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Bukit Bintang City Centre (BBCC) is a visionary, state-of-the-art integrated development designed to complement and enhance the city’s 
cosmopolitan vibe. Strategically situated on a 19.4 acre prime address within the Golden Triangle, it is a masterpiece in the making.

Where life is spectacular

Kuala Lumpur, Malaysia
The New Heartbeat of Own a piece of the spectacular

All art renderings and photographs contained in this circular are artist’s impression only. The Developer reserves the right to modify any part or part of the building prior to completion as directed or 
approved by the architects and/or the relevant authorities. All plans, layout, information and specification are subject to change and cannot form part of an offer of contract presentation.

The Stride is an A-grade strata office 
tower that offers an a�rac�ve range of 

business suites, from 1,087 sq � to 
1,187 sq �, complemented by an array 

of professionally managed business 
conveniences. 

High-rise luxury residences Lucen�a 
offers a range of service suites, from 

studios to dual-key units, each 
complete with built-ins and fi�ed 

appliances. Lucen�a boasts four levels 
of facili�es and some of the best views 

of the city skyline.
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S entiment among China’s consumers and households recorded 
the highest level in more than two decades. The consumer 
confidence index climbed to 114.6 in July. That’s up from last 

May, when it dipped below 100, the line separating optimism and 
pessimism. Morgan Stanley chief China economist in Hong Kong Robin 
Xing said, “The strong job market and the associated robust income 

growth have supported consumer confidence. Consumer confidence is 
further driven by the unleashed consumption potential in lower-tier 
cities.” The strength of the world’s second-largest economy has surprised 
forecasters, with GDP growth accelerating to 6.9 per cent in the first half 
this year. Per capita disposable income rose 7.3 per cent on year in the 
first half, statistics bureau data show. 

CHINA’S CONSUMER CONFIDENCE HIGHEST IN TWO DECADES

MALAYSIA RETAIL SALES GROWTH FORECAST LOWERED

R
etail sales growth for 2017 has been revised 
downwards to 3.7 per cent from 3.9 per cent 
previously, following muted projections from 

retailers for the third quarter of 2017 and an expected 
increase in retail goods price. A 3.7 percent 
improvement will translate into sales of RM101.4 billion, 
up from RM79.8 billion collected by retailers in 2016. 
This was revealed by Retail Group Malaysia (RGM) in 
its latest Malaysia Retail Industry Report (August 2017). 
This is the second downward revision for the year by 
RGM. Retail sales were initially projected to grow by as 
much as 5 per cent in 2017.

KL-SPORE RAIL 
PROJECT TO SPUR 
RM21B GDP GROWTH

T
he Kuala 
Lumpur-
Singapore 

High-Speed Rail (HSR) 
is expected to contribute 
RM21 billion growth in 
GDP to Malaysia and 
Singapore by 2060. It 
will also create 111,000 
jobs by then.
        Malaysia Land 
Public Transport 
Commission (SPAD) 
CEO Mohd Azharuddin 
Mat Sah said the HSR 
will help several towns 
along the way to develop 
and unleash their hidden 
potential by making 
them highly accessible, 
not just to tourists, 
but also to workers 
and investors. He said 
there was much pent-
up demand for travel 
between Kuala Lumpur 
and Singapore, as seen 
by the number of cross-
border buses and flights 
between the two cities.

TRADEMARK INDUSTRY 
IMPORTANT TO MALAYSIAN 
ECONOMY  

T
rademark-
intensive 
businesses in 

Malaysia generated 30 per 
cent direct and 60 per cent 
indirect benefits to the 
economy, said International 
Trademark Association 
(INTA).
        INTA chief 
representative of Asia-Pacific 
Seth Hays cited the latest 
study, conducted from 
2012 to 2015, by Frontier 
Economics, highlighting 
trademark-intensive activities 
contribute technological 
innovation and international 
business growth. When asked 
on the 30 per cent direct 
and 60 per cent indirect 
contributions to Malaysia’s 
economy, Hays explained 
when trademark-intensive 
activities are extensively 
promoted within the business 
community, government and 
consuming public, it results 
in immense cross sectoral 
economic growth.

INDIA’S NEW BANKRUPTCY RULES 
PUT SQUEEZE ON BIG PLAYERS

I
In late June this year, 
one of India’s top wind 
power equipment 

makers, Inox Wind Ltd, was 
dragged into insolvency courts by 
a logistics handler over unpaid 
dues of US$88,000. Two weeks 
on, the matter was settled, with 
dues paid off . The case illustrates 
how small creditors and vendors, 
previously at the mercy of large 
debtors, are now using India’s 
new bankruptcy code as a 
pressure ploy to secure payment 
of dues that would earlier have 
been all but impossible to recover. 
India overhauled bankruptcy laws 
last year with the main goal of 
helping banks tackle a 
$150-billion bad loan issue that is 
crimping growth in the economy.
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UN CALLS FOR GLOBAL ‘NEW DEAL’ FOR WORLD ECONOMY

T he world economy, stunted by years of austerity and growing 
inequality, is in urgent need of a global “New Deal”, said the UN 
development agency, UNCTAD in its flagship Trade and 

Development Report. “The world economy remains unbalanced in ways that 
are not only exclusionary, but also destabilising and dangerous for the 
political, social and environmental health of the planet,” said the agency. The 

original New Deal, launched in the United States in the 1930s in response 
to the Great Depression, was is widely credited with helping Western 
Europe make a spectacular recovery after World War II. As with the previous 
plans, the report argued that the world, at both national and international 
levels, should be focusing on job creation, the expansion of taxes to enable 
redistribution of wealth and regulation aimed at taming finance.

SINGAPORE NON-OIL 
EXPORTS SURGE 17PC

S
ingapore's 
non-oil 
domestic 

exports (Nodx) in 
August increased 17 
per cent year-on-year, 
as growth 
accelerated from July 
and expanded for a 
fourth straight month 
on both electronic 
and non-electronic 
sales. August’s 
expansion also beat 
forecasts from 
analysts who tipped 
Nodx to rise 11.8 per 
cent, according to a 
Bloomberg poll. IG 
market strategist Pan 
Jingyi said that 
Singapore’s Nodx 
has surprised 
significantly on the 
upside. “August’s 
data marks the 
strongest Nodx 
growth in six months 
and a boon for the 
local Straits Times 
Index which has seen 
waning momentum 
since August.”

SINGAPORE PLANS 
TRANSFORMATION OF 
WHOLESALE TRADE

S
ingapore 
stands to gain 
from the 

coming Asian consumer 
boom if it builds up 
digital platforms and 
invests in workers, 
Minister for Trade and 
Industry (Industry) S. 
Iswaran said.
He was launching the 
Industry Transformation 
Map for wholesale trade 
goods traded between 
businesses, which made 
up 12 per cent of the 
nation’s economic output 
last year. The latest 
industry roadmap sets a 
five-year growth target 
of 3.3 to 3.5 per cent, 
in line with global trade 
projections from last 
year to 2020. Growing 
regional demand for 
goods bodes well for 
trade and related services, 
but proactive steps must 
be taken to further 
reinforce Singapore’s 
status as a global trading 
hub, Isawaran said. 

PROPOSAL TO AMEND 
GST ACT

T
he Goods and 
Services Tax 
(GST) Act 

2014 will be amended to 
enable the government to 
collect billions of ringgit 
in taxes from foreign 
companies operating in 
Malaysia under the 
digital economy. Customs 
Department Director-
General Datuk Seri 
Subromaniam Tholasy 
said the proposal for the 
amendment would be 
tabled when Parliament 
reconvenes next month. 
“The biggest loss in the 
digital economy is the 
business-to-consumer 
transaction. The 
company providing the 
business is overseas and 
in sending direct to the 
consumer here, they may 
get their payment 
immediately, while the 
service is not taxed. 
“That is discrimination 
towards local players 
who are taxed,” he told a 
press conference in 
Kuala Lumpur. 

INDONESIA TIGHTENS RULES TO CURB MONEY LAUNDERING

I
ndonesia has issued new regulations aimed at curbing 
money laundering and terror-related financing across a 
broader range of financial service providers, including 

money changers, credit card issuers and electronic money providers. 
The move is part of eff orts by Indonesia to bring rules up to 
international standards and join the Financial Action Task Force 
(FATF), an inter-governmental body fighting money laundering. 
Indonesia was taken off  an FATF blacklist two years ago. The new 
regulations, issued by Bank Indonesia (BI), cover transactions 
handled by non-bank financial institutions and were made public on 
its website recently.
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H ong Kong’s property market could experience a significant 
demand boost if a small fraction of new home buyers in 
mainland China cast their attention to the city, according to 

CLSA. Demand for Hong Kong homes could surge by 10 per cent if 1 
per cent of the new homes transaction value in mainland China’s tier one 
cities were to redirect towards Hong Kong. In 2016, the value of new 

flats sold in China’s tier one cities amounted to HK$1.8 trillion 
(US$230.36 billion), while new homes sold in Hong Kong totalled 
HK$190 billion, according to statistics compiled by CLSA using data 
from CEIC Data and Midland Realty. Of the 613 cities in mainland 
China, only Beijing, Shanghai, Tianjin, Chongqing and Guangzhou are 
classified as tier one. 

DIGITAL CURRENCY EXCHANGES CLOSE 
AMID INVESTIGATION RUMOURS

T
wo Beijing-based bitcoin trading platforms have 
joined at least three other major exchanges in 
notifying clients of a halt in trading, amid rumours 

that Chinese regulators are seeking their top executives in 
“cooperating with investigation” of the sites. Huobi and 
OkCoin announced in mid-September they had been issued 
with instructions from the authorities to stop providing 
renminbi-denominated transaction services on all digital 
assets by the end of October. Cryptos, a form of virtual 
currency created using computer cryptography, has been 
under close regulatory scrutiny after explosive growth raised 
concerns that a meltdown of the unregulated market could 
spill over onto the financial markets, and increase instability. 
Cryptos are not legal tender in China, and the central bank 
has placed an outright ban on banks or financial institutions 
holding them.

HO CHI MINH CITY 
CALLS FOR SOLAR 
INVESTMENT

H
 o Chi Minh 
City has 
called for 

more investment in 
solar power in the city 
due to the sector’s great 
potential. The city is 
located in an area with 
strong solar radiation, 
ranging from 4.3KWh/
m2 per day to 6.6KWh/
m2 per day, according 
to statistics from city 
authorities. Export 
processing zones, 
industrial zones, hi-tech 
parks and state agencies 
in the city has been 
directed to prepare for 
the installation of solar 
power equipment in 
their buildings.
        Investors involved 
in solar power projects 
in Vietnam will be 
eligible for various 
incentives related to 
land, investment capital 
and corporate income 
and import tax rates

SINGAPORE FIRMS URGED 
TO FOCUS ON CORPORATE 
CULTURE 

M
ore needs to be 
done to look at 
and improve 

corporate culture in 
companies here, said 
Securities Investors 
Association Singapore 
(SIAS) head David Gerald. 
“Very few organisations 
intentionally address their 
culture, which if nurtured 
conscientiously, can have 
the profound eff ect of 
propelling an organisation 
forward,” he said, noting 
that a poor corporate 
culture has also been linked 
to many corporate scandals. 
Gerald said that analysis 
carried out by SIAS of over 
200 annual reports of 
companies, mainly in the 
mid and small caps, 
revealed a lack of quality in 
the disclosures. He added 
that there is evidence today 
that companies with good 
corporate governance 
practices have better 
financial performances.

MAGIC ACTIVATE 
GOES REGIONAL 

M
alaysian Global 
Innovation & 
Creativity Centre 

(MaGIC) has partnered 17 
Southeast Asian entrepreneur-
ship community builders to 
form ASEAN Activate, a 
regional extension of the 
MaGIC Activate platform. 
ASEAN Activate aims to 
establish a Corporate 
Entrepreneurship Responsibil-
ity network, faciliate cross-
border partnerships and deals, 
provide regional market 
access for entrepreneurs and 
start-ups and foster a united 
ASEAN innovation ecosystem. 
Through ASEAN Activate, 
local activate partners will 
collaborate with MaGIC to 
run the Start-up Corporate 
Innovation Challenge in their 
respective countries. Together, 
they will curate challenges 
from the corporate sector, 
invite start-ups to participate 
in the platform, shortlist 
applicants and facilitate 
meetings with corporates, and 
keep tabs on progress.

MAINLAND BUYERS COULD BOOST HONG KONG HOUSING DEMAND
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BANK NEGARA TO ISSUE CRYPTOCURRENCY GUIDELINES

B ank Negara Malaysia (BNM) said it will be issuing its 
guidelines on the issue by year-end. BNM Governor Tan Sri 
Muhammad Ibrahim said he was looking into the matter and 

the details, as the new form of currency has attracted a lot of attention 
around the globe. “We hope to come out with guidelines on cryptocur-

rencies before the end of the year, particularly those relating to anti-mon-
ey laundering and terrorist financing. We want to ensure that there are 
clear guidelines for those who want to participate in this sector,” he 
said. Muhammad was speaking on the sidelines of the Global Sympo-
sium on Development Financial Institutions at Sasana Kijang. 

EPF CONTRIBUTORS 
MAY BE AFFECTED 
BY PLUS SALE

T
here is 
rising 
concern 

that some 14.5 
million contributors 
to the Employees 
Provident Fund 
(EPF) may lose out 
on a steady stream of 
dividend income if 
the pension fund 
sells its 49 per cent 
in highway operator, 
PLUS Malaysia Bhd. 
If the sale goes 
through, 
contributors feel that 
EPF would have lost 
its valuable income 
from toll collection 
and, as a result, will 
stop paying good 
dividends to 
contributors. 
Analysts say PLUS 
represents a core 
business for 
Khazanah and a 
core investment for 
EPF and was an 
important income 
generator for both. 

MALAYSIA INFLATION 
RATE UP 3.7PC IN 
AUGUST

M
alaysia's 
inflation rate 
rose at a 

faster pace of 3.7 per 
cent in August 2017 
from a year ago, 
exceeding a forecast of 
a 3.4 per cent increase, 
mainly fuelled by higher 
petrol prices. The 
Statistics Department 
said on Wednesday the 
average price of one 
litre of RON95 petrol 
was RM2.12 in August 
versus RM1.75 a year 
ago. As for RON97, the 
average price increased 
to RM2.39 from 
RM2.10. When based 
on a seasonally adjusted 
term, the overall CPI for 
August 2017 increased 
0.9 per cent compared 
to July 2017. The 
department said core 
inflation rose 2.4 per 
cent in August 2017 
compared with the same 
month of the previous 
year, due to higher food 
and transport prices.

THAILAND DRAWS 
3.1 MILLION TOURISTS 
IN AUGUST

T
hailand 
welcomed 
3.13 million 

tourists in August, a 
record for the low 
season month, and 
there’s no sign that the 
strong baht is hurting 
an industry that’s been 
a rare bright spot for 
the economy. Tourism 
accounts for 12 per 
cent of Southeast 
Asia’s second-largest 
economy, whose 
growth has picked up 
after years of 
sluggishness but still 
lags regional peers. 
The August arrivals 
were 8.66 per cent 
above a year earlier 
and it was the first 
time in history visitors 
during that month 
topped three million. 
The visitors in August 
generated 163 billion 
baht (US$4.93 billion) 
in revenue, up 11.7 
per cent from a year 
earlier.

AGING ASIANS DRIVE NEW BUSINESS OPPORTUNITIES 

W
hile aging population in Asia will create emerging challenges, it 
will also generate a growth cluster of new business 
opportunities, according to Deloitte. Its third edition of the 

Voice of Asia series report revealed that by 2042 there will be more over 
65s in Asia than the populations of the Eurozone and North America 
combined. Asia is ageing fast, with a billion people in the region to be aged 
65 and over by the middle of this century. This will provide a target-rich 
environment of business opportunities, focused on a growth cluster 
targeting megatrends such as rising life expectancies, increasing relative 
health care costs, and tightening public sector budgets.
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IGEM 2017 

11 – 13 OCTOBER 2017 
KUALA LUMPUR CONVENTION CENTRE
www.igem.my

T
he International 
Greentech & Eco 
Products Exhibition 

& Conference Malaysia (IGEM) 
has established itself as 
Southeast Asia’s largest trade 
event for green technologies 
and eco solutions. The key 
elements of IGEM 2017 will be 
the showcase of alternative 
energy options for future cities, 
eco infrastructure materials 
and fixtures, energy effi  cient 
and electric vehicles, and 
innovations that will optimise 
natural resources and minimise 
residual impact in urban 
landscapes. This year, the event 
will feature 320 international 
and regional exhibitors.

TAIWAN HARDWARE SHOW 2017 

11 – 13 OCTOBER 2017 
TAICHUNG INTERNATIONAL EXHIBITION 
CENTER, TAIWAN
www.hardwareshow.com.tw

T
he Taiwan Hardware 
Show (THS) is the 
annual event where 

Taiwan’s hardware industry 
gathers to present its newest 
products, discuss the latest 
technical developments and 
meet with global industry 
professionals. As a B2B 
platform, THS strives to deliver 
the best experience for 
everyone seeking to get to 
know the huge Taiwanese 
hardware market and to be the 
first to find the latest high-
quality products that are 
exported in large numbers all 
over the world.

APAC SUPPLY CHAIN, 
LOGISTICS & PROCUREMENT 
INNOVATION SUMMIT 

12 & 13 OCTOBER 2017 
SINGAPORE
www.thealdenglobal.com

S
upply chain, logistics 
and procurement 
thought leaders of 

diff erent industries from Asia 

and development of the food 
and hospitality industries.

CHINA LICENSING EXPO 

18 – 20 OCTOBER 2017 
SHANGHAI NEW INTERNATIONAL 
EXPO CENTER
www.chinalicensingexpo.com

A s the largest 
professional licensing-
focused exhibition in 

Asia, China Licensing Expo is 
widely recognised as the most 
eff ective highway to enter China's 
market and the perfect platform 
to promote brands and develop 
licensing business. This is the 
best face-to-face and B2B 
networking highway to connect 
worlds’ most influential 
entertainment, character, fashion, 
art, publishing, sport and 
collegiate brand owners with top 
class consumer goods 
manufacturers, licensees and 
retailers in mainland China. 

GLOBAL SOURCES 
MOBILE ELECTRONICS 

18 – 21 OCTOBER 2017 
ASIAWORLD-EXPO, HONG KONG
www.globalsources.com 

G lobal Sources Mobile 
Electronics is the 
world’s biggest mobile 

electronics sourcing show 
featuring 2,700 booths of 
devices, AR/VR products, 
wearables and accessories. It 
highlights mobile-focused 
start-ups at Start-up Launchpad 
and Asia’s largest mobile AR/VR 
pavilion. The show also off ers 
custom services for online and 
Amazon sellers. All exhibitors at 
Global Sources Mobile 
Electronics are verified suppliers.

BUILDTECH ASIA 2017 

24 -26 OCTOBER 2017 
SINGAPORE EXPO
www.buildtechasia.com

H osted by Building 
Construction Authority 
of Singapore and held 

during the Singapore 
Construction Productivity Week 
(SCPW), BuildTech Asia 2017 is 

now in its 7th edition. This year’s 
trade event will focus on 
technologies that address the 
challenges of building and 
construction across diff erent 
vertical industries, such as 
Construction Machinery & 
Equipment, Productive 
Technologies, Building Materials 
& Architectural Solutions and 
Quality Finishes.

APRCE 2017 

25 - 27 OCTOBER 2017 
KUALA LUMPUR CONVENTION CENTRE
www.aprce2017kualalumpur.com

T
he Asia-Pacific 
Retailers Convention 
& Exhibition 

(APRCE) is the main activity of 
the Federation of Asia-Pacific 
Retailers Associations (FAPRA), 
which has 18 association 
members from 18 countries. It is 
the longest running biennial 
regional retail conference in 
Asia-Pacific. APRCE aims to 
discover new approaches to the 
latest issues, highlight innovative 
solutions to help retailers 
diff erentiate themselves from 
their competitors, and to deliver 
greater value to consumers in 
the Asia-Pacific region. 

