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M alaysia is the third country in the Asia Pacific region to 
launch the Infringing Website List (IWL) initiative in the 
eff ort to combat digital piracy of copyrighted content 

such as music, films, software, broadcasts and books. Stakeholders 
from the Malaysian creative and advertising communities including 
Media Prima, Astro, Communications and Multimedia Content 
Forum of Malaysia, Motion Picture Association, Centre for Content 

Promotion and Media Specialists Association have joined forces to 
set up the IWL initiative. The aim is to cut off  advertising revenue 
flowing to major pirate websites in the country. MPA International 
consultant Sam Shafie said the IWL programme involves identifying 
a list of the most popular pirate websites in Malaysia, sharing the 
list with advertisers, and removing any advertisements found to be 
placed on those websites.

MALAYSIA COUNTERS DIGITAL PIRACY

SINGAPORE’S GDP GREW 4.6PC IN 3Q2017

B
ased on advance estimates, the Singapore economy 
grew by 4.6 per cent on a year-on-year basis in the 
third quarter of 2017, higher than the 2.9 per cent 

growth in the previous quarter. On a quarter-on-quarter 
seasonally-adjusted annualised basis, the economy expanded 
by 6.3 per cent, an improvement from the 2.4 per cent 
growth in the second quarter. The manufacturing sector 
expanded by 15.5 per cent on a year-on-year basis in the third 
quarter, faster than the 8.2 per cent growth in the previous 
quarter. Growth was supported mainly by robust expansions 
in the electronics, biomedical manufacturing and precision 
engineering clusters.

JAPAN’S TRADE SURPLUS 
EXPANDED STRONGLY IN 
SEPTEMBER

J
apan’s September 
trade surplus 
expanded nearly 

40 percent from a year 
earlier as exports of cars 
and chemical products 
surged on brisk demand 
from major trading 
partners, the government 
said. The world’s third-
largest economy logged a 
surplus of ¥670.2 billion 
(US$5.9 billion), up 37.7 
per cent from a year earlier, 
according to data from the 
Finance Ministry. The 
figure was higher than 
market expectations of a 
¥560 billion surplus. 
Exports rose for the 10th 
consecutive month on 
robust shipments of 
automobiles and electronic 
parts, including organic 
chemicals and 
semiconductors. Imports 
grew 12 per cent for a 
ninth monthly rise, boosted 
mainly by higher bills for 
coal and crude oil.

DOMESTIC DEMAND KEY 
DRIVER FOR GROWTH IN 
MALAYSIA

D
omestic 
demand 
remains the 

primary driver of 
Malaysia and Asia’s 
growth even though 
exports continue to play a 
significant role, said The 
Institute of Chartered 
Accountants in England 
and Wales (ICAEW). In 
its Economic Insight 
Report for Q3 2017, 
ICAEW said the rise in 
importance of internal 
factors in supporting the 
region’s growth was the 
result of a long period of 
subdued global demand 
and limited opportunities 
for export gains. 
Nevertheless, ICAEW 
cited exports still matter 
greatly to Asia’s growth, 
as healthy foreign trade 
remains vital for 
underpinning domestic 
consumption and 
investment, particularly 
in East Asia.

SINGTEL TO LAUNCH 
SINGAPORE’S FIRST 5G 
CENTRE OF EXCELLENCE

S
INGTEL and 
Ericsson will 
jointly establish 

a Centre of Excellence 
(CoE) to faciliate 5G 
development and 
deployment in Singapore. 
5G, the next-generation 
mobile network 
technology, is expected to 
roll out globally from 2020 
and will deliver massive 
connectivity, ultra-low 
latency, gigabit speeds, 
and enable advanced 
applications such as smart 
cities, Internet of Things 
(IoT), augmented reality 
and autonomous vehicles. 
Co-funded by Singtel and 
Ericsson with an initial 
investment of S$2 million 
(US$1.47 million) over the 
next three years, CoE aims 
to spearhead the 
development of 
Singapore’s 5G mobile 
network infrastructure to 
support future Smart 
Nation initiatives.
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GLOBAL FIRMS JOIN RUSH TO INDONESIA

B ig-name investors including Expedia and Alibaba are 
pumping billions of dollars into Indonesian tech start-ups 
in a bid to capitalise on the country’s burgeoning digital 

economy and potential as Southeast Asia’s largest online market. 
Indonesia has seen a surge of cash into its technology sector over the 
past two years, helping support dozens of homegrown start-ups 

ranging from ride hailing apps to e-commerce firms. And with a 
population of more than 250 million, a swelling middle class and 
growing availability of cheap mobile devices, firms from across the 
world are piling in. Last year US$631 million in disclosed venture 
capital was ploughed into the country, according to research firm CB 
Insights, up from US$31 million in 2015.

THREE MORE LISTINGS 
ON LEAP MARKET BY 
YEAR-END

A
t least three 
more SMEs 
are expected 

to be listed on Bursa 
Malaysia Bhd’s 
Leading Entrepreneur 
Accelerator Platform 
(Leap) Market by 
year-end, said CEO 
Datuk Seri Tajuddin 
Atan. He noted that 
following Singapore 
info-tech solutions 
provider, Cloudaron 
Group Bhd’s listing on 
the market recently, 
Bursa Malaysia 
realised that the rest 
of the candidates were 
not ready to follow 
suit. “There are some 
issues that need to be 
addressed by these 
companies before 
going for listing. To be 
listed it is more than 
just doing business. 
You should organise 
your business and iron 
out matters such as the 
company structure or 
tax matters,” he said. 

MALAYSIA SET FOR 
RUBBER GLOVE EXPORT 
INCREASE

S
hares in major 
rubber 
glove-

producing companies 
jumped as the industry 
projected a sharp 
increase in export sales 
this year following supply 
cuts from rivals in China. 
The Malaysian Rubber 
Glove Manufacturers 
Association (MARGMA) 
recently stated it had 
increased this year’s 
export sales target to 
RM16.2 billion amid 
strong demand from 
overseas. A report by 
Maybank Investment 
Bank Bhd last month said 
that there was a “mild 
supply shortage” of 
rubber gloves due to the 
robust demand and 
supply cut from China. 
This favourable 
condition has enabled 
some producers to 
increase their average 
selling prices to mitigate 
the impact of higher 
production costs.

CHINA TRADE GROWTH 
INCREASES IN 
SEPTEMBER 

C
hina’s trade 
growth 
accelerated in 

September in a sign of 
resilient global and 
domestic consumer 
demand. Exports rose 
8.1 per cent to US$198.3 
billion, up from August’s 
5.5 per cent. Imports 
rose 18.7 per cent to 
$169.8 billion, a 13.3 
percent increase from the 
previous month. The 
figures were a positive 
sign for Chinese demand 
despite forecasters’ 
expectations that 
economic growth will 
slow this year as Beijing 
tightens controls on bank 
lending to rein in surging 
debt. Export growth was 
unexpectedly strong in 
the first half of the year, a 
positive sign for Chinese 
leaders who want to 
avoid job losses in 
trade-related industries 
as they try to nurture 
consumer-led economic 
growth.

DIGITALISATION TO SECURE RICE FARMING

W
ith the rise in smartphone usage in Thailand, Bayer’s 
country group head Simon-Thorsten Wiebusch said the 
next step to improve local rice crops may come from 

digitalisation. “Digitalisation provides a host of methods to 
effi  ciently cultivate rice,” said Wiebusch, who with other sponsors 
such as German state funded GIZ, show how high-tech drones can 
monitor, measure and protect hectares of paddy fields. The 
collected aerial data can do within minutes what takes days on foot. 
Thai rice – a key commodity export worth 25 billion baht and a 
food industry valued at more than 156 billion baht, has been 
struggling in recent years, due to weak prices and growing 
competition. Wiebusch recognises most Thai farmers are deeply 
attached to family-owned plots but need assistance or make them 
more profitable.
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C hina’s steel mills and traders are embracing more sophisticated 
ways to sell metal and buy raw materials to protect their 
bumper profits amid rising price volatility. Steel mills typically 

sell their finished products at market prices to traders that later sell them 
on to end-users such as construction companies, also at market prices. 
However, some mills and traders are adopting new arrangements to lock 

in their profits on expectation that prices may decline as demand could 
drop as activity in the construction industry, a major steel consumer, 
slows during the cold, winter months. Steel prices in the world’s top 
producer surged to their highest in four-and-a-half years this summer and 
mills are making more than RMB1,000 for every tonne of metal they 
produce, the highest in more than seven years.

HONG KONG CHIEF PROPOSES SMALL BUSINESS TAX CUT

H
ong Kong Chief Executive Carrie Lam laid out a broad 
vision for Hong Kong in her first policy address since 
she assumed the city’s highest offi  ce. She pledged to 

help the middle class by lowering the tax rate on small businesses. 
The tax rate on the first HK$2 million (about US$256,000) of 
profits would be reduced to 8.25%, half the standard rate and 
lower than what she initially proposed earlier this year. The rate 
on profits above HK$2 million will remain at 16.5%. "The move 
was widely expected," said Daiwa Capital Markets chief 
economist for Asia ex-Japan Kevin Lai, noting that the HK$2 
million threshold is relatively low. “It will benefit smaller 
companies. That was the idea,” he said.

HO CHI MINH NEEDS 
70K WORKERS FOR 
COMING MONTHS

A
round 70,000 
workers are 
needed in Ho 

Chi Minh City for the 
remaining months of the 
year, mostly in garments 
and textiles, sales, 
services, logistics and 
IT, according to the 
city’s Human Resources 
Forecast and Labour 
Market Information 
(Falmi) Centre. 
However, many workers, 
are reluctant to change 
jobs because of the 
bonus they receive at 
year end. A report from 
recruiting firm, the 
Navigos Group, which 
includes the online 
recruitment portal 
VietnamWork and 
executive search firm 
Navigos Search said that 
several companies were 
willing to off er bonuses 
to new employees as 
compensation for 
the loss.

PM: MALAYSIAN 
UNDERGRADUATES 
MUST CHANGE 
MENTALITY

M
alaysian Prime 
Minister 
Datuk Seri 

Najib Razak wants 
undergraduates to 
change their “wage 
earner” mentality to 
become entrepreneurs 
who can off er 
employment to other 
individuals. Najib said 
undergraduates must 
challenge themselves to 
choose the field of 
entrepreneurship that 
could promise a more 
meaningful future. 
Citing an example, he 
said Chinese global icon 
Jack Ma began on a 
modest scale in a small 
apartment, but today, he 
became among the 
richest individuals in the 
world. “I believe the 
field of entrepreneurship 
can become a catalyst in 
enriching ourselves and 
the nation,” he said.

INDONESIA SET FOR 
TRILLION-DOLLAR 
ECONOMY

I
ndonesia is on 
track to become 
a trillion-dollar 

economy, but the biggest 
economy in Southeast 
Asia is falling behind on 
some key measures. The 
nation lags its neighbours 
on infrastructure 
development, faces a 
fiscal shortfall that’s 
heaping pressure on the 
state budget and still has 
28 million people living 
in poverty. That’s even 
after reforms saw the 
economy’s value more 
than double over the past 
decade to US$932 billion, 
with President Joko 
Widodo’s government 
forecasting growth this 
year of about 5 per cent. 
Most of the population 
remains vulnerable to 
shocks, with more than 
60 million people at risk 
of falling back into 
poverty, the World Bank 
said in October.

CHINA STEEL FIRMS SHIELD PROFITS FROM VOLATILE MARKET
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BANK OF KOREA RAISES 2017 GROWTH, INFLATION FORECASTS

S outh Korea's central bank raised its growth and inflation 
forecasts for this year amid signs of the economy gaining 
strength, which could pave the way for increasing interest rates 

in the future. The bank now expects South Korea's gross domestic product 
to grow 3.0% in 2017, faster than its July estimate of 2.8%, Bank of Korea 
Governor Lee Ju-yeol said. The bank also expects consumer prices to rise 

2% this year, compared with the earlier projected pace of 1.9%. For next 
year, the bank expects the economy to expand 2.9%, said Lee. South 
Korea's export-led economy has continued its recovery in recent months as 
the global economy has improved. Exports, which account for about half 
of the country's economic growth, posted double-digit growth for nine 
consecutive months on strengthening demand overseas. 

INDONESIA’S 
E-COMMERCE 
INDUSTRY HOLDS 
MAJOR PROMISE

L
azada, one of 
the largest 
e-commerce 

platforms in Southeast 
Asia, is expecting online 
sales in Indonesia to 
experience one of the 
highest growth rates in 
the next few years. This 
projection is based on 
the country’s high 
penetration rate of 
internet users and 
demand from a huge 
number of potential 
customers. Although 
Southeast Asia is a 
fragmented e-commerce 
market with a low 
percentage of 
e-commerce activity 
compared to total retail 
sales, growth in 
broadband and mobile 
connectivity combined 
with consumer openness 
to online retail buying 
means there is huge 
potential, according to 
consulting firm 
Research and Markets.

MORE SMEs EXPECTED 
TO ADOPT CLOUD 
ACCOUNTING APP

A
sian Business 
Software 
Solutions is 

targeting between 
45,000 and 70,000 
SMEs in Malaysia to 
adopt its cloud 
accounting application, 
Financio, by March 
2018. Its CEO Paul 
Conway said that 4,500 
Malaysian SMEs used 
the application which 
saved over 384,00 
man-hours. “We aim to 
increase the number to 
125,000 SMEs by 
March 2018 across 
Southeast Asia and the 
partnership with 
Microsoft will play a 
crucial role in achieving 
this target,” he told 
reporters after signing a 
strategic agreement 
with Microsoft Malaysia 
recently. He said the 
agreement aimed to 
empower micro 
enterprises in Malaysia 
and accelerate their 
transformation journey.

FIRST CHINA 
PROPERTY SALES 
DROP IN OVER 2½ 
YEARS

P
roperty sales 
in China 
dropped for 

the first time in more 
than two-and-half 
years in September 
and housing starts 
slowed sharply, 
reinforcing 
expectations that 
robust growth in the 
world's second-largest 
economy is starting to 
cool. Real estate is a 
crucial driver for the 
nation’s economy but 
also poses a major risk 
as Beijing looks to 
tame soaring home 
prices without 
triggering a crash or a 
sharp drop in 
construction activity. 
Property sales by floor 
area fell 1.5 per cent 
in September from a 
year earlier, compared 
with a 4.3 per cent 
increase in August and 
a 34 per cent jump in 
September 2016.

ALIPAY, WECHAT TOP BRANDS CHINESE 
BRANDS CANNOT LIVE WITHOUT 

A
lipay, WeChat and Android are the top three brands that 
Chinese consumers cannot live without, in a reflection of 
how technology has filtered through their daily lives, 

according to a consumer survey. All three Chinese companies on the 
top 10 brands list are technology related, with the music app NetEase 
Cloud Music coming in at No. 10, the global branding and marketing 
consultancy Prophet said as it unveiled its 2017 brand relevance index 
for China. Five of the top 10 and almost half of the top 50 brands are 
technology-led, while the rest have all invested substantially in digital 
to better communicate with consumers. The top two brands, Alipay 
and WeChat, are runaway winners and rank highest across all four 
principles of relevance – customer obsession, pragmatism, inspiration 
and innovation.
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ONEBUILD 2017

2 – 4 NOVEMBER 2017
KUALA LUMPUR CONVENTION CENTRE
www.oneinternational.com.my

O
neBuild is well 
regarded by industry 
stakeholders for its 

eff ectiveness of connecting local 
and international market players 
to abundant business 
opportunities, bringing new 
approach to practical learning as 
well as construction technology. 
It is set to provide a highly 
comprehensive showcase of the 
latest products, total solutions 
and technology in construction 
industry as well as to bring more 
variety of industry insights to 
spur new ideas and inspiration 
on local construction industry.

BUS & TRUCK EXPO 2017 

2 – 4 NOVEMBER 2017
BITEC, BANGKOK, THAILAND
www.busandtruckexpo.com

T
he exposition exhibits 
latest technologies 
and innovations from 

worldwide manufacturers and 
suppliers. It is an opportunity 
for the entire industry to share 
their expertise and experiences 
to accelerate business growth. 
Create new value for your 
business and experience 
cutting-edge technologies and 
innovations, together with 
forums and seminars with 
noteworthy topics in Bus & 
Truck Expo 2017, an eff ective 
marketing platform for 
commercial vehicle industry.

CHINA INTERNATIONAL 
INDUSTRY FAIR 2017

7 – 11 NOVEMBER 2017
NECC (SHANGHAI), CHINA
www.ciif-expo.com

S
ince the China 
International Industry 
Fair’s (CIIF) launch in 

1999, it has become one of the 
most influential international 
industry brand exhibition in 
China, through implementing 
“professionalisation, 
marketisation, 
internationalisation and 
branding” as its strategy.  It is a 
leading event for equipment 
manufacturing in China as well 
as an important window and 
platform open to the world for 
international trade, 

PLASTICS & RUBBER 
INDONESIA 2017

15 – 18 NOVEMBER 2017
JAKARTA INTERNATIONAL EXPO
www.plasticsandrubberindonesia.com

P lastics & Rubber 
Indonesia is South 
East Asia’s leading 

exhibition for the plastics 
industry incorporating 
Drinktech Indonesia, PlasPack 
Indonesia and Mould & Die 
Indonesia. It is a large gathering 
of decision makers and key trade 
buyers of the industry. Trade 
visitors are given the 
opportunity for networking with 
business leaders, suppliers and 
buyers to discuss ideas and 
important industry issues.

IFFT/INTERIOR LIFESTYLE LIVING

20 – 22 NOVEMBER 2017
TOKYO BIG SIGHT, JAPAN
www.ifft-interiorlifestyleliving.com

T
he first IFFT/Interior 
Lifestyle Living took 
place in 2008, 

combining the International 
Furniture Fair Tokyo (IFFT) 
with the concept of Interior 
Lifestyle Tokyo, and becoming 
the leading trade fair for the 
Japanese high-end interior 
market. This fair is a sister fair 
of Interior Lifestyle Tokyo held 
in June, which is based on Messe 
Frankfurt’s largest international 
consumer goods fair Ambiente 
and the international textile fair 
Heimtextil.

YOUNG INSPIRING ENTRE-
PRENEURS CONVENTION 2017

21 & 22 NOVEMBER 2017
FURAMA RIVERFRONT, SINGAPORE
www.yie-convention.com

T
argeted at the Muslim 
market, the Young 
Inspiring Entrepre-

neurs Convention (YIEC) serves 
as a platform upon which 
entrepreneurs and business 
leaders from around the region 
can discuss the current and 
emerging trends in the growing 
Islamic consumer market. It is 
tailor-made to especially benefit 
young entrepreneurs aged 18 to 
40. With its global outreach to 
the major industry players and 
stakeholders in this growing 
market, it is the perfect platform 
to uncover the current and 
emerging trends in this dynamic 

industry, and to network with 
the individuals who have a hand 
in shaping this constantly 
evolving industry.

SHARED SERVICES & 
OUTSOURCING WEEK 2017

21 & 22 NOVEMBER 2017
MARINA BAY SANDS, SINGAPORE
www.ssweekasia.iqpc.sg

T
his year, the summit is 
tailor-made with 
Content Broken 

Down by Maturity Curves for 
the very first time. Every shared 
services centre has a unique 
journey, where each of them 
face diff erent challenges 
depending on where they sit on 
the maturity curve. With content 
broken down by maturity curves, 
the summit helps industry 
players in leapfrogging and 
accelerating where they are to 
the next level.

SHANGHAITEX 2017

27 – 30 NOVEMBER 2017
SHANGHAI NEW INTERNATIONAL 
EXPO CENTRE, CHINA
www.shanghaitex.cn

S
hanghaiTex 2017 will 
focus on the world's 
latest innovative textile 

technology, high-growth 
application sectors and cross-
border technology, thereby 
assisting industry to overcome 
challenges and spark new 
opportunities on the way to 
industry 4.0.  The international 
exhibition will cover a total 
exhibition area of 103,500 
square metres with more than 
1,200 exhibitors.

SIGGRAPH ASIA 2017

27 – 30 NOVEMBER 2017
BITEC, BANGKOK, THAILAND
www.sa2017.siggraph.org

S
iggraph Asia, which is 
hosted by countries in 
the region on a 

rotation basis, attracts the most 
respected technical and creative 
people from all over the world. 
The exhibition is Asia’s largest 
annual conference and 
exhibition on computer graphics 
and interactive techniques. This 
year, the event is expected to 
draw over 7,000 industry 
professionals from the region 
and around the globe.

communication and cooperation 
on industrial scope.

