
in the cloud, this technology has become the 
way IT is done rather than an emerging trend.
        However, there's still plenty of 
innovation happening in the cloud. Look for 
serverless architecture, which is sometimes 
called function as a service (FaaS), to rise in 
prominence for 2017.
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WE’VE GOT 
YOUR DATA, 

WHAT ARE YOU 
GOING TO DO? 

W
hile taking humans hostage is a 
messy and risky business, taking 
your data hostage has become so 
easy, criminals can purchase 
Ransomware and attack just about 
anyone, anywhere and anytime. 

Your valuable data is usually not even taken from your 
computer – too much trouble and increased likelihood of 
detection to transport and store it. It is simply encrypted 
and the key will be only provided after the payment 
was made. Ransomware has become a multi-billion, 
yes we are talking billions, industry. Just one variant, 
CryptoWall, might have netted over $325 million in one 
year of its existence.
        Basically anyone with access to a computer can be a 
victim. But how does this happen?
        Criminals use multiple threat vectors to access 
a computer. Email phishing, web application attacks, 
unsecured wireless hotspots, mobile devices and users 
themselves are just some of the ways they can use to gain 
access to your computer.

UNDERSTANDING THE WEB THREAT VECTOR
One of the significant methods of infection is through 
compromised websites. 
        Although compromised or malicious web sites are 
the second most common method of infecting victims with 
malware, this threat vector is often unconsidered by the 
user.  Here are a few of the most common attacks that 
occur when a user visits a compromised web site:

  DRIVE-BY DOWNLOADS:  This is a program that
automatically downloads to a computer when it visits 
a compromised or malicious site. The program will 
inject malware, including ransomware, to the victims’ 
computer.  This occurs in the background and the user 
usually does not notice that it’s happening. 

  CROSS SITE SCRIPTING ATTACK (XSS):  In this scenario,
a web site contains scripts that can steal sensitive 
information or redirect visitors to malicious sites. We 
have seen Wix.com and Wordpress templates that have 
vulnerabilities that leave users open to attacks.   

  SOCIAL MEDIA:  Vulnerabilities in Facebook and other
social media sites have been used to execute Locky 
attacks. Even a simple image file can be used to 
carry malicious code from social media sites to a 
user’s computer. 

  INFECTED ADS: Earlier this year, MalwareBytes reported
that some of the ads being displayed on large publisher 
sites like msn.com and bbc.com were infecting visitors 
with ransomware.  This is a situation where neither the 

end-user nor the web site 
owner had done anything 
‘wrong.’  It was a matter of a 
third-party being infected and 
finding a path to the visitor.

HOW TO PREVENT THEM
Security begins at your 
computer. In order to ensure 
users are kept safe, security 
vendors have responded to these 
threats with solutions such as 
Next Generation Firewalls, Web 
Security Gateways and Web 
Application Firewalls (WAF). 
        Those first two products 
are used to make sure that the 
user is never allowed to access 
compromised web site, while the 
WAF assures that the web site 
you own is never compromised 
and used for unintended 
purposes. But in order to 
remain protected, users must 
ensure their software is updated 
regularly. These solutions also 
use deep machine learning, 
behavioral analysis and other 
advanced security technologies.
        Because users rarely notice 
when they are victims of an 

attack, it’s important to deploy 
security in multiple layers. The 
Web Security Gateways (WSG) 
are utilized to monitor usage of 
the Internet and protect users 
from accessing malicious sites or 
downloading malicious content.  
Deep machine learning can 
help WSGs determine intent 
of the site in real time, not 
just rely on possibly outdated 
classification lists.  Advanced 
Threat Detection techniques can 
stop malware from reaching the 
end user.  
        Ransomware is a serious 
threat that can aff ect anyone and 
as they say prevention is better 
than finding a cure. 
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often not as knowledgeable as you might think about what they 
are buying. If you see your role as that of an advisor to a harried 
prospect, you can get an advantage over your competition.

03.  Quantity, quality, timeliness, accuracy. Customers need to get what
they’ve ordered. They need it on time and in top condition.

04.  Minimal stock carrying costs. Your prospects might need just-in-time
inventory, which means nothing is received late and they don’t have 
to keep too much on hand. Prospects will tell you they want a low 
price, but they will cut you off  as a vendor if you foul up delivery.

05.  A technically current, financially sound vendor. Many low-price
competitors go broke fairly quickly because they’re cutting corners 
somewhere. Smart buyers are more concerned with the stability of 
your company, the quality of your product and your ability to deliver 
on time than they are about prices.

06.  More certainty on A items than on B or C items. A items are those

a business can never be 
without; B and C items are 
less important. In the airline 
industry, for example, fuel 
is an A item, ice for drinks 
might be a B item because they 
are important for passenger 
satisfaction and service, but 
not crucial for flight operation, 
and drink stirrers a C item. The 
lack of B or C items won’t put a 
company out of business; lack of 
an A item spells major disaster. 
Know where your product or 
service fits in the hierarchy. 

S
alespeople who 
complain about price as 
a barrier need to wear 

bicycle helmets.
        As a salesperson, the next 
time you feel you are losing 
deals because of price, take your 
prospect to a cycle shop and ask 
them if they were to ride a bike, 
which one of the helmets they 
would buy – the one that’s on sale 
for $10 or the sleek, ventilated 
$150 model that promises it meets 
all testing standards?
        The bet is they’ll opt to 
buy the $150 model. Why? You 
need guaranteed protection 
from a helmet in a crash; as a 
cyclist you need good ventilation; 
and if you’re racing, you need a 
good aerodynamic design. All of 
which are promised by the more 
expensive model.
        The same is true for many of 
the products and services being 
sold every day by professional 
sales people. Everyone wants a 
low price. But it’s what customers 
need that really counts. As a 
salesperson it’s your job to 
determine what is needed and 
then show the customer how you 
can meet those needs.
        In many major buyer 
organisations today executives are 
paid based on the amount they 
can shaved off  a purchase price. 
As a result, they look not at value, 
not at risk, but at the price. And as 
they push suppliers for the lowest 
price they usually increase the risk 
of failure.
        Most reasonable prospects 
will pay a higher price for 
guarantees. Here’s what buyers are 
saying is important to them:
01.  On-time delivery
02.  Help and guidance with