MANUFACTURING 
SOLUTIONS EXPO (MSE) 2017 

25 - 27 OCTOBER 2017 
SINGAPORE EXPO
www.ms-expo.com

T
he 4th edition of MSE 
is one of the “must 
attend” trade 

exhibitions in ASEAN. Targeted 
to host more than 120 
international and regional brands 
from over 25 countries, this 3-day 
expo aims to showcase emerging 
technologies and solutions within 
the manufacturing environment 
and provide a conductive 
one-stop platform for leading 
manufacturing solutions 
providers and key decision-
makers or buyers to connect and 
collaborate. The exhibition also 
expects to attract 4,500 
international and regional visitors 
– a great platform for buyers and 
sellers to explore business 
opportunities.

Pacific will gather in Singapore 
to share their best practices, 
successful innovations, and 
understanding of futuristic 
trends at the summit. There 
will be inspiring keynotes on 
how they are planning to 
leverage analytics, big data, AI, 
IoT, and blockchain for 
formulating strategies, not only 
for business sustainability but 
also how to beat the 
competition at next level.

ELECTRONICASIA 2017

13 – 16 OCTOBER 2017 
HONG KONG CONVENTION & 
EXHIBITION CENTRE
www.electronicasia.com

F
or two decades, 
electronicAsia has 
been serving the 

international electronics 
industry, with a special focus on 
Asia. Jointly organised by Hong 
Kong Trade Development 
Council (HKTDC) and MMI 
Asia Pte Ltd, the trade show is 
the ideal environment to foster 
dynamic new business 
partnerships. The product zones 
at electronicAsia 2017 are 
Electronic Components, Power 
Supplies, World of Display 
Technology, Hong Kong Metal 
Parts & Components, Printed 
Circuit Board & EMS, Sensor 
Technologies and Keyboard 
& Switches.

FOOD & HOSPITALITY OMAN 

16 -18 OCTOBER 2017 
OMAN CONVENTION & 
EXHIBITION CENTRE
www.foodandhospitalityoman.com

F ood & Hospitality 
Oman is an 
international trade 

exhibition that serves as a 
business and networking 
platform for companies and 
industry stakeholders. The 
trade show promotes latest 
products and services in the 
F&B, agriculture and fisheries, 
food processing technologies, 
kitchen and catering 
equipment, hotel supplies and 
equipment, and restaurant and 
cafe segments. It serves as an 
avenue to showcase the growth 
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DESIGN     TRANSFORMATIVE PARTICLE PILLOWS  

D
reameets brands itself as “the world's first transformable pillow” with a design that originates from nature. The pillow 
boasts an innovative ergonomic and breathable design that introduces an alternative to natural materials like rubber, 
cotton and feather. It sets itself apart with a composition of six diff erent types of wood particles, which off er varying 
levels of hardness and are extremely supportive to the head and neck during sleep. Due to the flexible form of the pillow, 
it may be arranged to form a shape that best fits one’s needs. 

GADGET      HYBRID INSTANT CAMERA 

T
he Kodak PRINTOMATIC is an all-new modernised 
instant camera, touted as an “all-in-one photography” 
tool. The PRINTOMATIC takes the form of a 
10-megapixel point-and-shoot camera that prints the 
previous shots as new ones are being taken. Just as 

the iconic Polaroid camera captured hearts for its straightforward 
approach to photography, the PRINTOMATIC boasts user-friendly 
features like automatic sensors that will activate the camera's flash 
in conditions of low light. As a hybrid camera and printer, the 
PRINTOMATIC needs to be loaded with KODAK ZINK Photo 
Paper to produce water- and tear-resistant photos; otherwise, the 
all-in-one camera calls for no ink cartridges or toners. 

WEARABLE     MICRO SPEAKERS

T
he Bose Soundlink Micro Speaker is the 
latest creation from the audio brand that 
answers growing consumer interest in 
products and solutions that are meant to 
be brought anywhere thanks to a rugged 

design. The speaker is just 1.5 inches in thickness and 
boasts a custom-designed transducer along with 
dual-passive radiators that will provide impressive 
sound. The device provides up to six hours of usage 
per charge of the internal battery pack and boasts a 
waterproof design that will also protect against dirt, 
sand, drops and much more. The speaker can be 
carried with you, mounted or even worn on the body 
to make it cognizant of the consumer demand for 
technology that can be used anywhere.

BY 
JENNIFER 

LEE          
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ECO     EDIBLE COFFEE CUP  

C
upff ee is an edible coff ee cup that brings a whole new 
meaning to the phrase “eating your problems away”. 
The innovative cup is made from grain products and 
acts similarly to an ice cream cone – holding its shape 
while in use, but easy to break apart and chew when 

one bites into it. Cupff ee’s interior doesn't alter the taste of the drink, 
and unlike an ice cream cone, it remains intact, even when immersed 
in a hot beverage. The cup was created by a Bulgarian start-up, which 
has spent the past 15 years perfecting the concept.

ECOMMERCE      AT-HOME FITTING ROOM SERVICE

W
ith the rise of ecommerce, consumers are 
accustomed to paying for an item in full and 
returning it should the item not be the right 
fit, or not be to their individual taste. One of 
the problems with this process is that return 

transactions and at-home try-on programs do not off er the 
same ease of simply rejecting an item in a dressing room of 
a physical store. New start-up – YOURFITTINGROOM 
enables customers to choose up to six items to try on at 
home, select a time for the clothes to be delivered and 
either accept or reject the items after try-on.

HEALTHCARE      PILL DISPENSING BOTS

I
n an age where smart technology does virtually everything for us, it 
is no surprise that the Pillo Health has arrived to fill many roles 
related to personal health management. The AI bot uses facial 
recognition, advanced machine learning and video conferencing to 
curate specialised health plans for its user, allowing them to video 

conference health care professionals when necessary. You can also load the bot 
with your prescription medication and it will dispense your dosage at appropriate 
times, while automatically re-order medication, before they run out. 

APP     CRYPTOCURRENCY MONITORING 

C
oinHub is an iOS app for getting 
cryptocurrency quotes and identifying trends 
to see how well a certain currency is doing. 
Working with several diff erent digital 
currencies, CoinHub enables you to swipe 

through to see various data points regarding currency 
performance to identify when it might be best to exchange 
or purchase. This will come in handy for those who are 
active with the digital currency that want to ensure they 
are always on top of the latest information.
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partners who support their cause 
to provide women entrepreneurs 
with the resources to take their 
businesses to the next level. 
        Jackie Yeo, who takes on 
the role of managing director in 
LadyBoss Asia, said that although 
having a day job give stability, 
but it generally doesn't off er time 
flexibility which is critical to a lot 
of women once they have a family 
or decide to have one. 
        “Also, in the younger 
generation, stable family 
backgrounds have allowed 
more and more young women 
to embark on entrepreneurship 
with support of their family,” 
she added.
        She thinks that education 
on entrepreneurship and 
creating awareness is important 
to inspire more women 
entrepreneurs, especially among 
the younger generation. 
        “It is very important for 
youths to learn that other than 
being an employee there are many 
options in entrepreneurship, 
whether it is running a business 
or being self-employed. Skillsets, 
knowledge and awareness need 
to be imparted when young as 
it shapes their thinking as they 
mature into adults,” she said.
        She highlighted that women 
entrepreneurs in Asian countries 
need more support, especially 
on financing. “In the region, 
there still isn't a specific focus 
on helping women on their 
entrepreneurial journey. For 
example, there are many types 
of grants available in the US,” 
she said.
        In the US, most states 
off er grants for women-owned 
businesses in some capacity. 
Each state website has a business 
section where find grant and 
funding opportunities for women 
and minority-owned businesses 
are listed. 
        Yeo said that specific grants 
and funding will be crucial as 
women still face diffi  culty in 
raising funds for their business.
        Speaking of the programmes 
run by LadyBoss Asia, Yeo said, 
“We hold workshops regularly to 
help women entrepreneurs learn 
practical skills and knowledge to 
scale their businesses. 
        “We also have LadyBoss 
Elite, which is a closed-door 
support group for women 
entrepreneurs. Our LadyBoss 

BY 
JEFF 
TAN

T
he worldwide development of 
women entrepreneurship is 
gaining momentum with the 
aid of new funding channels, 
entrepreneurship support 
programmes and start-up 
incubators.
        Growth has been very swift 
in recent years. From 2015 to 
2016, women's entrepreneurship 
rates increased by 10 per cent 
on average versus five per cent 
for males, across 51 economies 
that participated in the Global 
Entrepreneurship Monitor 
(GEM) survey.
        Lead author Donna Kelley, a 
professor of entrepreneurship at 
Babson College, which prepares 
the GEM report with Baruch 
College said, “The gender gap has 
closed in many countries, where 
women are as likely or more likely 
than men to start businesses.”
        Many studies show that 
women start their own businesses 
for a variety of reasons. These 
reasons include the following: 
having an idea for a business plan, 
wanting to be more in control of 
their careers, maintaining a more 
balanced life, having a flexible 
work schedule, and taking a 
personal vision and turning it into 
a lucrative business.
        Many women entrepreneurs 
have also established self-support 
and networking platforms. One 
such platform is LadyBoss Asia, 
a movement based in Singapore 
founded by three women 
entrepreneurs – Jackie Yeo, 
Liyana Stuart and Melissa Lim. 
They are on a mission to inspire 
and empower women in every 
step of their entrepreneurial 
journey.
        The LadyBoss media site 
creates resources that are useful 
to women entrepreneurs and 
business leaders, by sharing 
profiles, interviews, success 
stories, business resources and 
life hacks. 
        The platform also works with 
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Elite sessions are held in a safe and confidential environment where 
members are able connect with like-minded women freely.”
        Sending out her message to budding women entrepreneurs, she 
said, “Don't be afraid to try out entrepreneurship when you are young, it 
is common to fall several times before becoming successful. 
        “Being young allows you time to try out diff erent ideas, fall and 
get up. Even if ultimately, you choose to go back to being an employee, 
the skillsets you picked up during your entrepreneurial days will be 
very valuable.”
        Shifting the focus to Malaysia, there isn’t many gender-specific 
grants and loans for women entrepreneurs. However, women 
entrepreneurs can easily access and apply for non-gender-specific grants 
and loans and many of them have received financial support.
        Elia Talib, managing director of Graduan benefited from the 
Entrepreneur Mentorship Programme, which was organised by 
government-linked private equity firm Ekuinas under their corporate 
social responsibility department ILTIZAM.
        Graduan is an employer branding and graduate career recruitment 
business, off ering various types of services including publishing, events, 
web portal, research and video production. 
Graduates can use its services and platforms to gain comprehensive and 
practical information on recruitment opportunities, career prospects, 
job placements and industry requirements. The company grew by 20% 
in the past four years but found it diffi  cult to scale up and serve a bigger 
market due to its limited internal business support.
        Graduan was selected for the Entrepreneur Mentorship 
Programme in 2016. The programme identified that Graduan needed to 
upgrade its IT system to cater to its expanding database. 
        Ekuinas assisted to install a suitable customer relationship 
management system and an accounting system to improve effi  ciency and 
eff ectiveness of its business processes. In addition, Ekuinas also assisted 
in revamping Graduan’s offi  cial website in line with its next growth 
phase which is to move into the digital space. 
        Elia said she got know about the programme as Graduan was one 
of the platforms where it was promoted. “The ILTIZAM by Ekuinas 
programme has tremendously helped to digitise our business – from 
how the company is run, web development and many other aspects.
        “It equipped us with the necessary skills required to run the 
company in a professional and effi  cient manner. We are now also able 
to send our employees for training under the programme, which in turn 
contributes to better talent management.”
        More importantly, she said that the Entrepreneur Mentorship 
Programme provided Graduan mentorship and guidance whenever they 
required professional advice.
        Based on her own experience and observations, Elia finds that 
women entrepreneurship programmes funded by government-linked 
companies in Malaysia are moving in the right direction and results have 
been encouraging in general. 
        Asked on what can be improved on, she suggested the 
entrepreneurship support programmes to elect individuals as mentors to 
guide and coach women entrepreneurs in their business journey. 
        The Entrepreneur Mentorship Programme (EMP) funded by 
Ekuinas is directed towards building the skills that micro and small 
enterprises need to realise their potential and enhance their capability. 
EMP helps small bumiputera entrepreneurs that do not fall under 
Ekuinas’ investment criteria. 
        This is done by giving them access to Ekuinas’ partners, 
knowledge, expertise and network, and by fostering collaboration 
and partnerships. These companies are taken through an engagement 
process of between six to 12 months, during which key business issues 
and solutions to them are identified through coaching. 
        Other supportive services of EMP range from entrepreneurial 
education, human resources, marketing, finance and accounting to legal 
advice and other ancillary activities.

        Elia pointed out 
that Malaysian women 
entrepreneurs need 
government support on 
training for business skills, 
such as managing finances and 
operating a business, which are 
essential for an entrepreneur 
to excel. 
        Giving words of 
encouragement, she said, “For 
decades, women entrepreneurs 
have existed on the sidelines as 
they supplemented the family 
income. I feel it is time for women 
to take the lead and realise that 
there is no glass ceiling; there 
is nothing stopping them from 
running a successful business. 
        “We have concrete 
examples of successful businesses 
founded by women in Malaysia - 
Piktochart, which was started by 
Goh Ai Ching, and Neelofa Hijab, 
started by Neelofa and many 
others. With the digital age upon 
us, we can also take advantage of 
a wider market that transcends 
geographical boundaries.
        “Hence, the focus should be 
on changing women’s mindset 
to encourage a willingness 
to consider the path of 
entrepreneurship in them.” 
        Another women 
entrepreneur, Fatihah Frozen 
Food founder Fatihah Anis 
Ibrahim said that the EMP 
helped her business to increase 
their business capacity. “The 
programme helped me to 
address three challenges: slow 
sales volume, a limited number 
of distributors that stock 
our products and low brand 
awareness among consumers.”
        She was also advised 
to focus on her brand’s top 
performing products to 
maximise sales, set profit targets 
and budget for expenses, and to 
strictly follow SOPs set within 
the business. This has had a 
positive eff ect on the production 
capacity and operations of 
Fatihah Frozen Food.
        Fatihah urged women 
entrepreneurs to build a 
strong network of like-minded 
individuals, and to identify 
mentors in the industry. They 
should also learn to ask for 
help from friends, mentorship 
programmes, or the like, she said. 

        “Another key element 
of a successful business is to 
embrace digital transformation 
– it is the way forward. Fatihah 
Frozen Food has had a website 
since 2014, and we are working 
towards an e-commerce site. 
“It is very important as it also 
acts as a platform to promote 
our products. Furthermore, 
this platform provides us 
the capacity to connect 
with customers by receiving 
appraisals, feedback and 
complaints,” she stated. 
Thanks to the popularity of 
Facebook and Instagram, 
Fatihah Frozen Food is taking 
full advantage of their social 
media platforms to reach our 
potential and existing customers. 
        “The platforms are 
also linked to our brand and 
ecommerce websites. From a 
business standpoint, we also find 
that social media advertisement 
costs are lower than traditional 
media, and every so often, we 
get ‘free’ marketing when fans 
share our posts,” said Fatihah. 
Fatihah and Elia have gained 
much from the Entrepreneur 
Mentorship Programme, 
but both suggested similar 
programmes should be better 
promoted so that more women 
entrepreneurs will be aware of 
the programmes and capitalise 
on them.
        Women entrepreneurs are 
making breakthroughs in the 
business world, but obstacles 
remain on their entrepreneurial 
path. One major challenge that 
many female entrepreneurs face 
is the eff ect that the traditional 
gender-roles society may still 
have on women. 
        However, governments 
across the world, as well 
as various developmental 
organizations, are actively 
undertaking the promotion of 
female entrepreneurs through 
various schemes, incentives and 
promotional measures. 
        Women entrepreneurs are 
also continuing to form female 
business networks, transition 
towards information technology, 
and rely strongly on e-commerce 
as their form of trade. 
The future looks bright for 
women entrepreneurs. 
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T
he past few years have seen major setbacks to 
retailers and manufacturers of consumer 
goods. Disrupted by technology and online 
retailers on the one hand, and cheap but 
quality products from lower cost markets on 
the other – brands are rethinking ways to 
survive. 
        It is a wonder therefore to find one 
company whose stock is trading at an almost 

all time high. That company is Nike. And it owes much of its success to 
one man: founder and entrepreneur, Phil Knight. 
        He might never have played pro sports or owned a sports team, but 
Philip Hampson Knight has been dubbed the “most powerful person 
in sports” by Sports Illustrated. Worth an estimated US$25 billion, 
Knight turned an idea he first penned in a college essay into the largest 
sportswear supplier in the world. Today, Nike Inc. earns revenues 
in excess of US$32 billion and has become one of the world’s most 
recognized brands. 
        Born on 24 February 1938, in Portland, Oregon, Philip H. Knight 
was the son of a lawyer turned newspaper publisher. He discovered 
his love for running at a young age, and was a key member of the track 
team at Cleveland High School. From there, Knight moved on to the 
University of Oregon, where he found himself competing with Olympic 
distance runners. 
        Knight’s experience at the University of Oregon would be life 
changing for it was there that he met and trained as a middle-distance 
runner with the legendary track coach Bill Bowerman. During 
Bowerman’s 24 year tenure as coach, the Oregon track and field team 
would win all but one of their seasons. Knight’s nickname was “Buck”, 
and although he was known more for his enthusiasm than his natural 
running talent, he struck up an immediate friendship with Bowerman. 
        “I was very aware of shoes when I was running track,” recalls 
Knight, in part because he had become Bowerman’s human guinea pig 
when it came to trying out new running shoes. “The American shoes 

were off shoots of tire companies,” says Knight. “Shoes cost $5, and you 
would come back from a five-mile run with your feet bleeding. Then 
the German companies came in with $30 shoes, which were more 
comfortable.” However, Bowerman still wasn’t satisfied. “He believed 
that shaving an ounce off  a pair of shoes for a guy running a mile could 
make a big diff erence,” says Knight. “So Bowerman began making 
shoes himself, and since I wasn't the best guy on the team, I was the 
logical one to test the shoes.”
        In 1959, Knight graduated from Oregon with a degree in 
journalism. He had been an indiff erent student and, still not knowing 
what to do with his life, Knight enlisted in the army. After completing 
a year of service, Knight decided to enroll in the Graduate School of 
Business at Stanford University. It was a decision that would change his 
life forever. 
        Finally, at Stanford, Knight actually began to enjoy school and 
learning about something other than sports. There was one course in 
particular that struck his fancy and that was Frank Shallenberger’s small 
business class. Shallenberger had given his students an assignment in 
which they had to invent a new business, describe its purpose, and 
create a marketing plan. Knight’s paper was called, “Can Japanese 
Sports Shoes Do to German Sports Shoes What Japanese Cameras Did 
to German Cameras?” In it, Knight developed a blueprint for superior 
athletic shoes, which could be produced cheaply in Japan. 
        “That class was an ‘aha!’ moment,” says Knight. “First, 
Shallenberger defined the type of person who was an entrepreneur – 
and I realized he was talking to me. I remember after writing that paper, 
saying to myself: ‘This is really what I would like to do.’”
        Despite having found his calling, Knight succumbed to his father’s 
wishes and took up a “real” job with a Portland-based accounting firm 
after graduating from Stanford. He didn’t last long there; a trip to Japan 
would soon change everything.