JAPAN IT WEEK AUTUMN

8 – 10 NOVEMBER 2017
MAKUHARI MESSE, JAPAN
www.japan-it.jp/en/Home_Autumn

J
apan IT Week 
Autumn is truly 
world's leading trade 

show where a huge variety of the 
latest IT technologies/solutions 
are featured. A great number of 
information systems managers, 
management executives, sales 
managers, system integrators 
and managers from IT system 
division will visit Japan IT Week 
Autumn to conduct business 
face to face with exhibitors.

10TH HONG KONG INTERNATIONAL 
WINE & SPIRITS FAIR

9 – 11 NOVEMBER 2017
HONG KONG CONVENTION 
& EXHIBITION CENTRE
http://m.hktdc.com/fairmob/
hkwinefair-en/

A
t this year’s fair, more 
than 1,000 
international 

exhibitors are expected to off er 
importers and distributors, 
wholesalers, sommeliers, 
hoteliers and restaurateurs a 
spectacular choice of wines, 
spirits, liqueurs, beer and other 
beverages. Last year, the fair 
covered an exhibition area of 
16,627 square metres and 
attracted 1,067 exhibitors and 
19,418 buyers.

ASEAN SOLAR + 
ENERGY STORAGE

14 & 15 NOVEMBER 2017
MANILA, THE PHILIPPINES
www.aseanenergystorage.com

A
SEAN Solar+ Energy 
Storage Congress & 
Expo 2017 is the 

largest congress focusing on 
solar and energy storage market 
in ASEAN. Participants from 
governments, utilities, indepen-
dent energy producers, energy 
storage products manufacturers, 
consulting companies, associate 
as well as other related sectors 
are invited to discuss applica-
tions, opportunities and 
challenges for solar and energy 
storage development in the 
ASEAN market.
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DESIGN     WRITING UTENSIL-INSPIRED SPEAKERS  

B
ang & Olufsen (B&A) has gone a step further with its speaker designs by paying homage to traditional utensils like pen 
and pencil. The collection mostly plays with silver and black to accentuate the contrasting dynamics of the two colours. 
Beolab 18, for example (picture) is also crafted from a pillar that you can choose from: walnut, oak or maple. The 
product can also be connected wirelessly with the television and the multi-room audio system, allowing its owner to play 
diff erent music in diff erent rooms simultaneously or same music in all rooms. It doesn’t just look smart, it is smart. 

GADGET      IPHONE X 

T
he iPhone X is one of the most anticipated gadgets of 2017. The new 
premium model diff ers from its previous predecessors in the 
sense that it is equipped with a face ID recognition rather 
than the touch ID, it has OLED Multi-Touch and HDR 
display, dual optical image stabilisation improved 

with depth sensing, portrait mode and lighting for front 
camera, and last but certainly not least, Animoji. It 
also comes in two colour options: Silver and 
Space Grey. While the front side is made 
out of a surgical grade stainless steel. 
To make the phone more study, 
the back has a glass slab over 
the aluminium allowing 
wireless charging. 

HEALTHCARE      SMART TATTOO INK

T
o those who have been wanting 
to get a tattoo but scared that it 
will jeopardise your health in 
any way, worry not anymore. 
Two postdoctoral fellows at 

Harvard Medical School have recently 
developed a bio-sensitive tattoo ink called 
“Dermal Abyss” that will be able to inform 
its wearer of their health conditions such as 
concentrations of glucose, sodium, and pH in 
skin cells by changing its colour in response 
to diff erent biomarkers. The team plan to 
integrate bar or QR code in the future so that 
people can just scan the tattoos using their 
phones and have access to their health data. 

BY 
AYURUHAIZA 

AYUB          
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ECO     EXHALE CHANDELIER  

A
s a continuation to his initial work Silk Leaf where he 
made an artificial leaf made of chloroplast and silk 
protein, Julian Merchiorri is now developing a “living 
chandelier”. The chandelier doesn’t just flaunts beauty 
but is also capable of absorbing carbon dioxide and 

releasing oxygen from its surroundings. 70 Silk Leaves will be used for 
each Exhale Chandelier and each petal is consisted of green algae that 
is given nutrient and water and lit by LED light, allowing it to mimic 
the biological process of photosynthesis. What we get: creation of an 
aesthetic design that can solve urban problem. 

ECOMMERCE      SNAP AND BUY

T
arget and Pinterest have now collaborated to 
ease customer experience by integrating 
Pinterest’s Lens function into Target own 
apps. This new visual search option means 
that customers can buy items by snapping its 

picture and Target will find them something similar to the 
desired product in store. The hunt for perfect products is 
less exhausting. 

WEARABLE      HIGH PERFORMANCE COTTON BAGS

C
arrying bags just got cooler thanks to QWSTION. The Swiss 
brand recently partnered up with ECAL university students to 
create ten items that are water and windproof using a new 
sustainable lightweight material called CottonShell. Interestingly, 
CottonShell has a unique composition that allows it to handle 

strong weather conditions without the use of any coating. Apart from bags that 
comes in diff erent sizes and for various purposes, QWSTION also designed a 
poncho raincoat that is integrated in the bags, shoe protector and umbrella 
using the same material. 

APP    MOVIE DISCUSSION 
     WITHOUT SPOILERS 

T
V Yapps is a television streaming application 
that allows its users to discuss movies and 
dramas without revealing any spoilers. 
Unlike many sites where a user can see 
other people’s comments, TV Yapps’s 

customers will only be matched with those who have 
watched the same amount of drama or as updated as they 
are. Users can also see and join the chat group of their 
favourite drama. 

Your friends won't receive any
messages until they're caught up!
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BY 
BAKER 
TILLY 

T
he 2018 Malaysian Budget was 
presented by the government on 
27 October 2017. The theme of 
Budget 2018 was “Prospering an 
Inclusive Economy, Balancing 
between Worldly and hereafter, 
for the Wellbeing of Rakyat 
(people of Malaysia) and towards 
the TN50 Aspiration”. 
        This Budget was touted 
as an “election budget” with 
an emphasis being placed on 
being people-centric at a time of 
economic struggles and income 
disparity for the people of 
Malaysia, particularly the lower 
and middle-income groups.

ALLOCATIONS FOR SMEs Initia-
tives to boost the SME sector were 
included in the Budget proposals, 
not in the form of tax incentives or 
reliefs but in the nature of alloca-
tions totalling approximately RM9 
billion. These comprise:
 Skim Jaminan Pembiayaan
Perniagaan (SJPP) for working 
capital support and for the 
services sector of RM7 billion.
 Government-guaranteed loans
to assist SMEs to automate 
production with an allocation of 
RM1 billion.
 RM1 billion Shariah-compliant
SME Financing, which is a 
scheme off ering an interest rate 
subsidy of 2%.
 Soft loans, grants and training
programs under SME Corp (RM 
200 million).
 Halal industries and products
under various agencies with 
funds totalling around RM82 
million.

Other than initiatives for SMEs, 
other main tax proposals of the 
Budget are: 

CORPORATE TAX Of note is the 
commitment made in the Budget 
announcement to fulfil the Organ-
isation for Economic Coopera-
tion and Development (OECD) 
Base Erosion and Profit Sharing 
(BEPS) Action Plan Initiatives. 

        This is accompanied by 
Malaysia being party to several 
forums that will cover harmful tax 
practices, mutual administrative 
assistance, multilateral 
agreement on country-by-country 
reporting, common reporting 
standards, automatic exchange of 
information protocols, etc.
        Another significant 
announcement made was that 
of the adoption of the OECD’s 
Earning Stripping Rules (ESR) 
eff ective 1 January 2019. 
        Under the ESR, interest 
deduction on loans between 
related companies within the 
same group will be limited to 
a ratio of between 10 per cent 
to 30 per cent of earnings of a 
company, with detailed rules to 
be made known in due course. 
        The ESR will replace and 
supersede previous attempts to 
introduce thin-capitalisation rules 
in Malaysia designed to counter 
excessive tax deductions being 
claimed via high-gearing levels.
        Other corporate tax 
proposals include: 
 To promote Malaysia as a
preferred investment 
destination, the application for 
Principal Hub tax incentive will 
be extended for another 3 years 
until 31 December 2020.
 Investments in new 4 and 5-star
hotels in Peninsular Malaysia, 
Sabah and Sarawak will 
continue to enjoy Pioneer Status 
or Investment Tax Allowance in 
respect of applications received 
by the Malaysian Investment 
Development Authority (MIDA) 
before 31 December 2020.
 The income tax exemption of
100% given to tour operating 
companies on their statutory 
income derived from the 
business of operating tour 
packages within Malaysia 
participated by not less than 
1,500 local tourists annually, 
and tour packages to Malaysia 
participated by not less than 750 
foreign tourists annually, will 
be extended for another 2 years 
until year of assessment 2020.
 To promote the medical tourism
industry, the existing incentives 
for medical tourism companies 
by way of tax exemption on 
statutory income equivalent 
to Investment Tax Allowance 
of 100 per cent of qualifying 
capital expenditure incurred will 
be extended for another three 

years for applications received 
by Malaysian Investment 
Development Authority (MIDA) 
from 1 January 2018 to 31 
December 2020, subject to 
qualifying criteria.
 To promote growth in
healthcare services and establish 
Malaysia as a healthcare hub 
for foreign patients, income tax 
exemption on income derived 
from the export of healthcare 
services to foreign clients either 
in Malaysia or from Malaysia 
will be increased to 100 per cent 
of the value of increased export 
of services for applications re-
ceived by MIDA from 1 January 
2018 to 31 December 2020.
 To encourage the issuance
of Green Sustainable and 
Responsible Investments (Green 
SRI) sukuk grants, income 
tax exemption will be given 
to each recipient of the grant 
for applications received by 
the Securities Commission of 
Malaysia from 1 January 2018 to 
31 December 2020.
 To further promote fund
management activities globally, 
income tax exemption will 
also be given on management 
fee income received by 
fund managers managing 
conventional and Shariah-
compliant Sustainable and 
Responsible Investment (SRI) 
funds for 3 years from the years 
of assessment 2018 to 2020.
 Venture Capital initiatives were
also targeted for expansion of 
the incentives:

  The income tax exemption
available to Venture Capital 
Management Corporations 
(VCMC) on statutory income 
derived from share of profits 
received on investments made 
by a Venture Capital Company 
(VCC) will be expanded. 
        This includes income 
received from management 
fees and performance fees 
in managing VCC funds 
for five years, from years of 
assessment 2018 to 2022 
for applications received by 
the Securities Commission 
Malaysia from 1 January 2018 
until 31 December 2018, again 
subject to qualifying criteria. 
The VCC investment limits are 
also relaxed.

  Individuals or companies
investing into the VCC will be 
eligible to claim tax deduction 
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equivalent to the amount of investment made but restricted to RM20 
million per year for each company or individual.

 The current incentive for angel investors is due to expire in December
2017. To attract prospective investors to invest in companies, this 
incentive is extended to 31 December 2020.
 To further encourage care in society, a further tax deduction is given
on the salary paid to workers aff ected by accidents or critical illnesses 
that are certified by the Medical Board of Social Security Organisation 
(SOCSO). This comes into eff ect from the year of assessment 2018. 
This was previously only applicable to disabled persons.
 To strengthen the confidence of healthcare travellers in Malaysia,
double deduction will be given to companies providing dental and 
ambulatory services that are registered with Malaysia Healthcare 
Travel Council (MHTC) for expenses incurred in obtaining 
certification for quality systems and standards from the approved 
certification bodies, eff ective from year of assessment 2018.
 To encourage companies to remain competitive in the digital era and
adopt the latest technology, companies will be allowed to claim 20 
per cent initial allowance and 20 per cent annual allowance for the 
following capital expenditure incurred: 

  Expenditure incurred on the purchase of Information and
Communication Technology (ICT) equipment and computer software 
packages, eff ective from year of assessment 2017.

  Expenditure incurred on the development of customized software
comprising of consultation fee, licensing fee and incidental fees 
related to the software development, eff ective from year of 
assessment 2018.

 To continue to promote automation in the manufacturing sector, the
Accelerated Capital Allowance (ACA) of 100 per cent and Automation 
Equipment Allowance (AE) of 100 per cent on the first RM4 million 
for qualifying expenditure incurred on the purchase of automation 
equipment by a labour-intensive industry company (Category 1) will 
be extended for another three years for applications received by MIDA 
from 1 January 2018 to 31 December 2020, bringing it in line with 
Category 2 industries (i.e. other non-labour intensive industries).
 To encourage the manufacturing sector and its related services to
adopt advanced technology in line with Industry 4.0 initiative adopted 
by the Government, ACA and AE will be given on the first RM10 
million qualifying expenditure incurred in the years of assessment 
2018 to 2020. 

        They will be fully claimable within two years of assessment for ap-
plications received by MIDA from 1 January 2018 to 31 December 2020.

PERSONAL TAX The income tax rates for resident individuals are 
proposed to be reviewed as follows, from year of assessment 2018:

It is proposed that 50 per cent income tax exemption will be given 
in respect of rentals not exceeding RM2,000 per month for each 
residential home under a legal tenancy agreement between the owner 
and the tenant. 
        The exemption is given for a maximum period of three consecutive 
years of assessment, from the years of assessment 2018 to 2020.
        There will also be tax relief for savings contributions of up to 
RM6,000 deposited into the National Education Savings Scheme 
for purpose of financing tertiary education of children. This will be 
extended for another three years from the years of assessment 2018 

to 2020.
        To encourage women who 
have been on a career break for 
at least two years to return to 
the workforce, individual income 
tax exemption will be given on 
their employment income of up 
to 12 consecutive months for 
applications received by Talent 
Corporation Malaysia Bhd from 
1 January 2018 to 31 December 
2019. The tax exemption is 
eligible to be claimed in the years 
of assessment 2018 to 2020.

GOODS AND SERVICES TAX 
(GST) To streamline the GST 
treatment between federal and 
state government as well as local 
authorities, all supply of services 
made by local authorities will no 
longer be subject to GST. Hence, 
the local authority is not required 
to be a GST registrant. It will be 
treated as out of scope supply. 
        The eff ective date is to be 
determined by the respective local 
authority, either on 1 April 2018 
or 1 October 2018.
        In eff orts to enhance and 
inculcate a strong reading culture, 
all types of magazines, journals, 
periodicals and comics will qualify 
for zero rating.
        To encourage investment 
in new and modern assets for 
airline, shipping and oil and gas 
companies registered in Malaysia, 
GST relief is granted at the point 
of importation for big ticket items. 
These items include aircrafts, 
ships and oil rigs. 
        The tax relief will be eff ective 
from 1 January 2018, subject 
to the terms and conditions of 
approval to be stipulated by the 
Minister of Finance.
        Presently, the management 
and maintenance services 
provided by housing developers 
to owners of a residential building 
with strata title is subject to GST 
at 6%. 
        In eff orts to be consistent 
with the GST treatment accorded 
to joint management bodies and 
management corporations, the 
management and maintenance 
services supplied by housing 
developers will be treated as an 
exempt supply eff ective from 1 
January 2018.
        GST is relieved for 
importation of oil and gas 

related equipment under a 
lease agreement supplied to 
customers in the industry 
in Malaysia by entities in 
the Designated Areas i.e. 
Labuan, Langkawi and Tioman 
commencing on 1 January 2018. 
The list of goods and conditions 
will be stipulated in due course.
        In eff orts to boost the 
tourism sector in Malaysia, 
cruise operators will be given 
relief from paying GST on 
handling services provided by 
port operators in Malaysia for 
the period from 1 January 2018 
to 31 December 2020.
        Construction of school 
buildings and places of worship 
funded via donations will be 
relieved from payment of GST. 
This will apply to invoicing by 
the contractor after 27 October 
2017 (contract must also be 
signed after 1 April 2017) 
and is subject to application 
and approval by the Ministry 
of Finance (MOF) based on 
qualifying criteria.
        To ensure smooth and 
effi  cient management of appeals 
by aggrieved taxpayers for 
appeal against the decisions 
of the Director General of 
Customs, both judicial bodies 
i.e. Customs Appeal Tribunal 
(CAT) and GST Appeal 
Tribunal which were previously 
operating independently will be 
unified and heard by a single 
tribunal, CAT. This comes into 
eff ect from 1 January 2019.

STAMP DUTY Stamp duty 
exemptions are given on 
contract notes for trading of 
Exchange Traded Funds (ETF) 
and Structured Warrants (SW) 
by investors for instruments 
executed from 1 January 2018 
to 31 December 2020.
        The stamp duty 
exemptions on loan agreements 
and memorandums of transfer 
in respect of abandoned 
housing projects are extended 
for an additional three years to 
31 December 2020, in respect 
of the rescuing contractor 
and original purchaser. The 
projects need to be certified 
by the Ministry of Urban 
Wellbeing, Housing and Local 
Government.



way towards ensuring the Rakyat’s 
short- and long-term interests. 
        “The focus on building more 
than 385,000 aff ordable homes 
shows that the Government is 
taking firm steps to address 
head-on the challenge of home 
ownership for the lower-income 
group. Extending PR1MA’s step-
up financing scheme to private 
housing developers is also a 
laudable move towards facilitating 
home-ownership.”

UOB ECONOMIST JULIA GOH

B
udget 2018 outlines 
policies that target both 
near-term and long-term 

goals. 
With the 
coming 
14th 
general 
election, it 
was no 
surprise 
there were 

generous giveaways including 
personal income tax cuts for 
middle income earners, sustained 
BR1M cash aid, cash for the civil 
servants, minimum civil servant 
pensions, school assistance, 
aff ordable housing schemes, funds 
for various race groups, aid for 
rural sector and farmers, Felda 
settlers, and allocations for Sabah 
and Sarawak.
        “Alleviating the burden of 
higher cost of living and improv-
ing housing aff ordability remain 
a constant feature and part of 
the government’s people-focused 
policies. Aside from BR1M aid, 
there were higher subsidies for 
cooking oil, electricity, gas and 
toll, incentives for farmers and 
agropreneurs to produce foods, 
eff orts to shorten supply chains 
between producers and custom-
ers, and measures to enhance 
household disposable incomes 
through entrepreneurship.”

TALENTCORP CEO 
SHAREEN SHARIZA ABDUL GHANI

T
alentCorp welcomes the 
Government’s an-
nouncement for Budget 

2018, which puts special 

emphasis 
on human 
capital 
develop-
ment, 
particu-
larly 
women, 
and its 

plans toward nation building. We 
remain focused in developing 
Malaysia’s talent landscape 
through attracting, nurturing and 
retaining skilled talent in the 
country.
        “We support the announce-
ment of 2018 as Year of Women 
Empowerment, as part of the 
Government’s eff ort to enhance 
the contribution of women in the 
workforce. The individual income 
tax exemption on income earned 
within 12 months for women’s 
re-entry into the workforce is in 
line with TalentCorp’s Career 
Comeback Programme. This will 
be a strong contributor to the 
nation’s Female Labour Force 
Participation Rate (FLFPR) target 
of 59 per cent by 2020.”

MASTER BUILDERS ASSOCIATION MALAY-
SIA (MBAM) PRESIDENT FOO CHEK LEE 

A
ll the announced 
infrastructure spending 
means that the 

construc-
tion 
industry 
will 
require 
enough 
manpower 
to 
complete 

projects on time and on budget. 
There should be a realistic 
understanding that construction 
industry needs workers to fill in 
the demand-supply gap for 
manpower in the construction 
industry. As such, MBAM hopes 
that the policy with regards to the 
employment of workers can be 
looked at in a holistic manner so 
that the aspiration  of both the 
public and the private sector can 
be satisfied.
        “However, MBAM appreci-
ate the increase of budget on 

the Technical and Vocational 
Education and Training of RM4.9 
billion, which will increase the 
number of local skilled workers, 
productivity and reduce the de-
pendency on the foreign workers.”

AJ PHARMA HOLDING EXECUTIVE 
DIRECTOR SELVAM RAMARAJ

T
he government’s 
allocation of RM27 
billion towards quality 

public 
healthcare 
services 
will spur 
the 
nation’s 
progress 
towards a 
better, 

more effi  cient and equitable 
universal healthcare system. The 
comprehensive focus on enhanc-
ing medical supplies, upgrading 
medical facilities and infrastruc-
ture across the country, investing 
in the latest medical equipment, 
boosting healthcare service 
delivery and creating a medical 
aid fund for underserved 
communities are positive steps 
in revitalising our public 
healthcare sector. 
        “Beyond medical interven-
tions, we laud the government’s 
allocation of RM30 million for the 
Healthy Community Nation Em-
powerment fund. Furthermore, we 
are pleased with the government’s 
allocations such as RM50 million 
for haemodialysis assistance and 
RM10 million for the treatment of 
rare diseases as this will encour-
age the industry to sustain and 
pursue further investments.”