complex purchases. People 
who make multiple, varied 
or complex purchases are 
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violations does it take to ruin the 
reputation of your company? Just 
one. You don’t coach integrity 
violations. You fire them.
        And finally, behavioral 
coaching doesn’t help if the person 
or the company is going in the 
wrong direction. If somebody 
is going in the wrong direction, 
behavioral coaching just helps 
them get there faster. It doesn’t 
turn the wrong direction into the 
right direction.
        It’s your turn. What’s your 
mission? Can you fit it on a 
T-shirt? Do you use it to help guide 
your career decisions? If you don’t 
have a mission statement, write 
one up and post it to the comment 
section. I would love to see what 
your mission is! 

   COLUMN      
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YOUR 
LEADERSHIP 

MISSION SHOULD 
FIT ON A T-SHIRT!
M y mission is simple. It is 

to: Help successful leaders 
achieve positive, lasting 

change in their behavior. Peter 
Drucker instilled this short phrase 
in me, “Your mission should fit on 
a t-shirt,” as he did with so many 
others, and it has guided my career 
for many decades. It has helped me 
focus and become pretty good at 
what I do, which I can describe in 
two words: behavioral coaching.
        Today, most people who call 
themselves executive coaches are 
coaches in the area of leadership 
behavior. There are a few– and I 
would like to underline, very few– 
strategic coaches. For instance, 
Vijay Govindarajan, who does 
an excellent job of helping at 
the corporate strategy domain. 

Michael Porter is another great coach in this domain. When I say most, 
I mean upwards of 90% of people who say they’re executive coaches 
have backgrounds in psychology or organizational behavior. So, most 
executive coaches are doing what I do, helping leaders achieve positive, 
lasting change in behavior.
        Peter Drucker’s advice that a mission should fit on a T-shirt has also 
helped me focus on what not to do as it applies to my mission statement. 
For instance, it helped me grapple with this interesting catch about my 
work: behavioral coaching only helps if a person has behavioral issues!
        It sounds simple, but I receive ridiculous (to me) requests for 
coaching. Not long ago, a pharmaceutical company called me up, and 
said, “We want you to coach Dr. X.” I replied, “Interesting possibility. 
What’s his problem?” They said, “He’s not updated on recent medical 
technology.” I laughed and replied, “Neither am I!” I couldn’t help 
Dr. X. I can’t make a bad doctor a good doctor, a bad scientist a good 
scientist, or a bad engineer a good engineer. Behavioral coaching only 
solves behavioral issues.
        The second thing I always teach is never coach integrity violations. 
I read an article in Forbes once I found very disturbing, about people 
that had integrity violations who were given coaches. People that have 
integrity violations should be fired, not coached. How many integrity 
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        While I’ve always viewed my relationship with my dad and Charlie 
as special, part of what drives that is their incredibly close relationship. 
My dad is older by about the same amount that I am older than my 
brother and, while there is the typical older brother / younger brother 
entertainment, these two guys completely have each other’s back, no 
matter what. Whenever my dad tells me he’s heading out to Charlie’s 
farm to hit baseballs (Charlie has a baseball diamond on his property), 
I can hear the joy and excitement of the kid from the Bronx who taught 
me how to hit a baseball in his voice. 
        So Daniel and I try hard to emulate the relationship and take it to an-
other level. While we talk plenty about business stuff , we also spend a lot 
of time talking about our lives, what is driving us, what stresses us out, and 
what we strive to do better. We talk about things that only brothers can 

talk about and instinctively know 
when the other needs help and sup-
port. Often – we just hang out. 
        As I sit at my desk at my offi  ce 
in Boulder at the end of a Friday of 
another intense week, I think about 
how lucky I am to have role models 
like my father and his brother, 
both for themselves as individuals 
and for their relationship. Daniel 
– thanks for being an awesome 
brother. And dad and Charlie – 
thanks for leading the way! 
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helped launch and operate 
software companies. He is also 
the co-founder of TechStars. 
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of time talking about our lives, what is driving us, what stresses us out, and 
what we strive to do better. We talk about things that only brothers can 

talk about and instinctively know 
when the other needs help and sup-
port. Often – we just hang out. 
        As I sit at my desk at my offi  ce 
in Boulder at the end of a Friday of 
another intense week, I think about 
how lucky I am to have role models 
like my father and his brother, 
both for themselves as individuals 
and for their relationship. Daniel 
– thanks for being an awesome 
brother. And dad and Charlie – 
thanks for leading the way! 

R
ecently I had dinner with 
my brother Daniel, one of 
the partners at Slice of 

Lime, a Boulder-based web design 
and development firm. He and I 
were at TechStars at the end of the 
day where I gave a talk on “How 
To Be A CEO.” Afterwards, we 
had a nice dinner together at The 
Cheesecake Factory (his choice – I 
don’t think I’d been there in a 
decade – and it was surprisingly 
good), a great talk, and dynamite 
brother hang out time. 
        We do this once a month and 
have committed to each other to 
try to do this every month for the 
rest of our lives. For the first 25 
years of my life we weren’t that 
close. While I don’t remember 
being an asshole older brother, 
I’m periodically reminded by 
Daniel about things I did that, 
while they fall in the “typical older 
brother” category, also could be 
consider major asshole moves. We 
became very close when he moved 
to Boulder 15 years ago (less than 
a year after I did) and we’ve never 
looked back. 
        We’ve modeled our 
relationship after our father (Stan) 
and his brother (Charlie). I’m very 
close to both my dad, who is one of 
my best friends, but also very close 
to Charlie who introduced me to 
computers when I was 11 and has 
been a great mentor to me, always 
inviting me along to meetings 
with major companies like Lotus, 
Microsoft, IBM, and DEC when 
he was the CIO at Frito Lay in 
the 1980′s. In 2000, Charlie and 
I became business partners when 
Mobius Venture Capital invested 
in The Feld Group and I joined the 
board. Over the next four years, I 
worked closely with Charlie and his 
partners at The Feld Group as they 
built the company before selling it 
to EDS in 2004. 