TAKING THAT FIRST STEP
In 1962, Knight decided to finally put his theory into practice. He didn’t 



want his business idea to fade away in the halls of Stanford. He was 
convinced he could make a go of his plan to import cheap but well-
manufactured running shoes from Japan, and he wasn’t going to retire 
the idea until he had tried. 
        Knight went to Japan and visited the Onitsuka shoe factory in 
Kobe, which was producing knock-off s of Adidas running shoes called 
Tigers. Impressed with the high quality of the shoes and the low 
production costs, Knight immediately made a deal with Onitsuka to 
distribute Tigers in the U.S. 
        After returning from Japan, Knight decided to contact his good 
friend and former track coach from the University of Oregon, Bill 
Bowerman, to discuss the business idea. Bowerman was equally 
intrigued with the possibilities. Together, each invested $500 and used 
it to purchase the Tiger shoes from Japan. They founded Blue Ribbon 
Sports Inc. and set about selling their products. 
        At 26 years old, Knight began selling their shoes from the back of 
his green Plymouth Valiant at track and field meets across the Pacific 
Northwest. During the day, Knight still worked as an accountant. 
That is, until 1971, when business had been so successful that he was 
convinced he should be focusing on his shoe business full-time. In its 
first year, Blue Ribbon Sports sold $364 worth of Japanese athletic 
shoes. However, by the end of the decade, sales had skyrocketed to over 
one million dollars; Knight and Bowerman were in business.
        In 1972, Knight decided his company needed a makeover in the 
form of a new name and logo. Knight liked the name “Dimension Six,” 

S
ports is like rock ‘n’ 
roll,” says Knight. 
“Both are dominant 
cultural forces, both 

speak an international language, 
and both are all about 
emotions.” Since the company 
first got its new name in 1972, 
Nike has appealed to the 
emotions of customers to 
become the leading athletic shoe 
retailer in the world. With the 
company’s ‘Swoosh’ logo 
tattooed on his ankle, Knight 
has become the embodiment of 
what it means to succeed as an 
entrepreneur in the 21st 
century. How did Knight climb 
to the top?

MARKETING Few companies 
have been as successful as 
Nike in creating powerful 
and lasting messages to 
promote its products. From 
its internationally recognized 
“Just Do It” slogan to its 
‘Swoosh’ logo to the athletes 
that stand behind it, Nike has 
become a relentless marketing 
machine. Knight pushed 
the boundaries of sports 
marketing, taking it to new 
heights that many questioned 
the very legitimacy of. 

RISK He signed Michael 

Jordan before he became the 
international superstar ‘Air 
Jordan’ and he signed Freddy 
Adu before he had even had 
his 15th birthday. Time after 
time, Knight has demonstrated 
his willingness to take the risks 
he needed to take his company 
to the next level. With no 
guarantee that any of his moves 
would make the mark, Knight 
took the gambles that in the end 
would take him to the top. 

FOCUS Knight and all of his 
Nike employees are adamant 
about the fact that they don’t 
work for a fashion company. 
Nike is about athletics and 
producing shoes that will 
create high-quality athletic 
performances. They didn’t 
get sidetracked and simply 
focused on their end goal. 
Once this focus was clearly 
defined, there was no stopping 
the company from climbing to 
the top of its game.

COMPETITION Knight has 
created a company that is 
fiercely competitive, willing 
to do whatever it takes to 
distinguish itself from its 
main competitors. It was by 
instilling a war mentality 
throughout his company that 

Knight was able to constantly 
stay ahead of the pack. 

CONVICTION Rarely has there 
been a time when Knight 
was not at the centre of some 
controversy or another. From 
being accused of upholding 
poor labour standards to 
signing deal endorsements 
with such controversial athletes 
as Dennis Rodman, Nike has 
been a lightening rod for public 
criticism. But, Knight has taken 
it all in stride, standing strong in 
his belief that what he was doing 
was right and necessary, and 
refusing to back down in the 
face of public controversy. 

“There is an immutable conflict 
at work in life and in business, 
a constant battle between 
peace and chaos,” says Knight. 
“Neither can be mastered, 
but both can be influenced. 
How you go about that is the 
key to success.” Knight has 
managed to maintain that 
balance between peace and 
chaos as he navigated his way 
to success. He has drawn on 
the universal language of sports 
and combined it with his own 
passion for athleticism in order 
to create the most successful 
company in the industry.
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but his 45 employees didn’t. Then, one of the company’s salesmen, 
Jeff  Johnson, suggested something that would stick – Nike – after 
the Greek winged goddess of victory. It had come to Johnson in a 
dream, and it would prove to be a dream decision for the company. 
Knight paid $35 to commission a new logo – the ‘swoosh’ that 
today has become so famous the world over – and debuted the new 
design at the 1972 Olympic trials in Eugene, Oregon. 
        That year, Nike sales reached $3.2 million. The company’s 
profits would double over each of the next ten years. True to 
Knight’s vision, Nike surpassed Adidas as the industry leader in 
the U.S. In 1980, the company went public, but it wouldn’t be 
until 1984 when Nike would make its quantum leap. That was the 
year Knight decided to sign a 21-year-old basketball player by the 
name of Michael Jordan to endorse his shoes. From there, the rest 
was history. 
        Almost overnight, Nike became one of the most recognized 
and popular brands in the world. In 2004, Knight stepped down as 
the Nike’s CEO and President, but he stayed on as Chairman of the 
Board and remains an important driving force behind the company. 
        Occasionally, Knight takes a moment to think about his 
success and how far he’s come since his days at Stanford. “But you 
better not spend much time doing that, because every six months is 
a new lifetime, and you’ve got to worry about what’s coming up to 
stay ahead of the curve,” he says. “If you want to spend time saying 
‘this is cool’, you’re going to get your ass kicked.   
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mid strive competition, the F&B industry 
has welcomed a relatively new subsector 
–  modern food trucks to the family. This 
new subsector has been gaining steady 
growth in various corners of the world, 
including the region of Southeast Asia.  
        Operating a food truck appeals to 
first-time entrepreneurs as a sustainable 
business option due to its low capital 
requirement and flexibility hours, with 
minimal constraints to locale. 
        Street food predominantly reflects 
local culture and flavour in many 
Southeast Asian countries. This has set 
the stage for food trucks to emerge as an 
appealing dining option for consumers, 
with most operators off ering inexpensive 
quick meals. 
        In this issue of SME, we invited 
three food truck entrepreneurs to 
share their knowledge and experience 
on the industry.
        From Malaysia, we have La Famiglia 
founder Danial and Cowboys Food Truck 
owner Nizar who run their business in the 
Klang Valley area. Meanwhile, across the 
causeway in Singapore, Luan Ee ditched 
her corporate job after a successful 20-
year run to start the Kerbside Gourmet 
food truck business.
        In March 2010, Danial became a 
franchisee of a café franchise by opening 
the outlet in Kuala Lumpur. Subsequently, 
he felt the burden of increasing rental 
fees high overhead costs. After exploring 
his options to generate more revenue, 
Danial started the La Famiglia food truck 
business in April 2014. 
        “Many F&B outlet owners also see 
food truck as a solution to their problem 
because of its low operating costs. This 
business model allows us to operate our 
F&B business as it’s our own shop with 
fix rental and aff ordable cost.
        “Additionally, working adults in the 
cities don’t have much time to have lunch. 
For them, food truck is a good option be-
cause they can purchase takeaway meals 
and have lunch in the offi  ce pantry.”
        Danial said that according to indus-
trial definition in the US, modern food 
trucks should be selling gourmet food. “A 
modern food truck business must have its 
own concept and brand, a fit-in kitchen in 

the truck and business must be operated 
within the truck. For me, a modern food 
truck is a mobile kitchen.
        Being a diehard fan of the Godfather 
trilogy, Danial introduced elements from 
the movies into the La Famiglia brand. 
        “Dishes in our menu are named after 
characters from the Godfather movies, 
such as Bonnano Bolognese, Genovese 
Carbonara, Luchesee Tuna Pesto and 
Gambino Olio. We used black and 
gold in our logo design to bring out the 
‘Godfather’ theme,” he explained.
        Speaking of the challenges of 
operating a food truck, he pointed out 
that there are more steps compared to a 
brick-and-mortar F&B outlet’s operations. 
Running an F&B outlet basically starts 
from setting up the shop for business, 
running daily operations and ending with 
cleaning and closure of the outlet. 
        “For a food truck, everything starts 
from the central kitchen, where food is 
loaded on the truck and driving the truck 
to the location to commence business. 
Upon the end of daily business, the food 
truck is driven back to the central kitchen 
for unloading and cleaning,” stated Danial.  
        He highlighted that most food truck 
operators faced problems related to the 
central kitchen. Hence, many of them 
decided to run kitchen operation from 
their house, but Danial said there will be a 
disadvantage by taking this option as they 
will not meet requirements for certifica-
tions including the halal certificate. 
        Another challenge for food trucks 
is parking. “We have to obtain a permit 
before doing business on the street. Each 
city council issues its own permit with 
diff erent charges and there are about six 
city councils in Klang valley,” said Danial. 
Upon applying for the permit, city council 
offi  cers will carry out inspection on the 
food truck such as checking the grease 
trap and cleanliness. 
        Operators also have the option of 
running business at food truck parks, but 
Danial cautioned that the fees can be quite 
costly. Currently, the state of Selangor 
has a “Smart Truck Park” programme 
where food truck operators are given a 
designated area to do business.
        Danial said that passion on branding, 
knowledge, experience and funding 
are essential elements for a food truck 
business owner to achieve success.
        “You need suffi  cient capital to start 
operating a food truck and have the right 
branding, marketing and advertising to 
sustain the business. In Malaysia, popular-
ity is vital to remain in the F&B industry. 
You have to sell the right product with the 
right pricing,” he quipped.   
        He advised those planning to start 
a food truck business to organise food 
testing sessions and get as many feedbacks 
they can. “Take your time to know your 
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        Luan Ee has a much diff erent 
story to how she became a food 
truck operator. She gave up her 
corporate job after a successful 
20-year run and started Kerbside 
Gourmet with her husband, who 
gives strategic input at key critical 
milestones in the business.
         Kerbside Gourmet hit the 
streets in 2013, with a strong 
food philosophy around using 
whole and fresh ingredients. “We 
support local and sustainable pro-
duce. We are against processed 
food, artificial colouring, additives 
and MSG,” said Luan. 
        Licensing for a food truck 
is not a straightforward process 
and involves various government 
agencies in Singapore. “I did 
much desktop research as well 
as spent months talking to the 
various agencies to understand 
their concerns. 
        “The technical construction 
of a food truck is also tricky as 
there are no contractors who 
are familiar with building a food 
truck. I reached out to operators 
in the US who willingly shared 
their knowledge online,” she said. 
        Looking back at her food 
truck venture so far, Luan said, 
“This is our fourth year running 
the food truck and the journey 
has been amazing. As a first-time 
entrepreneur, I saw the direct 
eff ects of my own decision making 
and enjoyed the fruits of good 
decisions and dealt with the 
consequences of bad decisions.”
        She pointed out that it is 
crucial for food truck entrepre-
neurs to know why they want to 
enter the business. The reason 
should go beyond being “passion-
ate about cooking” or “wanting to 
meet more people”, she said. 
        As for the future of food 
truck businesses in Singapore, 
she said that many are interested 
but few will take the plunge. 
Hence, it remains an industry 
with opportunities to be explored 
in the city state. Luan, Nizar and 
Danial all stated that the central 
kitchen plays an important role in 
the food truck business. 
        All raw food must be 
prepared in a central kitchen 
before they are brought into the 
truck. And, all crew members 
must be certified food handlers 
before they can be allowed in the 
food preparation process. 
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targeted customers, your weaknesses and strengths. There is always 
time for innovation, but if you rush into serving food, you might alienate 
initial customers and they will never come back. 
        “Before starting operations, seek advice from local food truck 
owners about the business and preparations of building a food truck.” 
        We did not have this chance because in 2013 there is no other 
food truck in KL. Do your study and get some food truck start-up books 
before you plan to run a food truck. Like us we take about 1 year to 
study and plan brand and menu before we go on the street. 
        To date, La Famiglia have received recognition from the public, 
private agencies and government organisations on running a food truck. 
La Famiglia has also been selected by the National Entrepreneurship 
Institute (INSKEN) and Ministry of Federal Territories for the Federal 
Territory Food Truck Mentoring Programme.
        “The duration of the programme is six months and we have to 
monitor and coach 60 new food truck entrepreneurs and existing 
food truckers. The programme is to educate them knowledge on 
food truck ventures, such as how social media works in food truck 
business,” said Danial.
        Nizar ventured into the food truck business around the same time 
as Danial. His business venture was inspired by his love for delicious 
barbeque sauce and the lack of it in the Malaysian market. 
        He started experimenting on his own barbeque sauce based on his 
dining experience in Texas, when he was studying and working in the 
US. Then, he tested out the barbeque sauce on grilled chicken wings 
which he sold at weekend food bazaars and feedback from customers 
were very encouraging.  
        “So, in early 2014, I decided to bring our brand 
of barbecue to the public, plying the streets of the 
Klang Valley on a food truck. Cowboys’ specialty 
food is our smoked beef brisket and home-
made barbecue sauce. 
        “The beef brisket is applied with our 
own blend of dry-rub before we slow smoke 
it for between nine to 12 hours depending on the 
size of the brisket. We serve the brisket as part 
of our Chuck Norris Platter,” said Nizar.
        In his opinion, the biggest diff erence 
between a food truck and an F&B outlet is the 
fact that the former is a mobile business. This means 
food trucks face the challenge of getting people to know 
their location. 
        “Initially Cowboys had planned to hit two or three spots a week, 
but we realised that consumers want us to have more consistent 
locations. Hence, we committed to a spot and spent time in building our 
brand’s publicity. 
        “This was what we did in Taman Tun Dr. Ismail (TTDI), where 
Cowboys was the first truck food truck there but sales were slow 
because no one knew about our location. But, we stuck to the spot and 
patiently grew our market there,” stated Nizar.
        Together with La Famiglia and 2goCoff ee (another food truck 
brand), Cowboys grew the location into What is known as the TTDI 
Food Truck Street. 
        Sharing his experience of running the business to date, Nizar said, 
“The journey has been somewhat of a roller-coaster in the first year 
where sales was not very consistent from month to month and there 
were glitches in our operations. 
        “However, things are now much smoother where everyone in 
the team knows their role and responsibilities. This allowed me to 
concentrate on the bigger part of the business which is driving more 
revenue and looking for growth opportunities. 
        “When running a business, you indirectly hold the welfare of 
your staff  in your hands. The one thing that I have learnt is to make 
sure you take care of your employees and they in turn will do the same 
to your customers.” 
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time in growing the business.” 
        He believes the food truck 
business will be in Malaysia to 
stay. “Currently, I think the num-
ber of people starting food trucks 
have somewhat plateaued as the 
food truck fad has gone down. 
        “Therefore, it's a matter of 
who has better staying power, 
which essentially boils down 
to each truck’s unique selling 
proposition coupled with a 
structured branding approach.” 
        Nizar also mentioned that 
local authorities in Malaysia are 
slowly coming around in realising 
that they need to regulate food 
trucks. He added that in the 
US, there is a clear avenue on 
license application and reasonably 
located parking spots for food 
trucks (not in obscure locations). 
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Danial is one of the food truck pioneers in Malaysia 
who sticks to the modern food truck concept of 
serving gourmet food. He has grown La Famiglia 
into a well-known brand with recognition from 
government organisations. Currently, La Famiglia is 
helping the National Entrepreneurship Institute to 
mentor and coach new food truck entrepreneurs.

LA FAMIGLIA 
FOUNDER DANIAL

After seven years studying and then working in 
the US, Nizar returned to Malaysia and found that 
there is a lack of delectable barbeque sauce in the 
market. After experimenting his own version of 
barbeque sauce, he started Cowboys Food Truck to 
bring his brand of barbequed food to the streets of 
Klang Valley. 

COWBOYS FOOD TRUCK 
FOUNDER NIZAR 

Luan is the brainchild behind “Kerby” (the food 
truck’s nickname). Having ditched the corporate 
job after a successful 20-year run, Luan’s heart 
is set on injecting a breath of fresh air to the 
streets of Singapore and provoking more conver-
sations through a social wall on the truck. 

KERBSIDE GOURMET 
FOUNDER LUAN EE

M
obile food trucks, nicknamed 
“roach coaches” or “gut trucks”, 
have been around for years, 
serving construction sites, 

factories, and other blue-collar locations.
        In big cities of the US, the food truck 
traditionally provided a means for the on-the-
go person to grab a quick bite at a low cost. 
Food trucks are not only sought out for their 
aff ordability but as well for their nostalgia; and 
their popularity continues to rise.
        Today a modern-day food truck is not 
simply an ordinary taco truck one might 
find at a construction site. In 2009, New 
York magazine noted that the food truck 
had “largely transcended its roach-coach 
classification and is now a respectable venue 
for aspiring chefs to launch careers”. 
        Often focusing on limited but creative 
dishes at reasonable prices, they off er custom-
ers a chance to experience food they otherwise 

may not. Finding a niche seems to be a path to 
success for most trucks. In 2015, food trucks 
in the US are valued to be a $1.2 billion indus-
try, according to mobile-cuisine.com. 

HISTORY OF FOOD TRUCK In the US, the 
Texas chuckwagon is a precursor to the 
American food truck. In the later 1800s, 
herding cattle from the Southwest to markets 
in the North and East kept cowhands on the 
trail for months at a time. 
        In 1866, “Father of the Texas Panhandle” 
Charles Goodnight, a Texas cattle rancher, 
fitted a sturdy old army wagon with interior 
shelving and drawers, and stocked it with 
kitchenware, food and medical supplies. 
        Food consisted of dried beans, coff ee, 
cornmeal, greasy cloth-wrapped bacon, 
salt pork, beef, usually dried or salted or 
smoked, and other easy to preserve food 
stuff s. The wagon was also stocked with a 

water barrel and a sling to kindle wood to 
heat and cook food.
        Another early relative of the modern 
food truck is the lunch wagon, as conceived 
by food vendor Walter Scott in 1872. Scott cut 
windows in a small covered wagon, parked it 
in front of a newspaper offi  ce in Providence 
Rhode Island, and sold sandwiches, pies and 
coff ee to pressmen and journalists. 
        By the 1880s, former lunch-counter boy, 
Thomas H. Buckley, was manufacturing lunch 
wagons in Worcester, Massachusetts. He in-
troduced various models, like the Owl and the 
White House Cafe, with features that included 
sinks, refrigerators and cooking stoves, also 
coloured windows and other ornamentation.
        Later versions of the food truck were 
mobile canteens, which were created in the 
late 1950s. These mobile canteens were 
authorised by the US Army and operated on 
stateside army bases.

WHAT IS A FOOD TRUCK? 
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        Three of the top universities 
in Asia - National University of 
Singapore, Nanyang Technologi-
cal University and The Chinese 
University of Hong Kong also 
joined in the fair as exhibitors.
        Professional resume writers 
were present at the Mega Career 
Fair 2017, helping to review the 
resumes of job seekers and giving 

        Mega Career Fair incorpo-
rates the Managerial and Profes-
sional Job Fair (MJF) – Malaysia’s 
only fair dedicated for senior 
professionals and managers, and 
specialised pavilions for account-
ing, engineering, ICT and media 
advertising jobs.
        This is complemented by 
the Post-Graduate Education Fair 
2017 – Malaysia’s largest and 
longest running fair for postgradu-
ate studies – delivering thousands 
of highly qualified talents right to 
employers’ door step. 
        At this year’s Post-Graduate 
Education Fair, there were 
participation from foreign 
higher learning institutions. 
These foreign institutions were 
from Singapore, Hong Kong, 
Macau, Thailand and European 
countries such as the UK, 
Sweden and Germany. 
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professionals and managers, and 
specialised pavilions for account-
ing, engineering, ICT and media 
advertising jobs.
        This is complemented by 
the Post-Graduate Education Fair 
2017 – Malaysia’s largest and 
longest running fair for postgradu-
ate studies – delivering thousands 
of highly qualified talents right to 
employers’ door step. 
        At this year’s Post-Graduate 
Education Fair, there were 
participation from foreign 
higher learning institutions. 
These foreign institutions were 
from Singapore, Hong Kong, 
Macau, Thailand and European 
countries such as the UK, 
Sweden and Germany. 

them advice. Representatives 
from diff erent professions also 
gave talks on career selection for 
the reference of job seekers.
        On the other hand, the fair’s 
organiser set up a “My Lucky 
Day” booth where visitors had 
the chance to win lucky prizes, in-
cluding four smartphones, phone 
accessories and book vouchers.