DHL EXPRESS MALAYSIA AND BRUNEI 
MANAGING DIRECTOR CHRISTOPHER ONG

W
e are encouraged by the 
RM83.5 million 
allocated in the budget 

for the 
first phase 
of the 
Digital 
Free 
Trade 
Zone 
(DFTZ) 
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WHAT THEY 
SAY… M

alaysia’s Budget 2018 has been tabled by Prime Minister Datuk Seri Najib Razak. It is an 
expansionary budget with an allocation of RM280.25 billion, an increase of RM19.45 
billion or 7.45 per cent more than the allocation for 2017.
        Here are some comments from government offi  cials, industry players and 
professionals on the Budget. 

AMBANK GROUP CHAIRMAN 
TAN SRI AZMAN HASHIM

W
e appreciate the 
Government’s eff orts to 
ensure the 2018 Budget 

will be 
inclusive, 
respon-
sible and 
compre-
hensive 
towards 
achieving 
sustainable 

economic growth by taking into 
consideration of the interests of all 
groups in the country as the 
citizens of Malaysia.
        “We applaud the 
Government’s priority to continue 
focusing on providing quality 
healthcare services and civil 
servants. Paddy farmers, farmers, 
small holders, fishermen and 
others in the agriculture are also 
given attention with measures that 
will help alleviate the decline in 
income from the weak commodity 
prices.
        “The 2018 Budget focus on 
empowering human capital which 
is a critical factor for the future of 
the nation. Towards this, empha-
sis is to intensify higher education 
and strengthen the technical and 
vocational education. These ef-
forts will help improve the overall 
effi  ciency as well as flexibility of 
the labour market.” 

CIMB GROUP CHIEF EXECUTIVE 
TENGKU DATO' SRI ZAFRUL AZIZ

B
udget 2018 reflects the 
Government’s sensitivity 
towards the Rakyat, 

through 
caring yet 
practical 
policies, 
particularly 
for the B40 
and M40. 
Focus on 
bread-and-

butter issues, like reducing income 
tax for the lower income group, 
increasing assistance for basic 
food and transportation items and 
providing more allocation for 
aff ordable homes will go a long 
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oped 
digital 
economy 
through 
targeted 
initiatives 
such as the 
Malaysian 
Digital 

Policy. The upgrading of smart 
manufacturing facilities and 
Futurise Center in Cyberjaya 
reflect the government’s sustained 
commitment to invest and support 
the industry as it continues 
progressing to the next level.
        “Gartner is forecasting a 6% 
growth in technology spending 
for 2018, putting Malaysia ahead 
of most Asia Pacific countries. 
With the initiatives announced 
in Budget 2018, Gartner is 
confident that Malaysia is on the 
right track towards become a 
fully digitised nation.”

TREND MICRO MALAYSIA MANAGING 
DIRECTOR GOH CHEE HOH

T
he measures to 
strengthen Malaysia’s 
commitment to the 

DFTZ will 
further 
invigorate 
the 
country’s 
e-com-
merce 
industry 
and enable 

local businesses to capitalize on 
the opportunities from the 
internet economy and cross-bor-
der activities.
        This is also in line with 
Trend Micro’s continuous 
investment of resources and 
eff orts in supporting this digital 
transformation growth in 
Malaysia.
        “With more Malaysian 
businesses making the shift to 
online and digital platforms, 
their exposure to vulnerabilities 
remain omnipresent. There 
is exponentially more data 
generated and shared across the 
ecosystem between partners, 
customers and the organisation. 
Balancing the opportunities of 
potential market growth while 
keeping security issues in check 
becomes more important 
than ever.
        “Businesses and the public 
alike must continue to be aware 
of the evolving security threats, 
especially in light of an increase in 
worldwide ransomware attacks.”

LAZADA MALAYSIA 
CEO HANS-PETER RESSEL

A
s the number one online 
shopping and selling 
destination in Malaysia, 

we are 
committed 
in 
supporting 
our local 
SMEs and 
helping 
them build 
their 

e-commerce businesses. Through 
our #EveryoneCanSell pro-
gramme, sellers will enjoy full 
access to e-commerce training, 
easier business registration, 
enhanced internet connectivity 
with online tools and solutions, as 
well as financial support through 
loan financing and exclusive 
merchant accounts. We hope to 
boost SMEs’ capabilities when 
they capitalise on #EveryoneCan-
Sell’s holistic digital ecosystem, so 
they remain competitive online.
        “Budget 2018 not only 
underlines e-commerce as a 
primary driver towards Malaysia 
becoming a fully developed digi-
tal economy, but also digitalise 
the country as a whole in prepa-
ration for the coming Fourth 
Industrial Revolution.”

INTERNATIONAL DATA CORPORATION 
(IDC) ASEAN MANAGING DIRECTOR 
SUDEV BANGAH

W
e expect initiatives 
announced under the 
strategic Thrust 6 – 

most 
notably 
under 
DFTZ and 
Industry 
4.0 to 
have the 
most 
impact on 

SMEs. This helps to create a 
tangible and workable ecosystem 
that SMEs can strive towards 
achieving, while feeding into a 
segment that requires support to 
be successful.
        “Allocations in 
eUsahawan will help to 
encourage the emergence 
of entrepreneurs and bring 
more of them to the fore. This 
initiative driven by MDEC 
will definitely be a solid 
focus for 2018, and IDC truly 
believes that it is timely that 
such initiatives are introduced 
– and if executed correctly, 

will have that positive impact 
that can drive the Malaysian 
SMEs and entrepreneurs to 
more prominence in the 
near future”

INSTITUTE OF STRATEGIC AND 
INTERNATIONAL STUDIES (ISIS) MALAYSIA 
DIRECTOR FIRDAOS ROSLI 

A
s far as the M40 is 
concerned, the budget 
is addressing the 

whole 
idea of 
the rising 
cost of 
living and 
its eff ect 
on the 
group. It 
is also 

addressing the idea of home-
ownership by introducing 
something diff erent on the 
rental side, so the budget is 
proposing a 50% tax exemption 
on rental income received by 
resident individuals not 
exceeding RM2,000 per month.
        “That’s something new. We 
had the Rent Control Act 1966 
but that was repealed. I don’t 
think the government is going to 
do down that line but addressing 
the need for rental space is a 
good move.” 

PRICEWATERHOUSECOOPERS PERSONAL 
TAX DIRECTOR LIM PHING PHING

I
n reducing tax rates 
for the RM20,000 to 
RM70,000 bracket, I 

think it’s 
very 
much in 
line with 
our 
expecta-
tions of a 
down-
ward 

trend, particularly for the B40 
and M40 categories. This eases 
the pressure because it increas-
es disposable income due to 
rising living costs and it 
eliminates 261,000 individuals 
from the tax pool.
        “So it eases the administra-
tive process for the government as 
well as the B40 and M40 groups. 
So now a portion of Malaysians 
are only paying goods and ser-
vices tax (GST).” 

that is expected to further boost 
the growth of local SMEs. This 
serves as a great opportunity for 
SMEs to expand abroad and tap 
into regional markets in addition 
to creating strategic partnerships 
with key organisations such as 
international trade facilitators.
        “Logistics is one of the 
most important aspects to help 
companies scale internationally 
and our commitment in 
continuously providing this 
support remains steadfast. We 
believe that Budget 2018 is a 
good step forward in increasing 
the opportunities for local 
businesses and gives way for the 
logistics industry to contribute in 
preparation for the coming Fourth 
Industrial Revolution.”

CISCO MALAYSIA MANAGING 
DIRECTOR ALBERT CHAI

W
ith the measures under 
Budget 2018, Cisco 
believes that Malaysian 

manufac-
turers will 
be better 
positioned 
to 
capitalise 
on the 
upcoming 
opportuni-

ties brought upon by digitisation. 
In its nascent stage, the combina-
tion of tax reliefs and grant 
allocation Smart Manufacturing 
facilities will incentivise more 
manufacturers to adopt new 
technologies such as automation, 
Big Data Analytics and robotics.
        “Digital innovation will 
shape the next wave of economic 
development in this country. But 
at the heart of this transformation 
is the people. I am particularly ex-
cited about the various measures 
aimed at developing a workforce 
that is future-ready. Of particular 
interest is the RM250 million 
allocation to educate the National 
Transformation 2050 (TN50) 
generation which encompasses 
the setting up of Science, Technol-
ogy, Engineering and Mathemat-
ics (STEM) centres and improving 
Computer Science modules, 
including Coding programmes.”

GARTNER RESEARCH VICE PRESIDENT 
TERVINDERJIT SINGH

W
ith the announcements 
made in the Malaysia 
Budget 2018, we see an 

increased emphasis on preparing 
the nation to become a fully-devel-
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L
ong before the word ‘disruption’ becomes 
fashionable, one man has been disrupting an 
entire industry, single-handedly. The year was 
1947. And that man is Ingvar Kamprad, 
founder of IKEA, and who must have then be 
the most hated man in the furniture industry. 
        While he may not be a household name, 
the company that Kamprad founded certainly 
is. IKEA is the top home furniture retailer in 

the world, with over 180,000 employees working in its 400-plus stores, 
and annual revenues in excess of $35 billion euros. Indeed, next to 
the Bible, the annual IKEA catalogue is the most widely distributed 
publication in the world. From his humble beginnings in the south of 
Sweden, Kamprad has used his entrepreneurial drive to become one of 
the richest man in the world, with a net worth of $50 billion. 
        Ingvar Kamprad was born on 30 March 1926 in the small village 
of Agunnaryd, Sweden and raised on a farm called Elmtaryd. In 1897, 
Kamprad’s grandfather had killed himself with a gun when he realized 
that he could not pay the mortgage on their family farm. Through a 
combination of sheer willpower and hard work, it was Kamprad’s 
widowed grandmother who would save the farm from bankruptcy. This 
was a lesson that would come to have a profound impact on Kamprad’s 
life in later years. However, the lesson was not an immediate one for the 
young Kamprad. 
        Because he was always reluctant to wake up early in the morning 
and help his father milk the cows, Kamprad’s parents worried their son 
would not amount to much. “You sleepyhead!” his father would say. 
“You’ll never make anything of yourself!” However, that all changed 
when Kamprad received an alarm clock for his birthday. “Now, by 
jimmy, I’m going to start a new life,” he said with determination. 
Kamprad began setting the alarm for 5:50am every day, and removed 
the ‘off ’ button. This was a major turning point in the young Kamprad’s 
life; he began to focus on achievement rather than sleep. 
        Kamprad’s aptitude for entrepreneurship was evident at an 
early age. Before he had even turned ten years old, Kamprad had 
discovered that by buying matches in bulk from Stockholm, he could 
sell them at higher prices in his own hometown, thus realizing a small 

profit. He would then invest whatever earnings he had made into 
expansion; from fish to seeds to Christmas tree decorations, Kamprad 
began to branch out. 
        When Kamprad was 17 years old, his father gave him a cash 
reward for doing so well in school. Kamprad took this money and 
created his own small company, which he would call IKEA. The name 
was a combination of Kamprad’s initials (I.K.) and the first letters 
of the farm and the village where he had grown up, Elmtaryd and 
Agunnaryd. Initially, the company continued to focus on the smaller 
products Kamprad had begun with, primarily bidding for contracts to 
supply pencils. 
        Soon, the company was expanding into wallets, watches, 



jewelry and stockings. Within five years of starting up, Kamprad had 
outgrown his ability to call customers individually. He decided to 
launch a mail order operation, and sent out his products with the local 
milk van’s daily rounds. 
        It was in 1947 that Kamprad would hit upon a product so 
successful that it would come to revolutionize not only IKEA, but also 
the industry as a whole. 

THE DISRUPTION “It is our duty to expand,” said Kamprad. “Those who 
cannot or will not join us are to be pitied…A glorious future!” 
        In 1947, Kamprad decided to purchase an abandoned factory and 
begin production of a line of furniture. In order to keep his costs down, 
Kamprad used local manufacturers in the forests close to his home to 
supply his goods. The furniture was such a hit that in 1951, Kamprad 
chose to discontinue all his other operations and product lines and to 
focus solely on furniture. He believed that his company could become a 
furniture provider on a larger scale. 
        Over the next few years, IKEA become embroiled in a pricing 
war with its main competitor. As both companies continued to lower 
their prices, Kamprad become concerned about preserving quality. In 
1953, Kamprad came up with a solution to this problem in the form 
of a showroom. IKEA’s first furniture showroom opened in Älmhult 
to much positive response. For the first time, customers could 
actually come face to face with the products before ordering them, 
allowing them to make their purchasing decision based on first-hand 

W
hat else could I do 
at my age?” 
Kamprad asks. 
“Grow tomatoes in 

an allotment behind the house? 
I don’t know how to do 
anything apart from sell 
furniture. I am your classic, 
specialized idiot.” From one of 
the most remote, poverty-
stricken corners of Sweden to 
becoming one of the world’s 
richest men, Kamprad broke 
the rules of retail when he 
created IKEA. And, it worked. 
Just how did Kamprad do it?

HE MET A NEED “The word 
impossible has been and must 
remain deleted from our 
dictionary,” says Kamprad. 
When others said it couldn’t be 
done, Kamprad went and did it. 
From building quality furniture 
for less than it was ever thought 
possible to making products 
fit with ease in the trunks of 
customers’ cars, Kamprad 
listened to what the customer 
wanted and set out to meet that 
demand. 

HE SET AN EXAMPLE “Simple 
routines have a greater impact,” 
says Kamprad. “It is not just to 
cut costs that we avoid luxury 
hotels. We do not need fancy 

cars, posh titles, tailor-made 
uniforms, or other status 
symbols. We rely on our own 
strength and our own will!” 
Whether it’s biking around 
town or sharing an offi  ce 
with his colleagues, Kamprad 
embodied the kind of leader he 
wanted all his workers to be. 

HE USED HIS TIME WISELY 
“Happiness is not reaching 
your goal,” says Kamprad. 
“Happiness is being on the 
way. It is our wonderful fate 
to be just at the beginning.” 
Kamprad was never one to sit 
still. From selling matches at 
the age of five to scouring the 
world for new markets to enter, 
Kamprad used his time to the 
best of his abilities. 

HE MADE MISTAKES “Making 
mistakes is the privilege of 
the active,” says Kamprad. “It 
is always the mediocre people 
who are negative, who spend 
their time proving that they 
were not wrong.” From his 
teenage years in to adulthood, 
Kamprad was not afraid to 
make mistakes. Some he 
regretted, some he didn’t, 
but he took the opportunity 
to learn and improve from 
them all. 

HE CARED FOR HIS 
COMMUNITY Whereas 
companies such as Nike and 
McDonald’s come under 
heavy criticism for cultural 
imperialism, IKEA seems to 
fall beneath the radar. This 
is due in large part to its 
policies that appear to oppose 
the principles of greed and 
waste. Kamprad has made a 
deliberate eff ort to make his 
company one that not only he 
can be proud of, but so too can 
its workers and its customers. 
        Kamprad’s career has 
not been without its contro-
versy. But, it is in surviving 
the tough times that Kamprad 
has distinguished himself as 
one of the most savvy and 
successful entrepreneurs of 
our time. He maintains an 
integral role in what has now 
become one of the largest pri-
vately held companies in the 
world. On the future of IKEA, 
Kamprad says, “I don’t think 
any of my sons are capable of 
running the company, at least 
not yet.” Time will tell how 
IKEA fares down the road, 
but one thing can be said for 
certain of its past – it had one 
of the most successful runs of 
any company in the history of 
the world.
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experience. It was a gamble that paid off  for IKEA as people flocked 
to the showroom in droves. 
        Two years later, IKEA would run into trouble. Under pressure 
from its competitors, IKEA’s suppliers began to boycott the company. 
In response, Kamprad would make a decision that would forever change 
the company; from now on, IKEA was going to design its own furniture. 
When one IKEA employee decided to remove a table’s legs so it would 
fit securely into a car, the company would again be revolutionized. After 
that point, IKEA began to orient itself towards design for flat packaging. 
The result of this was both lower prices and easier transportation home. 
        In the coming decade, IKEA would continue its expansion, opening 
its first stores outside of Sweden. As increasing numbers of people 
showed up to store openings, Kamprad decided to change the layout 
of his stores to a warehouse style, allowing people to serve themselves. 
Denmark, Switzerland, Germany, Australia, Hong Kong, Canada, 
France, Russia, and the U.S. – one by one, IKEA expanded into each of 
these countries, creating a cult-like following wherever it went. 
        Today, Kamprad is no longer in charge of the day-to-day 
operations of running the company, but IKEA remains in the hands of 
his family. He has refused to take the company public for fear that it 
will slow the decision-making process that has enabled its growth over 
the decades. 
        Until that time, it is likely that this company whose stores received 
over 2 billion visitors worldwide in the last fiscal year will maintain its 
position as the global industry leader. 

KAMPRAD’S 
GUIDE TO 
SUCCESS
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s the market continues to consolidate and 
brick and mortar businesses continue to 
evolve to meet new competitive demands, 
some budding entrepreneurs might think 
that to open a hardware store in today’s 
market is a bridge too far. 
        However, opening a store now is no 
harder than it was before large format 
hardware stores entered the marketplace. 
The requirements of operating the busi-
ness is more or less the same and there is 
the opportunity of leveraging on e-com-
merce platform to diversify sales channel. 
        By getting the basics of doing busi-
ness right and providing excellent after-
sales service to secure returning custom-
ers, a new hardware business will build up 
strength to compete in the market.
        CT Hardware is an example of 
a hardware business that has grown 
and evolved to suit the challenges of 
the market. 
        Managing director Seen Chia Toong 
said that CT Hardware started as a small 
retail business in SS2, Petaling Jaya back 
in 1979. “We have been serving both 
the local community (B2C) as well as 
supporting smaller businesses such as 
contractors (B2B) around us. 
        “Today, with over five branches 
located within the Klang Valley and an 
online presence through our cthardware.
com website, we're catering to a wider 
range of customers be it a carpenter in 
Miri in East Malaysia to a confectionery 
factory in Alor Gajah, Melaka.”
         He pointed out that CT Hardware’s 
main bread and butter is the sales of 
power tools and construction machinery. 
However, branch outlets of the business 
are more-or-less specific to cater to the 
needs of the community that they serve.
        “For example, our oldest CT2 branch 
located along Old Klang Road caters 
more towards the surrounding small 
and medium-sized industries including 
automotive workshops. Meanwhile, 
our CT1 branch, despite also catering 
to contractors, is slightly more targeted 
towards D.I.Y. users with domestic water 
pumps and pressure washers,” he added.
        Speaking on the impact of the 
growing D.I.Y. trend in Malaysia, he 
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here is opportunity everywhere for 
independent hardware store operators 
to build great hardware off ers. 
However, it is important to deliver on 
what the market demands consistently 
off er on what you can do for your 
customer every day.
        As retail and wholesale hardware 
expert Kevin Carr pointed out, many 
tools exist right now to make creating 
a great independently owned hardware 
store easy. He gives five points that new 
hardware store entrepreneurs should 
consider when developing their store:

1. KNOW YOUR CUSTOMER It is 
important for a hardware store to 
provide the off er customers want when 
they are looking to purchase products. 
What does your customer look like and 
where does he shop now? What choice 
of businesses does he have to purchase 
from when is he is ready to buy? What 

store does it best now?
        The most successful stores are placed 
to effi  ciently provide a solution to every 
customer need. These stores excel in 
providing a superior off er to a selected 
audience. They never say no to a customer 
but they “say yes” better to their chosen 
customer than the competition.

Hardware store operators need to 
consider these:
1. Who is your target customer? 
2. Is there enough of them in your area? 
3. How can you create more of them?