MONTHLY 
DINNER WITH 
MY BROTHER
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would the audience and athletes respond to that record-setting personal 
and global achievement?
        Now think about your family, your company and your 
department. How might life around you be enhanced by granting 
Personal Diamond Awards? Would you see customer service 
improvement in your workplace?
        Would others be inspired by recognition of their “personal 

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. 

INSPIRE 
CUSTOMER 

SERVICE 
IMPROVEMENT 

WITH 
PERSONAL 
DIAMOND 
AWARDS

T
he Olympic Games are a 
global celebration of 
challenge, performance 

and achievement. Around the 
world, viewers thrill to see who 
takes home the Bronze, Silver 
and Gold.
        I enjoy looking deeper, silently 
granting “Personal Diamond 
Awards” to anyone who goes 
faster, higher or longer and 
achieves a “personal best.”
        What would the Olympics be 
like if we offi  cially included the 
Personal Diamond Awards?
        Imagine an athlete who wins 
the bronze medal as well as a 
Personal Diamond. How would 
that athlete react? How might the 
audience respond? Would the 
bronze medalist begrudge the silver 
or gold medal winners? Not at all. 
Would the silver and gold winners 
off er their sincere and heartfelt 
congratulations? Absolutely.
        Imagine an athlete who wins 
no medal at all, yet still achieves a 
Personal Diamond. Would he go 
home beaten and dismayed? Or 
elated by his achievement? Would 
his compatriots be disappointed or 
encouraged?
        Imagine an athlete who wins 
the gold medal with a Personal 
Diamond performance. How 

best” in service, sales, 
teamwork, speed or innovation? 
Would they be more willing, 
more engaging, or more helpful 
and encouraging towards 
others? Of course they would. 
Customer service improvement 
would become the norm!
        Now think about yourself. 
What personal bests are you 
aiming to reach today? Is it 
focus, attention, commitment, 
generosity, forgiveness, 
responsibility or relaxation?
        How would you feel about 
a Personal Diamond Award 
extended from those who know 
you well? How would you feel 
about a Personal Diamond that you 
recognize and award to yourself?

KEY LEARNING POINT TO 
INSPIRE CUSTOMER SERVICE 
IMPROVEMENT We perform in 
the Olympics of our lives every 
day. Whatever the field of your 
endeavor or the circumstances 
you face, your life deserves 
your very best. Pinpoint it 
and enact a customer service 
improvement today.

ACTION STEPS TO INSPIRE 
CUSTOMER SERVICE 
IMPROVEMENT The next time 
someone achieves a personal best, 
acknowledge them with a Personal 
Diamond Award. They will feel 
stronger and more committed. 
You’ll feel terrific, too. Plus, 
customer service improvement 
eff orts will likely continue. 
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one word for you, my friend: 
counterfeiting… Somebody hand 
me an umbrella. It's raining stupid 
in here.
        Here's an oldie but a goodie: 
"I have a killer business idea, but I 
don't have any money. Do you ever 
invest in businesses or just give ad-
vice?" Unfortunately, I only invest 
in non-lethal business ideas, so I'll 
have to pass on your killer idea. 
Thanks for thinking of me, though. 
This window is now closed…
        And my all-time favorite: "I 
have a great product that nobody 
wants to buy. How can I make 
customers buy my product." 
        How can you make a 
customer buy your product? Piece 
of cake, buddy boy. Try using the 
same method I use to make my 
kids mind. Threaten to put your 
customer in time out if he doesn't 
buy something from you right this 
second! Don't make me get up and 
sell you something, young man…
        I could go on, but I think the 
point is made. Keep those cards 
and letters coming, boys and girls. 
It's readers like you that make this 
job so darn interesting.
        Here's to your success. 

Q: I'm curious. What is the 
dumbest business question 
you've ever been asked?

-- Norris W.

A: Shame on you, Norris. There is 
no such thing as a dumb business 
question. OK, that's not exactly 
true. There are dumb business 
questions and I do get quite a few 
of them. Not through this column, 
of course. People intelligent enough 
to actually use a computer and 
surf the World Wide Web would 
never submit dumb questions now, 
would they. OK, that's a lie, too. 
I've gotten a few head-scratchers in 
response to this column. You know 
who you are, but don't worry, your 
secret is safe with me.
        I have a confession to make. 
Writing an advice column, whether 
it be advice for love or money or 
business, is often hard to do with 
a straight face. Occasionally a 
question comes over the digital 
transom that just makes me go, 
"Huh?"
        It's kind of like trying to stifle 
a giggle when Grandma breaks 
wind at Sunday dinner. Some 
things are just better left ignored. 
        Of course it's hard to blame 
a dumb business question on the 
dog.
        I've been writing advice 
columns for a long time. Most of 
the requests for advice I receive 
are sincere and intelligent, and as 
a (usually) sincere and (somewhat) 
intelligent columnist, I feel 
obligated to dispense the best 
advice I can for the betterment of 
the person who asked the question. 
        However, once in a while a 
real stinker hits the old email box 
and it takes everything I've got to 
resist shooting back an answer that 
is worthy of the question asked. 
        In other words, when I get a 