A
fter making its successful debut 
in 2014, which attracted 35,000 
working professionals and 
graduates, the Mega Career Fair 
2017 has again put on a strong 
show this year. 
        Held at the Kuala Lumpur 
Convention Centre on 16th 
and 17th September, the fourth 
edition of Mega Career Fair had 
over 100 exhibitors and attracted 
more than 25,000 visitors.

AAAAAAAAAAAAAAAAAAAAAAAAAAAAAA
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being part of an elite group in Malaysia to receive the Asia’s Most Prestigious Awards for Entrepreneurs.

RECIPIENTS OF THE ASIA PACIFIC ENTREPRENEURSHIP AWARDS 2017,  MALAYSIA

Organised by Official Media Partners

LIFETIME ACHIEVEMENT AWARD

• Tan Sri Dr. Lim Wee Chai
Top Glove Corporation Bhd

ENTREPRENEUR OF THE YEAR:

• Datuk Seri Fateh Iskandar Bin Tan Sri Dato’ 
Mohamed Mansor (SMW, DCSM, DSIS, SSA)
Glomac Berhad

• Dato’ Lim Kuang Sia
Kossan Rubber Industries Bhd. (“KOSSAN”)

• Professor Tan Sri Dato’ Wira Dr. Mohd Shukri 
AB. Yajid
Management & Science University (MSU)

WINNERS OF APEA

• Sharma KSK Lachu
Accendo Human Resource Solutions Sdn 
Bhd

• Chiew Kok Hin
AIMS Data Centre Sdn Bhd

• Krishna Rajagopal
AKATI Consulting Group

• Dato’ Marco Seow
Bayou Lagoon Park Resort Sdn Bhd

• Liang Foo Kuan
Big Onion Food Caterer

• Dato’ Izham Yusoff
Bina Darulaman Berhad (BDB)

• Goh Soo Sing
Bon Estates Sdn Bhd

• Tan Sri Dato’ Sri Zainul Azman
Dimensi Eksklusif (M) Sdn Bhd

• Dato’ Ooi Ghee Shen
Enlight Homes Group Sdn Bhd

• Darien Mah
FOREFRONT International

• Ruslan bin Nordin
GFM Services Berhad

• Datuk Kumar Prabakaran
Giga Shipping Sdn. Bhd.

• HJ. Mohd Zaidi Bin Ilamdin
Jana Tanmia Resources Sdn. Bhd.Jana Tanmia Resources Sdn. Bhd.Jana Tanmia Resources Sdn. Bhd.Jana Tanmia Resources Sdn. Bhd.

• Alan Tan Kim Chai
Jin Ye Ye Sdn BhdJin Ye Ye Sdn Bhd

• Dato’ Dr. Darren GohDato’ Dr. Darren GohDato’ Dr. Darren GohDato’ Dr. Darren Goh
K-LINK International Sdn BhdK-LINK International Sdn BhdK-LINK International Sdn BhdK-LINK International Sdn BhdK-LINK International Sdn Bhd

• Kuna MunoKuna MunoKuna MunoKuna Muno
LeBlanc BerhadLeBlanc BerhadLeBlanc BerhadLeBlanc BerhadLeBlanc Berhad

• Mandy Chew Siok ChengMandy Chew Siok ChengMandy Chew Siok ChengMandy Chew Siok ChengMandy Chew Siok Cheng
Lexis Hotel GroupLexis Hotel Group

•• Dato’ Syed Mohamad Bin Syed MurtazaDato’ Syed Mohamad Bin Syed MurtazaDato’ Syed Mohamad Bin Syed Murtaza
Master-Pack Group BerhadMaster-Pack Group BerhadMaster-Pack Group Berhad

• Dato’ Dr. Ravi PonniahDato’ Dr. Ravi PonniahDato’ Dr. Ravi PonniahDato’ Dr. Ravi PonniahDato’ Dr. Ravi PonniahDato’ Dr. Ravi Ponniah
NAAM Group

• Kristian Lee
Naga DDB TribalNaga DDB TribalNaga DDB TribalNaga DDB Tribal

• Dato’ Ivan LimDato’ Ivan LimDato’ Ivan LimDato’ Ivan Lim
ORB GroupORB GroupORB GroupORB Group

• Chin Soo MauChin Soo MauChin Soo MauChin Soo MauChin Soo MauChin Soo Mau
Pekat Teknologi Sdn BhdPekat Teknologi Sdn BhdPekat Teknologi Sdn BhdPekat Teknologi Sdn BhdPekat Teknologi Sdn BhdPekat Teknologi Sdn BhdPekat Teknologi Sdn Bhd

• Dato’ Sri Dr. Sherwin Chew Chen YeeDato’ Sri Dr. Sherwin Chew Chen YeeDato’ Sri Dr. Sherwin Chew Chen YeeDato’ Sri Dr. Sherwin Chew Chen YeeDato’ Sri Dr. Sherwin Chew Chen YeeDato’ Sri Dr. Sherwin Chew Chen YeeDato’ Sri Dr. Sherwin Chew Chen Yee
Potential Excelerate Group Ltd (PE Group)Potential Excelerate Group Ltd (PE Group)Potential Excelerate Group Ltd (PE Group)Potential Excelerate Group Ltd (PE Group)Potential Excelerate Group Ltd (PE Group)Potential Excelerate Group Ltd (PE Group)Potential Excelerate Group Ltd (PE Group)Potential Excelerate Group Ltd (PE Group)

• Dato’ Sri IR Peter Lu Nguang SiongDato’ Sri IR Peter Lu Nguang SiongDato’ Sri IR Peter Lu Nguang SiongDato’ Sri IR Peter Lu Nguang SiongDato’ Sri IR Peter Lu Nguang Siong
Powerpoint Electrical Sdn BhdPowerpoint Electrical Sdn BhdPowerpoint Electrical Sdn Bhd

• Rohanna Ramli Rohanna Ramli Rohanna Ramli 
RHR Hospitality Sdn. Bhd. RHR Hospitality Sdn. Bhd. RHR Hospitality Sdn. Bhd. 
(Formerly known as Residence Hotels & (Formerly known as Residence Hotels & (Formerly known as Residence Hotels & (Formerly known as Residence Hotels & 
Resorts Sdn Bhd)Resorts Sdn Bhd)Resorts Sdn Bhd)

• Lily LimLily LimLily Lim
RJ Realty Sdn BhdRJ Realty Sdn Bhd

•• Dato’ Lawrence Low Hock BoonDato’ Lawrence Low Hock BoonDato’ Lawrence Low Hock Boon
SNE Marketing Sdn. Bhd.SNE Marketing Sdn. Bhd.SNE Marketing Sdn. Bhd.

• Dato Sri Albert Wong Dato Sri Albert Wong Dato Sri Albert Wong 
T & T Pacific Sdn BhdT & T Pacific Sdn BhdT & T Pacific Sdn Bhd

• Kevin Choo Chung IngKevin Choo Chung IngKevin Choo Chung Ing
Timber Land Properties Sdn BhdTimber Land Properties Sdn BhdTimber Land Properties Sdn Bhd

• Simon WongSimon WongSimon Wong
Venthill Sdn. Bhd.Venthill Sdn. Bhd.Venthill Sdn. Bhd.

Official Verification Partner Official Technology Partner
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mall businesses are sitting on an untapped goldmine. The sheer 
amount of data and information held by small businesses – which 
make up 99% of enterprises in Singapore, according to Spring 
Singapore – is mind-blowing.
        This data is incredibly valuable. The Singapore government has 
set up the Committee on the Future Economy and recently identified 
the role of data and its associated opportunities as a main driver of 

growth for Singapore. 
        Recognising its value, the government has also announced a new scheme of over $80 million 
to help SMEs raise their level of digital readiness. With this, more businesses, regardless of size, 
are expected to focus on the potential of technology and data. 
        There is no doubt that leveraging technology and data for more meaningful insights will be a 
growth opportunity for small businesses. In fact, businesses that do not jump on board may be at a 
disadvantage when competing against others that see data as just another part of doing business.
        So how can small businesses start taking advantage of the data opportunities in front of them?

FOCUS ON THE END IN MIND Imagine you have a few dozen separate databases. One might be for 
e-mails, another for social media information, another for phone numbers, and so on. How do you 
prioritise where to put your eff ort? The answer: start with your main business objective.
        If your business sells a physical product, start with sales data. Then look for ways that 
data can be worked in or blended with other information to provide insights – like what your 
customers are searching for on your website and at what times.  
        Remember, using data often means putting two databases together to see what they will reveal 
– not relying on just one dataset in isolation. New data analytics software can do this easily, allow-
ing users to find patterns among multiple data sources and increasing the reliability of the data.

GIVE DATA TO ALL You need to put data in the hands of those closest to the data. The more your 
overall business strategy is influenced by knowledge-based insights across teams, the more likely 
you are to succeed. 
        Don’t be stingy with data analysis platforms. For example, a salesperson – whether they’re on 
the road, work in a store, or from home – will do a much better job if they have access to data that 
aff ects their job, wherever they are. Most data analysis platforms are available on a mobile platform.
        In Singapore, Info-communications Media Development Authority (IMDA) has led by 
example by collaborating with StarHub to provide 1,000 SMEs, from the food and beverage 
business, with a comprehensive automation package of IT services and retail analytics. 
        Other SMEs have also started embarking on their own digital initiatives in recent years. 
For example, we have seen Edge Digital, a digital marketing start-up consultancy, leverage data 
analytics and visualisation across their company to gain deeper access to insights and improve 
problem solving from days to minutes. 
        By equipping and educating employees with advanced technology and data skills, SMEs are 
empowered with the ability to perform better and faster. 

FIND INSIGHTS EVERYWHERE By giving data access to everyone in your business, whether they 
are a rank and file employee or a board member, you will find insights from unlikely places. 
Remember – you don’t know where your next insight will come from. Give your junior employee 
access to your data sets and see what happens. They may spot patterns you couldn’t have.
        But don’t leave your customers out of the loop, either. In the 21st century, you need to be 
able to share data with clients wherever you may be, whether at a hotel bar or local restaurant.

DON’T EXPECT PERFECTION One complaint I often hear from businesses is that their data is too 
complex or in too much of a “mess” for it to be readable. Or they put it off , saying that they’re 
migrating systems and they need to get that sorted. That doesn’t matter. Just get started.
        With an agile analytics solution, you can choose your most pressing problem, find the related 
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data set and start digging into it straight away. 
You’ll often find value sooner than you think. 
Data analytic software makes data “cleaner” 
by sorting diff erent data types from diff erent 
data sources into an easy to read format.

UNDERSTAND THAT DATA’S “CENTRE OF 
GRAVITY” IS IN THE CLOUD We collect more 
data that sits in the cloud, so it only makes 
sense that apps and services that use that data 
sit in the cloud too.
        Take Tableau Online as an example. The 
platform has eliminated the need for installing 
on-site hardware and gives data access to 
businesses of all sizes. In fact, we’ve seen a 28 
per cent increase in the last 15 months in the 
usage of cloud-hosted data within the Tableau 
Online platform.
        By the first quarter of 2016, nearly 70 
per cent of our Tableau Online customers’ 
data was hosted in the cloud. And with good 
reason – it makes access and analysis easier 
for smaller organisations. Start prioritising this 
move to get the most from your data.

THERE IS NOT A “ONE SIZE FITS ALL” 
STRATEGY Using data properly can unlock 
a treasure trove of insights for small 
business, but you won’t achieve that with old 
spreadsheets sitting in a file somewhere.
        You need to start adopting a range of 
these methods to get the most from your infor-
mation. Once you do, you’ll start developing a 
data structure that is both adaptable and sets 
you on the road to success. 
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PETER BARCAK IS THE CO-FOUNDER AND CEO OF CREDOLAB, 

HIGHLY PREDICTIVE, MOBILE-BASED CREDIT SCORING 

M
 
 
obile money, mobile points-of-sale and digital payments have largely 
dominated the conversation around digital finance in recent years. 
Indeed, digital finance, powered through mobile technologies, 
has opened up new channels to access financial services at lower 
transaction costs. 
        For the emerging economies of the region, this carries tremendous 
potential to unlock economic opportunities for individuals and small 

businesses in emerging economies, many of whom are unbanked and have no credit access. 
        It is widely cited that nearly 80 per cent of adults in emerging economies had a mobile phone 
in 2014, while only 55 per cent had financial accounts. According to a State of the Industry report 
by the GSMA released in 2016, mobile money is available in 85 per cent of emerging economies 
with most of its population short of access to banking facilities. 
        The relatively high levels of internet and mobile penetration, compared with levels of 
financial inclusion, has presented financial institutions with an unprecedented opportunity to 
serve a wider segment of the unbanked population in the global emerging markets.

TOP ENTRY BARRIERS FOR FINANCIAL INCLUSION However, for microfinance institutions and 
consumer lenders to remain commercially sustainable while working toward advancing financial 
inclusion at unprecedented levels, there is a critical market demand for creating instruments that 
address the barriers to entry for widespread financial inclusion cited by financial institutions.  
        According to the Center for Financial Inclusion, a lack of capacity to analyse financial data 
and a lack of willingness for parties to share data, as well as a lack of connectivity and infrastruc-
ture, have been cited amongst the top barriers to financial inclusion by banking institutions.
        In light of this, a key issue to address is to support microfinance institutions and commercial 
lenders in making better credit decisions especially when it comes to expanding credit access to 
hard-to-reach underserved populations and small businesses at low cost and risk. This necessitates 
putting the right technology and instruments in place to help with the credit risk assessments of 
borrowers without transactional history and data. 
        Looking at small businesses, for example, if the first-time owners have never had any credit 
and have no credit history, they are immediately viewed as unqualified or “risky” borrowers. 
        Traditionally, lenders need to gain access to and evaluate the applicant’s transactional data 
and history to help them understand and determine the borrower’s ability to take on credit and 
their ability to pay it back. However, without this necessary data, the small businesses do not 
have the opportunity to lend, and they will have diffi  culty expanding and growing, inhibiting their 
success, hindering job creation, and, ultimately, impeding the economy’s potential. 
        This raises the question: how can we extend lending opportunities and advance financial 
inclusion for underserved consumers and businesses with little or no credit history? The simple 
answer is through predictive data analytics. 

CREDIT ASSESSMENT THROUGH PREDICTIVE MOBILE DATA ANALYTICS At current levels 
of mobile penetration in emerging markets, financial institutions are presented with a new 
opportunity to integrate mobile data into their credit assessment process.
        We are seeing a new world of data analytics where the mobile phone can be used to collect 
character data on the borrower. Character data, also “traditionally” referred to as credit history, 
is one of the key criteria lenders use to assess qualified borrowers. 
        Behavioural data that can be collected via the mobile phone include mobile usage, use of 
roaming, frequent locations and mobile behaviour, including the ratio of incoming and outgoing 
calls. These characteristics are then seen as predictive factors as they help determine the 
borrower’s behaviour, which represents lifestyle – a proxy of how much the individual can borrow 
and pay back. 
        To create predictive credit risk assessments of those with limited or no credit history, 
financial technology can be used to extract completely anonymized digital footprints of these 
behavioural data from mobile phones. These digital footprints can be developed into highly 
predictive digital credit scorecards using proprietary technology and know-how, expanding 
opportunities for the previously underserved populations. 
        With this new possibility of turning behavioural digital data into useable data for predictive 
credit risk assessment, commercial lenders and microfinance institutions can expand their pool of 
qualified borrowers with little or no credit history. 
        The benefit of delivering financial services by mobile technology could be significant. Up to 
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2 billion individuals and 200 million SMEs 
in emerging markets lack access to savings 
and credit today. With digital finance, we are 
looking at achieving inclusive growth that 
could add up to $3.7 trillion to the GDP of 
global emerging economies within a decade. 
        Although Asia is home to three of the 
five top Global Financial Centres, the region 
also has some of the highest rates of the 
unbanked population including Indonesia, 
Vietnam and Myanmar. 
        Compared to Singapore and Hong Kong 
– who both have an unbanked population rate 
of 4% – ASEAN’s emerging markets are seeing 
some of the highest percentages of unbanked 
populations – 77 per cent in Myanmar, 69 
per cent in Vietnam and the Philippines, 64 
per cent in Indonesia, 22 per cent in Thailand 
and 19 per cent in Malaysia. These numbers 
are worrying as without financial inclusion, 
individuals in these markets will continue to 
struggle with and in poverty. 
        While we have seen the number of people 
with bank accounts rise globally over the past 
few years, many are still financially excluded, 
lacking basic access to financial services such as 
bank accounts, insurance and access to credit. 
        As we celebrate the 50th anniversary of 
ASEAN, ensuring and expanding financial 
inclusion in emerging markets across 
Southeast Asia is critical for its next wave of 
growth. Not only does it empower individuals 
to come out of poverty and help businesses 
expand and grow, but on a national level, it 
also helps with job creation and availability 
that is much needed for the region to 
accelerate inclusive growth in the region. 



   FEATURE      34

SOUTHEAST ASIA DIRECTOR OF OPERATIONS
VICKI PARRIS IS FCM TRAVEL SOLUTIONS 
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ut on the road. Up in the air. Down in the trenches. Like a soldier, 
business travellers constantly find themselves battling to achieve 
business success under varied and, sometimes, stressful conditions. 
        Increased airport security checks, unpredictable flight delays, 
and transaction-based rather than traveller-centric travel managers 
– all these factors contribute to a stressful travel experience, even 
for seasoned business travellers. And this stress in turn can have a 

significant eff ect on the well-being and productivity of these road warriors.  
        Even with the most advanced video conferencing solutions, business travel isn’t about to 
go away. According to a new report by Travelport and the World Travel & Tourism Council 
(WTTC), business travel is expected to grow by 3.7 per cent annually over the next decade, with 
Asia-Pacific leading the way at a predicted rate of 6.2 per cent each year to 2027.
        So, what can business travellers do to combat the travel blues? Here are four tips to make sure 
you avoid the most common plights and pitfalls, and plan for a healthier, happier travel experience. 

STAYING ON TOP OF THE AGENDA Business travel is tough enough but it could be eminently worse 
without a clear idea of where to go, how to get there and who to call when there’s a problem. 
        Having a well-thought out itinerary is the first step towards a smoother journey. But 
remember to build in the flexibility to take on last minute changes and requests by not packing 
your schedule to the nines.  
        Pre-arranged airport transfers may seem very 1990s but when you have a lot on your 
mind, it allows you to go from point A to B without having to go through the hassle of waiting 
in long taxi queues. 
        Look for travel apps designed by global travel management companies that put all the travel 
details in one place. These apps track booked meetings to avoid any clashes and give the traveller 
an overview of the entire day to better organise your time. For example, FCM has a mobile app 
that consolidates all your travel details on one platform for a seamless journey. 

KNOW WHERE YOU CAN GET HELP A well-conceived travel policy enables organisations to protect 
employees when they travel, minimise business travel expense, and limit legal liabilities. Make 
sure you know your company’s travel policy so you know what’s covered and what’s not, to avoid 
disappointment later.
        Get to know your corporate travel manager to get the most out of each trip. From pre-
departure checklists to an in-depth knowledge of your company’s travel policies, having a good 
travel manager on your side when things go wrong can make all the diff erence in the world. 

DON’T LET YOUR TRIP DERAIL YOUR DIET, EXERCISE AND SLEEP From rushing to meetings to 
catching your flights, business travel is typically a very draining experience. Your usual diet 
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and exercise regime is disrupted. When you 
are short on time, these usually get stuck off  
your to-do list, leading to low energy levels 
and general feeling of unease. 
        Try sticking to your normal regime of 
exercise, diet and sleep habits to maintain 
balance (again, planning is of essence here). It 
is becoming more common for hotels to off er 
free yoga classes, or certainly most will have 
a gym you can take advantage of for a quick 
endorphin-fix. If nothing else, put on your 
sneakers and explore the neighbourhood. 