In the changing market of hardware retailing, 
choosing the customers you decide to serve 
is more important than ever. Deciding to 
serve trade customers means your business 
will be diff erent if you decide to serve the 
DIY market. 
        The design of your store will be 
diff erent and the weight of stock you have 
in store and by category should reflect the 
audience you want to attract to your store.
        Many stores today are growing their 
business substantially by creating “step 
change” in what they deliver in their off er 
every day. The most successful stores 
have executed a plan that is customer led 
and have grown their market share by 
meeting the intrinsic needs of their chosen 
customer more effi  ciently and eff ectively 
than the competitors. 
        This step change is evident in everything 
they do and everything the customer 
perceives they can deliver for them. The 

said that while the home hobbyist segment 
or D.I.Y.-ers is growing, it’s still a very 
small segment of the market. However, CT 
Hardware is targeting the through its CT blog. 
        “Apart from our CT Blog initiatives, we 
have also partnered with Fabbritory, a young 
start-up with the same goals of educating and 
empowering the public to be more hands-on. 
        “The goal of the CT Blog is to make the 
information available at customers’ disposal 
to help them make informed decisions on 
their tool purchase. Similarly, we also include 
contents on new product launches, events as 
well as any updates to products or warranties 
with hopes of making the industry more fun 
and interesting,” he explained.
        The blog approach adopted by CT 
Hardware is a useful customer engagement 
strategy. It not only builds communication 
between the business and customers, but 
also provides added-values to attract and 
retain customers. 
        Over the last four decades, CT Hardware 
has seen a diff erence in their customers and 
consumer’s behaviour that evolves with the 
ever-changing pace of technology, said Seen.
        “As such, we are digitalising our services, 
such as having more detailed information of 
a specific tool on our website, to enhance 
the customer experience and reach a wider 
customer base especially those from other 
states including East Malaysia,” he explained.
        According to Seen his family business 
registered its website domain (cthardware.
com ) back in the 1990s, but back then the 
site was mostly just to inform our customers 
on store location and company profile, as 
well as the typical “who we are” and nature 
of business information. 
        The website was revamped in 2010 
with a focus on e-commerce catering to both 
end-users and corporations. “We're proud to 
say that over the last seven years, our website 
has seen some major revamps with an ever-
growing product range from our vendors. 
        “It even features bundled packages and 
promotions. Customers may also choose to 
purchase online and collect their products 
at our branches for faster turn-around time,” 
sad Seen. 
        He said that the deliveries of larger 
machines are typically managed by CT 
Hardware’s in-house logistics team, while 
for outstation deliveries and smaller items 
are delivered by third-party logistics 
(3PL) companies.
        “At CT Hardware, we feel that doing 
business should be more about adding value 
for our customers. It’s no diff erent from what 
my father did when he started the business a 
little less than 40 years ago. If you start with 
this mentality, your business will be successful 
regardless of the industry you’re in.
        I personally feel that all businesses, 
regardless of industry, should operate from 
the angle of doing more with less to achieve 
greater effi  ciency.

T

ABOUT CT HARDWARE
C

T Hardware started out very much like most 
traditional brick and mortar business back in 
1977 spurred by the vision of its founding 
father, Seen Yew Weng. He saw a niche in the 

market to supply building materials to contractors spurred 
by the country’s growth in the late 1970s. 
        The company started selling power tools eight years 
later and when the global financial crisis hit in 1987, CT 
Hardware transitioned from selling building materials to 
hardware and machinery.
        Now the business is mainly manged by the founder’s 
son, Seen Chia Tong.

STARTING AN 
INDEPENDENT 
HARDWARE STORE
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solutions they off er are tangible for the 
customer to see and are part of the physical 
evidence of the store’s off er.

2. HAVE A BUSINESS PLAN: DESIGNING THE 
OFFER. Every store should have a plan and it 
is critical you have one when you start your 
business. You need a good team around you 
to help develop a budget to finance your 
business. It is also important that you spend 
money on the specific things that will drive 
competitive advantage. 

Your team should help you consider the 
following:
1.  What amount of money you will need to

start your business?
2. What will be the return on your

investment? What is your projected profit 
for the near term?

3. What will be your cash flow 
(monies in and monies out)?

4. What is your break-even point?

Once you have theses basics of your plan, it is 
important that you formulate the rest of your 
plan around what you want to deliver to your 
customer. Creating a customer led process 
is important to ensure success. Ask yourself 
the question – why would customers shop at 
my store? 
        Once you can answer this question very 
clearly, you can formulate what your value 
proposition will be. This will be the key to you 
creating sustainable competitive advantage. 
Given the Hardware sector is high in customer 
engagement, Independent store owners can 
create some real advantage over their large 
format store competitors. 
        Your customers will decide your success. 
Make sure you plan on providing the best solu-
tion to their hardware needs in your business.

3. CREATE AN ATTRACTIVE OFFER The best 
retail formats are memorable for customers 
and have a clear value proposition 
delivered consistently throughout all their 
customer contacts. 
        The individual daily activities conducted 
in your store are the experiences your 
customers receive from your business and 
ultimately build your brand in your customers 
mind. These tangible deliverables, these 
moments of truth are crucial to your success.
        As discussed earlier, your value 
proposition has been determined through the 
business planning process. It is important that 
you deliver tangible aspects of this every day 
in your entire store off er so your customers 
understand what you stand for. One aspect of 
this is the amenity of your store.
        Saving funds by providing a less than 
modern experience to your customers is a false 
economy. Do not use second-hand fixtures or 
fittings and do not accept poor merchandising 

standards in your business when you are 
building your hardware store. 
        Think about what you want to deliver to 
your customer every day. The decisions you 
make should revolve around providing better 
value and choice for your customers. 

Consider how you deliver these things in your 
store right at the outset:
1.  Width and depth of range assortment, 

either real or perceived;
2. A consistent price policy;
3. The perception of delivering superior

customer service (your people and/or 
processes)

4. Regular and consistent advertising to
emphasise the key elements the business 
has to off er;

5. Convenience and ambience. Ease of
establishing product selection, parking, 
payment points, amenities, site access, 
trolleys, clear directional signage – the total 
shopping experience. 

4. MANAGE YOUR CASH FLOW It is important 
that pay your bills when running a business. 
Your suppliers will support you more if 
they feel secure in their dealings with you. 
Suppliers need strong retailers to grow their 
businesses and they will partner with the best 
to ensure their success. 
        Independent store owners are always 
looking for more from the major suppliers they 
deal with. Leveraging your volume to achieve 
this can have adverse eff ects on your ability to 
meet your obligations within the cash to cash 
cycle of your business. 
        It is important to analyse every square 
centimetre of your shelf space from your 
customer’s point of view and from a cost 
perspective for your store. The greatest cost 
in business is the cost of stock you purchase. 
Great stock control is the cornerstone of great 
cash flow management.
        Make sure you consider this aspect when 
you create the first range assortments of your 
store. It is vital that you off er your customers 
choice when they look at what you have to 
off er in each category of your store. 
        Creating a balanced off er will mean that 

you can cater for more solutions for your 
customer and have more opportunities for 
increasing your average sale. 
        You need to ensure you forensically look 
at your stock and see what solutions it delivers 
to your customers in the available space you 
have in your store. It is important that you also 
do this effi  ciently as this will create an extra 
cost for your store if it is done poorly.
        Local supplier representatives can be very 
helpful when you are creating your ranges, 
however it is important that hardware store 
owners should realise that the advice they give 
is from their own brand’s perspective. 
        Do you need every item in their range to 
serve your customer well? Your customers will 
want to get the best value and choice for their 
money and it important that you provide them 
with the best assortment of products as cost 
eff ectively as possible. 
        Seeking advice from a consultant in the 
industry that can give you broader advice is 
the best way to make sure the stock you hold 
will be eff ective in serving the audience you 
want to be loyal to your business. Planogram 
packages that are category specific and not 
supplier specific can save you when you build 
your ranges for the first time. 

5. CREATE A DIVERSE, COST-EFFECTIVE 
MARKETING PROGRAM How can you 
communicate what your store off ers every 
day eff ectively? What is it that you want to be 
remembered for by your future customers? 
        Many stores try to advertise their store 
through only one or two methods, but it is 
important that you think about how you build 
your own local brand in your marketplace 
and how much you can spend doing this 
consistently over time, not just for the launch 
of your store.
        Many stores still rely on the same 
advertising methods they used many years 
ago. What can you do for your store that will 
create new customers for your store every 
day whilst retaining customers as your store 
grows in the future? 
        Creating advertising that does this whilst 
increasing your average sale is important as 
this ensures you spend your money wisely. 
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AND SINGAPORE GENERAL MANAGER
KHOO HUNG CHUAN IS LENOVO MALAYSIA 

I
 
 
n the relentless pursuit of bigger margins, it pays to be first, fast, 
and economical. However, in this march towards ever-greater speed 
and effi  ciency, companies often overlook an important variable: the 
optimised workstation.
        Whether you design garments for fast-fashion retailers or assemble 
high-end industrial components, your success is highly dependent on 
effi  cient workflows that are powered by well-tuned workstations. 

        Nevertheless, workflows are frequently compromised by hardware that is out-of-date or not 
properly configured to actual needs.    
        Investing in hardware that runs faster and is properly configured will reduce project time 
scale and increase output. It ensures that your designs, renderings and final products are hitting 
the right development stage at the right time. 
        Ultimately, this timing is the diff erence in being first-to-market and being a laggard. It even 
saves money on the back-end through less need for overtime, and a happier and more engaged 
workforce. These savings are tangible and significant. 
        But the right solution doesn’t mean the most expensive solution. This misconception is what 
leads companies to making the wrong choice in the first place. There are three key factors you 
need to consider when evaluating a workstation solution. We call these the “Three Ps”:

PRIMARY PURPOSE: Workstations are designed with specific tasks in mind, which make certain 
products more suitable for certain industries. If you run an animation or special eff ects shop, then 
you need a base workstation that supports high-end visualisation and rendering speed. If you are a 
game developer or a product designer, you should also consider CPU clock speed. 
        Similarly, if you’re an engineer at an OEM, your machine should support 3D CAM 
visualisation needs and also be VR-ready. At the very least, however, your hardware should be 
ISV-certified and support multiple independent displays. 

PHYSICAL SPACE: Although workstation towers are getting slimmer and smaller each year, 
many companies still face space constraints, especially in densely populated cities like Hong 
Kong and Singapore. With that in mind, tech brands have unveiled two types of solutions to 
meet these needs: 

1)  miniature-chassis workstations that can sit in the palm of one’s hand, 
  yet also deliver big performance; and 
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2)  mobile workstations which can deliver
“tower power” from a laptop. Despite 
their size, there are no constraints to their 
functionality, with even some of the more 
demanding industries opting for small 
workstation solutions in recent years. 

PLANS FOR THE FUTURE: Are you expecting to 
close a deal that will require increased output 
in the coming years? Are you slowly divesting 
an existing product line? Does your business 
analyst foresee a trend that will re-shape 
consumer demand? 
        As with any capital investment, you must 
take into account where you expect your 
business to be in one, three or five years’ time. 
        As your company grows, your workflows 
must keep up in terms of speed and power. 
Not all workstations allow for future 
scalability. If you want maximum flexibility 
on a budget, consider a modular design for an 
all-in-one workstation.
        Although there are many factors that 
contribute to a company’s success, sometimes 
it is what we take for granted which are the 
most important. By taking short-cuts on basic 
capital expenses - like workstations - you will 
almost certainly pay the price at the back-end 
at a later date. It’s a false dilemma. Don’t fall 
for it. 

IN THIS AGE OF FAST-PACED 
HYPERCOMPETITION, INSUFFICIENT PC 
HORSEPOWER CAN BE THE DIFFERENCE 

BETWEEN SUCCESS AND FAILURE
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EXPLOIT VERTICAL INDUSTRY MARKET 
DYNAMICS All is not lost for technology 
providers. Many traditional IT industry players 
are well-positioned to cause disruption due 
to their large pool of technology talent and 
experience across multiple verticals.
        Traditional technology providers 
have some of the largest concentrations of 
technologists, and in many cases, work in 
diff erent industry verticals, which should 
provide them insight into areas that could be 
ripe for innovation. 
        Many of the ideas that impact entire 
industries have come from individuals 
who were not from that industry, but who 
understood technology. What industries or 
processes does your team have expertise in 
that is ripe for disruption?
        Uber and Grab is not a technology 
breakthrough, but a business idea that 
combines modern technology in a clever way 
to provide new value. This type of technology-
based innovation is fair game for all.

Gartner advises technology providers to:
1.  Develop a formal and urgent strategy to

look beyond your current business, and find 
opportunities to self-disrupt.

2. Analyse and explore beyond your own
industry boundaries, go-to-market models, 
customer segments, product categories, 
market metrics and competition for 
opportunities to develop disruptors.

3. Use a bimodal approach that allows you
to develop disruptors, while allowing 
for continued focus in the mainstream 
business. This may require spinning off  
a separate business unit to ensure that 
the traditional business doesn’t act as a 
brake. 

J
 
 
eff  Bezos didn’t work in retail before starting Amazon, and none 
of PayPal’s founders had worked in a bank. But, they invested in 
technology to create products that disrupted off erings from the 
traditional providers in those markets.
        Many industries and their products and services are under assault 
from disruptors. Ironically, traditional technology and service providers 
are among the best suited to launch high-tech ideas, but even they have 

lost out to new disruptors in extracting the most value out of technology.
        New technology providers that are digital businesses from the start are threatening the 
businesses of traditional providers. While the rising tide of technology use has lifted all tech 
companies and provided some growth, that masks long-term threats, and traditional players in the 
industry cannot aff ord to be passive.
        Gartner’s analysis of the largest publicly listed technology companies during the past five 
years shows that disruptors have grown much faster than traditional tech providers in valuation. 
Further, more of them are among the largest technology companies today than five years ago.
        Comfortable inertia with archaic business models, customer segments and competition 
in well-defined markets has resulted in traditional technology providers missing large new 
opportunities.

LOOK BEYOND YOUR CORE BUSINESS OR INDUSTRY Conventional wisdom about disruptors 
is that they are based on ideas from very smart and highly driven individuals. Think Steve 
Jobs, Facebook’s Mark Zuckerberg or on the enterprise side, Atlassian’s Mike Cannon-
Brooks. However, the reality is that high-tech disruptive ideas are created by both small and 
big companies.
        The innovations might originate within the company or be acquired from the outside. 
Google's creation of its own parent company, Alphabet, is a reaffi  rmation of its belief in 
technology based on disruption. 
        Alphabet will invest in many businesses in diff erent industries, and many of them rely on new 
technologies. Alphabet, Apple, Amazon and Alibaba are among a new class of conglomerates that 
have multiple businesses in various verticals, mostly relying on technology. 
        Disruptors are not one-hit wonders, but go on to generate new businesses across multiple 
industries or customer segments.
        While the industrial revolution led to industrial conglomerates, the “technology revolution” 
is leading to new technology conglomerates. This phenomenon shows that disruption can be 
systematically planned and achieved, even by established companies. GE, for example, aims to 
become a top 10 software company during the next few years.
        Disruptors use digital technologies to create innovative products or services in areas where 
there were none, or solve an existing problem in a radically diff erent way using technology. 

TECH PROVIDERS ARE PROBABLY BEST-
SUITED TO LAUNCH HIGH-TECH IDEAS, YET 

MANY HAVE LOST TO NEW DISRUPTORS.
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ou’re an entrepreneur. Compelled to compete. Desiring to dominate. 
Wanting to survive.
        Maybe you even want to leave a legacy and transform and influ-
ence an industry. That’s the ultimate goal only achieved by the elite few.
        These are the McDonalds for fast food, the Ubers of convenient trav-
el and the Apples of the mobile revolution. Start-ups that have changed 
business as we know it. But daring to dream is what makes us human.

        The stark reality is that to compete and dominate you need to obsess about where this fast-
changing world is heading. You can’t ignore reality any longer.
        So, what are smart entrepreneurs focusing on? You need to be digital to the core. 
But where do you start? As an entrepreneur and CEO, it starts with you.

YOUR MINDSET If you want to make a diff erence, it has to start with you. You need to “get” 
digital. This means immersion, focus and continuous learning.

Questions need to be asked:
  What are the best in your industry doing?
  Who is disrupting my market globally?
  What digital assets am I investing in today?
  Is my leadership team digitally aware?
  Do I know the key trends that are impacting business?
  Can I build a global virtual team and work from a home offi  ce?
  Are you innovating, designing and building products for a digital world?

If you don’t have answers to these then you are just playing at the edges. And you will be disrupted.

TEAM In the past the team you built needed to understand the essentials of business as it was and 
how it had been for the industrial age. But the new skill sets needed don’t sit with just process 
and management. The tech revolution, the rise of the web and the disruption of aff ordable smart 
phones have changed the game.
        Growing your teams and building Digital IQ is now necessary. Required. Demanded.
Business essentials haven’t changed but the tools have. The geek now needs to be the centre of 
the revolution.
        The Chief Marketing Offi  cer in the past needed to understand branding 101, find the right 
advertising agency and be a leader. But now he needs to be digitally savvy. A tech hugger.
Art and business now needs science.

INDUSTRY Industry borders used to be clear. Music was dominated by the big music producers. 
They controlled and owned the talent. They had the distribution
        Now a tech company built a platform. An intermediary got in between the producers and 
talent and the customer. They delivered a digital product globally at low cost and made it easy. 
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They also built an ecosystem. 1,000 songs in 
our pocket. Music anywhere anytime.
        Tech companies are disrupting banking. 
PayPal doesn’t have any branches. Just a digital 
platform. Can you evolve and make an impact 
that will change your industry?
        What does digital to the core need?
Apart from business skills, management and 
processes are two core areas you need to win 
at and optimise for digital as an entrepreneur.

PRODUCT AND MARKETING If you are a 
consultant or coach or knowledge industry 
entrepreneur. The questions you will need to 
ask look like this:
  Can I create a product that is digital and

deliver it without travel or showing up?
  Can I scale me?
  How do I automate tomorrow what I do

manually today?
  Can I add more value at a lower cost?
  Can I go global without a distributor?

MARKETING
Marketing and sales needed expensive 
infrastructure in the past. Retail outlets 
took years to build and enormous capital. 
It required sales people that got in cars and 
knocked on doors.
These tactics and activities won’t disappear, 
but they will be disrupted. It’s about digital 
addition.

The questions needed to be asked here:
  Can I generate leads and sales from a

digital platform?
  How do I educate and inform my customer

while I am sleeping?
  How do I build a global community and

tribe that I can distribute my products to 
without gatekeepers or intermediaries?

  Can I go straight to my customer without
having expensive retail outlets?

YOU NEED A PLATFORM To help you with the 
two requirements of a digital business you 
need a platform. A platform that your digital 
product sits on and in. A platform that has 
a community and tribe that distributes your 
product for you without you showing up.
        The challenge? Working out how to 
do that in your industry. So, start creating 
a minimal viable platform, create, test and 
iterate. Don’t settle. 
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M
 astering customer experience (CX) – optimising tools, applications and 
operational processes to engage with customers across every stage of 
their shared journey – has always been a core growth strategy for 
successful global firms. 
        This has only accelerated with the advance of technologies such 
as big data analytics, which turns customer information into predictive 
assets, and virtual assistants (or chatbots) which help firms more 
effi  ciently manage customer inquiries.
        But technology adoption is only part of the CX strategy, concluded 

the “Getting to Iconic” report which was released by MIT Technology Review. 
        The report analyses the results of a global survey of over 550 senior executives asked to 
define their CX management strategies and how they introduce new technologies and optimise 
human capital as they seek to improve it. The report also includes case studies and insights from 
CX leaders at such firms as Alibaba, Uber, and Zurich Insurance.
        The survey asked the executives to provide a detailed audit of their use of technology and 
technology-enabled processes in their CX operations, particularly in their current and planned 
usage of AI-enhanced tools and analytics (see Figure 1).  

Respondents were also asked to evaluate how well they executed on technology planning and 
implementation in the service of CX objectives. 
        In the survey, the respondents analysed their own level of “true” omnichannel experience 
management, their ability to manage their surrounding ecosystem in support of their customers, 
and the role that broader objectives, specifically corporate social responsibility, played in 
achieving CX goals.
        “Iconic” firms are more than twice as likely than others to employ comprehensive, leading-
edge technology solutions in such areas as Next Generation Self-Service, loyalty program 
management and “voice of the customer” survey analytics. 
        Iconic firms are defined as companies that both maintain the highest levels of customer 
experience (CX) satisfaction, and have world-leading brand recognition.
        Interestingly, emerging-market respondents reported notably lower levels of “leading” CX 
solutions, and a particularly high level of respondents in all emerging regions, save Asia, have no 
plans to implement these solutions. 
        The relative lack of technology forwardness in emerging markets extends into next-
generation solutions; Asia is a notable exception. 
        While few Asian respondents indicated that they currently employed “leading” solutions, 
between one-third and one-half of respondents had some CX tech in place. And, nearly all 
respondents have plans to implement it soon; in particular, 86% report some plans for AI. 
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        Surprisingly, even some respondents 
from Asia’s relatively mature markets are 
poor adopters: almost no respondents from 
Japan indicate that they have leading customer 
solutions deployed, and more than half have 
no plans to implement self-service, privacy or 
user experience tools.
        The survey reveals distinct diff erences 
between the responses of Iconic firms and oth-
ers, both in terms of current level of technolo-
gy deployment in their CX operations, and the 
way they blend their technology and customer 
satisfaction strategies. Overall, Iconic firms are 
much more advanced in their deployment of 
leading-edge CX technologies, including the 
use of emerging AI applications (Figure 2).