dumb question, my gut reaction is to respond with an answer of equal 
intelligence, or the lack thereof. Something subtle, like, "Forget business, 
my friend. The best thing you can do for mankind is to go find a pair of 
sharp scissors and run… really fast…" 
        Stupid is as stupid does, Forrest. Greater words of wisdom have 
rarely been off ered before or since. 
        Then I remember that as an advice columnist I have a duty to my 
reader, my editor, my publisher, and above all, to my family, who enjoys 
eating on a regular basis. There aren't too many openings for smart aleck 
writers anymore (darn that Dave Berry), so I bite my tongue and respond 
to the question as intelligently as I can. That usually involves requesting 
more information from the reader so I can off er an informed answer. It's 
not as satisfying as firing off  a sarcastic retort, but it is much better on 
the old bank account. 
        Since you asked the question, Norris, I feel obligated to give you an 
answer. What is the dumbest business question I've ever been asked? I'll 
let you decide.
        The following are real questions from real people that are running 
around loose among us. If you recognize your question please don't be 
off ended. This is all in good fun and remember, ridicule is the sincerest 
form of flattery. Or something like that.
        Here's a question I get at least once a week: "I have never been in 
business before, but I think I'd be really good at it. Can you tell me what 
would be the best business for me to start?"
        Hmm, how about one that involves the Psychic Hotline, since that's 
who I will have to consult to answer your question. I don't know anything 
about you, your background, your abilities, your talents, your experience, 
or anything else. How can I possibly tell you what would be the best 
business for you? Who do I look like, Miss Cleo?
        Here's one of my favorites: "I need to make a lot of money really 
fast. What business should I start?" 
        You need to make a lot of money fast, huh. No problem. I have 

THERE ARE NO 
DUMB BUSINESS 
QUESTIONS NOT

As a sought-after corporate 
speaker and comedian, 
published author, talk radio 
host, syndicated business 
columnist, and self-professed 
Mama's Boy, Tim's unique 
perspective is enjoyed by 
thousands who listen to his 
radio show, read his books 
and columns, and hear him 
speak every year.
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one word for you, my friend: 
counterfeiting… Somebody hand 
me an umbrella. It's raining stupid 
in here.
        Here's an oldie but a goodie: 
"I have a killer business idea, but I 
don't have any money. Do you ever 
invest in businesses or just give ad-
vice?" Unfortunately, I only invest 
in non-lethal business ideas, so I'll 
have to pass on your killer idea. 
Thanks for thinking of me, though. 
This window is now closed…
        And my all-time favorite: "I 
have a great product that nobody 
wants to buy. How can I make 
customers buy my product." 
        How can you make a 
customer buy your product? Piece 
of cake, buddy boy. Try using the 
same method I use to make my 
kids mind. Threaten to put your 
customer in time out if he doesn't 
buy something from you right this 
second! Don't make me get up and 
sell you something, young man…
        I could go on, but I think the 
point is made. Keep those cards 
and letters coming, boys and girls. 
It's readers like you that make this 
job so darn interesting.
        Here's to your success. 

Q: I'm curious. What is the 
dumbest business question 
you've ever been asked?

-- Norris W.

A: Shame on you, Norris. There is 
no such thing as a dumb business no such thing as a dumb business 
question. OK, that's not exactly 
true. There are dumb business 
questions and I do get quite a few 
of them. Not through this column, 
of course. People intelligent enough 
to actually use a computer and 
surf the World Wide Web would 
never submit dumb questions now, 
would they. OK, that's a lie, too. 
I've gotten a few head-scratchers in 
response to this column. You know 
who you are, but don't worry, your 
secret is safe with me.
        I have a confession to make. 
Writing an advice column, whether 
it be advice for love or money or 
business, is often hard to do with 
a straight face. Occasionally a 
question comes over the digital 
transom that just makes me go, 
"Huh?"
        It's kind of like trying to stifle 
a giggle when Grandma breaks 
wind at Sunday dinner. Some 
things are just better left ignored. 
        Of course it's hard to blame 
a dumb business question on the 
dog.
        I've been writing advice 
columns for a long time. Most of 
the requests for advice I receive 
are sincere and intelligent, and as 
a (usually) sincere and (somewhat) 
intelligent columnist, I feel 
obligated to dispense the best 
advice I can for the betterment of 
the person who asked the question. 
        However, once in a while a 
real stinker hits the old email box 
and it takes everything I've got to 
resist shooting back an answer that 
is worthy of the question asked. 
        In other words, when I get a 

dumb question, my gut reaction is to respond with an answer of equal 
intelligence, or the lack thereof. Something subtle, like, "Forget business, 
my friend. The best thing you can do for mankind is to go find a pair of 
sharp scissors and run… really fast…" 
        Stupid is as stupid does, Forrest. Greater words of wisdom have 
rarely been off ered before or since. 
        Then I remember that as an advice columnist I have a duty to my 
reader, my editor, my publisher, and above all, to my family, who enjoys 
eating on a regular basis. There aren't too many openings for smart aleck 
writers anymore (darn that Dave Berry), so I bite my tongue and respond 
to the question as intelligently as I can. That usually involves requesting 
more information from the reader so I can off er an informed answer. It's 
not as satisfying as firing off  a sarcastic retort, but it is much better on 
the old bank account. 
        Since you asked the question, Norris, I feel obligated to give you an 
answer. What is the dumbest business question I've ever been asked? I'll 
let you decide.
        The following are real questions from real people that are running 
around loose among us. If you recognize your question please don't be 
off ended. This is all in good fun and remember, ridicule is the sincerest 
form of flattery. Or something like that.
        Here's a question I get at least once a week: "I have never been in 
business before, but I think I'd be really good at it. Can you tell me what 
would be the best business for me to start?"
        Hmm, how about one that involves the Psychic Hotline, since that's 
who I will have to consult to answer your question. I don't know anything 
about you, your background, your abilities, your talents, your experience, 
or anything else. How can I possibly tell you what would be the best 
business for you? Who do I look like, Miss Cleo?
        Here's one of my favorites: "I need to make a lot of money really 
fast. What business should I start?" 
        You need to make a lot of money fast, huh. No problem. I have 
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salespeople report to Sales Managers and Sales Managers report to Sales 
Directors or Sales VP's. One of the reasons that executives get confused 
is this example where, in one company, the manager of 5 salespeople is a 
Sales Manager, while the company across the hall with 3 salespeople has 
them reporting to a VP Sales. Sometimes, the very first hire a company 
makes is a Sales VP whose role is to sell. Titles do not tell the story, but 
reporting structure does! 