DO MIX BUSINESS AND LEISURE There is 
nothing wrong with taking some time to 
unwind during a business trip, and a short 
respite can do wonders for keeping stress 
levels in check. 
        Get out of your hotel room and away 
from your laptop for an hour to chill by the 
pool or take in the sights. If you are in a new 
city, you can even try to schedule in a day just 
to get to know the place better, making your 
future trips more rewarding and hassle-free. 
        Make the time to get to know your 
colleagues, partners and customers in more 
social settings. After all, that’s why you 
travelled here in the first place. 
        Business travel is here to stay but you 
can fight against fatigue and burnout with 
these four easy tips. Take back control of 
your life – and make it a breeze, every time 
you hit the road. 
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Schemes

ISO 9001 - Quality Management System
Certification
ISO/TS 16949 - Quality Management
System Certification for Automotive Sector
ISO 13485 - Quality Management System
Certification for Medical Devices
MS 1900 - Quality Management System
from Islamic Perspectives Certification
ISO 14001 - Environmental Management
System Certification
OHSAS 18001 - Occupational Health and
Safety Management System Certification
MS 1722 - Occupational Health and
Safety Management System Certification
ISO/IEC 27001 - Information Security
Management System (ISMS) Certification
ISO/IEC 20000-1 - IT Service
Management System Certification
MS 1480 - Hazard Analysis and Critical
Control Point (HACCP) Certification
ISO 22000 - Food Safety Management
System Certification

MS 1514 - Good Manufacturing Practice
(GMP) Certification
Carbon Footprint Certification

Forest Management Certification

Chain-of-Custody Certification for forest
and forest-based products

ISO 37001 - Anti-Bribery Management 
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Roundtable on Sustainable Palm Oil
(RSPO) P&C Certification

Roundtable on Sustainable Palm Oil
(RSPO) Supply Chain Certification

Malaysian Sustainable Palm Oil (MSPO)
Certification

National Mark of MALAYSIAN BRAND
Certification

1-InnoCERT Programme

ISO 50001 - Energy Management System
Certification

IECEx Certification of Personnel
Competence for Explosive Atmospheres

Electromagnetic Compatibility (EMC)
Certification

TypeTypeT Approval for Communications and
Multimedia Products
Registration of Manufacturer / Assembler /
Repair Centre / Service Centre for
Communications and Multimedia Products
Issuance of Import Permit for
Communications and Multimedia Products

Issuance of Certification / SIRIM Label for
Communications and Multimedia Products

Issuance of Certificate of Approval for the
Importation of Aluminium, Iron and Steel
Products and Materials (for
non-construction use)

Modular Coordination Certification

Green Diesel Engine Verification

NGV Workshop Certification
Installer of Pressurized Hot Work
Enclosure (PHWE) Certification
NANO VerifVerifV yerifyerif  Programme

Testing Services
Chemical and Consumer Products

Civil and Construction Materials

Electrical and Electronics

Energy Efficiency for Electricalfficiency for Electricalf Appliances

Photometry for Lighting Products
Fire Protection

Mechanical and Automotive

Plastics and Composite Materials

Radio Frequency (RF) and
Electromagnetic Compatibility (EMC)

Consignment Services for Imported
Electrical and Electronic Products

Inspection Services
Engineering Inspection (3rd Party Inspection)
Inspection Services for Foreign
Certification Bodies

ISO 39001 - Road Traffic Safetyffic Safetyf
Management System Certification

ISO 22301 - Business Continuity
Management System Certification

ISO 55001 – Asset Management System
Certification

Third-party Verification of Sustainability
Reports
Conformity Assessment Body (CAB)
under Medical Devide Act 737

IECEE CB Scheme

IECEx Certified Service Facilities Scheme

UN Marking for Packaging for Dangerous
 Goods

TypeTypeT Approval (E Marking) for Automotive
Components

Ready-Mixed Concrete Certification
Photovoltaic Module Certification
Welder Certification
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Services

Product Certification

SIRIM Eco-Labelling

Product Listing

Batch Certification

ISO 28000 - Supply Chain Security
Management System Certification

Engineering 
Inspection

Independent Inspecting Authority for the
following services:

Review and Witnessing Test of new, used or
in services of stream boilers, unfired pressure
vessel, pipelines, cranes, goods lift, passenger
lift and other non-pressurised steel structures

Inspection and Witnessing Test of new, used or
in services of steam boilers, unfired pressure
vessels, pipelines, cranes, goods lift, passenger
lift and other non-pressurized steel structures

Witnessing, Verification and Endorsement of 
Welding Procedure Specification (WPS) and 
Welder Qualification Test (WQT)
Identification and Verification of Materials and 
Welding Filler Materials
Inspection of Safe Housing System (Hot Work
Welding Enclosure)
Risk-Based Assessment / Inspection

Non-Destructive and Destructive Assessment
including Failure Analysis and Asset Integrity    Consigment Services for Imported Metals 

Products (Industrial Sectors)
SIRIM Gold Hallmarking Certification Scheme

Consignment Services for Imported
Metals Products (Industrial Sectors)

Good Distribution Practice for Medical
Devices (MDA/RR No.1 : July 2013)

MALAYSIA’S LEADING CERTIFICATION, INSPECTION AND TESTING BODY

The credibility of SIRIM QAS International as a 
conformity assessment body enhances 
consumer confidence in our customers
products and services.

  Building Trust
               and Confidence

FOLLOW US ON SOCIAL MEDIA
SIRIM QAS INTERNATIONAL

(410334-X)
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HEAD OF GLOBAL PROFESSIONAL ACCOUNTANCY
TANYA WORSLEY IS KAPLAN 

W
 
 
hat do Phil Knight, co-founder of beloved sporting brand Nike; Bob 
Parsons, founder of the world's largest domain name registrar Go 
Daddy; and Tony Fernandes, founder of the region’s largest no-frills 
airline AirAsia have in common? They were all certified accountants 
before making their name as widely successful business owners. 
        Do these instances mean that a person needs to be a qualified 
accountant in order to thrive in the business world? Not necessarily, as 

there are a number of entrepreneurs who come from non-accounting backgrounds as well.
        Instead, what is worth noting are the valuable business skills people gain from accountancy 
training and how they can be an advantage in running a business. 
        Modules in these professional qualification programmes including financial management, 
taxation, compliance, ethics and strategic planning prove to be essential in equipping potential 
business owners and entrepreneurs with practical skills and knowhow for them to get an edge 
over their peers.
        There is often a misconception that accountancy and entrepreneurship are quite removed 
from one another. Accountancy is perceived by some as a rigid and static discipline that lacks 
creativity. Being an entrepreneur, on the other hand, is seen as an exciting venture that requires a 
person to be a go-getter and bold risk taker.
        These misconceptions are far from the truth though. The reality is that the role of 
accountants in today’s business context has evolved tremendously beyond the tallying of financial 
figures and balancing of books. 
        Far from only serving these conventional roles, accountants are valuable partners to 
organisations as they also consult and provide actionable insights to business leaders and decision 
makers. Creative problem solvers who chart their organisations’ direction forward, businesses 
rely on the accountants of today to add value to the overarching strategic goals of their operations.  
        In line with their increased prominence, accountants are expected to be up to date with the 
latest business trends to provide relevant and material insights as well as the appropriate soft 
skills to eff ectively communicate their findings. 
        Accountancy training programmes adapt to new and emerging business trends covering 
e-commerce, Big Data and Analytics, and the Internet of Things (IoT) as professional 
qualification bodies such as ACCA, ICAEW, CIMA and AAT among others frequently update 
their programmes to ensure that professional certifications or any courses include these key 
competencies. This in turn allows future accountants to get ahead in their careers.
        Equipped with these dynamic skills, accountants are well positioned to enter and make 
their mark in the business world. Applying their comprehensive understanding to eff ectively 
manage their own company will certainly give them an enviable advantage in comparison to other 
business owners.
        So, though the answer to whether accountants make better businessmen is not a simple 
‘Yes’ or ‘No’, accountants are better equipped to spot business trends, analyse risk and 
manage finances.
        Where does that leave other businessmen?
With the proliferation of technology, business owners who do not have formal training in 
accountancy can still gain this edge. The growth of online learning opens doors to pick and learn 
these new skills in their own time, at a place that’s right for them (such as the offi  ce, or at home). 
It is an attractive option for entrepreneurs given the flexibility and convenience that it off ers. 
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        Where once online learning was viewed 
with uncertainty, a survey commissioned by 
Kaplan in 2015 showed that learners today 
are more open to the idea of online learning, 
with 94.5 per cent of the respondents surveyed 
indicating that they are now receptive to online 
courses
        Despite openness to this approach, 
many may be sceptical about gaining any 
meaningful peer-to-peer or student to lecturer 
collaboration in an online setting. Again, 
technology can replicate the interactive 
learning experience from the classroom. 
        Kaplan virtual classrooms and forums, for 
instance, off er a convenient space for learners, 
tutors and lecturers to interact and be part 
of a joint collaborative learning experience. 
As a result, entrepreneurs can transcend 
geographical constraints and collaborate with 
peers and lecturers in an online community 
to gain new knowledge and skills that will be 
beneficial for their business. 
        Ultimately, the pursuit of knowledge is 
essential for every business owners. Regardless 
if a person started off  with a background in 
Accountancy, Engineering, STEM or the Arts, 
technology has made it easily accessible for 
entrepreneurs to venture out of their current 
academic discipline and arm themselves with 
the necessary skills to get ahead. 
        With opportunities clearly laid out for 
them, the question now is – are they bold 
enough to seize it? 



A
 
 
ccording to the 2017 Asia Pacific Corporate Traveller study carried 
out by Sabre Corporation, 80 per cent of travel managers now believe 
mobility to be the biggest priority in managing corporate travel.
        Another key finding in the study underscore the rise of premium 
economy as a new corporate favourite class; a third finds companies 
trying to stay on top of corporate travellers who are increasingly 
deviating from their travel policy.

Sabre Travel Network Asia Pacific vice president of global accounts Jason Toothman said, “The 
increasing incidence of non-compliance is the result of corporate travellers booking out of policy, 
where they extend business trips to include some leisure time at their own expense. 
        “With more companies shifting accountability of policy compliance to the traveller, the 
ability to integrate non-traditional sources of flight and accommodation, and option to change 
plans easily while on the go, will go a long way in helping the corporate traveller adhere to policy 
without compromising on the quality of travel.”
 
ALMOST HALF OF ALL CORPORATE TRAVELLERS MAKE CHANGES TO THEIR TRIPS According 
to the study conducted on corporate travel professionals from across 19 countries in the region, 
more than 43 per cent of corporate travellers are deviating from company policy ahead of the trip 
and 42 perc ent are making changes while travelling.
        As companies strive to find the balance between driving compliance and increasing their cor-
porate travellers’ satisfaction, respondents have seen corporations actively re-crafting their travel 
policies (32 per cent in 2015 vs 47 per cent in 2016) to accommodate more booking autonomy. 
        One quarter of respondents also noted that most of their clients have deployed mobile app(s) 
that incorporate policy compliance options, shifting accountability of compliance to the traveller.
 
RISE OF MOBILE AND VIRTUAL PAYMENT TECHNOLOGIES When asked what it is they considered 
to be the biggest priority in managing corporate travel in their organisation, 80 per cent of travel 
managers believe mobility to be their top priority. 
        The mobility ranges from making a booking through a mobile device, to itinerary 
management, to staying in touch with their traveller via instant messaging. This highlighted the 
importance placed on moving towards a mobile first strategy. 66 per cent of travel managers also 
quoted looking at alternative forms of payment technology as a high priority area for them.
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Today, new technologies are emerging at a 
rapid pace, ultimately opening up countless 
new revenue channels for travel companies 
to tap into. 
        Travel managers have an opportunity to 
engage their corporate travellers on multiple 
devices at all points of the journey for a truly 
seamless trip. 
        Product solutions that can seamlessly 
integrate booking, itinerary management, 
messaging, virtual payments, expenses 
reporting and travel risk management will help 
corporate travellers improve their traveller 
experience, whilst helping their organisations 
maximise effi  ciency, streamline expenses and 
improve compliance.
 
PREMIUM ECONOMY – A NEW CORPORATE 
FAVOURITE Amidst economic uncertainty, 
companies are cutting back on premium 
class air travel and as such, premium 
economy options have become the next best 
alternative without significantly impacting 
travellers’ comfort. 
        From the report, over half of the respon-
dents indicated that companies are switching 
class from business to premium economy. On 
the other hand, some businesses are upgrading 
travellers from economy to premium economy 
for higher traveller satisfaction. 
        Both forces have contributed to 81 per 
cent of respondents are seeing an increase in 
premium economy bookings.
        The Sabre Asia Pacific Travel Study 
surveyed corporate travel professionals from 
19 key markets across the region, representing 
corporate travel management companies and 
travel agencies servicing corporate accounts. 
        Countries covered included Afghanistan, 
Australia, Bangladesh, Brunei, Cambodia, 
China, Hong Kong, India, Japan, Malaysia, 
Nepal, New Zealand, Pakistan, Philippines, 
Singapore, South Korea, Sri Lanka, Taiwan 
and Thailand.  

Mobility

Traveller safety and security

Alternative forms of payment technology

Justification of a managed travel programme

■ Much higher/Higher priority ■ Stay about the same ■ Much lower/Lower priority

Globalisation of your travel programme

47%

58%

66%

78%

80%

45%

33%

23%

21%

16%

9%

11%
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C
o-working is a global 
movement to create 
innovative, collabora-
tive and community 
driven workspaces that 
move beyond tradi-
tional work environ-
ments. Stop working 
alone – work for 

yourself, not by yourself.
        In recent years, co-working space has 
been emerging as a new trend in Asia. This 
is supported by the rapid increase of remote 
workers and changing working styles, as new 
generations seek more flexibility in their job. 
        Co-working spaces are also sprouting 
up in Malaysia and a new player has just 
joined the fray in Penang. Located at the 
heart of Georgetown, disruptive co-working 
space Scoopoint off ers amazing working 
environment and facilities. It is also a 
platform to live up to one’s passion, network, 
collaborate and inspire one another. 
        In a mixture of relaxed suburb home 
living atmosphere and concentrated working 
environment, Scoopoint creates room between 
work and privacy in which the innovation and 
creativity of professionals are fostered.
        Penang is such a wonderful place to 
live, work and play. Unfortunately, many 
Penangites have left the beautiful island 
because of limited resources for career 
development, business advancement and 
chances of starting a business. Scoopoint 
aspires to change this perception to help 
Penang retain its talents.
        Scoopoint founder and creative director 
Mei Tan said, “We connect entrepreneurs 
from diff erent backgrounds and industries. 
We create a platform for them to collaborate, 
create opportunities and grow together as a 
strong and positive community here in Penang. 
        “We also provide creative and 
consultation services, such as branding, 
advertising design, social media marketing, 
estate planning and funding options to bring 
their business to the next level.”
        She said that Scoopoint also wants to be 
the connection point for businesses and entre-
preneurs from other cities to connect and seek 
new opportunities and collaboration with the 
Penang market and businesses. “Setting foot in 
the new market is never easy, but we created a 
platform to make this possible,” she added.

THE BIRTH OF SCOOPOINT COMMUNITY
According to Mei, she studied in the US and 
in her university, there is a strong community 
even though students come from diff erent 
background and majors. 
        “We always encourage and inspire 
each other. This motivated me and kept my 
passion burning. However, when I moved 
back to Penang, I couldn't find a platform or 
community that to share my positivity, passion 
or ideas with. 
        “I knew that my passion and ideas will 
gradually wither. So, I decided to create the 
community (Scoopoint) to help each other 



grow and keep up our passion.”
        Mei also pointed out that there is a lack of 
connection and resources from other indus-
tries and cities. “There aren’t many opportuni-
ties for young start-ups and entrepreneurs here 
in Penang because most of them have left to 
bigger cities. So, I decided to encourage more 
talents here to collaborate across diff erent 
industries and cities or countries. 
        “Scoopoint is the connection point for 
businesses and entrepreneurs from other cities 
to tap into the Penang market and expand their 
opportunities here. Meanwhile, our Penang 
start-up-and entrepreneurs can also tap into the 
connection to grow and expand to other cities.”
 
IDEA BEHIND SCOOPOINT’S NAME
Speaking on how Scoopoint got its name, Mei 
said that it originated from “scooping ideas”. 
“The word scoop is very catching and I always 
use it as ‘scoop ideas’. Plus, I was looking 
for words that tie with social collaboration 
opportunities (SCO). 
        “I believe that scooping together every 
day will make us mountains together. And 
since Scoopoint is the connection point, every 
point in other cities would be a Scoopoint too. 
Our members are called Scoopies, while the 
process of brainstorming or making it happen 
is called Scooping,” she explained.
        She said that Scoopoint’s vision is to cre-
ate a positive working environment, communi-
ty and opportunities to encourage passion and 
collaboration that drive success and happiness.

        Offi  ce facilities in Scoopoint include 
high speed internet supported by TIME, 
working desks and offi  ce rooms, cabinets, 
lockers, admin and mail services, electrical 
plug points, phone and conference booth, 
meeting rooms and training rooms. 
        Scoopoint believes in work life balance 
and positive working environment, so other 
facilities – a cosy sofa area overlooking 
the sea view, table tennis table, nap room, 
standing working station and a pantry 
area – are included. The pantry has all the 
necessities, such as microwave, toaster, 
coff ee machine and refrigerator.
        Mei said that Scoopoint also 
off ers event and meeting room rental 
with full set of equipment for training, 
presentation, product launch, workshop, 
meeting and others. 
        On the other hand, the co-working 
space is always looking for new speakers 
from diff erent industries and background 
for experience sharing and giving 
insights that can inspire and broaden the 
knowledge of Scoopoint members and the 
public, she said.
        Within two months of operations, 
Scoopoint has already organised 18 events. 
Examples of the events are Big Step into 
UX design skill-share by Can Yelok, 
Women Entrepreneur Night by Krista 
Goon, Penang Entrepreneurs Networking 
Night, Intellectual Property Talk by 
Gordian, BrandYourself Showcase by Steve 
Wee, Product Design 101 from Expedio. 

FUTURE EXPANSION Scoopoint is looking 
at expanding its Scoopie membership 
to other cities. “We want to set up new 
Scoopoint co-working branches in cities like 
Kuala Lumpur, Kuching, Melaka and other 
parts of Malaysia for our short-term goal. 
        “Eventually, our goal is to bring 
Scoopoint to other countries in Southeast 
Asia, such as Vietnam, Thailand, Indonesia, 
Philippines and Cambodia to connect these 
points globally,” said Mei. 

Other than being a working and community 
space, Scoopoint is also a branding and 
creative house that provides creative solution 
and consultation and design services to its 
members and non-members. 
        “We have an in-house team with almost 
eight years of experience in the branding and 
advertising fields. We also provide consultation 
services by working closely with our panel of 
advisors, such as BrandYourself Agency, Asia 
Green Group, StayHi Social Media Marketing 
and InSync Group,” said Mei.

ABOUT CO-WORKING SPACE
C

o-working space provides flexible and cost-saving renting of desks, small offi  ce 
rooms and meeting rooms. It is a solution for those in need of small working space 
with basic facilities. 

        In the past, many SMEs, start-ups, freelancers, self-employers and remote workers only 
had the options of working at home, in cafés or traditional offi  ce environment This was 
because renting and setting up a big offi  ce space is a costly long-term commitment.

WHO IS IT FOR? Small businesses, freelancers, remote workers, budding entrepreneurs, 
start-ups and those who are looking to transition out of their isolated work environments 
– home offi  ces, traditional offi  ce and cafés – into a creative workspace that will push their 
productivity and creativity to the next level.

HOW DOES IT WORK? People and businesses of all kinds come together in one facility to 
share resources, create a community and reduce operating costs. They can opt to use a co-
working space by the day or monthly, or anywhere in between. It is flexible. 