“The leaders of Iconic companies know that 
they also have to be leaders in customer 
experience technology investment,” says 
MIT Technology Review CEO and publisher 
Elizabeth Bramson-Boudreau. 
        “But they also know that over-reliance 
on technology in search for effi  ciency gains 
can reduce, rather than increase, the levels of 
customer intimacy required for success.”
        Boudreau added; “Iconic firms, realizing 
the limitations of a technology-centric 
approach to maintaining desired customer 
management levels, place a high value on 
human capital investment, and are keen to 
strike the right balance between human and 
automated customer channels.”  

How significant are AI and automation capabilities to your processes today?
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Figure 8.1: AI adoption

Where are you planning to introduce 
AI in your organization?
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Source: MIT Technology Review survey. 2017
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orget about your product for a second. 
You can jazz it up, tie it in a pretty, 
little bow and off er it at the best price 
– But none of this matter.
        Even with the best product in the 
world, your business is doomed to fail if 
no one knows about it. Doomed to join 
the growing number of start-ups that 
crash and burn in their first five years.
        Those with the most leads win. 
Simple. If you generate more leads, but 

have an average product – you still win. Because leads mean more 
revenue. And revenue means more profit (most of the time).
        Let’s unpack 20 smart ways you can generate more leads for your 
business right now.

01. DIRECTLY ENGAGE WITH LEADS
Direct customer engagement should one of your top priorities. Most 
businesses choose to go with in-direct engagement – such as FAQs. This 
is not the most eff ective way to engage.
        Direct engagement, on the other hand, makes use of live chat, 
forums and help centres – where customer service representatives are 
present all the time to make sure every query is handled properly. More 
engaged customers result in better word-of-mouth and more leads.

02. DEPLOY OUTBOUND AND INBOUND MARKETING
According to the stats, outbound marketing is still more eff ective than 
inbound marketing. But, it doesn’t mean that you forget about inbound 
marketing. Look to deploy both approaches in a balanced manner as 
this will be helpful in generating leads and eventually your business.
        From an inbound perspective – personalise your email 
communication and get active in online communities by regularly 
sharing informative content, as well as solving common customer 
problems. This will help you establish healthy relationships with your 
customers and build more leads.

03. INVEST IN NEW TECHNOLOGY
New technology sets the trend in the market. For example, smartphones 
are trending all over the world. Subsequently, most people access their 
mail or browse websites through smartphones or tablets. 
        This shows that the you should invest in making your marketing 
eff orts compatible with these devices, allowing you to reach the 
maximum number of customers.
        In a nutshell, you should keep an eye on emerging technology and 
channels through which you can get more leads for your business.
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TO GENERATE MORE LEADS
FOR YOUR BUSINESS

04. FIND LEADS ON TWITTER
Twitter is not only a social networking website, but also a source of 
potential leads for your company. With the help of Followerwonk, you 
can analyse aspects such as; information about followers, at what time 
your followers tweet, etc., so that you can reach the audience that is 
associated with your niche.
        Followerwonk helps you find influencers and connect with them. It 
also has a great interface.

05. DEVELOP AND OPTIMISE INFORMATIVE CONTENT
It is undeniable that content can be a great source of the web traffi  c – 
which will result in more leads. But it needs to be informative.

High quality content can be an asset for you as it attracts traffi  c to your 
website well beyond its publish date. Try to include images, video and 
infographics to increase share counts and engagement.

06. MAKE YOUR TWEETS SING
If possible, include images with your Tweets, they have a way of making 
things more interesting and engaging to your customers. Plus, use 
hashtags so your content is easier to find. The more often you are found, 
the more leads you will get.

07. TAP INTO DATABASES
Data.Com is a huge database where you can find potential leads for 
your business. It maintains a list of companies with accurate contact 
information, so that in minimum time you can identify relevant leads.
        As Data.com provides an extensive set of data instantly, it can 
contribute around a 25% increase in sales.

08. MARKET THROUGH LINKEDIN
As we all know, LinkedIn is a business-centric social networking 
website. It can prove to be a great platform for bringing new clients to 
your business too. LinkedIn also allows users2 to publish content to an 
already engaged audience.
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on all the platforms to make sure that everything is working fine.

15. CREATE A GAME APP
Depending on your audience, but many statistics suggest that people 
spend more time on game apps rather than reading blogs. Seeing 
people are active, it may be possible to use a game app to bring leads 
to your business. 
        But, it can only be possible, if you build a creative game that can 
directly shift the web traffi  c towards your business. This can be quite an 
expensive adventure especially if you are off ering the app for free – but 
it will definitely add a unique element to your marketing eff orts.

16. PARTICIPATE IN FORUMS
Forums are the perfect place to get to know your customers more 
intimately. The better you know your customers, the easier it is to 
contact them with a potential off er. Be active on forums, share your 
views with the members and answer their questions.

17. INTERVIEW INFLUENCERS
Reach out to influencers who your customers respect and interview 
them for your blog or social channels.
        Keep it as simple as possible by asking short/sharp questions, 
and then ask them to share the final product. Your potential customers 
will see this as proof of your credibility and increase your chance of 
attracting new leads.

18. SHARE VIDEOS ON YOUTUBE
YouTube is not just a video hosting service, it’s a massive search engine. 
It is more popular than any other social media platform like Facebook, 
Twitter, Google+, etc.
        As compared to other social networking platforms, all the posts 
remain there for a very long time. Thus, this is the best channel for 
sending referral web traffi  c in the long-term.
        This platform enables the you to create and maintain your own 
channel where you can share videos regarding events, imperative 
tutorials and other things. This will help you stand out from your 
competitors and attract more leads to your business.

19. OFFER A FREE SOFTWARE TOOL ON YOUR SITE
If you can off er an easy-to-use software tool on your site, for free, it 
will build trust with your audience. An example is the website analyser 
available on Neil Patel’s blog Quick Sprout.
        More trust inevitably means more leads.

20. ADD A QUIZ TO YOUR BLOG
Posting a quiz to your blog can make your content engaging and draw 
more attention from an online audience. 
        In fact, it can easily entice the readers to share their feedback 
about your blog and article. This will also help you establish a stronger 
relationship with your audience and get more leads in the long term.
        There is a free tool called QuickBox that helps you create a quiz in 
a few easy steps and publish it on your blog. 

09. AUTOMATE YOUR MARKETING
What about a tool for getting more leads?
        Drip is an application that off ers marketing automation through 
the form of a well-designed pop-up, email marketing and more. You can 
collect the information of your prospective customers and turn them 
into genuine leads on auto pilot.

 
10. ANSWER A QUESTION ON QUORA
Quora is a Question & Answer based social networking site with 
millions of people from diff erent demographics posting daily questions. 
If you answer enough questions of users, they will spot your profile and 
most likely check out your website.

11. COMMENT ON OTHER BLOGS
Writing comments on blogs can be helpful in getting your name out 
there and eventually generating leads. Be helpful and generous with 
your comments and people will want to see what you have to off er.

12. START TO GUEST BLOG
Guest blogging can be helpful for lead generation but only when the 
following aspects are properly implemented:
  Articles have relevant information for the audience.
  You send people back to an appropriate landing page on your site
  The post possesses unique information
  You actively promote the post to leverage social proof
  The site you choose to blog for is well respected by your audience

13. USE EMAIL MARKETING
Email marketing features the concept of direct engagement. While 
developing email content to generate leads, you need to take into the 
account the following:
  Subject line: The subject line must be enticing so that it makes the

recipient want to read the content. The subject line should address 
the problems that your potential leads are generally facing.

  Concise: The content of the email should be concise, 
brief and engaging.

  Incorporate social media: Integrate social media links in your emails,
so that the readers can easily be redirected to your social media page.

  Embed images: An image can speak more than 1,000 words; thus, 
it is a good idea to embed images as well as text in your emails. 
(Hint: Try to include lightweight images, so that email content 
loads faster)

  Integrate a call-to-action (CTA) button: CTAs are most eff ective at the
top half of the email.

14. DON’T FORGET YOUR SIGNATURE
Make your email signature eff ective by embedding a link that 
redirects the reader to relevant content. With the help of link 
integration, the chance of maximum web traffi  c flow towards your 
content will be higher.
        If you implement HTML coding in your emails, make sure to test it 
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martphones have invaded every aspect of our daily lives, including 
shopping. This trend is especially prominent in Asia, where smartphone 
subscription penetration rate of 112 per cent in 2016 is significantly 
higher than the global penetration rate of 101 per cent. 
        In fact, 71 per cent of shoppers who use their smartphones to do 
research inside a retail store say it’s an important part of their retail 
experience, according to a survey on “How Digital Connects Shoppers 

to Local Stores” conducted by Google, Ipsos Media CT and Sterling Brands.
        Unfortunately, a whopping 66 per cent of customers surveyed say they’ve tried to uncover 
information while in a store and couldn’t find the information they were looking for. Meanwhile, 
more than 40 per cent said they were left frustrated and were more likely to shop elsewhere.
        The reality is that technology is changing the way customers navigate through their favourite 
retail shops. Today, most shoppers are already using their smartphones inside stores – yet many 
are not coming back when they can’t find the information they need.
        So as a retailer, wouldn’t you like to off er customers a better in-store customer experience by 
delivering the information your shoppers need on the devices they’re already carrying?
        Fortunately, there’s an easy way to provide customers with the information and education 
they need to make a purchasing decision. 
        The rising ubiquity of mobile connectivity has further spurred retailers’ interest in adopting 
Internet of Things (IoT) solutions to improve the shopping experience for their customers as well 
as smoothen operational processes. 
        Indeed, the recent Retail Vision Study from Zebra Technologies found that IoT was a top 
priority for retailers in the Asia Pacific region, with 68 per cent of respondents indicating that they 
would significantly increase their adoption of IoT solutions by 2021. 
        Today, in-store networks and data analytic systems allow you to tap into a smartphone’s 
Wi-Fi and Bluetooth® Smart technology, to engage in highly customized and personalised 
interactions with customers.
        Location-enabled mobile technology not only provides a better in-store experience for 
shoppers but it allows you to:

  DRIVE IMPULSE SALES. Send coupons based on shoppers’ previous buying history or location 
  within the store to encourage additional sales.
  PROVIDE BETTER CUSTOMER SERVICE. Greet customers by name on their smartphones as they walk 

  in the door – or send over a sales associate when the locationing system shows that a customer 
  is dwelling for a period of time in a certain department within the store.
  OBTAIN REAL-TIME VISIBILITY INTO IN-STORE TRAFFIC PATTERNS. Be alerted immediately when more sales 

  associates are needed at checkouts or in a particular department.
  SAVE CUSTOMERS TIME. Provide maps and step-by-step directions that help customers locate the 

  products they are looking for quickly and effi  ciently.
  ANALYSE IN-STORE OPERATIONS OVER THE LONG-TERM. Compare traffi  c patterns and customer behaviour 

  to determine which store layouts and product displays yield the most sales.

Advanced locationing capabilities, allows retailers to track who is in the store, where they are, 
how long they are there, and what type of products they’re shopping for. These types of insights 
off er the ultimate advantage, the ability to provide the right off ers, the right assistance and the 
right information, right at the moment of decision.
        Encouraging customers to use their smartphones can lead directly to additional sales. 
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According to research created in conjunction 
with the Google Shopper Marketing Agency 
Council, shoppers who use their mobile 
phones for help spend 25 per cent more in 
the store.
        The redefining moment is the aspect of 
customisation, which creates a streamlined, 
personalised shopping experience for consum-
ers. Suggesting new items to purchase based 
on previous purchases or displaying coupons 
for an item that the shopper is standing near 
are points of interactions with customers driv-
ing direct sales and increasing the bottom line.
        On the other end, the data retrieved 
from these services gives real-time insight 
into who these customers are and how you 
can better engage with them throughout the 
entire shopping process, all the way to the 
purchasing decision.
        The good news is that these capabilities 
are not hard to implement. The reality is that 
you can deploy a smart locationing network in 
your store in the morning and start acting on 
the data it’s collecting the same afternoon. 
        And with one unified platform that deliv-
ers both the Wi-Fi and Bluetooth Smart loca-
tioning services, retailers are able to provide 
a reliable and cost eff ective solution to engage 
customers at the right time and the right place.
        Innovative technologies, such as beacons 
and cloud-based software management, make 
it easy to collect and analyse the data you 
need to best serve each customer at any time 
during their in-store visit (and after). And the 
best part is that you can do it for less than two 
cents per customer visit per year.  
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t’s never been easier to start your own business, no matter how small 
or large you might want that business to be. But while you’re waiting 
for everything to fully come together for your business idea, you’ve got 
to keep food on the table with your current job, and you might also be 
completing classes at an institution like Maryville.
        In any case, here are a few tips to help you successfully fit your side 
hustle into your current schedule.

DECIDE WHETHER YOU’RE FULLY COMMITTED There are few better feelings than being your own 
boss and owning your own company, but you’ve got to decide whether you’re fully dedicated to 
your vision. Your side hustle will undoubtedly take time away from your personal life and any 
other projects or commitments you have in your life. 
Decide now if you’re truly ready to jump into the deep end of the pool or if your side hustle is 
going to stay on the sidelines for the rest of your life. Putting in a minimum of eff ort is guaranteed 
to result in a minimum of results.

CREATE ACCOUNTABILITY There are bound to be times when you drop the ball on your business 
idea, whether because you’re feeling unmotivated or because you allow life to get in the way. To 
better prevent this from happening, figure out ways to hold yourself accountable. 
        You can do this by meeting up or working with other entrepreneurs and industry 
professionals. You can all share progress and success and encourage each other. Knowing 
you’ll soon be expected to share how things are going with your hustle can be the kick you 
need to get to work.

FORGE CONNECTIONS Look for experienced and established professionals in your niche or 
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industry who can act as mentors and 
professional connections. Is there anyone at 
your current job who might be able to provide 
you with a bit of insight? 
        Stay focused on learning from these 
people and tapping them as sources of 
inspiration rather than how much money you 
might be able to make from them. 
        Even if you know this person is 
connected to people you’d like to be 
introduced to, stay focused on learning as 
much as you can from the individual first 
before asking for those introductions.

DEVELOP A PLAN TO FIGHT OFF STRESS 
Anyone who owns a business can tell you 
the experience is just as rewarding as it is 
frustrating and stress-inducing. Rather than 
wait for that stress and frustration to rear 
its head before you deal with it, develop a 
plan now. 
        You know how you respond to stress, 
you know what triggers stress and you know 
how you beat stress. Create a plan of action 
before you’re flustered so you can get back to 
work ASAP. 
        Additionally, it’s best to do what you 
need to do to keep stress from building in 
the first place. Remember that preventing 
a problem is always preferable to resolving 
a problem that already exists, so head such 
issues off  at the pass.

CREATE A SCHEDULE Start working on a 
schedule on how you’ll divide your time 
between your current job and your side hustle. 
Specifically, know when to wake up, when to 
go to bed, how long it takes you to commute 
to work, when you’ll eat, when you’ll take time 
just for yourself and how many hours you’re 
able to realistically commit to your side hustle. 
        You should also map out how you’ll use 
the time devoted to your side hustle. What 
needs to get done? When does it need to be 
done? What needs to be completed to help you 
get it done?
        Planning and preparation are everything 
when it comes to having a side hustle. Make 
sure you know where you’re going and how to 
get there, and be sure to use these tips along 
the way. Best of luck!  
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VINCCI 
Year Founded: 1981
Key people: Yong Pang Chaun 
(Padini Group managing director)
Number of outlets: 94 stores in more than 
10 countries

A
s Padini Holding Bhd’s most 
successful brand, VINCCI has always 
managed to win ladies’ hearts with 
their collections of shoes, belts and 

accessories. The shoes are chic, trendy and 
most importantly, aff ordable. 
        VINCCI was among the first Malaysian 
brands to push the boundaries in footwear by 
introducing hot-off -the-runway designs at very 
aff ordable prices. Thanks to this approach, the 
brand has managed to retain the support of loyal 
followers, even during the economy slowdown. 
        Other factor that attributes to VINCCI’s 
popularity is the fact that it is available in most 
major shopping malls, especially in Klang Valley 
where many of its buyers reside. Today, the brand 
has expanded its reach to more than 10 countries, 
including Bahrain, Brunei, Cambodia, Indonesia, 
Myanmar, the Philippines, Qatar and Thailand.
        Although most of the brand’s shoes are 
typically made of synthetic materials, not leather, 
Vincci ensures that the materials have undergone 
rigid quality control. This is to guarantee 
customer satisfaction, in line with Padini Group’s 
vision “to be the best fashion company ever”. 

LI-NING
Year Founded: 1990
Key people: Li Ning (founder and chairman)
Number of outlets: more than 6,000 directly 
owned and franchised stores 

W
hen the “Prince of Gymnastics” Li 
Ning won six medals during the 1984 
Olympics, he noticed none of his 
compatriots were wearing a Chinese 

brand apparel or footwear as they stood on the 
podium. Determined to make a change, Li Ning 
set out on a journey to establish a sportswear 
brand named after him. 
        The LI-NING brand focuses on producing 
footwear and apparel in badminton, basketball, 
running, football, tennis, table tennis and fitness. 
Since 1992, the brand has accompanied Chinese 
sports teams at every Olympics. It currently sup-
ports five gold medal teams of China – gymnas-
tics, diving, shooting, table tennis and badminton. 
        Being more than 25 years in the market, the 
LI-NING brand has established an extensive sup-
ply chain management system and a retail network 
in China by predominantly outsourcing manufac-
turing operations and franchised distribution. 
        Having penetrated the global market, 
LI-NING is looking forward to expanding its 
franchise network in Europe, the US and other 
regions. It aspires to bring sports into people’s ev-
eryday life and help them adopt a better lifestyle.

LIBERTY SHOES LTD
Year Founded: 1954
Key people: Adesh Gupta (CEO)
Number of outlets: more than 6,000 
multi-brand stores

F
rom a humble beginning in a small 
shoe manufacturing unit making only 
four pairs of shoes per day, Liberty 
Shoes Ltd has grown to be one of the 

leading manufacturers in the leather footwear 
industry in India. 
        If there’s anything that Liberty would take 
its pride on, it has to be the brand’s quality and 
durability. On its offi  cial website, the company 
said, “the brand loyalists know that owning 
Liberty Footwear is not a seasonal aff air, but it is 
a bond that stands through the tests of time”. 
        The company manufactures and retails 
leather and non-leather shoes – focusing on 
diversifying the range of shoes to cater to 
diff erent groups of consumers and improving 
product quality. Among its famous sub-brands are 
Force10, Coolers, AHA, Senorita and FootFun. 
        Liberty is present in the markets of 
more than 25 countries, which includes 
major international fashion destinations like 
France, Italy and Germany. The company 
has a worldwide distribution network of 150 
distributors, 400 exclusive showrooms and more 
than 6,000 multi-brand outlets. 

A
part from fast-moving consumer 
goods (FMCG) and F&B, when 
it comes to franchising options, 
one of the most appealing 
franchise categories is footwear. 
Investors and franchisees are 
attracted to this category 

because it is a niche market which comes with 
substantial business flexibility.

FOOTWEAR 
FRANCHISING BY 

AYURUHAIZA 
AYUB          



BONIA 

Year Founded: 1974
Key people: Chiang Sang Sem 
(founder and group executive chairman)
Number of outlets: 70 boutiques

I
n the late 1970s, Chiang visited the 
Leather Trade Fair in Bologna, Italy 
and was inspired by the work of 
Giambologna, a 16th century sculptor 

and registered Bonia as a brand name. By 1980, 
Bonia became a market leader in Malaysia and 
Singapore through aggressive advertising and 
promotion campaigns.
        As a leather expert, Bonia off ers a wide range 
of products including leather handbags, footwear 
and accessories for both ladies and gentlemen. 
Being an international luxury brand, Bonia has its 
opened 70 boutiques in Brunei, Cambodia, Indo-
nesia, Japan, Kuwait, Malaysia, Myanmar, Saudi 
Arabia, Singapore, Taiwan and Vietnam.
        Bonia always send teams overseas to 
make certain their designs are attuned to 
current fashion trends. The company also keep 
themselves updated with the latest technological 
advancements in the industry, so that they will 
always provide the best products for customers. 
        As one of the region’s prominent fashion 
retailer, Bonia uses only high-quality material, 
many of which are attained from Italy. In 2014, 
the luxury brand appointed Pepe Torres, an 
esteemed fashion expert as its new creative 
director to helm Bonia’s new collection. 
        Bonia has as earned its prestige by 
highlighting the three principals of its brand at all 
time – Modern, Elegant and Contemporary. All 
of the brand’s products infuse modernism and 
a sense of youth into its timeless elegance and 
glamour creation. 