WHAT IS THE PRIMARY FUNCTION? The primary function of a Sales 
Manager is to coach salespeople, so the focus is on tactics. The primary 
functions of a Sales VP's are market penetration, building an eff ective 
sales organization, systems and processes, and revenue growth, so the 
focus must be on strategy. Small companies, looking to hire their first 
Sales Leader, often want both - someone who can bring strategy as well 
as tactics. They must choose between hiring a Sales VP who is willing to 
perform Sales Management functions, or a Sales Manager who may be 
completely unproven when it comes to strategic thinking. A compromise 
is not usually the solution, so we need to look at who will be reporting 
to this person and recognize that a proven Sales Manager with a passion 
forcoaching salespeople will have the most impact. 

WHAT IS THE COMPENSATION? While this can vary wildly depending 
on the industry, there are some common range diff erences. Most Sales 

Managers earn between $125,000 
and $175,000 in total compensa-
tion while most Sales VP's earn 
between $250,000 and $350,000 
in total compensation. When a 
small company hires someone to 
perform in the Sales Management 
role, but awards a VP title, the cost 
goes up significantly! 

WHAT ABOUT THOSE OTHER 
ROLES? Sales Enablement VP's, 
sometimes known as Sales Opera-
tions VP's, arrange forthe tools and 
training. Sales Directors sometimes 
report to Sales VP's while in other 
companies, the reverse is true. 
Both positions are necessary when 
there are too many of one of those 
titles. For example, if we have 6 
Sales Directors, each with 3 sales 
managers reporting to them, the 
Sales Directors would report to 
a VP. Or, if we had 6 Sales VP's, 
each with 3 sales managers report-
ing to them, the Sales VP's would 
report to either a Sales Director, 
a Senior VP Sales, or a World-
wide VP Sales. And finally, the 
senior sales leader and the senior 
marketing leader would report to 
a Chief Revenue Offi  cer. In some 
companies, Sales Managers are the 
salespeople (think territory manag-
ers) while Sales VP's are the sales 
managers with some expanded 
responsibilities. 
        There are many diff erent 
styles of leadership and when it 
comes to Sales Leaders, you may 
have a preference as to the style 
and how well that style fits into 
your culture. Be warned though. 
Pick the style you like after you 
have determined that the sales 
leader has mastery over the com-
petencies for that particular sales 
leadership role. A great style makes 
it easier to work with someone. 
When style trumps capabilities, 
your new sales leader could be the 
skipper of a sinking ship. 

A CEO'S 
GUIDE TO THE 
DIFFERENCES 
IN SALES 
LEADERSHIP 
ROLES
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salespeople report to Sales Managers and Sales Managers report to Sales 
Directors or Sales VP's. One of the reasons that executives get confused 
is this example where, in one company, the manager of 5 salespeople is a 
Sales Manager, while the company across the hall with 3 salespeople has 
them reporting to a VP Sales. Sometimes, the very first hire a company 
makes is a Sales VP whose role is to sell. Titles do not tell the story, but 
reporting structure does! 

WHAT IS THE PRIMARY FUNCTION? The primary function of a Sales 
Manager is to coach salespeople, so the focus is on tactics. The primary 
functions of a Sales VP's are market penetration, building an eff ective 
sales organization, systems and processes, and revenue growth, so the 
focus must be on strategy. Small companies, looking to hire their first 
Sales Leader, often want both - someone who can bring strategy as well 
as tactics. They must choose between hiring a Sales VP who is willing to 
perform Sales Management functions, or a Sales Manager who may be 
completely unproven when it comes to strategic thinking. A compromise 
is not usually the solution, so we need to look at who will be reporting 
to this person and recognize that a proven Sales Manager with a passion 
forcoaching salespeople will have the most impact. 

WHAT IS THE COMPENSATION? While this can vary wildly depending 
on the industry, there are some common range diff erences. Most Sales 

Managers earn between $125,000 
and $175,000 in total compensa-
tion while most Sales VP's earn 
between $250,000 and $350,000 
in total compensation. When a 
small company hires someone to 
perform in the Sales Management 
role, but awards a VP title, the cost 
goes up significantly! goes up significantly! 

WHAT ABOUT THOSE OTHER 
ROLES? Sales Enablement VP's, 
sometimes known as Sales Opera-
tions VP's, arrange forthe tools and 
training. Sales Directors sometimes 
report to Sales VP's while in other 
companies, the reverse is true. 
Both positions are necessary when 
there are too many of one of those 
titles. For example, if we have 6 
Sales Directors, each with 3 sales 
managers reporting to them, the 
Sales Directors would report to 
a VP. Or, if we had 6 Sales VP's, 
each with 3 sales managers report-
ing to them, the Sales VP's would 
report to either a Sales Director, 
a Senior VP Sales, or a World-
wide VP Sales. And finally, the 
senior sales leader and the senior 
marketing leader would report to 
a Chief Revenue Offi  cer. In some 
companies, Sales Managers are the 
salespeople (think territory manag-
ers) while Sales VP's are the sales 
managers with some expanded 
responsibilities. 
        There are many diff erent 
styles of leadership and when it 
comes to Sales Leaders, you may 
have a preference as to the style 
and how well that style fits into 
your culture. Be warned though. 
Pick the style you like after you 
have determined that the sales 
leader has mastery over the com-
petencies for that particular sales 
leadership role. A great style makes 
it easier to work with someone. 
When style trumps capabilities, 
your new sales leader could be the 
skipper of a sinking ship. 
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IN SALES 
LEADERSHIP 
ROLES

I
 was reviewing a sales 
leadership evaluation 
withmy client, a CEO, 

who was a bit confused over how 
this was diff erent from a sales 
management evaluation. He 
wondered, "Aren't sales managers 
and sales leaders the same?" 
        He has a sales force that 
was typical of a mid-size business 
with a Sales VP (the sales leader), 
2 sales managers, and about 15 
sales people between them. In my 
experience, there is a boatload 
of confusion over the diff erences 
between Sales Managers, Sales 
Directors, Sales VP's, Regional 
Sales Managers, National Sales 
Managers, Senior Sales VP's, 
Worldwide Sales VP's, Sales 
Operations VP's, Sales Enablement 
VP's and Chief Revenue Offi  cers. 
        Let's attempt to explain 
some of the important diff erences 
between Sales Managers and the 
other Sales Leadership roles. 