T
he 
Scoopoint 
co-
working 

space is opened 24 hours 
every day for desk 
members. Available 
packages offered are: 

SCOOPIE 
MEMBERSHIP 
(minimum 3-month 
subscriber)
 Free 3 days hot desk
day pass
 50% off for hot desk
day pass 
 50% off for first hour
meeting room rental
 Exclusive invitation 
to events
 Online and offline
community platform
to connect and 
share ideas
 Special discount with
Scoopoint merchant 
partners like cafes, 

hotels and restaurants
 Special discount on
branding, marketing 
and advertising 
consultation with 
design services
 Mailing address and
mail handling service

HOT DESK 
DAY PASS 
 9am to 6pm flexibility
hot desk usage
 Usage of facilities
include high speed 
internet, play area, 
pantry and nap room
 Free coffee, tea 
and snacks

HOT DESK 
PART TIME 
(10 days in month) 
 9am to 6pm flexibility
hot desk usage
 Usage of facilities
includes high speed 
internet, play area, 

pantry and nap room
 Free coffee, tea 
& snacks
 Include all membership
privileges

HOT DESK 
FULL TIME 
(monthly)  
 24/7 flexibility access
hot desk usage
 Usage of facilities
includes high speed 
internet, play area, 
pantry and nap room
 Free coffee, tea 
& snacks
 Printing credits
 Free 1 locker
 Include all the
membership privileges

PRIVATE DEDICATED 
DESK FULL TIME 
(monthly) 
 24/7 flexibility access
hot desk usage
 Usage of facilities

includes high speed 
internet, play area, 
pantry and nap room
 Free coffee, tea 
& snacks
 Printing credits
 Free 1 locker
 Include all the
membership privileges

PRIVATE OFFICE 
ROOM FULL TIME 
(monthly) 
 24/7 flexibility access
private office usage
 Up to 5-pax per office
 Usage of facilities
includes high speed 
internet, play area, 
pantry and nap room
 Free coffee, tea 
and snacks
 Printing credits
 Security access to
office room
 Business name or logo
on the door
 Include all the
membership privileges
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CINNAHOLIC
Year Founded: 2010
Number of Franchisees: 14

T he concept that Shannon Radke 
together with her husband Florian 
Radke created in Berkeley 

California, has been a local favourite since 
2010 and has won several awards before 
getting international attention. 
        In 2014, the husband and wife team 
pitched their California-based vegan gourmet 
cinnamon roll shop to the “sharks” on the ABC 
show “Shark Tank”. Since then, the business 
that entices customers to create their own cus-
tom cinnamon roll from a selection of diff erent 
flavours and toppings, has become an American 
success story.
        All of Cinnaholic’s rolls, brownies, cookies, 
cakes and beverages are produced on vegan-
friendly equipment and in a 100% vegan facility. 
Cinnaholic uses baking sugars derived from 
beets and gelatine-free marshmallows. Other 
ingredients are all flavoured with fruit, spices and 
plant derived oils.
        In addition to being vegan, the brand off ers 
a variety of diff erent flavours that are waiting 
to be explored. All their products are dairy and 
lactose-free, egg-free and cholesterol-free.
        Cinnaholic has partnered with the Atlanta 
Franchise Group, which continues to open stores 
in the US. The franchise brand is currently 
looking at opening outlets in Canada.

CINNABON
Year Founded: 1994
CEO: Joe Guith
Number of Franchisees: more than 1,000

I
t all started with a father, a son and a 
mission to create the world’s greatest 
cinnamon roll from scratch. When the 

father-son duo finally landed on the most magical 
combination of exceptional ingredients from 
across the globe, they knew they’d created the 
perfect recipe. 
        On December 4, 1985, they transformed 
their hard-earned dream into a delicious reality 
with the opening of the first outlet in the 
SeaTac Mall in Seattle, Washington. Devoured 
by thousands of eager, waiting guests, the 
original Cinnabon cinnamon roll became an 
instant obsession. 
        Today, there are locations throughout 
the US and in over 50 countries worldwide, 
including India, Japan, Malaysia, Thailand 
and Saudi Arabia. The brand’s menu has also 
expanded to off er exciting, new ways for guests 
to enjoy the irresistible pleasure that only 
Cinnabon can provide.
        With a presence in over 50 countries, 
Cinnabon is one of the world’s most-recognised 
and sought-after brands. Outlets can be found in 
shopping malls and tourist attractions. In some 
countries, Cinnabon products are even available 
in grocery stores for customers to bake and enjoy 
delicious cinnamon rolls right in their home. 

PITA PIT
Year Founded: 1995
CEO: Jack Riggs
Number of Franchisees: appx. 650

W hen Nelson Lang and John Sotiriadis 
opened their first Pita Pit outlet in 
Kingston, Ontario in 1995, the idea 

was to provide a healthier alternative to the 
usual fast food fare by serving Lebanese-style 
pita sandwiches. Packed with fresh veggies, 
grilled meats and zesty sauces, the pita 
sandwiches were an instant hit with the college 
and university crowd. 
        The pita sandwich store’s popularity was 
especially boosted by the fact that the store 
stayed open late – well into the wee hours of the 
morning. This made the store a perfect choice for 
students taking a break from studying or coming 
home after a night of partying.
        At the franchise’s outlets, customers order 
their pita based on the main ingredient (off erings 
include Philly cheesesteak, falafel and chicken 
souvlaki, except for their “garden pita”). 
        Then, the customer specifies other 
ingredients they would like to add to their 
sandwich. There are a selection of cheeses 
(including feta, cheddar, and Swiss), vegetables, 
sauces and spreads including tzatziki, Caesar 
salad dressing, and honey mustard. The brand 
began franchising in Canada in 1997, and then in 
the US two years later. 

W
hen an individual 
franchisee considers the 
type of franchise brand to 
take up, F&B brands are 
one of the most popular. 
However, with fast 
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ERBERT & GERBERT’S SANDWICH SHOP
Year Founded: 1987
CEO: Eric Wolfe
Number of Franchisees: appx. 100

T
he sandwich franchise brand got its 
name from a series of bedtime stories. 
The Adventures of Erbert & Gerbert 

Herbert was told by a father to his 10 children to 
teach his children about science, history, 
adventure and being a good friend. 
        One of those children, Kevin Schippers 
grew up to become the founder. In tribute to his 
father, his family and those stories, he named his 
sandwich shop Erbert & Gerbert’s. 
        Schippers opened the first restaurant on 
Water Street in Eau Claire, Wisconsin in 1988.
In 2003, he sold the franchising company to 
investors led by primary owner Eric Wolfe. 
However, Kevin Schippers continues to own the 
original Eau Claire location.
        Erbert & Gerbert’s uses fresh baked bread 
daily, meats and cheeses that are hand-sliced for 
freshness, and chef-inspired soup and sandwich 
recipes. Sandwiches are prepared by cutting the 
bread and taking out the soft white dough part 
and leaving the guts on top of the sandwich.
        As of December 2012, the Erbert and Ger-
bert's franchise has added many new gluten-free 
products to cater to people with gluten allergies 
or those who want a more gluten-free lifestyle. 
The new menu, bolstered by the new partner, 
Udi's Gluten Free Foods, contains three gluten 
free options in soup as well as at least three clas-
sic sandwiches with a gluten-free variant.

SCHLOTZSKY'S
Year Founded: 1971
CEO: Kelly Roddy
Number of Franchisees: more than 300

F
ounded by Don and Dolores Dissman 
in 1971, Schlotzsky’s first outlet 
opened on South Congress Avenue in 
Austin, Texas. The initial menu 

consisted of one sandwich composed of mixed 
meats, cheeses and marinated black olives on a 
hot Schlotzsky’s sourdough bread, which is called 
“The Original”. The first sandwich was based on 
the Muff uletta sandwich
        From humble origins, The Original created 
a passionate customer following. Now, more than 
40 years later, Schlotzsky’s is an international 
sandwich franchise restaurant chain with locations 
in 35 states in the US and three foreign countries. 
        The franchise brand is looking for right fran-
chisees who understand Schlotzsky’s core values. 
Potential franchisees should be qualified operators 
with prior restaurant and business experience. 
        As Schlotzsky’s has grown, customers’ tastes 
have evolved, and so has the brand’s menu. The 
Original® is still our most famous sandwich, 
but today customers can also enjoy fresh 
baked bread, delicious hot sandwiches, Artisan 
flatbreads, specialty pizzas, toasted wraps, freshly 
tossed salads and gourmet soups. 
        The fast-casual restaurant chain is also 
evolving. Since 2011, the company has been 
remodelling its locations across the country with 
a “Lotz Better” look, which includes bright, bold 
colours, circle-themed furniture and decor and 
playful slogans.

WHICH WICH SUPERIOR SANDWICHES
Year Founded: 2003
CEO: Jeff Sinelli
Number of Franchisees: appx. 450

W hich Wich Superior Sandwiches is an 
American fast casual restaurant chain 
specialising in sandwiches and salads, 

founded by Jeff  Sinelli who previously started 
another franchise food concept, Genghis Grill.
        The sandwich franchise has its headquarters 
in Dallas, Texas. As of December 2016, it has 404 
locations open in 36 states in the US as well as 
the District of Columbia. Other 27 international 
locations are opened in Bahrain, Guatemala, 
Kuwait, Mexico, Oman, Panama, Qatar, Saudi 
Arabia and the United Arab Emirates.
        In 2007, the chain ranked as the fastest 
growing restaurant chain concept with 50 
operating stores or less, opening nine locations 
during a four-month period at the beginning of 
the year. In 2009, the chain ranked as the sixth 
fastest-growing concept in the industry, according 
to restaurantchains.net.
        Which Wich sells customisable submarine 
sandwiches it calls “Wiches”. There are ten 
categories and 60 topping options. Sandwiches 
come in small (7 inch), medium (10.5 inch) and 
large (14 inch) sizes.
        To place an order, guests mark their custom 
orders on sandwich bags with menus printed on 
them, choosing the type of sandwich, size, bread, 
cheese, spreads and vegetables. In addition to 
over 50 sandwich choices, the menu also off ers 
chips, cookies and milkshakes.

growing competition in the F&B industry, 
would be better to pick brands which are 
keeping up with the food trend and attract 
consumers from each age group.
        Due to the growing trend of eating 
healthy, a F&B franchise brand should 

also be using fresh ingredients. Having 
a menu which allows customers to select 
their own customised meal is also a plus 
point. Additionally, fast service and the 
convenience of takeaway help attract offi  ce 
workers and students.

        In this issue, we look at a selection 
of cinnamon roll and sandwich franchise 
brands. Some have already ventured 
into the international market, while 
the others are planning to expand their 
brand globally. 
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  CAMBODIA IN FIGURES

Official name: Kingdom of 
 Cambodia
Capital: Phnom Penh
Land Area: 176,515 sq km
Population: 16,204,486
Life expectancy: 72 years
Adult literacy: 77.2 per cent
Languages: Khmer, English, 
 others
Major Religion: Buddhism
Currency: Cambodian riel
GDP: $19.37 billion
GDP per Capita: $3,735
Unemployment:  0.3 per cent
Main Exports: Clothing, timber, 
 rubber, rice, fish, 
 tobacco and 
 footwear
Main Export Destinations:  US, UK, Germany, 
 Japan, Canada, 
 China, Vietnam
Main Imports: Petroleum 
 products, 
 cigarettes, gold, 
 construction 
 materials, 
 machinery, motor 
 vehicles, 
 pharmaceutical 
 products
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CAMBODIA

C
ambodia is a country in 
Southeast Asia that 
borders the Gulf of 
Thailand. Neighbouring 
countries include Laos, 
Thailand, and Vietnam. 
The geography of 
Cambodia is 
mountainous in the 
southwest and north 
and is dominated by the 
Mekong River and 
Tonle Sap Lake. 
        The country’s 
governmental system is 
a multiparty democracy 
under a constitutional 
monarchy. The chief of 
state is the king and the 
head of government is 
the prime minister. 
        Cambodia has 
a mixed economic 
system, self-defined as 
a planned economy 
with markets, in which 
the economy includes 
a variety of private 
freedom, combined 
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 TIPS ON DOING BUSINESS IN CAMBODIA
   As Cambodia is a hierarchical culture the business world

follows suit in terms of protocol and behaviours.
   Exchanging business cards is an important part of even

the smallest transaction or business contact in Cambodia. 
Get some printed before you arrive and hand them out like 
confetti. Always present them with two hands.

   Respect and deference must always be shown to the most
senior person.

   When meeting a group, you will be introduced to the 
highest ranked person, similarly the most senior member 
from your group should greet them.

   If groups are involved you should introduce people
according to rank so that your Cambodian counterparts 
understand the dynamics of the group.

   Handshakes are normal although be careful not to be too
firm as this may be construed as aggressive.

   If men are dealing with women they should wait and see if
they extend a hand before doing so. Eye contact should be 
kept to a minimum.

   Building a relationship on mutual trust is crucial so initially
time should be invested in getting to know your counterparts.

   Cambodians are very indirect communicators so some
reading between the lines is a necessary skill.

   Cambodians prefer ideas to be brought forward in a gentle
way and to wait for others to respond.

   In meetings, speak clearly, slowly and avoid the use of slang,
adages and colloquial sayings.

with centralized economic planning 
and government regulation. 
        The country’s 1999 
membership to the Association of 
Southeast Asian Nations (ASEAN) 
and 2004 accession to the World 
Trade Organization (WTO) have 
opened the country up to the 
global marketplace.

CAMBODIAN ECONOMY
Cambodia has experienced strong 
economic growth over the last 
decade; GDP grew at an average 
annual rate of over 8% between 
2000 and 2010 and at least 7% 
since 2011. The tourism, garment, 
construction and real estate, and 
agriculture sectors accounted for 
the bulk of growth. 
        Around 600,000 people, the 
majority of whom are women, 
are employed in the garment and 
footwear sector. An additional 
500,000 Cambodians are employed 
in the tourism sector, and a further 
50,000 people in construction. 
        Tourism has continued to 
grow rapidly with foreign arrivals 
exceeding 2 million per year since 
2007 and reaching around 4.5 
million visitors in 2014. Mining also 
is attracting some investor interest 
and the government has touted 
opportunities for mining bauxite, 
gold, iron and gems.

        Cambodia remains one of 
the poorest countries in Asia and 
long-term economic development 
remains a daunting challenge, 
inhibited by endemic corruption, 
limited human resources, high 
income inequality, and poor job 
prospects. 
        As of 2012, approximately 
2.66 million people live on less 
than $1.20 per day, and 37% 
of Cambodian children under 
the age of 5 suff er from chronic 
malnutrition. More than 50% of 
the population is less than 25 
years old. The population lacks 
education and productive skills, 
particularly in the impoverished 
countryside, which also lacks basic 
infrastructure.
        The World Bank in 2016 
formally reclassified Cambodia as 
a lower middle-income country as a 
result of continued rapid economic 
growth over the past several years. 
Cambodia’s graduation from a 
low-income country will reduce 
its eligibility for foreign assistance 
and will challenge the government 
to seek new sources of financing 
in 2017. 
        The Cambodian Government 
has been working with bilateral 
and multilateral donors, including 
the Asian Development Bank, the 
World Bank and IMF, to address 

the country's many pressing needs; more than 30% of the government 
budget comes from donor assistance. 
        A major economic challenge for Cambodia over the next decade 
will be fashioning an economic environment in which the private sector 
can create enough jobs to handle Cambodia's demographic imbalance.

LANGUAGE
Khmer is the offi  cial language of Cambodia. The Cambodian language is 
derived from the Mon-Khmer (Austro-Asiatic) language family. Khmer is 
renowned for possessing one of the largest sets of alphabets; it consists 
of 33 consonants, 23 vowels and 12 independent vowels.
        While tourists may wish to learn a few spoken phrases before or 
when visiting Cambodia, English is widely spoken and understood. 
French and Mandarin are also spoken frequently in the country; most 



 FUN FACTS
   Evidence from carbon dating suggests that Cambodia was

inhabited as early as 4000 B.C.
   Until 1953, Cambodia was a protectorate (a state that is controlled

and protected by another) of France.
   Cambodians celebrate the Buddhist New Year in April. The

festival is referred to as the Khmer New Year or Chaul Chnam 
Thmey. It is similar to the Songkran celebrations in Thailand 
and Myanmar.

   There is a “blind clinic” in Cambodia where you can receive
massage from blind people. These people are trained in the art of 
massage so that they can make their living.

   Half of Cambodia’s current population is younger than 15 years old.
   Cambodia is one of the fastest-growing economies in Asia with an

average growth rate of more than 6% in the last ten years.
   The present king of Cambodia, His Majesty King Norodom

Sihamoni, is a bachelor and does not have children. Thus, there 
is no direct successor to the king in case one is required to be 
crowned as the next king of Cambodia.

   Angkor Wat, located in Siem Reap, is the world’s largest religious
monument, covering an area of 162.6 hectares. The temple was 
built by the Khmer King Suryavarman II in the early 12thcentury.

   Almost half of the international tourists coming to Cambodia
come to visit the Angkor Wat. Angkor Wat ticket sales generated 
$20 million in revenue during the first three months of 2016. 
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elderly Cambodians speak French and many from the Khmer-Chinese 
population speak Mandarin.

ETIQUETTE AND CUSTOMS

DRESS CODE Respect local dress standards, particularly at religious sites. 
Covering the upper arms and upper legs is appropriate, although some 
monks will be too polite to enforce this. Always remove your shoes before 
entering a temple, as well as any hat or head covering.

MEET AND GREET Learn the Cambodian greeting, the sompiah, and use 
it when introducing yourself to new friends. When beckoning someone 
over, always wave towards yourself with the palm down, as palm up with 
fingers raised can be suggestive, even off ensive.

DEADLY CHOPSTICKS Leaving a pair 
of chopsticks sitting vertically in a 
rice bowl looks very much like the 
incense sticks that are burned for 
the dead. This is a powerful sign 
and is not appreciated anywhere 
in Asia.

MEAN FEET Cambodians like to 
keep a clean house and it's usual 
to remove shoes when entering 
somebody's home. It's rude to point 
the bottom of your feet towards 
other people. Never, ever point 
your feet towards anything sacred, 
such as an image of Buddha.

HATS OFF TO THEM As a form of 
respect to the elderly or other 
esteemed people, such as monks, 
take off  your hat and bow your 
head politely when addressing 
them. Never pat or touch an adult 
on the head – in Asia, the head is 
considered the most sacred part of 
the body.

TOOTHPICKS While digging out those 
stubborn morsels from between 
your teeth, it is polite to use one 
hand to perform the extraction and 
the other hand to cover your mouth 
so others can't see you do it.
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        It benefits organisations by giving them 
the ability to trade capital expense for variable 
expense, gain advantage from massive 
economies of scale, make agile capacity 
decisions, increase business speed and agility, 
stop spending money running and maintaining 
data centres, and go global in minutes.
        The true value of cloud computing is its 
ability to optimise business functions in ways 
that can maximise growth and value, and its 
ability to achieve this with the most eff ective 
end-user eff ort. 
        Businesses are freer than ever before to 
focus their resources where they most matter: 
on driving and growing their business, rather 
than worry about managing IT issues. 
        When a business grows, its cloud 
service provider should act as a partner in 
its expansion, through the ability to scale 
the solution in line with business demand, 
ensuring costs are kept in line with growth but 
performance is not compromised.

MAKING THE TRANSFORMATION TO THE CLOUD
In transitioning to the cloud, every 
organisation will experience a unique 
cloud adoption journey, but benefit from 
a structured framework that guides them 
through the process of transforming their 
people, processes, and technology.  
        To successfully transition to the cloud, 
you need to understand your organisation’s 
current state, the target state, and the actions 
required to achieve that target state. Knowing 
this will help set goals and create work streams 
to enable staff  to thrive in the cloud.
        Businesses are freed to spend time and 
resources thinking about how technology 
can make their customers’ lives better. For 
example, the Fave Group recently migrated 
Groupon Malaysia to its new platform, 
switching all traffi  c and some three million 
subscribers from the group-buying website 
to its new website running on Amazon Web 
Services (AWS). 
        The start-up was able to migrate 
immediately, scale up, optimise services 
and could focus on building and improving 
products instead of managing complex and 
costly IT infrastructure.