CHARLES & KEITH 
Year Founded: 1996
Key people: Charles Wong (CEO), 
Keith Wong (COO)
Number of outlets: more than 500 stores

A
s children, the two brothers, Charles 
and Keith Wong would spend their 
days helping their parents in the 
family’s shoe store – learning the trick 

of the trade. So, when their mother wanted to 
close the store because business wasn’t doing 
well, Charles decided to take over the wheel and 
brought the business back on track. 
        Charles was just 22 when he set up his own 
store in Amara Shopping Centre in Singapore. 
Upon realising that something diff erent had to 
be done to beat the 1997 Asian financial crisis 
and growing competition, the brothers stopped 
reselling shoes from wholesalers like their 
parents used to. 
        The Wong brothers started to set a target 
group, researched their market thoroughly, and 
listened more to their consumers. The move paid 
off  when they saw a growth in customer satisfac-
tion and brand value. As a result, French luxury 
giant Louis Vuitton Moet Hennessy (LMVH) 
invested into 20% of their shares in 2011. 
        Today, Charles & Keith have more than 500 
stores across 36 countries in Asia Pacific, Europe 
and the Middle East. Other than shoes, the 
company has diversified their product range to 
include bags, accessories and costume jewellery, 
to accommodate urban target consumers. 

ASICS 

Year Founded: 1949
CEO: Motoi Oyama
Number of Franchises: more than 300

I
n the hope that he could raise the 
post-war spirit of Japanese youth 
through sports, Kihachiro Onitsuka 
was determined to develop a footwear 

company which he named Onitsuka Tiger. 
        As one of Japan’s oldest shoe brands, 
Onitsuka Tiger was loved by many for creating 
popular lines such as Mexico 66, California 78 
and Nippon Made. The company later rebranded 
to ASICS in 1977, an acronym derived from 
the Latin phrase, Anima Sana In Corpore Sano 
which means “a sound mind in a sound body”.  
        ASICS was founded on the belief that the 
best way to create a healthy and happy lifestyle is 
to promote total health and fitness.
        It is this principle that the company hold 
onto for more than 60 years as it gives birth to 
great-performing shoes for football, running, 
martial arts, basketball, cheerleading, volleyball, 
cross-training, track and field, wrestling, golf, 
cricket, fencing, and tennis. In fact, now it is 
almost impossible for one to not have heard of 
the brand. 
        As ASICS grows, it developed many of its 
own technological supports for shoes such as the 
ASIC Gel Cushioning System, SpEVA and Impact 
Guidance System to ensure comfortability and 
great performance of its wearer.  

        A franchisee can opt to invest in sports 
footwear, high-end brands or general all-in-
one store. The general footwear store option 
enables franchisees to explore and leverage on 
a range of market. 
        On average, a woman is said to own at 
least 20 pairs of shoes at one time. Every so 
often, they don’t even have an occasion for 
buying new shoes but the shoes look too pretty 

to only be displayed on the store shelves. 
        Competition for footwear franchising is 
high. This is undeniable. However, franchisees 
can draft a viable market plan based on their 
targeted consumer demographic. And, by 
taking advantage of the reputation of branded 
footwear, one can certainly secure a good 
customer base. 
        Shoe addicts called “hypebeasts” would 

not mind getting Jay-Z’s Rocawear after 
purchasing a pair from the Nike Air Yeezy 
range, even though both series have similar 
designs, as long as the shoes look trendy. 
        In this issue, we hand-picked six let us 
will be looking at Asia’s popular footwear 
brands which have been well-established 
in their respective home grounds and are 
currently penetrating bigger markets. 
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  GERMANY IN FIGURES

Official name: Federal Republic 
 of Germany
Capital: Berlin
Land Area: 357,021 sq km
Population: 82,161,488
Life expectancy: 78.95 years
Adult literacy: 99 per cent
Languages: German, English, 
 French, Russian, 
 others
Major Religion: Christianity
Currency: Euro (formerly 
 Deutsche mark)
GDP: US$3466.76 
 billion 
GDP per Capita: US$41,902
Unemployment:  7.7 per cent
Main Exports: Vehicles, 
 machinery, 
 chemicals, 
 electronic 
 products, 
 electrical 
 equipment, 
 pharmaceuticals, 
 metals, food 
 products, and 
 rubber and 
 plastic products
Main Export Destinations:  France, US, UK, 
 Italy, the 
 Netherlands, 
 China
Main Imports: Data processing 
 equipment, oil 
 and gas, rubber, 
 and agricultural 
 products
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GERMANY

G
ermany or Deutschland 
is a federal 
parliamentary republic 
situated in central 
Europe. The country 
was unified by Otto von 
Bismarck to become an 
empire in 1871. 
However, it was soon 
caught in the European 
power struggle, facing 
massive damage from 
the two World Wars, 
the Nazi occupation 
and the Cold War that 
divided Germany into 
East and West. After 
long years of fighting 
the odds, Germany 
finally became 
independent on 3 
October 1990. 
        In recent years,  
Germany has become 
the European Union’s 
most populated country 
of about 82 million 
people, with 20% of 
its inhabitants being 
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 TIPS ON DOING BUSINESS IN GERMANY
   Germans are very straightforward communicators. They

usually know what they want, are very upright about it and 
would expect you to do the same especially in negotiation.  
Be prepared for direct answers like ‘No’.

   If you are going for a meeting, make sure to greet everyone
in the room with a handshake. Handshakes should be firm 
and brief. When leaving the room, shake everyone’s hands 
again – from the most senior person, going down. 

   Your index finger should not be pointed to your own head –
it’s an insult.

   Be punctual. Being late is considered a cardinal sin. 
   When establishing first contact, it is polite to bring a small

token of gift. 
   Avoid scheduling appointments on Friday afternoon, as

some offi  ces will close by 2:00 pm or 3:00 pm on Fridays.
   Germans presentation style: facts and figures. Well prepared

and nothing too fancy.
   When visiting a prospect client, make sure to be well

informed about the company and what it off ers as Germans 
are very particular about this.

   The working environment is hierarchical and bureaucratic.
Stick to surnames or titles unless invited to call them by 
their first names. 

immigrants. The nation led by 
Angela Merkel is also a member of 
NATO, the G20 and the OECD; 
carefully establishing positive 
relations with other nations to avoid 
the reoccurrence of past struggles.
        Ultimately, Germany is also 
renown for being the home to many 
of the world’s bright minds in fields 
like music (e.g. Bach, Brahms, 
Beethoven), science (e.g. Einstein, 
Copernicus), politics (e.g. Merkel, 
Marx) and entrepreneurship (e.g. 
Benz, Reuter).

GERMAN ECONOMY
Despite achieving its independence 
later than the rest of Europe, 
Germany has been steadily catching 
up with other European nations 
over the years, subsequently 
becoming Europe’s most 
industrialised economy, the world’s 
fourth largest by nominal GDP and 
fifth largest in purchasing power 
parity (PPP) terms. 
        As the world’s third importer 
and exporter of goods, open 
market is crucial for Germany. 
Among its main trading items 
are vehicles, machineries and 
chemicals. Interestingly, 99% of 
German companies are SMEs 
or mittelstand and account 
for approximately 52% of the 
country’s entire economic output. 
        Germany is blessed with the 
abundance of natural resources 
such as timber, iron ore, copper 
and natural gas. While about 61.8% 

of its energy comes from fossil 
fuels, Germany is still paving 
the way for renewable sources 
by becoming the first country to 
commit to Energiewende (English: 
energy transition). 
        The Economist noted 
that being the Europe’s biggest 
manufacturer, the country is 
unlikely to be aff ected by a 
financial downturn. But in 2015, a 
diesel scandal shocked the world 
as Volkswagen, one of Germany’s 
automotive powerhouse was found 
cheating by manipulating software 
so that the diesel would run better 
during tests than under normal 
driving conditions. 
        Many corporations were 
dragged into investigations after 
the incident. This has placed a 
significant pressure on the country 
as automotive is Germany’s biggest 
market. Nevertheless, a recent 
report by the Economy Ministry 
noticed an increase in factory 
orders signalling a comeback for 
the industry.

LANGUAGE
Unsurprisingly, German (or 
Deutsch) is the offi  cial language 
of Germany with 95% of the 
population speaking it as their first 
language. Modern German falls 
under the branch of group known 
by linguists as Germanic languages 
(its other counterparts are 
Scandinavian, Dutch and English). 
        The language is then 

further divided into High German and Low German. High German is 
implemented in fields such as administration, literature, education and 
mass media while Low German is used as dialects in villages. Literature 
written in Low German is generally scarce. 
        German is considered as a pluricentric language. Although 
it is widely spoken in Europe, German spoken in Germany is 
relatively dissimilar from other German speaking countries like 
Austria and Luxembourg. 
        There are diff erences in vocabulary, pronunciation and even 
in syntax and orthography. Thus, a person from Germany may not 
fully be able to comprehend a person from Austria although both 
are speaking German.



 FUN FACTS
   The German word donaudampfschiff fahrtselektrizitäten

hauptbetriebswerkbauunterbeamtengesellschaft is the 
longest word to be published. It is 79 letters long.

   Germany recycles 48% of its waste. This makes it stand third
in recycling after its neighbours Austria and Switzerland.

   Germany's capital centre has shifted seven times – Aachen,
Regensburg, Frankfurt-am-Main, Nuremberg, Berlin, 
Weimar Bonn, and since 1990, back to Berlin again.

   Smoking is banned in public places since 2007 but one can
drink alcohol openly. Germans are the world’s second 
heaviest drinker. 

   Fanta, the carbonated drink was created in Germany as a
result of World War II. 

   College education in Germany is free even for internationals
– in 2014, the politicians eradicated tuition fees for tertiary 
education as the payment is taken as “socially unjust”.

   OECD and the Migration Policy Institute ranked Germany
as the second most popular destination for expatriates. 
This high number of foreign workforce explains Germany’s 
decline in birth rate and the rise of life expectancy. 

   Munich’s Oktoberfest is the world’s largest folk festival. The
name is rather misleading though since typically the 
celebration starts in the last week of September. 

   Germany was ranked by the World Competitiveness
Yearbook as No. 1 in patent and copyright protection. 
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ETIQUETTE AND CUSTOMS
 
DRESS CODE Dress up to the 
occasion. German business attires 
are normally reserved, dark 
coloured and formal. 
        Avoid wearing excessive 
and bright coloured accessories 
(i.e. ties, shoes). At work, 
women’s make up should be 
kept to a bare minimum. If 
invited for a dinner, it is wise to 
check what is the dress code, for 
some restaurants or clubs might 
need you to dress formally. 

INTERACTION Do not expect too 
much of small talk. Germans are 
usually distant with strangers; 
hence if they do not reply to you 
enthusiastically, fret not. It is 
nothing personal, it is just their 
culture to maintain a personal 
space with other people. 
        For new connections, 
conversations mostly revolve 
around genuine interests and 
matters of importance. Avoid 
talking about politics unless you 
are very well versed in it and 
abstain from mentioning anything 
related to the Holocaust. To greet 
each other with kisses on the 
cheeks or hugs are also rare unless 
a close relationship has been 
established. Till then, a handshake 
is enough. 

PRIVACY To earn one’s respect is 
to respect one’s privacy. First, it 
is important to note that Germans 
tend to treat work and personal life 
separately. At work, be professional 
and avoid probing into their 
personal lives by asking about their 
take on politics, marriage, etc. 
        Given that you are to enter an 
offi  ce with a closed door, always 
knock before entering. If you are 
invited for a meal at someone’s 
house, it is only appropriate to not 
discuss about work. Similarly, do 
not call your colleagues on their 
day off  to talk about work unless 
there is a business that needs to be 
attended to urgently.

GO BY THE BOOK Being socially 
conscient and responsible are 
something that the German pride 
themselves on. To ensure social 
order, they always plan ahead, 
adhere to rules and even police 
each other’s behaviour. 
        You should be careful of not 
doing things like jay-walking or 
throwing rubbish carelessly as 
you may be fined on the spot. If 
someone corrects you, it is not 
something to be off ended of; they 
perceive the action as a social duty. 
        Lastly, stay on time and try to 
not make any surprise or make last 
minutes arrangements as these are 
frowned upon. 





today is no longer just a measure to protect 
business value and assets, it is also a critical 
business enabler.
        In a rapidly changing business 
environment, customers expect organisations 
to provide round-the-clock online services, 
which puts enormous pressure on businesses 
to become more agile. 
        Enterprises also run web and mobile 
applications in a variety of IT environments 
and user access now comes from a wide 
spectrum of locations and devices. Archaic 
security measures are no longer adequate and 
versatile enough to meet the sheer volume, 
velocity and diversity of access requests 
generated by the users.  
        Companies need a robust and 
balanced cybersecurity architecture to 
deliver comprehensive protection without 
compromising great user experience. To 
implement an eff ective security platform, here 
are three rules to keep in mind: 

ESTABLISH SECURITY AS THE FOUNDATION –  Networked 
devices in Asia Pacific is expected to soar 
by 4.2 billion from 2015 to 2020, leaving 
organisations to grapple with an ever-
expanding universe of digital touchpoints. 
        It is imperative for organisations to 
incorporate security at the onset of their digital 
transformation journey.  A “bolt-on” approach 
where security is implemented after will be a 
day too late and a dollar too short; there will 
be too many weak links that can be exploited.

CREATE AN IDENTITY-CENTRIC SECURITY PLATFORM – 
In this digital world, identity is the new 
security perimeter where cloud, mobility and 
social channels have redefined how employees, 
partners and customers interact with an 
organisation. 
        With an identity-centric approach to 
securing the modern enterprise, companies 
will have a strong authentication infrastructure 
that can prevent unauthorised entry while 
processing an ever-expanding number of user 
requests to access online services and data. 
        This was the approach that a leading 
Filipino bank took to provide a seamless 
security system for its customers. 
        The bank uses a two-factor credential 
solution to authenticate more than 8,000 
identities per day across a range of devices, 
providing customers with a secure, simple and 
frictionless way to access their data. This is 
just one example of how companies can use 
identities to safeguard themselves. 
        Identity-centric security consists of many 
aspects, ranging from basic functionalities such 
as password management and single sign-on 
to advanced features such as adaptive security, 
behaviour analytics and omnichannel support. 
        Organisations looking to implement 

O
ne billion – that was the 
number of user accounts 
impacted by the Yahoo 
data breach that was 
reported barely five 
months ago. And this was 
just one of the 4,100 data 

breaches reported in 2016 alone. 
        Asia Pacific is a particularly attractive 
playground for cybercriminals especially in 
emerging markets where vulnerabilities are 
aplenty with companies and communities 
starting to grapple with cybersecurity threats. 
Many organisations here are ill-equipped to 
identify and respond to cybersecurity incidents 
in a timely manner. 

TRUST IS ESSENTIAL FOR DIGITALISATION 
IN ASIA PACIFIC We are on the cusp of a 
new digital era and organisations cannot 
disregard the region’s tremendous digital 
potential. Many nations are embracing digital 
transformation to sharpen its competitive edge 
and improve the quality of life. By 2020, Asia 
Pacific will hold half of the world’s Internet 
population and 44% of all networked devices. 
        To create value from the digital age, 
companies will need to foster greater trust 
amongst all its stakeholders by strengthening 
their security infrastructure. In Singapore, the 
Smart Nation vision outlines its economic and 
technology trajectory over the next decade 
and both data and cybersecurity have been 
highlighted as vital pillars of the future.   
        The foundation of the application 
economy lies in leveraging data to create new 
value. If end-users and stakeholders do not 
believe that organisations can safeguard their 
personal information, data sharing will be held 
back and innovations in services and customer 
experience will grind to a halt. 

BUILDING TRUST WITH CYBERSECURITY
A strong cybersecurity posture plays a vital 
role in building trust and many companies are 
cognizant of this fact. 
        Our global study, The Security Impera-
tive: Driving Business Growth in the App 
Economy, polled 1,770 senior business and IT 
executives, including 799 from Asia Pacific. 
        The survey revealed close to 90 per cent 
of organisations in Asia Pacific agreed that 
cybersecurity will play a key role in enabling 
them to enter new markets and deliver services 
in new ways. Additionally, 83 percent cited it 
as a competitive diff erentiator. Cybersecurity OF SECURITY, ASIA PACIFIC & JAPAN

LIM TENG SHERNG IS CA TECHNOLOGIES VICE PRESIDENT 

identity-centric security should look beyond 
elementary capabilities to better protect 
themselves. After all, our global study also 
revealed that almost three times as many 
advanced identity-centric security users in 
Asia Pacific have reported a reduction in data 
breaches compared to basic users. 

FOCUS ON USER EXPERIENCE – The ability to provide 
enhanced user experience is the crucial 
catalyst that enables cybersecurity architecture 
to evolve from a data and assets custodian to 
a business enabler. In today’s digitalised and 
people-focused economy, the user experience 
of digital services and tools will be critical in 
driving customer satisfaction and loyalty. 
        Organisations must balance their security 
requirements with the need for their virtual 
off erings to be responsive and intuitive. 
As such, security solutions should not only 
provide additional layers of protection but also 
streamline the process for customers to access 
data and services. 
        By boosting their digital services’ re-
sponse time and usability while reducing the 
risk of fraud, enterprises can provide custom-
ers with both convenience and confidence.  

SECURING THE FUTURE As data becomes the 
new currency, it is becoming critical for all or-
ganisations to play their part in strengthening 
their security infrastructure. As the IT environ-
ment of companies and even nations become 
increasingly connected, our security posture is 
only as strong as its weakest link. 
        A solid security architecture not only 
safeguards an organisation’s coveted digital 
assets but also fosters trust and creates a 
more conducive environment for innovation. 
Together with a rich pool of data, the public 
and private sectors can extract insights needed 
to change behaviour, improve service delivery, 
create original applications, and shape the 
future of our economy.   

BY 
LIM TENG 
SHERNG
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impact such as a data loss scenario, security 
attack, or even system failure.
        Historically this has made a lot of sense 
– servers were a proprietary (and a typically 
expensive) physical resource that frequently 
needed extensive configuration. They were 
also the main repository of critical data 
assets, hence why they were treated as “pets”. 
Server admins would even go as far as to give 
them names.
        With the advent of virtualisation and 
cloud, infrastructure dependencies have 
changed significantly. Servers have become 
virtual machines or even containers which are 
now treated more like “cattle” where they are 
easier to provision quickly, so they are typi-
cally replaced rather than being nursed back to 
health. It would be far more common to see a 
server named vm0123.cluster3.xyz.com.
        While the importance of data 
management and protection in these new 
environments hasn’t changed, the conversation 
is fundamentally diff erent.
        Retention, copy management, auditing 
and risk – these items don’t go away simply 
because of a change in architecture. There 
are a whole new series of unrealised needs 
when businesses adopt a view of having a 
herd of virtual machines: Protection is still 
required for data residing in non-traditional 
storage silos such as new public cloud 
ObjectStore repositories. 
        Those protection requirements are 
further complicated by the way that data 
is used. Businesses have broadened their 
requirements to include programmatic access 
to data, not just the restoration of it, yet 
complex protection and data management 
rules must still apply.
        There’s also data that is now delivered in 
server-less architectures and by SaaS products 
where the infrastructure is entirely removed 
from the equation. This makes it increasingly 
diffi  cult to be in control and have visibility of 
distributed data silos.

KNOWLEDGE IS EVERYTHING In a world with ag-
ile apps on agile infrastructures creating ever 

I
hear the following 
Charles Darwin quote a 
lot lately: “It is not the 
strongest of the species 
that survives, nor the 
most intelligent that 
survives. It is the one that 

is most adaptable to change.”
        IT infrastructure is the perfect case in 
point – on-premises virtualization and physical 
systems have evolved to become the cloud and 
software-as-a-service (SaaS) off erings.
        On the flip side, some things will never 
change, including the exponential growth 
of data. But if we look at the importance 
and value it brings to organizations today, 
data has become an increasingly strategic 
business asset.
        How then, do we adapt to change 
while keeping in mind that some things 
never change? 