WHO ARE THE DIRECT REPORTS? 
One of the most obvious 
diff erences between Sales 
Managers and other Sales Leaders 
is who reports to them. Typically, 
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of “I knew better than that” or “I 
knew this was going to happen.” 
        I have long been a believer in 
the fact that we don’t fail because 
we don’t know what to do. We fail 
because we don’t do what we know. 
        The biggest liability of bring-
ing problems into our lives is not 
simply the fact that we’ve got to get 
out of that problem and get back to 
ground zero. The biggest liability 
of creating problems is the fact that 
while we’re dealing with the prob-
lem, we’re not creating our own 
success and achieving the things 
we want in our life for ourselves, 
our loved ones, and the causes that 
matter to us in society today. 
        It’s great to recover your own 
fumble, but imagine how far down 
the field you could be toward the 
goal line if you hadn’t dropped the 
ball at all. 
        As you go through your day 
today, avoid the problems you can, 
and attack the rest of them as an 
unexpected opportunity. 
        Today’s the day! 

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.

his only comment was, “If I hadn’t hit it in the sand trap, I wouldn’t 
have had to hit it out of the sand trap.” 
        Whether you play golf or not, Mr. Nicklaus’s advice about sand 
traps can be a great benefit to your success and your life. 
        Through my books, movies, speaking engagements, and these 
weekly columns, I have the privilege of talking to and corresponding 
with many people from around the world. Most of these people who 
contact me want to solve a problem or overcome a situation that, for 
the most part, they created themselves. I constantly wish these people 
seeking advice on how to get out of a problem would have contacted me 
before they got into the problem. 
        The best way to deal with any problem is to avoid the ones you 
can, and the remainder of life’s problems will present you with a 
corresponding opportunity that will appear as you solve a particular 
challenge in your life. 
        Most of life’s problems that we get ourselves into don’t come to us 
as a surprise or a mystery. Invariably when people find themselves in 
one of life’s sand traps, they can be heard to say something to the eff ect 

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

acquainted with Mr. Nicklaus 
through my books and the 
correspondence we have carried 
on as he has read my various titles 
throughout the years. 
        I am a member of a country 
club that, on a number of 
occasions, has hosted the U.S. 
Open Golf Tournament. In talking 
to one of the golf pros at my club, 
he told me one of the greatest 
shots he had ever seen was a shot 
that Jack Nicklaus had hit out of a 
sand trap. When I mentioned this 
monumental shot to Mr. Nicklaus, 

GETTING IN AND OUT 
OF TROUBLE
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his only comment was, “If I hadn’t hit it in the sand trap, I wouldn’t 
have had to hit it out of the sand trap.” 
        Whether you play golf or not, Mr. Nicklaus’s advice about sand 
traps can be a great benefit to your success and your life. 
        Through my books, movies, speaking engagements, and these 
weekly columns, I have the privilege of talking to and corresponding 
with many people from around the world. Most of these people who 
contact me want to solve a problem or overcome a situation that, for 
the most part, they created themselves. I constantly wish these people 
seeking advice on how to get out of a problem would have contacted me 
before they got into the problem. 
        The best way to deal with any problem is to avoid the ones you 
can, and the remainder of life’s problems will present you with a 
corresponding opportunity that will appear as you solve a particular 
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        Most of life’s problems that we get ourselves into don’t come to us 
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extra stock of fastest selling items. Benefits will include: not worrying 
about having your best items ready to ship should there be any move 
diffi  culties; move less units of the items you stock the highest quantity 
of, and the extended terms will eliminate the cost to do so. Additionally 
normal receipts can be diverted to the new facility as one gets closer 
to the move date as long as there is suffi  cient stock in the old facility to 
satisfy orders until move time. 
        In conventional inventory models, many companies plan for 2 
month’s inventory supply for product obtained from domestic and local 
sources and 3 month’s inventory supply for product obtained by import 
so one can also do numerous 
        “pre-moves” before the actual moving date and start-up of the new 
facility of the inventory not needed in the old facility before the move. 
This can be done on a priority and time basis. As mentioned before, it 
is essential to have all “A” movers or fastest moving product in picking 
locations in time for start-up in the new facility. Starting with “A” 
movers, if one calculates how much stock is required in the old facility to 
satisfy customer orders on a sliding scale for each week before the move 
one can plan numerous pre-moves to the new facility without eff ecting 
customer service while taking pressure off  of the new facility start up just 
in case there are any problems or delays during the move. 
        Some companies move product that is outdated or obsolete. 

Roy Strauss, president 
of The Strauss Consulting 
Group, LLC www.scg4u.com 
has been helping companies 
increase their pro� tability and 
competitive edge by improv-
ing customer service while 
reducing costs since 1983. SCG 
has expertise in all aspects of 
supply chain including space/
layout, software, automation, 
equipment, sta�  ng as well as 
the complete design and imple-
mentation of distribution and 
manufacturing centers.