T
echnology has changed the 
way we live, work, learn 
and play. As technology 
continues to evolve and 
become an ever-more 
seamless part of our lives, 
the expectations and 

demands of consumers to enjoy a more 
personalized experience through digital 
channels, get higher all the time. 
        While we become increasingly connected, 
there has been an explosion of data that’s 
transferred through devices, servers and cloud. 
        Organisations in almost every industry 
sector are integrating their business operations 
with cloud, developing a seamless user 
experience to help them stay relevant and 
competitive. This development is driving an 
increasing number of companies to opt for 
cloud-based services. 
        Organisations are embracing dynamic, 
cloud-based operating models to better 
position themselves for cost optimisation and 
increased competitiveness. 
        Malaysia’s 2017 Budget has placed a 
strong emphasis on digitization as a step 
towards achieving the nation’s vision of a fully 
connected digital economy. We should expect 
more digital disruption as businesses slowly 
integrate their business operations onto cloud.

POTENTIAL OF CLOUD INNOVATION
Cloud-first strategies are the foundation for 
businesses to stay relevant in today’s fast-paced 
world. As businesses move away from legacy 
IT infrastructure, the pattern of IT spending 
is shifting dramatically, with more than $1 
trillion in IT spend being directly or indirectly 
aff ected by the shift to cloud during the next 
five years.
        Disruptive technologies such as cloud 
computing have been an accelerating force in 
driving innovation and enabling new business 
models, helping organisations to be more agile 
and creating a new generation of start-ups and 
born-in-the cloud providers. 
        Cloud has introduced a significant shift 
in how technology is obtained, used, and 
managed and changed how organisations 
budget and pay for technology services. SERVICES MALAYSIA COUNTRY MANAGER.
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        Fave uses cloud computing technology 
to accelerate digital transformation to give 
consumers access to everything that’s needed 
to engage in today’s digital world. The launch 
of Fave, running entirely on AWS Cloud, helps 
bridge the communication gap by bringing 
offl  ine merchants online to meet the current 
and evolving needs of their consumers. 
        Fave’s collaboration with merchants also 
provides consumers with easy-to-use mobile 
technology that allows them to search, pur-
chase and book their favourite meals or leisure 
activities – all within the palm of their hands.
        Grab, a ride-sharing service which was 
locally founded in Malaysia in 2012, is another 
company that has rapidly grown its presence in 
the Southeast Asia region by innovating on the 
cloud. Grab uses real-time data computation 
and data streams to support over 1.5 million 
bookings per month in Southeast Asia. 
        By utilizing AWS Cloud, Grab can 
minimize the resources needed to manage IT 
infrastructure, and instead shift its focus to 
developing innovative services and features to 
deliver a seamless consumer experience. 
        For instance, Grab introduced GrabChat, 
an instant messaging platform embedded 
within the mobile app, allowing drivers 
to communicate their estimated arrival 
times without leaving the app screen, while 
passengers can receive more responsive 
feedback and share their exact locations. 
        Since the launch of the feature, the 
company saw a significant reduction in ride 
cancellations.
        Fave and Grab reveal how cloud services 
open up a realm of possibilities that at one 
time, organizations could never have imagined. 
Enterprises and start-ups alike are moving 
away from legacy thinking, and embracing the 
digital revolution to bring innovation for their 
own organizations. In turn, they’re changing 
the way we live. 
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glasses (or even a mobile phone or tablet), con-
tractors and engineers can see the BIM model 
overlaid onto the physical site, walk around 
and identify issues in the built environment, 
and add comments, which are then localized 
automatically to the digital model. 
        Visualizing data in AR and VR gives them 
the ability to see the unseen. For example, if 
an engineer performs a finite analysis of a load 
on a structure, in the old days, that would take 
the form of a giant spreadsheet. Now he or 
she can overlay a gradient map onto a design 
to see parts of the structure that are likely to 
break. This introduces a new feedback loop 
into the process.

BETTER PROTOTYPING AND TRAINING
VR, AR, and MR technology can introduce 
both hard and soft cost savings on projects. 
For example, car manufacturers make clay 
prototypes. But what could happen when 
engineers build a virtual prototype and make 
decisions based on the VR model? 
        Instead of engineers reviewing physical 
prototypes and manually accommodating data 
back into designs, those decisions would be 
computable and articulated in the model itself. 
By replacing the physical prototype step with 
VR and incorporating it into the workflow, 
manufacturers save material, time, and money. 
        AR can also be used to train and retrain 
factory or construction workers. Employees 
with decades of jobsite experience and 
institutional knowledge are nearing retirement, 
taking that valuable information with them. 
        Capturing that data now, in a way that 
can be used to educate the next generation, 
means a better-trained workforce that benefits 
from hands-on learning.   

TECHNOLOGY IN ITS INFANCY
Most people have experienced AR, VR, and 
MR only as a demo or a visualization solution 
at the end of a process; it’s been a spectator 
sport. So how does the technology become 
integrated into the entire process, form 
design to simulation, to training? It’s about 
centralizing and connecting data in those 
environments.
        When computer mainframes gave way to 
personal computers, the way people worked 

F
ears about artificial 
intelligence and robots 
replacing humans are 
going strong. As the world 
continues to flood with 
data, there’s no reason for 
designers or engineers to 

panic, and many reasons to get excited. 
Current trends in technology actually have the 
potential to create stronger connections 
between people and machines.
        VR (immersing yourself in a completely 
artificial world), AR (overlaying a digital 
layer of contextual information into the built 
environment), and MR (an interactive mix of 
VR and AR) are quickly gathering speed. But 
we’re in the early days. 
        A sea change, led by the advancement 
of AI and other technologies, is poised to 
chart the course of the industrial world. This 
power in computing, graphics, and new input 
interfaces will increase human effi  ciency, 
productivity, and our ability to merge with and 
better understand the information around us.  
        Imagine a world where construction plans 
or physical prototypes are no longer needed to 
create or understand a design. 
        A combination of AR/VR, machine 
learning, AI, robotics, advanced fabrication, 
and generative design will help humans and 
machines connect digital information and the 
built environment. Designers and engineers 
will gain the ability to interpret cumbersome, 
continuous, and complex signals, and distil 
the information within the spatial context of 
their work. 

REIMAGINING THE WORKPLACE, AND JOBSITE
Designers, engineers, makers, and builders 
are inundated with digital information. It’s 
getting more complex, and margins are getting 
smaller, but the nature of work is going to 
change over the next five to 10 years. 
        Once fully immersed into VR or AR, 
people in diff erent disciplines and settings 
can simulate a design that’s already built 
and operating, or they can augment a design 
within the context of a job. This increase both 
effi  ciency and understanding, leading to better-
informed decisions, higher productivity, and 
fewer errors.
        AR holds great potential for construction 
sites. Using AR devices such as a helmet or 
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changed forever. Then desktops shifted to 
mobile PCs, and data moved to the cloud. 
        In the next wave of computing, devices 
will disappear and the world (or the human 
body) will become the interface and display—
ushering in new inputs, new modalities, new 
ways of displaying, optics, rendering, and new 
ways that high-frequency and low-frequency 
data will flow through future systems. 
        As devices disappear, there will be a 
transition from tablet-based AR or tethered 
VR to smaller headsets. The form factors will 
shrink down. It’s probably still five to 10 years 
before there will be true immersive holograms. 
But over the next one to two years, there will 
likely be some amazing breakthroughs in the 
enterprise space.
        When that happens, designers and 
engineers will be able to peer into the lens 
of the things they care about through VR, 
AR, and MR—and have a conversation. Each 
stakeholder will be able to prioritize relevant 
aspects of a story (a.k.a. design), and they’ll be 
able to contribute more to the story. 
        VR, AR, and MR will give designers, 
engineers, makers, and builders new 
superpowers to see the unseen, take on new 
jobs they’ve never done before, and predict 
outcomes with certainty. 
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I
suzu Malaysia 
Sdn Bhd has 
announced the 
arrival of the 
new 2017 
Isuzu mu-X. 

The 7-seater SUV has been 
improved with major upgrades 
in the exterior, interior and 
safety aspects.
        The key upgrades include a 
new facade with blue spectrum 
Bi-LED projector headlamps, 
6 SRS airbags, soft touches 
interior, Hill Descend Control, 
18” alloy wheels and a new 
colour Havana Brown.
        The new price of the facelift 
was quoted at RM 183, 000.40 
on the road without insurance 
for the 4x4 variant and RM 
176,640.40 for the 4x2 variant. 
It comes in 5-speed automatic 
transmission only, and retains 
the long-proven world class fuel 
effi  cient diesel engine in the 2.5L 
VGS Turbo Intercooler. 
        At the launch, Isuzu 
Malaysia CEO Kenji Matsuoka 
said that he is confident in the 
build quality of the Isuzu mu-X 
and that Isuzu’s conservatively 
tuned engine has always been 
known for its paramount 
durability and reliability.
        “Our vehicles have 
always been designed 
on our three key 
principals in 
fuel effi  ciency, 
reliability and 
durability. The 

thousands of hours spent by our 
engineers in refining the Isuzu 
mu-X has resulted in this pinnacle 
engine build, and enable us to 
provide 5 years unlimited mileage 
warranty,” he added.
        The Isuzu mu-X is fitted 
with aggressive front fascia to 
depict its strong and powerful 
look. The vehicle styling concept 
is inspired by the bald eagle, 
resulting in sharp and lustrous 
front fascia. Both 4x4 and 4x2 
mu-X is equipped with a new 18’ 
alloy wheels to complement its 
prestigious look.
        To further enhance its 
exterior look, the new mu-X is 
equipped with Bi-LED projector 
headlights in blue light spectrum 
and LED Daytime Running Light 
(DRL). This feature improves 
driver vision when driving at night 
and reduces driver fatigue due to 
the blue spectrum light range. 
        The headlamp also comes 
with an auto-levelling feature that 
keeps the light projection in the 
optimum direction as the user 
adds weight to the vehicle. On 
than that, a new rear fog lamp is 
also incorporated to this vehicle.
        Drivers and passengers will 
also be able to indulge in the 

exquisite interior design of 
the new mu-X. Upgrades 

include soft surfaces 
for majestic feeling 
with wood pattern 
panel at the door 
trim and front 
dashboard. 

        The elegant centre graphic and new design electroluminescent 
(e-LUMAX) meter panel with Multi-Information Display (MID) is 
also installed to give more notable features to the vehicle. The other 
prominent improvement is its new refined quilt pattern leather seat to 
ensure the comfort of the driver and passengers. 
        The vehicle’s infotainment system is upgraded with eight 
speakers surrounding the car delivering clear audio for all occupants. 
The 4x4 variant comes with an 8” DVD touchscreen and comes with 
a fold down monitor for back row occupants. The 4x2 version has the 
7” DVD touchscreen.
        Another new addition to the Isuzu mu-X is the Hill Descent 
Control (HDC). The HDC function allows a smooth and controlled hill 
descent in rough terrains. The driver can adjust the vehicle speed to suit 
slope conditions by depressing the brake pedal or accelerator (maximum 
30 km/h). It works for both hill forward-and-backward descent. 
        The full complement of driving safety aids includes Anti-lock Brake 
System (ABS), Traction Control System (TCS), Electronic Stability 
Control (ESC), Electronic Brake-force Distribution (EBD), Brake 
Assist (BA) and Hill Start Assist (HSA) among others. The SUV is also 
equipped with 6 SRS airbags for increased safety.
        Isuzu Malaysia executive director Hajime Machimura is confident 
that this new mu-X refreshment will satisfy those looking for a 
sophisticated vehicle outlook safeguard their safety simultaneously.
        “Our refreshed version of mu-X is set to impress the public with its 
excellent features. It represents an outstanding balance between a sporty 
good look vehicle with a rugged and tough 7-seater SUV,” he said.
        The new Isuzu mu-X comes in four attractive colours of Havana 
Brown Mica, Silky White Pearl, Titanium Silver Metallic and Cosmic 
Black Mica. 
        The new SUV was unveiled by the Deputy Minister of Education 
Datuk P. Kamalanathan, together with Matsuoka, Machimura, A+E 
Networks Asia deputy managing director Prem Kamath, Michael Henry 
aka Horny Mike Henry from History Channel’s Counting Cars cast and 
Isuzu brand ambassador Yuumi.

GO BEYOND 
CONVENTIONS 

WITH THE NEW 
ISUZU MU-X   

The launch was held at the Isuzu sponsored inaugural History 
Convention at Malaysian Agro Exposition Park (MAEPS) in Serdang. 
For more details on Isuzu’s range of vehicles, please call 1-300-88-
1133 or visit www.isuzu.net.my/pickup/. 

Back seat TV for infotainment

Exquisite interior design of Isuzu mu-X

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

they bring to your clients’ businesses and/or personal circumstances.
3. Be brutally honest in understanding your clients so you can determine

whether or not you are helping them be more successful by working/
partnering with you

A slow economy is a great time to go back and dig deep with your 
current clients. Spend some time asking detailed questions:
   What aspects of the product or services is the client using?
   How is it being used? By whom? With what specific results?

Quantify everything as you go along so that you can start putting together 
a solid understanding of the value you provide.  
        It’s important to keep two things in mind as you go back to 
your clients.
        First, don’t gloss over generalities; pin clients down on specifics. 
All too often we ask whether clients are happy with a product, service 
or solution and whether there are any problems – and when we get 
the right ‘yes’ and ‘no’ answer, we hang up the phone feeling pleased 
with ourselves.
        Don’t accept this kind of superficial exchange.
Sales needs to go deeper and ask: ‘Why clients are happy and how 
exactly they are using or applying the product, service or solution?’ 
‘What tangible, real benefits they are receiving?’
        Secondly, another challenge is to not avoid unhappy clients. It’s a 
natural human tendency: we want to invest our time with the people who 
are happiest with us and steer away from those who are least pleased. 
Don’t fall into that trap, because it’s just as important to know why a 
client is unsuccessful as it is to know why another is successful.
        Ask the same kinds of probing questions of your dissatisfied clients 

that you ask of your satisfied 
clients. You may discover that all 
you need to do to is re-engineer 
a valve or change the appearance 
of your software to optimise your 
product or solution for that client. 
Or you may learn your product, 
service or solution has diminishing 
returns for companies larger than 
1,000 people. Guaranteed, you’ll 
learn something and whatever it is 
will be useful in some way.  
        When you go through 
this exercise you’ll come away 
understanding two important 
things: You’ll be able to create 
a detailed profile of the type of 
clients for whom your products, 
services or solutions are ideal. 
And you’ll be able to create a solid 
value proposition, with numbers 
and quantifiable success stories.
        When you combine these fac-
tors – by targeting prospects that 
fit your ideal profile and off ering 
them a compelling value proposi-
tion – you’ll see your win rate 
increase dramatically, regardless of 
economic conditions. 

O
ne of the time-tested 
methods for surviving a 
tough or slow economy is 

to home in on prospects who 
match the profile of your most 
successful customers. This may 
sound like Sales 101 but it’s worth 
your attention right now because 
when times get tough, the opposite 
happens – namely, desperation can 
make it tempting to pounce on any 
lead that ‘wanders in the door’.
        Instead, we urge you to invest 
more energy in obtaining a deeper 
understanding of your current 
customer base and then use that 
understanding as a springboard to 
narrowing the list of leads you want 
to pursue.

3 TIPS TO HONE YOUR 
TARGETING SKILLS  
1.  Map the qualities and

characteristics of your ideal 
and/or most viable and 
valuable clients

2. Know how your product,
services or solutions are being 
used, by whom, and what value 

HONE YOUR 
TARGETING 

SKILLS TO WIN 
MORE SALES



T
here are two mistakes 
that decision makers 
avoid when they 

disagree with their direct reports, 
which ultimately leads to better 
working relationships and greater 
success for the organization. 
        Years ago, Peter Drucker 
taught me that “Every decision 
in life is made by the person 
who has the power to make 
the decision. Make peace with 
that.” This is great advice. 
How does it apply if you are 
the decision-maker? How do 
you disagree with your direct 
reports and request them to 
follow your decision without 
getting defensive, angry, or 
otherwise causing damage to 
the working relationship?
        There are two mistakes that 

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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certainly going to be wrong 
sometime. Neither of us has 
a crystal ball. We’re both 
guessing at what’s going 
to happen in the future. 
You have one guess; I have 
a diff erent guess. I’m not 
saying I am right or you 
are wrong. I respect you. 
You’ve made your point. I 
understand it. I’ve explained 
it back to you. I still want you 
to do this for the following 
reasons. Please give it your 
best shot. I would greatly 
appreciate it. Thank you!”
        This is my best advice 
to leaders and decision 
makers when they need to 
address disagreements in the 
workplace. I hope this advice 
is helpful to you!  

great leaders never make when they disagree:
1.  Not listening
2. Point out why others are wrong and they are right

Let’s take the following scenario to illustrate this point. Let’s imagine 
I want you to do X and you want to do Y. You explain your reasoning 
to me. I listen. I repeat what you have said to make sure we are in 
agreement. In this way, I avoid the mistake of not listening.
        Now, let’s say I do not agree with you. The worst thing I can 
do is point out why I am right and you are wrong. This is mistake 
number two.
        A far better approach is to say something like, “Direct report, 
I want you to do X for the following reasons. You have said you 
want to do Y. I’ve listened to you. I’ve repeated what you said and 
I see the logic of it. In this case, I still want you to do X for the 
following reasons.”
        Perhaps my direct report still disagrees and wants to do X. I can 
say, “I understand. You’re a smart person and I respect you. In this 
case, this is my decision to make and we will go with Y.”
        Perhaps you come back again and say, Marshall, “I think you’re 
wrong.” You know what I can say?
“I might be wrong. And to be honest, if I’m not wrong on this, I’m 

2 MISTAKES 
LEADERS NEVER 

MAKE WHEN 
THEY DISAGREE!



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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M
y friend Dave Jilk 
recently shared the 
following Robert 

Frost poem with me.

Lodged
by Robert Frost
The rain to the wind said,
‘You push and I’ll pelt.’
They so smote the garden bed
That the � owers actually knelt,
And lay lodged–though not dead.
I know how the � owers felt.

That perfectly describes how 2001 
felt to me.
        We now have at least 
one generation of VCs and 
entrepreneurs who didn’t 
experience the collapse of 
the Internet bubble. Fred 
Wilson wrote a great post this 
morning titled Diversification 
(aka How To Survive A 
Crash). Fred does a great 
job of covering the financial 
dynamics around a crash.
        But he didn’t really address 
the emotional dynamics.
        In 2001, I was on the board 
of four public companies (and 
was co-chairman of two of them 
which I had been a co-founder of.) 

Eventually, it got better. I wasn’t 
dead. Someday I will be, but I 
wasn’t then. The pelting eventual 
stopped. Lots of things I was 
working on were smote, but the 
sun came out and I kept at it. Every 
successful entrepreneur I’ve ever 
met has stories like this. Every 
successful long-term VC has had 
these moments, sometimes for 
extended periods of time.
        Just like Fred suggests you 
diversify financially, you should 
diversify emotionally. I have no 
idea how I would have survived 
this period without Amy. When 
I reflect on my relationship with 
Seth, Jason, and Ryan much of 
the intense loyalty between us 
was forged in the period during 
and after the debacle that was the 
collapse of the Internet bubble. 
Some of my lifelong friendships, 
with people like Len Fassler, Dave 
Jilk, Rajat Bhargava, Jenny Lawton, 
Will Herman, Ilana Katz, and 
Warren Katz were solidified by the 
intensity of this time frame.
        Until that day in the summer 
of 2001, my emotional well-being 
was much too connected to my 
financial well-being. The day after, 
not so much … 

Sometime in the spring of 2000, all of them hit their peak stock price. By 
mid-2001 I think all of these were sub-$1 stocks and – if they weren’t – 
they would be soon.

The rain to the wind said,
‘You push and I’ll pelt.’