WE NEED TO BECOME AGILE What does this 
mean? Data agility is the ability to move 
and use it quickly and easily. Agility is also 
increasingly becoming associated with being 
able to fail fast and fail often. 
        Data must be agile in the digital age – 
living everywhere and made available anytime 
to anyone who owns the rights to access it. 
How we store and use data and information 
becoming less reliant on the infrastructure it 
lives on. It’s acknowledged that we are moving 
away from “Servers as pets, into Virtual 
Machines as cattle”.
        In addition, infrastructure is increasingly 
falling into a model sometimes described in a 
metaphor comparing pets and cattle to servers 
and virtual machines.
        The analogy, believed to have been 
coined by former Microsoft employee Bill 
Baker states that when a pet gets ill, we do all 
we can to nurse them back to health because 
we have so much of aff ectionate towards this 
one specific animal. 
        But if you approach a farmer who cares 
for a herd of cattle, he would tell you that 
it would be more cost and time effi  cient to 
simply put the one sick cattle to sleep instead 
of nursing it back to health because he has 
several other cattle to consider as well. 
        The same theory applies to servers and 
virtual infrastructure such as the cloud. IT 
departments have traditionally treated servers 
as “pets” nursing them back to health when 
they get sick, i.e. suff er from some kind of CHRIS GONDEK IS COMMVAULT PRINCIPAL ARCHITECT

increasing agile data, it’s more important than 
ever to know your data in the (multi) cloud.
        Know your data in the cloud to be agile 
– fail fast and recover fast. This can only be 
achieved by adopting a data management 
strategy that includes an intelligent, software-
defined, highly scalable data platform, built on 
a combination of three key factors:

  A DISTRIBUTED DYNAMIC INDEX -
which allows you to know everything about 
your data, in every location simultaneously, 
irrespective of infrastructure or cloud type

  A SINGLE VIRTUAL REPOSITORY -
that brings all your data together without 
needing to physically move it. This 
allows you have access to any piece of 
information across your “fractured data 
centre” silos, providing a truly federated 
instant search capability

  MANAGEMENT AND OPERATIONS -
this layer provides automation, orchestra-
tion and provisioning to cope with the 
massive growth of data volumes and types 
across these multiple environments

This will help to address the challenges 
associated with modern distributed workloads 
that require a seamless shift between clouds. It 
also introduces new opportunities in managing 
data in a hybrid, multi-cloud environment 
by providing true workload portability and 
freedom from both the hardware vendor and 
cloud provider lock-ins. 
        Ultimately, a single data platform allows 
you to move your data and information 
quickly and easily, allows you to know and 
understand your data better, fail fast, fail 
often and recover even faster. It will allow 
you to adapt to change while keeping on top 
of the things that never change. 
        You can never change the direction that 
technology is heading towards, but you can 
change the way your organization knows 
and understands data in the cloud – by being 
agile. 

BY 
CHRIS 

GONDEK
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SALES BLOG     WITH SUE BARRETT

Sue Barrett is a sales expert, 
writer, business speaker and 
adviser, facilitator, sales 
coach, training provider and 
entrepreneur. Sue founded 
Barrett in 1995 to positively 
transform the culture, 
capability and continuous 
learning of leaders, teams and 
businesses by developing sales 
driven organisations that are 
equipped for the 21st Century. 

open house? Writing a short press release to your local newspaper can 
result in a story written about your company. There are resources online 
that help you write a press release, and you can even find free templates. 
If you do not feel comfortable writing your own release, you can always 
hire a public relations firm to do the job for you. 
        One news story can go a long way in bringing you business, but you 
do not need to stop at one. Any time you have news about your business 
that would interest the community, you can submit another press release. 
The same release can be sent to radio and TV stations as well. 

2. GET CUSTOMERS TO LOVE YOU WITH COUPONS 
People love to save money. A coupon ad will tend to bring you more 
customers than a regular advertisement alone, and you do not have to 
worry about devising a complicated sales pitch. 
        You can send out coupons in neighborhood mailers, run them 
in local newspapers or even mail them out yourself using low-cost 
postcards. to attract new customers to try out your service. Mailing 
services often provide a coupon design option you can take advantage 
of if you prefer to have someone else do the design work. If you decide 
to mail your own postcards, there are services online that let you create 
postcards quickly using pre-made templates. 

3. GET LOCAL ONLINE 
The yellow page book can be a powerful advertising tool, but more and 
more people are using the internet. Local online directories are quickly 
becoming a popular resource that customers use to find local businesses. 

You do not have to pay a lot 
of money to get listed in these 
directories, and it is an easy 
way to get more exposure for 
your company. 
        Websites like Google 
Local, City Grid Media and 
Super Pages are all high 
traffi  c online locations that 
can help you promote your 
business without a lot of 
eff ort on your part. 
        An important part of 
local business marketing is 
to advertise your company in 
multiple locations so you can 
gain the most exposure. If you 
are limited in the amount of 
time and money you can spend 
marketing, you can use simple 
techniques like these to start 
attracting customers. Over time, 
the quality of your service can 
bring you repeat business and 
referrals also, so remember to 
treat your customers well.  

D
oes your business survive 
on local shoppers? Even 
though you may draw 

customers from a limited area, you 
are not necessarily limited in the 
ways that you can advertise. Many 
business owners do not specialize 
in marketing, and after placing a 
few ads, getting a company listing 
in the city yellow page book and 
networking with people they know, 
they run out of advertising ideas. 
        Marketing does not have to 
take a lot of time. You do not have 
to spend lots of money either. 
Using creative strategies that 
people like will bring attention to 
your business and is more likely to 
bring in new customers. Here are 
three low-cost marketing strategies 
that you can use. 

1. HOW TO GET FREE PUBLICITY 
Start by announcing your business 
to your community. Are you 
holding a grand opening event or 

LOCAL MARKETING: 3 SIMPLE 
LOW-COST STRATEGIES



T
he evolutionary journey is 
not grandiose, but 
gradual. It’s about doing 

something—even small things—
every day, not waiting for huge 
leaps and otherwise doing nothing. 
Children evolve very quickly. Why 
should we be diff erent as adults?
        The challenge is that in adults, 
evolution must be self-intentional. 
If we don’t deliberately pursue our 
evolution it won’t happen. If we 
don’t continually strive to learn we 
will stagnate and stop our growth. 
We may be comfortable, but our 
contribution will stop.
        To continue our evolution 
in leadership and life, we 
must continue to learn. In the 
most positive sense, learning 
is power, and those of us 
engaged in lifelong learning—
whether seven or seventy—are 
constantly enhancing our 
power. Our evolutionary 
journey is one of accumulating 
power so that we can help 

Dr. Marshall Goldsmith 
was selected as one of the 10 

most In� uential Management 
Thinkers in the World by 

Thinkers50 in both 2011 and 
2013. Marshall’s exciting new 
research on engagement will 
be published in his upcoming 

book – ‘Triggers’
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oriented toward creating 
meaning. The creation 
of meaning involves the 
perpetuation of our own 
happiness.

Lifestorming is about the 
independent and bold creation of 
meaning for ourselves, shunning 
the external meaning often foist 
upon us by society and the media. 
Our position is that just as no one 
should consume wealth without 
creating wealth, no one should 
consume happiness without 
creating happiness., and so on. 
There should be no one who is 
simply a taker and consumer.
        Truly successful people are 
happy because they lead lives full 
of meaning. There is meaning 
in their lives because they are 
happy. They realize the reciprocity 
between happiness and meaning. 
We need meaning and happiness to 
lead great lives. This is the essence 
of lifestorming. 

ourselves and others. This is the essence of leadership.

We have to be lifelong learners and continually gain power over:

1.  HEALTH: What do we need to do to sustain good health, especially as
our physical condition changes? What can we be proactive about and 
what should we be reactive about? What are only fads and myths and 
what is fact? What kind of physical activity is best for us?

2.  MONEY: How much will we need at diff erent points in our life for
what kind of lifestyle? How should investment strategies change? 
How much risk tolerance do I have and should I have? What kind of 
banking relationships should I create?

3. RELATIONSHIPS: Are there long-term, poor relationships that ought to
be repaired (or abandoned)? Are you developing new and appropriate 
relationships for you career? Are you making the most of relationships 
to expand your horizons, gain work, and grow?

4. HAPPINESS: Are you enlarging your sources of happiness? Can you
synthesize happiness by making lemonade from lemons and a citrus 
industry from lemonade? Are you creating happiness for others and 
sharing yours with friends and family?

5. MEANING: Happiness and
meaning are interrelated. Too many of us believe that we are 
engaged in a search for meaning. The truth is that we should be 

5 THINGS THAT 
MATTER MOST 
IN LEADERSHIP 

& LIFE



Brad Feld has been an 
early stage investor and 
entrepreneur for over 20 
years. Prior to co-founding 
Foundry Group, he co-founded 
Mobius Venture Capital, and 
prior to that, founded Intensity 
Ventures, a company “that 
helped launch and operate 
software companies. He is also 
the co-founder of TechStars. 
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but no one gets to expose or relinquish.
        I felt this first hand in my experience, both as co-founder and later 
as CEO. I used to *hate* seeing people around town or whatever because 
they’d ask “how’s the startup going?” and usually extra commentary 
like “oh startup rockstar, and you must be killing it, etc…” and my 
answer was always “no, it’s fucking unbelievable hard, and anxious, 
and trying, and most of the time shit is more fucked up than you could 
ever imagine”. You live with that veil and it always made it worse when 
people wanted to interact with you but position it as only successful 
sounding answers would work.
        I learned to approach others the way I wanted to be approached:

1) I recognize everyone has a “bag of despair” they carry – you can’t see 
it, and anything can be in there, work, home, friends, family – serious 
shit is wrong somewhere for everyone at most points in time. So know 
it’s there, don’t assume and ask questions from ridiculously positive 
framing, but rather in a way that lets folks share honestly and is then 
actually helpful dialog to them (if they do want to take the opportunity to 

disclose challenges and discuss)

2) when someone asks “how’s it 
going” be honest – share the good 
and the bad, but don’t feel like 
you have to fulfill the stereotype 
and give them the sugar coated 
answer. 

THE 
LONELINESS 
OF AN 
ENTREPRENEUR

This showed up in my inbox the other 
day from a friend of 20 years. He’s been 
involved in a number of companies that 
we’ve invested in over the years in 
different senior and/or co-founder roles, 
including CEO. It was short and sweet but 
captured the essence of something I often 
talk about with founders.

H
eard you and Jerry on 
CPR this morning, 
nice job!

What struck me was your 
point about the gap between 
expectations in the role of CEO or 
startup founder, or investor – and 
the reality of depressive events/
emotions that are often present – 
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Ron Kaufman is the 
world’s leading educator 
and motivator for upgrading 
customer service and uplifting 
service culture. He is author 
of the bestselling “UP! Your 
Service” books and founder of 
UP! Your Service. 

T
his blog is an open 
conversation for sharing 
insights, examples and 

ideas on how to build a Superior 
Service Culture.
        This is a community space 
to share experiences, stimulate 
thinking and explore diff erent 
points of view. We will share our 
thoughts with you and welcome 
you to share yours.

THE PROBLEM WITH CUSTOMER 
SERVICE TRAINING Many 
organizations spend heavily on 
service training and wonder 
months later why no substantial 
improvement has been achieved.
        Training teaches someone 
how to “do” something in a 
specific situation. Training, by 
its nature, is tactical, prescriptive 
and diff ers between functions and 
departments.
        This can result in a 
fragmented understanding of 
service inside an organization. 
It can also leave employees 

commoditization and ease 
of switching suppliers means 
customers have more choice. 
Organizations must work smarter 
to create profitable relationships 
and sustain customer loyalty.
        Service excellence is no 
longer the exclusive domain of 
hospitality, retail and food and 
beverage sectors. Internet tech-
nology, trade liberalization and 
maturing markets have increased 
competitive intensity across many 
industries including medical, 
financial and professional services, 
technology, telecommunications, 
manufacturing and even govern-
ment sectors.
        As customers become 
increasingly sophisticated and 
expectations rise, what delights 
customers today is merely normal 
tomorrow. Superior service is now 
a moving target. Customer Service 
Training alone cannot keep pace.
        To win in today’s world, you 
must build a Superior Service 
Culture. 

unsure what to do when they encounter a situation they have not been 
trained to handle. This leads to frequent escalations that take time and 
resources to resolve ¬ with no guarantee of a desirable outcome for the 
customer.

BUILD A SUPERIOR SERVICE CULTURE Organizations that build 
a Superior Service Culture create an environment with a shared 
understanding of fundamental service principles and common language 
to speak about and deliver superior service.
        In a Superior Service Culture, everyone is educated, motivated, 
recognized and rewarded for creating increasing value for customers 
and colleagues.
        A Superior Service Culture must be intentionally designed, devel-
oped and sustained over time. A proven architecture of service educa-
tion, leadership, momentum and support can be applied to successfully 
engineer a Superior Service Culture throughout your organization.

WHY BOTHER? Organizations that provide superior service – and 
constantly step up to new levels – create value for customers beyond the 
usual comparisons of price, features and specifications.
        This deepens your relationship with customers, earning higher 
volumes, margins and profits. This diff erentiates you from the 
competition and leads to a sustainable competitive advantage.

WHAT’S NEXT? At a macroeconomic level, service industries are 
replacing manufacturing, agriculture and resource exploitation as a 
cornerstone of economic growth in developed and developing countries.
        In developed countries, the impact of globalization, 

BUILD A 
SUPERIOR 
SERVICE 
CULTURE
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I f your business doesn't 
stand out in today's 
hyper-competitive market 

place there's a good chance that 
you won't be in business very long. 
There are countless others vying 
for the same slice of the pie that 
you are. 
        There are dozens of 
competitors just up the road doing 
all they can to get the attention of 
your customers and take money 
out of your pockets. 
        It's called "marketing," and 
some are probably doing a better 
job of it than you are and some 
probably worse. 
        What can you do to position 
your business as the one customers 
notice? The secret to eff ective 
marketing is: think creatively.
        Case in point: like every 
other struggling writer on the 
planet, I've written a book that I 
would like to see on the shelves at 
Barnes & Nobles.
        Now I know that the only 
way I can get my book in front 
of a big time publisher is to have 
it submitted by an equally big 
time agent. And the chances of 
convincing a big time agent to 
represent me are about one in 
a bazillion. Most writers have a 
better chance of getting eaten by 
a shark in the Sahara than signing 
with an agent who gets them a big 
publishing deal. Being one to never 

marketers on the planet.
        Barnum's pride and joy was 
his American Museum in New 
York City. And hispassion was 
finding creative ways to market it. 
He took a young midget, dubbed 
him Tom Thumb and made him 
a national sensation. He brought 
a pair of Siamese twins to speak 
at the museum who grew famous 
and rich from Barnum's eff orts. He 
had an elephant plow the field on 
his property because there was a 
railroad nearby and he knew that 
every passenger on the train would 
tell everyone they knew about 
seeing the elephant plowing his 
field. Barnum received nationwide 
coverage of the event and some 
agricultural societies even wrote to 
ask his advice on training elephants 
to farm. Barnum knew that the 
only way to keep his museum in 
business was to market creatively.
        How can you use creative 
marketing in your business? What 
can you do tostand out from your 
competition? What can you do 
to grab the attention of potential 
customers and mesmerize them 
with your message?
        Elephant farming may be 
a stretch, but I bet if you put 
your brain to it, you can think 
ofsomething. 

WHEN IT 
COMES TO 

MARKETING 
YOUR 

BUSINESS 
THINK 

CREATIVELYlet made up statistics stop me, I forged a creative marketing plan to 
make sure my book (my business) was noticed.
        First thought: what's the best way to get face time with a big time 
agent? I knew that the normal rules of marketing would do me no good. 
I couldn't run a few radio spots or buy ads in the newspaper. I had to 
go where the agents were; in this case a book publishing convention in 
Orlando, Florida. I bought my ticket, booked my plane and hotel, and 
waited for the time to go to Orlando and pitch my book to every agent 
I could find. I was prepared to pitch them standing outside a bathroom 
stall door if necessary (no pride here).
        Then it hit me: I'd probably have less than a minute to give these 
agents my elevator pitch. They would be swamped with every hack 
writer within a ten mile radius. I had to do something diff erent. I had to 
market creatively.
        I knew that every other Tom, Dick and John Grisham would be 
shoving business cards and tattered manuscripts at these guys, so I 
opted to do something diff erent. I created a business card CD that had 
my picture on the outside and my manuscript on the inside. It looked 
like a business card, but when they popped it in their computer it 
brought up a nice presentation starring the work of yours truly.
        Did my creative marketing work? Every agent that I gave one 
of my handy dandy business card CDs to said the same thing,"That's 
the coolest thing I've ever seen! Tell me more!" Instead of having 30 
seconds to pitch them, I suddenly had their attention for five, ten, fifteen 
minutes. They wanted to hear more about my amazing little CD and 
what it contained. By marketing creatively I not only stood out from the 
crowd, I caught their attention; I piqued their interest, I engaged them in 
actual conversation instead of the fluff  conversation they were saving for 
less creative marketers.
        What was the result of my creative marketing? I signed with an 
agent who popped the CD in his computer on the flight home and liked 
what he saw. Will my book ever grace the shelves of bookstores? Who 
knows, but when it comes out I guarantee you that I will think of all 
kind of creative ways to market it.
        P.T. Barnum was the father of creative marketing. Many people 
mistakenly think that Barnum's claim to fame was the circus that 
bears his name. Actually, Barnum got into the circus business late in 
life, years after he had established himself as one of the most creative 

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

BIZSTART     WITH TIM KNOX



Dave Kurlan is a best-selling 
author, top-rated speaker and 
thought leader on sales devel-
opment.  He is the founder and 
CEO of Objective Management 
Group, Inc., the industry
leader in sales assessments 
and sales force evaluations, 
and the CEO of David Kurlan 
& Associates, Inc., a consulting 
� rm specialising in sales 
force development. 
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seven months of 18 hours per 
day of practicing!
        You probably don't 
practice or, if you're one of 
the elite 6% of all salespeople, 
perhaps you practice 30 
minutes per day. So, now 
that you've read these two 
examples, what can you do to:

1)  Learn the right way, the best
way, the most eff ective way 
to sell;

2) Practice it until it becomes
permanent? 
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PRACTICE 
MAKES 
PERMANENT

T
 his past week I 
experienced two examples 
of practice that, if applied 

to selling, would dramatically alter 
your results for the better.
        At the Dave Pelz Short Game 
Golf School, I had the opportunity 
to learn a number of lessons but 
the key to the school is that they 
taught for about 1 hour, comprised 
of perhaps 6 ten-minute lessons, 
and practiced those 6 lessons 
for about 6 hours. What do you 
think was most helpful? Well, the 
6 hours of practice would have 

caused me to practice the wrong stroke, the wrong technique, the wrong 
action and, as they said, practice makes permanent. So the lesson was 
very important, but once the lessons were learned, the six hours of 
practice were the frosting on the cake. It sunk it. It was doable. I could 
do it. I could keep doing it. I could do it on the course. I shaved 15 
strokes off  my short game overnight!
        My wife purchased a copy of Alice Cooper Golf Monster for me 
to read on my trip. Aside from being a surprisingly enjoyable book, 
there were some very profound takeaways. The one that is on topic 
for this article is that after Alice Cooper (the band) had recorded their 
first album, they retained a producer and he locked them up for seven 
months, made them unlearn everything they had been doing, and then 
taught them from scratch how to play their instruments the right way, 
develop their band's signature sound as well as develop their individual 
styles. This wasn't practice over the course of seven months; it was 



SCENARIO B: A privately held lighting company owner declared that their 
policies were to stock every item (despite poor or no sales) and have a 
continuous flow of inventory (even if it meant buying a case of an item 
that sold only 1 unit per year.) 
        Any variation on this model could not even be brought up for 
discussion. These policies had caused a warehouse that was 50% larger 
than it should have been an excessive cost for inventory, space, labour 
and material handling and storage systems. 
        The extra space to be traversed slowed order fulfilment and 
customer service levels dropped. When the next business downturn 
occurred, they came very close to going out of business unnecessarily.
        A poorly conceived marketing plan of “having to have everything 
for everybody” is a common practice, especially for privately held 
businesses. Companies that include tolerant and open discussion about 
customer service and profitability will be more successful for their 
customers and themselves.
        We had also worked with another company with a similar marketing 
philosophy but with an open-minded owner who employed progressive 
management concepts and was interested in optimising profits. 
        As a result of our study and recommendations, they only stocked 
the slow selling items that were purchased by top customers (who 
represented 79% of the company’s sales). 
        Slow selling items for other customers were ordered as special 
orders or shipped directly from the supplier. These changes reduced the 
same costs by 45% and increased facility throughput by 40%.