If one calculates the cost to 
move these items and all other 
costs related to storing them 
in the future vs. the potential 
profit from their sale, it is often 
cheaper not to move them. If 
the potential profit is slightly 
more than the cost, is it worth 
slowing the move for them 
and risking a late opening of 
the new facility? Ideally one 
can return these items to the 
vendor; sell them on sale; 
donate them to charity; or worst 
case throw them out, but don’t 
let them add to your overall 
costs and move time when you 
will not net a profit from their 
sale. The same can be said for 
obsolete or very old equipment 
or supplies that are not in 
future plans. 
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extra stock of fastest selling items. Benefits will include: not worrying 
about having your best items ready to ship should there be any move 
diffi  culties; move less units of the items you stock the highest quantity 
of, and the extended terms will eliminate the cost to do so. Additionally 
normal receipts can be diverted to the new facility as one gets closer 
to the move date as long as there is suffi  cient stock in the old facility to 
satisfy orders until move time. 
        In conventional inventory models, many companies plan for 2 
month’s inventory supply for product obtained from domestic and local 
sources and 3 month’s inventory supply for product obtained by import 
so one can also do numerous 
        “pre-moves” before the actual moving date and start-up of the new 
facility of the inventory not needed in the old facility before the move. 
This can be done on a priority and time basis. As mentioned before, it 
is essential to have all “A” movers or fastest moving product in picking 
locations in time for start-up in the new facility. Starting with “A” 
movers, if one calculates how much stock is required in the old facility to 
satisfy customer orders on a sliding scale for each week before the move 
one can plan numerous pre-moves to the new facility without eff ecting 
customer service while taking pressure off  of the new facility start up just 
in case there are any problems or delays during the move. 
        Some companies move product that is outdated or obsolete. 

Roy Strauss, president Roy Strauss, president Roy Strauss
of The Strauss Consulting 
Group, LLC www.scg4u.com 
has been helping companies 
increase their pro� tability and 
competitive edge by improv-
ing customer service while 
reducing costs since 1983. SCG 
has expertise in all aspects of 
supply chain including space/
layout, software, automation, 
equipment, sta�  ng as well as 
the complete design and imple-
mentation of distribution and 
manufacturing centers.

If one calculates the cost to 
move these items and all other 
costs related to storing them 
in the future vs. the potential 
profit from their sale, it is often 
cheaper not to move them. If 
the potential profit is slightly 
more than the cost, is it worth 
slowing the move for them 
and risking a late opening of 
the new facility? Ideally one 
can return these items to the 
vendor; sell them on sale; 
donate them to charity; or worst 
case throw them out, but don’t 
let them add to your overall 
costs and move time when you 
will not net a profit from their 
sale. The same can be said for 
obsolete or very old equipment 
or supplies that are not in 
future plans. 

W hen moving a distribution 
or manufacturing center 
to a new location, one 

can significantly reduce moving 
and other associated costs. The 
less product, materials, supplies, 
equipment, and raw materials 
moved, the lower the time and 
total cost of the move will be. 
Ideally, one can sell and ship as 
many product units as possible 
from the old facility so that 
product will not have to be moved 
to the new one. It may even pay to 
have a “pre move sale” especially 
for most costly items to move such 
as very heavy items or those 
requiring special handling during 
the move. As you get closer to the 
move date you will therefore want 
to ship as much as possible from 
the old facility. 
        Often vendors will allow 
you to purchase product or raw 
materials for a move (to be shipped 
to the new facility) with extended 
payment terms just for the move 
to allow you to have key items 
ready for picking or manufacture 
in the new facility. Note: only buy 

LOWERING 
THE COST 

OF MOVING 
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THE SUPPORTERS (INFLUENCE 
STRUCTURE)  Your path to 
growth is through stable, long-
term employment opportunities. 
You dislike risk and gambles, and 
do best as a skilled professional, 
particularly if you rely on your 
ability to care for and nurture oth-
ers. Your people skills can lead to 
recommendations for jobs, promo-
tions, and bonuses. You dislike for 
risk is also your weakness that gets 
in the way of financial profit. Some-
times, you have to take a gamble 
to reap rewards. Similarly, setting 
too many rules or groundwork 
for yourself discourages you from 
attempting new, possibly profit-
able ideas, making you lose out on 
financial opportunities. 
        These Five Structures are gen-
eral maps of the types of obstacles 
that might obstruct your financial 
growth, as well as a rudimentary 
sketch of the kinds of talents and 
strengths you should focus on de-
veloping in order to generate more 
money. Log on to www.joeyyap.
com and see what else can be used 
to pave your way to progressive 
financial growth. 

   COLUMN      

T hese days even the road 
less taken has been overly 
used. It seems as though 

nothing out there is new anymore. 
How can that even be possible 
when we’re in a technologically 
driven world? All this digital stuff  
and there’s nothing you can do for 
personal financial growth? Don’t 
give up just yet – there’s still hope. 
        All you have to do is create 
your own path. Yes, it is as simple 
as that. Apart from being diff erent 
from what everyone else is doing, 
it is a sure-fire way to tailor 
opportunities to your specific 
talents and capabilities. BaZi is one 
way you can figure out your best 
path to wealth, while highlighting 
the obstacles in your way. This 
helps you identify the Five BaZi 
Structures that can forecast these 
results for you. 
        These Structures reveal your 
personality in relation to the world 
and tell you why you do the things 
you do, and the behaviours you 
adopt as well as the attitudes you 
project in life. This can help equip 
you with the right disposition 
towards money management and 
is capable of predicting your long-
term financial behaviours. Here’s 
what the Five BaZi Structures 
look like:

THE MANAGERS (WEALTH STRUC-
TURE) As a Manager Structure, 
you’re a pioneer and good at start-
ing things from scratch. You are 
likely to excel in your own business 
or in entrepreneurship, and you 
will find yourself better off  having 
creative control over your end 
product. It is also easy for you to 
make money as a super manager or 
CEO, since you’re willing to take 
risks and push ahead into new and 
unknown directions. Your financial 
management is general quite ef-
ficient. However, obstacles to your 
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Your path to 
growth is through stable, long-
term employment opportunities. 
You dislike risk and gambles, and 
do best as a skilled professional, 
particularly if you rely on your 
ability to care for and nurture oth-
ers. Your people skills can lead to 
recommendations for jobs, promo-
tions, and bonuses. You dislike for 
risk is also your weakness that gets 
in the way of financial profit. Some-
times, you have to take a gamble 
to reap rewards. Similarly, setting 
too many rules or groundwork 
for yourself discourages you from 
attempting new, possibly profit-
able ideas, making you lose out on 
financial opportunities. 
        These Five Structures are gen-
eral maps of the types of obstacles 
that might obstruct your financial 
growth, as well as a rudimentary 
sketch of the kinds of talents and 
strengths you should focus on de-
veloping in order to generate more 
money. Log on to www.joeyyap.
com and see what else can be used 
to pave your way to progressive 
financial growth. 
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T hese days even the road 
less taken has been overly 
used. It seems as though 