SCENARIO C: A major distributor with regional distribution centres 
(DCs) throughout the country with an independent location for corporate 
headquarters managed supply chain requirements at the corporate level 
has little regard for the opinions of the staff  or the variances in business 
requirements at the various regional DCs. 
        Then, an opportunity to change the business model to augment 
business performance presented itself at one of the regional DCs. 
However, to increase order-shipping speeds dramatically, a new software 
was required. 
        The chief corporate IT executive was unaware of the new process 
and the required software. Hence, he refused to allow its acquisition 
stating that corporate would decide which software would be used by 
the company. 
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        Because of the slow order 
delivery performance, the regional 
DC lost its competitive edge and 
key business, and as a result the re-
gional VP in charge was terminated 
due to no fault of his own.
        This happened because of a 
lack of prudence in planning mul-
tiple sight operations, poor commu-
nications and lack of a system to 
control an autocratic manager.
        These are just three 
examples of the numerous general 
management blunders we had 
encountered which had led to 
poor supply chain execution. From 
these, we have demonstrated 
how important it is to have sound 
management practices for supply 
chain proficiency. 

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.

M
any companies that we 
have worked with over the 
years (i.e. those with 

well-educated and trained 
professional managers) have 
administered their businesses badly 
resulting in poor customer service, 
excess costs, and lost business. 
Their poor general management 
practices have negatively impacted 
their supply chain proficiency in 
numerous ways. 
        In each of the following 
examples, not only did they allow 
the problem to exist, but their 
management practices had left 
little or no recourse to solve the 
problems once they started to 
aff ect the business. 
        You may want to check your 
business for similar problems 
and perhaps change your 
company’s business practices 
before it is too late.

SCENARIO A: A major division of a 
large pharmaceutical manufacturer 
did not have the proper tools 
or staff  to get timely inventory 
information which caused stock 
outs of key items in some facilities 
and overstocking in others. 
        Additionally, the inventories 
were stored in many diff erent 
facilities, so they did not know 
how much products were stored in 
which facility. This then impacted 
their trucking and inventory costs 
as well as their customer service.
        Furthermore, budgets for this 
division were controlled by another 
division that was more concerned 
about their own issues and per-
formance rather than the supply 
chain; not understanding the over-
all impact of their actions. But what 
good is marketing and selling well 
if one cannot deliver their products 
accurately and on time?
        To worsen the situation, re-
quirements were defined but never 
funded. Members of the warehouse 
or the inventory team could not get 
proper resources. They were con-
tinually frustrated and were then 
blamed for poor performance.
        Looking at this situation, 
we can see how crucial it is for 
those who are responsible for 
supply chain related results to be 
able to convey their input into 
management at whatever level 
necessary. This is so that required 
resources and funding approval 
can be attained thus ensuring an 
optimal customer service. 

SUPPLY CHAIN 
PROFICIENCY 

AND POOR 
MANAGEMENT 

PRACTICES
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Jim Stovall has been a 
national champion Olympic 
weightlifter, president of 
an Emmy Award-winning 
television network, and a 
highly sought after author 
and platform speaker. He was 
chosen as an International 
Humanitarian of the Year, 
joining Jimmy Carter, Nancy 
Reagan, and Mother Teresa as 
recipients of this honour.

R ecently my company, the 
Narrative Television 
Network, was working on 

a documentary about Thomas 
Edison. We all learned about 
Thomas Edison in grade school, 
and most people would simply 
identify him as the inventor of the 
light bulb. While this is accurate, it 
is far from complete. 
        Thomas Edison was an 
innovator and inventor of many 
hundreds of products. He held 
1,093 individual patents. Many of 
these inventions and innovations 
are as significant to us in the way 
we live today as the light bulb itself. 
Edison was not merely a master 
of science or technology, he was 
a thought leader who was willing 

        The rise of the computer age 
did not come from one inventor 
or developer. It came from 
thousands of creative people whose 
work went into the individual 
components that created the digital 
age in which we live. 
        Most problems are not solved 
by a 100% solution or innovation. 
These problems are solved by one 
hundred, one percent improve-
ments in existing technology. Great 
inventions do not come without 
identifying meaningful problems or 
challenges in the real world. The 
only thing you need to do in order 
to have a great, innovative idea is 
to go through your daily routine, 
wait for something bad to happen, 
and ask yourself, “How could I 
have avoided that?” The answer 
to that question is a breakthrough 
idea. The only thing you need to 
do to generate a great business 
opportunity is to focus on the same 
problem, and ask one additional 
question. “How could I help other 
people avoid that problem?” 
        Never limit your ideas or 
potential innovations based on 
current practical limitations. 
Nothing was commercially practical 
the minute it was invented. 
        One of my main businesses 
is a television network. It was 
approximately a dozen years ago 
when I first encountered a device 
that would record a DVD. It was 
the size of a washing machine and 
cost $50,000. Had the developers 
of that invention said, “No one will 
pay $50,000 for our product,” they 
would have missed one of the great-
est opportunities of the decade. 
        I owned one of the very 
first cell phones anyone in my 
city had ever seen. It weighed six 
pounds and cost $1,200. Had the 
innovation not continued at the 
point of that invention, you would 
have never owned and probably 
never seen a cell phone. Today, a 
few short years later, cell phones 
weigh virtually nothing, and the 
major players in the industry give 
them away. 
        Realize that the world of 
invention and innovation is 
constantly growing and developing. 
Products and services that are 
impractical today may be vital in a 
few years or even months. 
        As you go through your day 
today, look for opportunities to 
innovate within every problem, 
crisis, and challenge. 
        Today’s the day! 

A 
BRIGHT 

IDEA
to look at the world in a diff erent way and develop knowledge into 
products that could improve people’s lives. 
        He said, “My principal business consists of giving commercial value 
to the brilliant but misdirected ideas of others. Accordingly, I never pick 
up an item without thinking of how I might improve it. I readily absorb 
ideas from every source, frequently starting where the last person left 
off . Many of life’s failures are experienced by people who did not know 
how close they were to success when they gave up.” 
        Thomas Edison’s greatest discovery or development was not a 
specific invention, but instead, it was his unique way of looking at the 
world. Many of us have had the experience of encountering a new 
product and saying, “Why didn’t I think of that?” or, even worse, “I 
thought about that years ago.”
        With the proliferation of products, services, and information 
around the globe, many breakthrough inventions today come from new 
applications for existing products or services. These kinds of cutting-
edge, breakthrough developments don’t come from having all the 
answers. They come from constantly asking questions. When you hear 
about or see something new, don’t assume it is in its final form. Simply 
ask, “What if…?” or “I wonder if this could be used for…?” 
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VV
iruses are the 
culprits behind 
both colds and 
the flu, sneaking 
into your body as 
you breathe or 

hitching a ride on your hands and 
into your eyes, nose, or mouth. 
Luckily, the immune system does 
surveillance 24/7 to prevent viruses 
(and harmful bacteria, which can 
live without a human host and lurk 
year-round) from taking over 
entirely, says Susan Blum, the 
author of The Immune System 
Recovery Plan. 
        When immune cells sense that 
something is astray, they release 
chemicals that attempt to kill the 
virus. The unfortunate side eff ects: 
sneezing, coughing, sore throat. If 
the virus continues to spread, white 
blood cells parachute in, releasing 
more chemicals that trigger more 
collateral damage: muscle ache, fa-
tigue, and (with the flu) high fever. 
        But don’t worry. You’ll 
probably recover within a week 
or so. What’s more, that battle 
has triggered the production of 
antibodies, compounds that will 
keep you from falling ill from that 
particular virus again.
        Know someone who “never” 
gets sick? Either he/she has a 
genetically gifted immune system or 
he/she is really conscientious about 
supporting it with these tactics.

VACCINATE EARLY The nasal spray 
for the flu contains weakened, live 
versions of viruses; the injection has 
dead, inactive ones. Both trigger 
antibodies that protect against flu 
viruses contained in the vaccines. 
But they take two weeks to start 
working, so get immunised early. 
        The Centers for Disease 
Control and Prevention and the 
World Health Organization predict 
which strains will circulate, based 
on virus-surveillance data from 
around the world. Even if a vaccine 
isn’t a total match, it can still off er 
up to 59 per cent protection, 
reports a recent paper in the 
journal BMC Medicine.

POP PROBIOTICS Two-thirds of 
your immune system lies in your 

BY 
TULA 

KARRAS

digestive tract, says Leo Galland, 
M.D., the author of Power Healing. 
This tissue not only screens for 
swallowed viruses but is also able 
to send out immune helpers to the 
respiratory tract. 
        Probiotics are healthy bacteria 
that keep your intestinal lining 
intact and functioning properly. 
They also help special white blood 
cells, called lymphocytes, recognise 
invading viruses, regardless of 
where they enter. 
        In a study published in the 
European Journal of Nutrition, 
two strains of the probiotic 
lactobacillus reduced the risk 
of colds from 67 per cent to 55 
per cent. Look for yoghurts with 
live cultures of bifidobacterium 
and/or lactobacillus strains, or 
take a supplement off ering about 
40 billion CFU (colony-forming 
units) daily.

AVOID NSAID Using non-steroidal 
anti-inflammatory drugs (NSAIDs), 
such as ibuprofen and aspirin, more 
than twice a week can weaken 
the intestinal lining and impair 
its ability to generate a full-body 
immune response. 
        In a study conducted at the 
Baylor College of Medicine, 70 per 
cent of people who took NSAID 
daily had damage to their intestinal 
lining after just three months. If 
you’re dependent on NSAIDs for a 
health condition, ask your doctor 
about alternatives, such as topical 
NSAID skin patches.

KEEP STRESS IN CHECK When 
you’re stressed, your body mounts 
an immune reaction as if it were 
under attack, explains Jim Nicolai, 
the medical director at the Miraval 
Resort Integrative Medical Center. 
        “This reaction is helpful in the 
short term,” he says. “Antibodies 
go up, and your body produces the 
hormone cortisol, which initially 
fights inflammation.” 
        But with unrelenting stress, 
cortisol subsequently suppresses 
immune cells. To reduce stress, 
work to address its roots, and think 
positive thoughts in times of stress. 
        In a study published in the 
Journal of Advancement in Medi-
cine, this technique raised antibody 
levels for six hours. When the sub-
jects had negative thoughts, those 
antibodies were suppressed shortly 
after the subjects experienced fear 
or anger and did not return to 
normal until six hours later.

WASH AND DRY Flu viruses can 
live for up to 30 minutes on skin, so 
if you’ve shaken someone’s hand, 
don’t touch your face until you’ve 
washed up. Even if a person doesn’t 
look or act sick, touching is still 
risky. 
        A recent study published in 
the journal PLOS/ONE suggests 
that it can take up to 24 hours 
for symptoms to show up after 
the transmission of a virus. After 
washing with soap and water, dry 
well; damp skin makes it easier for 
new viruses to climb on. Viruses 

also thrive on cold, nonporous 
surfaces, like doorknobs, so take 
hand wipes or hand gel with alcohol 
on the go.

STAND BACK When a sick person 
sneezes, coughs, talks, or so much 
as sighs, small, infected droplets 
float into the air and travel six feet 
or more, happy to be breathed in 
by anyone along the way. So keep 
your distance. Or open a window, 
which will allow viruses to circulate 
outside and away from you.

HUMIDIFY When air contains water 
droplets, it’s harder for viruses to 
remain airborne, says Pedro A. 
Piedra, M.D., a professor of molecu-
lar virology and microbiology at 
the Baylor College of Medicine. 
A study published in the journal 
Environmental Health reports that a 
humidifier in the bedroom resulted 
in up to a nearly 14 per cent reduc-
tion in circulating viruses.

TAKE AN NAC SUPPLEMENT
NAC, or N-acetylcysteine, is an 
amino acid and antioxidant that 
may boost the immune system. In 
a study conducted at the University 
of Genoa, in Italy, only 25 per cent 
of elderly subjects who took 600 
milligrams of an NAC supplement 
two times a day for six months 
developed flu-like symptoms, 
compared with 79 per cent of those 
who did not. Choose supplements 
that provide 400 to 600 milligrams 
daily. 

HOW TO BOOST YOUR 
IMMUNE SYSTEM 

THIS ARTICLE ORIGINALLY APPEARED ON WWW.REALSIMPLE.COM.



MUSIC MOVIEBOOK

SET THE RECORD STRAIGHT 
BY BILLY RAY CYRUS

T
hrough Set The Record Straight, 
Cyrus is reminding his audience of 
why is he one of the best country 

songster of all time. The album is an 
amalgamation of rasping country archetype 
and newer beats, clearly showing Cyrus’ intent 
of being more experimental in his music. Like 
is his previous album, Thin Line, Cyrus again 
assisted by Joe Perry of Aerosmith for the 
disc’s first track, Tulsa Time channelling that 
tinge of rock in his country music.

REPUTATION 
BY TAYLOR SWIFT  

T
aylor Swift is now back, bolder. 
When she released her title track 
Look What You Made Me Do, it 

received a mixed reaction from fans. That is 
because, unlike “the old Taylor”, this time 
Swift decided to go a little grimmer with the 
visceral bass rhythm, the repetitive hooks and 
the sardonic lyrics. Will Swift be able to 
ensure that all fifteen tracks live up to the dark 
narrative she is creating? This is something 
you will have to decide for yourself. 

HAPPY DEATH DAY 

T
ree Gelbman’s hope of having a 
joyous birthday was tarnished when 
she got killed on that same day. To 

make things worse, she has to relive her death 
day again and again, stuck in a time loop until 
she figures out who her killer is and the 
reason behind her murder. Each time 
Gelbman wakes up, she would have a 
complete recollection of her death days. 
Nevertheless, the methods in which she is 
killed never repeats itself. Can she ever find 
her murderer?

JUSTICE LEAGUE PART 1

A
year after the establishment of 
Batman v Superman: Dawn of 
Justice, DC is making another 

comeback with Justice League. This time 
around Batman will be joined by his new 
superhuman allies – Wonder Woman, Flash, 
Aquaman and Cyborg to fight the evil that 
goes by the name of Steppenwolf. In this 
sequel, Steppenwolf and his extra-terrestrial 
army try to obtain a set of supernatural 
“supercomputers” with massive destructive 
power. They believe that the “supercomputers” 
are hidden on Earth, pledging to destroy 
anything that obstructs their mission. 

COME HOME BY PATRICIA GUSSIN

N
icole Nelson and Ahmed Masud are 
successful plastic surgeons with a 
young son named Alex. But cracks 

are beginning to appear in the Philadelphia 
couple’s fairy-tale life: lingering post-9/11 
prejudice against Arab men, accumulating 
malpractice lawsuits for Ahmed, and pressure 
from Ahmed’s wealthy family in Cairo for him 
to return to Egypt – permanently – with his 
son. The Arab Spring is putting the Masud 
family in a tight 
spot. Ahmed’s 
family owes 
their control of 
the Egyptian 
cotton empire 
directly to 
Mubarak 
cronyism. If 
Hosni Mubarak 
goes down, the 
Masuds will 
surely lose their 
wealth, maybe 
even their lives. 
Ahmed must 
decide – stay 
with Nicole in 
America or obey his father. And what about 
their son?

PROMISE ME, DAD: A YEAR OF HOPE, 
HARDSHIP AND PURPOSE BY JOE BIDEN

W
hen the 46-year-old Beau Biden was 
finally beaten by brain cancer after 
years of battle, his father, Joe had it 

rough.  Through this memoir, the former Vice 
President of United States recalls the sort of 
man his son was, the values Beau stood for and 
how diffi  cult it 
was dealing 
with the loss of 
his eldest son 
while still 
having to fulfil 
his political 
responsibili-
ties. The book 
shows a more 
personal side 
of Biden than 
one that people 
typically see on 
television or 
debate 
podium. 
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C
loud Expo Asia 2017 was held on 11 and 12 October at the Marina Bay Sands Expo and Convention Centre in Singapore. The 
exhibition gathered technical experts, management policy makers and practitioners as well as cloud service providers. Among the 
major topics highlighted in the exhibition are security and governance, hosted solutions, cloud security and service, cloud back up, 

hosting and cloud storage.

AGRI WORLD 2017

FINE ART ASIA 2017 

CLOUD EXPO ASIA 2017

A
gri World 2017 consists of the 7th International Agricultural Material & Technology Expo Tokyo (AGRITECH JAPAN), 4th Next Generation 
Agriculture Expo Tokyo (AGRINEXT JAPAN) and 2nd Farmer’s Processing & Sales Support Expo Tokyo. Held from 11 to 13 October, the 
mega event gathered exhibitors who presented their fertiliser/soil, agricultural machinery, plant factory, and protected horticulture 
equipment. Major importers, wholesalers and mass retailers from around the world visited the show.

F
ine Art Asia 2017 was held from 30 September to 3 October at the Hong Kong Convention and Exhibition Centre. It is recognised by the 
international art world as Asia’s leading fine art fair. The fair showcased museum-quality art works – Asian and Western antiques; 
jewellery, antique silver and timepieces; Impressionist, modern and contemporary art and design; and photography. 



 This subscription form constitutes a legal o� er and once accepted by the Publisher forms a legal agreement and is subject to the Terms and Conditions of the Publisher 
 Subscriptions are non-refundable and irrevocable   Personal cheques are acceptable   Kindly allow 3 weeks for delivery of � rst subscription issue. For subscription 

enquiry call +603-7880 3511 or email circulation@smemagazine.asia   Completed subscription form with payment and / or credit card details should be sent to:

Name

Job Title 

Company

Address (Home/O�  ce)

City

Country

Daytime Contact Number

Mobile Number

Email

Postal Code

1.  Bank Draft (make payable to Business Media International Sdn Bhd)

2.  Cheque (make payable to Business Media International Sdn Bhd)

Card number

CVV/Security Code

Expiry Date

Cardholder's Name

Issuer Bank

Signature

12 issues (1 year)
  ❏ Malaysia  RM 76.32 (including 6% GST & delivery) (was RM101.76)

  ❏ Singapore  S$ 64.20 (including 7% GST & delivery) (was S$96)

24 issues (2 years)
  ❏ Malaysia  RM 152.64 (including 6% GST & delivery) (was RM203.52)

  ❏ Singapore  S$ 128.40 (including 7% GST & delivery) (was S$192)

3.  ❏ VISA   ❏ Matercard 

GET SME 
MAGAZINE 

AT YOUR 
DOORSTEP 

EVERY 
MONTH!

 PERSONAL PARTICULARS

 TERMS AND CONDITIONS

 MODE OF PAYMENT 

 SUBSCRIPTION AND PAYMENT

Unit 709A, 6th Floor, Kelana Parkview Tower, Jalan SS6/2,
Kelana Jaya, 47301, Petaling Jaya Selangor, Malaysia
[t] +603 7880 3511 / 8692   [f] +603 7880 3515

BMI Business Intelligence Pte Ltd  
1 Ra�  es Place, Tower One, #44-02, Singapore 048616

[t] +65 3158 9809

63   SUBSCRIPTION      

 This subscription form constitutes a legal o� er and once accepted by the Publisher forms a legal agreement and is subject to the Terms and Conditions of the Publisher 
 Subscriptions are non-refundable and irrevocable   Personal cheques are acceptable   Kindly allow 3 weeks for delivery of � rst subscription issue. For subscription 

enquiry call +603-7880 3511 or email circulation@smemagazine.asia   Completed subscription form with payment and / or credit card details should be sent to:

Name

Job Title 

Company

Address (Home/O�  ce)

City

Country

Daytime Contact Number

Mobile Number

Email

Postal Code

1.  Bank Draft (make payable to Business Media International Sdn Bhd)

2.  Cheque (make payable to Business Media International Sdn Bhd)

Card number

CVV/Security Code

Expiry Date

Cardholder's Name

Issuer Bank

Signature

12 issues (1 year)
  ❏ Malaysia  RM 76.32 (including 6% GST & delivery) (was RM101.76)

  ❏ Singapore  S$ 64.20 (including 7% GST & delivery) (was S$96)

24 issues (2 years)
  ❏ Malaysia  RM 152.64 (including 6% GST & delivery) (was RM203.52)

  ❏ Singapore  S$ 128.40 (including 7% GST & delivery) (was S$192)

3.  ❏ VISA   ❏ Matercard

PERSONAL PARTICULARS

 TERMS AND CONDITIONS

MODE OF PAYMENT

 SUBSCRIPTION AND PAYMENT

Unit 709A, 6th Floor, Kelana Parkview Tower, Jalan SS6/2,
Kelana Jaya, 47301, Petaling Jaya Selangor, Malaysia
[t] +603 7880 3511 / 8692   [f] +603 7880 3515f] +603 7880 3515f

BMI Business Intelligence Pte Ltd  
1 Ra�  es Place, Tower One, #44-02, Singapore 048616

[t] +65 3158 9809

GET SME GET SME 
MAGAZINE MAGAZINE 

AT YOUR AT YOUR 
DOORSTEP DOORSTEP 

EVERY EVERY 
MONTH!MONTH!

6363   SUBSCRIPTION      SUBSCRIPTION   