nothing out there is new anymore. 
How can that even be possible 
when we’re in a technologically 
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and there’s nothing you can do for and there’s nothing you can do for 
personal financial growth? Don’t 
give up just yet – there’s still hope. 
        All you have to do is create 
your own path. Yes, it is as simple 
as that. Apart from being diff erent 
from what everyone else is doing, 
it is a sure-fire way to tailor 
opportunities to your specific 
talents and capabilities. BaZi is one 
way you can figure out your best 
path to wealth, while highlighting 
the obstacles in your way. This 
helps you identify the Five BaZi 
Structures that can forecast these 
results for you. 
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As a Manager Structure, 
you’re a pioneer and good at start-
ing things from scratch. You are 
likely to excel in your own business 
or in entrepreneurship, and you 
will find yourself better off  having 
creative control over your end 
product. It is also easy for you to 
make money as a super manager or 
CEO, since you’re willing to take 
risks and push ahead into new and 
unknown directions. Your financial 
management is general quite ef-
ficient. However, obstacles to your 
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wealth lie in your lack of stamina to see things through to the end. You 
need to work on your longevity – you’re good at starting projects, but not 
so much at bringing it to fruition. Your impatience and tendency to get 
bored easily makes you susceptible to costly errors or mistakes.

THE CONNECTORS (COMPANION STRUCTURE) As a Connector 
Structure, your path to wealth lies in your ability to work with others. 
A solo venture will not work well for you, since your strength is in 
managing and connecting people and resources. Make it big by becoming 
the face of your corporation and use that brand to forge connections and 
strike deals. Your weakness is your inability to use your people skills. 
Delegate, and let others work for you while to handle the key points. 
When it comes to finances and cash flows matters do not listen to too 
many people – this makes it easy for you to get disorganised. Set aside 
your ego and look for the right people who can aid you in your venture.

THE CREATORS (OUTPUT STRUCTURE)  As a Creator Structure, you 
can find your way to the big bucks in your brain. Invest in your ideas 
and concepts, or else work on the things you produce. Building a brand 
around your skills puts your name out there, and the long-term solution 
to wealth for you is to create your own stream of production. Build 
an empire on your creative output. However, you have obstacles lie in 
managing your cash flow because you don’t really care about financial 
investment and savings methods. Your big ideas may fail because you 
resist advice from others. Pay more attention to people who know more 
about finances and the market than you do, and you’ll spend less time 
picking up after hard financial losses.

THE THINKERS (RESOURCE STRUCTURE)  As a Thinker Structure, you 
make your money using and disseminating information. Your strength 
lies in managing organisational structures, and with the right kind of 
support, you can start a visionary product or business from scratch. You 
play it safe, and long-term investments and sustained involvement works 
for you because you feel comfortable in analysing and understanding 
things slowly. However, your lack of money-mindedness makes you 
procrastinate and miss out on valuable opportunities because you refuse 
to act. Sometimes, you rebel against the demands of the financial market 
by becoming lazy – doing so makes you miss out on chances that may 
grant you greater wealth potential.

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

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

www.facebook.com/williamngpage

I
 have no 
special talent. 
I am only 
passionately 
curious”, 
Albert 
Einstein 

famously said. 
        Everyday, or so it seems, we 
read of successful entrepreneurs 
who rake in billions of dollars 
through spetacular exits. Just this 
month, the chat app Snap was 
listed on the New York Stock 
Exchange, with a whopping 
valuation of 24 billion dollars. 
It’s a marvel how a five year-old 
company could go from zero to 
24 billion in such a short period 
of time. Not bad for a company 
that’s a proverbial one-trick pony. 
        One must wonder the kind 
of talent the founders possess 
to be able to do that. Or is it 
really talent?
        It is a common excuse 
in business to say, “we can’t 
compete with the large 
companies. They are a hundred 
times our size!” There will 
always be other companies with 
more people, more money, 
better products, more talented 
employees and so on. However, 

this must never be an excuse. 
        Startups with little or 
no budget beat billion dollar 
companies every day. Snap 
(formerly Snapchat) has to 
contend with the goliath in 
the form of WhatsApp, Viber 
and Wechat. Not only are they 
up against these much larger 
companies with a lot more users, 
they are also up against their 
formidable parent companies: 
Facebook, Rakuten and Tencent 
respectively. Yet, not only has 
the company prevailed, it looks 
unstoppable and is taking away 
market share from the goliaths. 
        And Snap isn’t alone in 
winning the war. Nearer home, 
we have seen plenty of examples 
of seemingly mundane companies 
who became successful despite 
the owners lacking in both 
knowledge and any special talent. 
        How did they do it? It is 
simple – because they can. 
They are razor-focused. They 
usually have only one product, 
while larger companies have 
a wide array of products to 
worry about. They know that 
failure is not an option, so 
they work harder. If they don’t 
succeed, their company fails. 

They don’t have anything 
to fall back on. They are 
nimble and creative while 
larger companies are often 
bureaucratic and slow moving. 
        Almost every founder I 
know who have succeeded did 
so through sheer hardwork. 
Some were undoubtedly luckier 
than others. Some had stronger 
backers and often, important 
family relations. Some were 
smarter than others. Some 
were simply at the right place 
at the right time. But no one 
succeeded without being 
backed by hardwork. And that’s 
from thousands of founders 
and entrepreneurs that I have 
met and known. 
        So, what is the value of 
talent? Nothing, if it’s not backed 
by hardwork. How often have we 
all said this: ‘I can do better than 
that other person’; and never 
doing it at all?
        Zhuge Liang, the legendary 
(and mostly mythical) Chinese 
strategist is most famous for 
saying “everything is ready 
except the East wind (万事俱备，
只欠东风). The East wind, dear 
readers, is always, always, sheer 
hardwork. 
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