I knew my work world was totally fucked. I was working as hard as I 
knew how to work, dealing with a steady stream of failures. Amy and I 
were in a better place than the one I talked about in the beginning of our 
book Startup Life where we almost split up, but everything was still very 
rough around the edges.
        My moment of capitulation came sometime in the early summer 
of 2001. For months, I was going to bed each night with the thought 
“tomorrow will be better.” By summer, it was warmer, but one night, as I 
was crawling into bed, I realized that each day had been worse, and often 
much more punishing than the previous one. The cumulative impact 
of what by that point was over a year of an intense, downward spiral in 
every aspect of my work world, was undeniable.
        Forget about the paper money, much of which had vaporized. I was 
just completely exhausted hoping that something would break my way.

They so smote the garden bed
That the � owers actually knelt,
And lay lodged–though not dead.

That night, I changed my perspective. Instead of hoping the next day 
would be better, or easier, I went to bed thinking, “Fuck it – let’s see 
what the world will throw at me tomorrow…” If you’ve read my post 
from 2015 titled Something New Is Fucked Up In My World Every Day, 
you will recognize this philosophical shift.

I know how the � owers felt.

EMOTIONAL 
LESSONS FROM 
THE COLLAPSE 

OF THE INTERNET 
BUBBLE
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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 bizarre report about 
the need to improve 
customer experience 

arrived from a perturbed 
customer in Asia:
        “I wanted to play golf at a 
prestigious course in town, so 
I went to the Pro-Shop to book 
a time.
        “The attendant at the counter 
said she could not take my 
booking in person as she was only 
allowed to accept golf reservations 
by telephone.
        “I explained that I wanted to 
make a booking right away. And 
since I was already there, wouldn’t 
she please make the reservation?
        “The attendant refused once 
again, repeating that she only took 
bookings by telephone.
        “A public telephone stood in 
the corner nearby. I walked over 
to it and promptly called the Pro-
Shop. The attendant answered the 
telephone and proceeded to make 
my booking. The entire time I 
could see her at the counter while 
we were speaking on the phone. 
And she could see me, too.”

        After the meeting, carefully 
study the list, taking one of two 
key actions:

 1.  Modify the policy to eliminate
or reduce the friction 
and to improve customer 
satisfaction. If your staff  
have made good points and 
reasonable suggestions, 
implementing those changes 
will boost effi  ciency, 
responsibility, staff  morale 
and may improve customer 
satisfaction.

 2.  If the policy cannot be
changed (and there may be 
good reasons not to: security, 
credit risk, government 
requirements, etc.), take the 
time to explain the rationale 
of the current system to your 
staff . Be sure they understand 
it so well that they can explain 
it in a positive and convincing 
manner to someone else. 
After all, this is exactly what 
they should do every day with 
your customers to improve 
customer experience. 

        This makes me wonder: If the customer had used his mobile 
phone to call the reservations clerk while he was standing directly 
in front of her, then would she have seen the absurdity of her ways? 
And if she did, would she have told her managers about it to improve 
customer experience? Or made a suggestion to change it?
        Most likely, not.

KEY LEARNING POINT TO IMPROVE CUSTOMER EXPERIENCE
Frontline staff  are taught to follow policies and procedures. Often 
they are hesitant to “break the rules” even in an attempt to improve 
customer experience. Yet some rules should be broken, or changed, 
or at least seriously bent from time to time to improve customer 
experience. Are your staff  bound by rules they cannot change? If those 
rules are outdated or problematic, will they tell you in an eff ort to 
improve customer experience?

ACTION STEPS TO IMPROVE CUSTOMER EXPERIENCE
Bring your staff  together in a mood of irreverent fun for a “Playful 
Policy Review.” Do something unusual to set the tone: wear party 
hats, bring a cake to share, show five minutes of a stand-up comedian 
on video, put a funny sign in front of the room, or use bright magic 
markers with flipchart paper on the wall.
        Make a list (in advance) of key policies and procedures your 
staff  must work with every day. Go through the list with your staff  
asking two questions: “What do you like least about this policy (or 
procedure)?” and “What do our customers find most problematic 
about this policy?”
        Write everything down. Keep the mood light and easy in a spirit 
of playful review. If you wish, ask a third question: “How would you 
change this policy if you could?”

THE PLAYFUL 
POLICY REVIEW TO 
IMPROVE CUSTOMER 
EXPERIENCE
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I had the honor of speaking 
recently at a women's 
business association 

luncheon on the topic of 
entrepreneurship. When I 
mentioned to my wife the day 
before that I was speaking to group 
of women entrepreneurs she asked, 
"Why on earth would they ask you 
to speak?" 
        In her defense my dear 
wife has no idea what I do for a 
living. She's never read a single 
one of the several hundred 
columns I've written. She's never 
attended a function where I'm 
speaking or sat in the audience 
at any of my seminars. 
        She just knows that we live a 
very comfortable lifestyle and be-
lieves me when I tell her our money 
doesn't come from the drug trade. 
        Beyond that, she's incredibly 
happy in her ignorance of her 
husband's skills. 
        When I feigned hurt feelings 
she waved a hand at me and said, 
"My point is, what in the world can 
a man tell a roomful of women that 
they don't already know?" 
        Henny Youngman, 
Ralph Cramden, Rodney 
Dangerfield, Tim Knox. At 
least I'm in good company. 
        But she had a point. What 
the heck did I know about women 

"are much more interested in 
establishing a connection." 

FIND A BALANCE BETWEEN 
WORK AND LIFE. A number of 
women interviewed for this book 
cited or quality of life as their 
reason for starting a business, 
alluding to their desire to find a 
way to juggle family and work. "If 
having more time for your family 
is important to you, find a way to 
work that into your day. It's not so 
much how much work you do, but 
being able to decide when you'll 
do it." 
        Baskin off ers one more piece 
of advice to women in the early 
stages of their business: 

YOU DON'T HAVE TO KNOW 
EVERYTHING. My wife would 
argue this point because she really 
does know everything, but Baskin 
says when it comes to business, 
thinking you know everything is 
not the key to success. 
        "It's amazing how many 
women say they didn't know 
anything when they started their 
business," Baskin said. "Don't be 
afraid to ask for help - you don't 
have to be perfect at everything." 
        Solid business advice: for 
guys and gals. 
        Here's to your success! 

WOMEN 
ENTREPRENEURS 
PROVE ITS NOT 
JUST A MANS 
WORLD

in business? So as not to look like a total idiot in front of this group of 
what I now call "womentrepreneurs" I decided to do a little research on 
the topic. 
        Here's what I discovered: while some still believe it's a man's world, 
when it comes to business, women are catching up fast. 
        Women start businesses at two times the rate of men and women-
owned businesses account for 28 percent of all businesses in the United 
States and represent about 775,000 new startups per year and account 
for 55% of new startups. 
        One thing that I found particularly interesting was that the top 
growth industries for women-owned businesses in recent years were 
construction, wholesale trade, transportation/communications, agribusi-
ness and manufacturing, industries traditionally dominated by men. 
        In the past 25 years the number of women-owned firms in the US 
has doubled, employment has increased four-fold and their revenues 
have risen five-fold. 
        Here is the question I sought particularly to answer: do women 
approach business diff erently than men? I've been compared to a bull 
in a china shop when it comes to business. Would a female counterpart 
approach things diff erently? More gracefully, perhaps? As my lovely 
bride would say, "Duh." 
        In her book, How to Run Your Business Like a Girl, Elizabeth 
Cogswell Baskin explored common female traits and how women 
entrepreneurs - and perhaps men, as well - can use those traits to their 
entrepreneurial advantage. 
        Baskin reported that women tend to use three unique strengths 
more than their male counterparts: trusting their intuition, focusing on 
relationships, and putting more emphasis on keeping their life in balance. 

TRUST YOUR GUT Women are much more likely to make a decision 
based on a gut feeling. Women may gather the facts and figures 
necessary to back up that feeling, but they generally know what they 
want to do based on intuition. 

BUILD STRONG RELATIONSHIPS Men play the game of business like 
a sport. They are out to win and dominate. "Women," Baskin says, 

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 
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9 REASONS 
WHY 

SALESPEOPLE 
LACK THE 
URGENCY 

NECESSARY TO 
SUCCEED

   REJECTION - Similar to the
failure issue,  they are 
worried about being
rejected and when they try 
to avoid being rejected, the 
results don't follow.

   LACK OF DESIRE - Their desire
for sales success isn't strong 
enough to get them to do 
what needs to be done.

   LACK OF COMMITMENT - They
aren't willing to do whatever 
it takes when what it takes 
is more diffi  cult, scary or 
inconsistent with their beliefs.

   COMPENSATION - Their comp
plan is weighted heavily 
toward salary so they are 
already being paid - whether 
or not they do what you need 
and expect them to do.

   PERFECTIONIST - Perfectionists
don't do anything until they 
are certain it will be done 
perfectly.  In the mean time, 
they procrastinate.

Would you like to suggest a 10th 
possible reason? 

I was in the right-hand lane 
of very slow moving traffi  c 
because of a lane closure 

ahead, marked by orange cones.  I 
was along side the cones in the lane 
where traffi  c was merging left.  All 
of a sudden, a police siren and 
flashing lights were upon me but I 
had nowhere to go.  Cars were in 
front of me and to the left of me 
with cones to the right and the cop 
was right on top of my rear 
bumper.  He moved into the lane 
closed off  by the cone, rolled his 
window down and screamed, "Get 
out of the way!"
        But, from what?
He stopped his Ford F150 along 
the guard rail inside the coned 
off  lane, turned off  his lights and 
sirens, and put his truck in park.  
He was working a private detail, 
was 5 minutes late and was with 
the Massachusetts Environmental 
Police.  I couldn't believe it.  He 
turned on the lights and sirens, 
reserved for code 3 emergencies 
and traffi  c violations, just so that he 

could park - and he screamed at me.
        You're probably wondering what in the world this scenario has to 
do with selling but it does, and in a big way.
        There was money on the table and the cop was feeling tremendous 
urgency to make sure he didn't lose the money.
        I coach a lot of sales leaders and their most common frustration 
is that they can't understand why their salespeople don't seem to have 
the same urgency as they did when they were selling. Their salespeople 
lack urgency when returning calls and emails, lack urgency booking 
appointments with people they've been asked to meet, lack urgency when 
it's time to follow up, lack urgency when the deal needs to be closed, and 
lack urgency building their pipelines.  The opposite of the cop. 
        So while I found the cop's behavior unacceptable, it's exactly the 
behavior that money motivated salespeople will exhibit, sometimes to the 
point of rude and obnoxious.
        In my experience, there are several possible reasons behind this lack 
of urgency.  They include, but aren't limited to these 9 reasons:
   EXPECTATIONS - their managers have not been crystal clear as to what

exactly they expect their salespeople to do.
   NEED TO BE LIKED - Their need for approval is very strong and they don't

want to appear to be a pest or a nuisance which in their mind could 
cause the prospect to dislike them, so they back off .

   INTRINSICALLY MOTIVATED - They are motivated by being part of
something bigger than themselves, mastery, love of selling, and job 
satisfaction so the expected behavior is inconsistent with how they 
are motivated.

   FEAR OF FAILURE - When salespeople are afraid of failing it causes a sort
of paralysis as they ask themselves, what if I fail?
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Jim Stovall has been a 
national champion Olympic 
weightlifter, president of 
an Emmy Award-winning 
television network, and a 
highly sought after author 
and platform speaker. He was 
chosen as an International 
Humanitarian of the Year, 
joining Jimmy Carter, Nancy 
Reagan, and Mother Teresa as 
recipients of this honour.

O ften, we try to divide the 
world into two groups of 
people: Those who 

succeed and those who fail. While 
there are countless definitions of 
success and failure, this seems to 
make a logical dividing or 
measuring point. 
        Conventional wisdom might 
tell us that people who succeed 
never fail, and failures never 
succeed. Nothing could be further 
from the truth. If a picture is 
worth a thousand words, an 
example may be worth a million. 
        Albert Einstein wasn’t able 
to speak until he was almost four-
years-old, and his teachers said he 
would “never amount to much.” 

had a nervous breakdown, 
and he was defeated in eight 
elections. 
        Failure isn’t final. It is 
the fertilizer for your future 
success. The only thing that 
is final is quitting. No outside 
force, current circumstance, 
or future obstacle can keep 
you from your destiny if you 
are willing to persevere. Being 
successful is a choice and, 
therefore, being defeated is a 
decision. It’s always up to you. 
        As you go through 
your day today, learn how 
to succeed from those who 
failed. 
        Today’s the day! 

FAILURE 
ISN’T 
FINAL

        Michael Jordan was cut from his high school basketball team, 
went home, locked himself in his room, and cried. 
        Walt Disney was fired from a newspaper for “lacking 
imagination” and “having no original ideas.” 
        Steve Jobs was left devastated and depressed at 30-years-old after 
being unceremoniously removed from the company he started. 
        Oprah Winfrey was demoted from her job as a news anchor 
because she “wasn’t fit for television.” 
        The Beatles were rejected by Decca Recording Studios, who said, 
“We don’t like their sound—they have no future in show business. 
Guitar music is on the way out.” 
        Lucille Ball was dismissed from drama school with a note that 
read, “Wasting her time. She is too shy to put her best foot forward.” 
        Ulysses S. Grant was a failed soldier, farmer, and real estate 
agent. At 38-years-old, he went to work for his father as a handyman. 
        Thomas Edison was told by a teacher that he was too stupid 
to learn anything and that he should go into a field where he might 
succeed by virtue of his pleasant personality. 
        Abraham Lincoln’s fiancée died, he failed in business twice, he 
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EE
ven Hippocrates 
believed that the 
changing seasons 
had something to 
do with health – 
and that the key 

was how much available daylight 
there was during diff erent times of 
the year.
        Many centuries later, it’s clear 
he was onto something. As people 
spend more time indoors staring at 
computer and television screens, 
scientists are starting to appreciate 
how exposure to sunlight aff ects 
various body systems.
        The most interesting support 
for our dependence on daylight 
emerged with a condition called 
Seasonal Aff ective Disorder, or 
SAD. The term was coined by Dr. 
Normal Rosenthal at Georgetown 
University to describe the so-called 
winter blues: the lethargy and feel-
ings of sadness and hopelessness 
that come when the weather forces 
people to spend more time indoors 
and the season provides little oppor-
tunity for exposure to natural light. 
        Some people have speculated 
that our modern lifestyle, which 
keeps people indoors under 
artificial light for so many hours, 
may be encouraging a form of SAD 
year-round.
        Rosenthal found that while not 
everyone is as strongly aff ected by a 
lack of sunlight, for the people who 
are, light boxes that blast a few min-
utes of bright light in the frequency 
of natural sunlight each morning 
can help to elevate mood and re-
energize them to face the day.
        Studies of shift workers also 
support the possible role that 
exposure to sunlight has on mood. 
Messing up the normal light and 
dark cycles by sleeping during 
the day and being awake at night, 
under artificial light, can disrupt the 
body’s metabolism. 
        That can have domino eff ects 
on nearly everything: how we break 
down energy from food, how strong 
our immune systems are and the 
vast array of brain chemicals and 
other substances that contribute to 
mood, weight, energy and more. 
People who consistently work night 
shifts, for example, tend to be 

BY 
ALICE 
PARK

heavier than people who don’t.
        There is also intriguing 
evidence finding that people 
who work at night and don’t get 
exposed to daylight may produce 
less melatonin, a hormone that is 
dependent on light. 
        Normally, people produce 
more melatonin toward the 
evening, as the body gets ready 
for sleep. As more light creeps in 
during the morning, the levels of 
the hormone start dropping again. 
In winter months when the days are 
shorter, melatonin levels may peak 
earlier or later in the day, which can 
lead to some of the mood changes 
linked to SAD. 
        Studies in shift workers found 
that less melatonin may also lead to 
lower levels of important chemicals 
the body uses to repair DNA. That 
could potentially lead to more mu-
tated cells that can trigger cancer.
        Some studies also suggest that 
the light cycle may regulate the pro-
duction of blood stem cells from the 
bone marrow. More research here 
is needed, but that could be impor-
tant for the timing of bone marrow 
transplants for cancer patients, and 
hitting the transplant at just the 
right time of the light cycle may 
improve the chances of harvesting 
enough cells from donors.
        Other work found that 
the dreaded risk of rejection of 
transplanted bone marrow cells 
might also be avoided with the help 
of light — in this case, ultraviolent 
light. Scientists treating mice who 

received skin transplants found that 
zapping the transplanted cells with 
UV light eliminated the group of 
cells most responsible for triggering 
rejection reactions.
        The strongest support for 
the role of sunlight in health, 
however, comes from its eff ect 
on mood. Studies generally focus 
on the brain chemical that’s most 
directly linked to mood, serotonin: 
higher levels of serotonin correlate 
with better mood and feelings of 
satisfaction and calmness, and 
lower levels link to depression and 
anxiety. (Many antidepressants 
work by boosting levels of 
serotonin among brain neurons.)
        One Australian study that 
measured levels of brain chemicals 
flowing directly out of the brain 
found that people had higher 
serotonin levels on bright sunny 
days than on cloudy ones. That 
eff ect remained no matter how cold 
or hot the weather was. 
        Other autopsy studies found 
that people who died of non-
psychiatric causes in the summer, 
when days are longer, tended to 
have higher levels of serotonin than 
people who died in the winter when 
sunlight is scarce
        One other interesting research, 
this time of people using tanning 
beds, hints that ultraviolet light may 
trigger feelings of euphoria, which 
may explain why some people be-
come dependent on getting regular 
sessions in the beds. There’s also 
evidence that UV light can push 

melanocytes – the cells that produce 
dark pigment in skin – to release 
endorphins, a feel-good chemical.
        But the connection isn’t 
entirely clear yet. It would follow 
that sunlight, then, would be a good 
treatment for people with depres-
sion and low levels of serotonin. It 
works for some people with SAD, 
but whether the light therapy can 
help people with non-seasonal 
depression isn’t so obvious. 
        For one, it seems that people 
who suff er from SAD don’t tend to 
show significant drops in serotonin 
levels, like people with depression. 
Studies also have not found 
diff erences in depression between 
sunnier and less sunny climes, 
either. What’s more, rates of suicide 
tend to climb as days get longer and 
decline as the days get shorter.
        While there have been some 
rigorous studies looking at how 
sunlight can aff ect such non-
seasonal depression, most show that 
if it can cause a lift in mood, it takes 
much longer than the kind that can 
occur with seasonal depression. 
        While light therapy can 
improve mood in people with SAD 
in a few days, it may take several 
weeks for light to have an eff ect on 
non-seasonal depression.
        Doctors may not be 
prescribing sunlight therapy yet. But 
if you find yourself in the doldrums 
after hours at your desk, it might 
not hurt to get up and look for some 
light – as long as it comes from the 
sun, not the ceiling.  

WHY SUNLIGHT IS SO GOOD FOR YOU
FROM MOOD TO ENERGY LEVEL, 

THE SUN HAS MAJOR EFFECTS ON YOUR HAPPINESS.

THIS ARTICLE ORIGINALLY APPEARED ON TIME.COM.



MUSIC MOVIEBOOK

÷ (DIVIDE) 
BY ED SHEERAN 

O
n ÷, his first album since 2014's X, 
Sheeran doubles down on the blend 
of hip-hop bravado and everyday-

bloke song writing that helped him break out 
at the turn of the decade. The first chart-
topper from ÷, the feather-light Shape of You 
might have hinted at a diff erent direction; it's 
a beat-heavy, body-focused track that Sheeran 
used as a Grammy showcase for his 
impressive collection of loop pedals. But for 
the most part, ÷ puts Sheeran and his guitar 
centre stage. 

AFTER LAUGHTER 
BY PARAMORE 

O
n After Laughter Paramore decides 
to junk large chunks of the “pop” 
concept. Instead, they embrace 

“pop” as a musical vibe, with a record that's so 
sunshine-bright it gives off  a glare at times, 
rooted in fleet basslines and beats made for 
open-road drives and solo bedroom dance 
parties. But, while the surfaces of After 
Laughter might glint, Hayley Williams’ lyrics 
evince a weariness that makes that brightness 

BLADE RUNNER 2049

T
he sequel is set several decades after 
the 1982 original, with Harrison 
Ford reprising his iconic role as Rick 

Deckard. Thirty years after the events of the 
first film, a new blade runner, LAPD Offi  cer 
K (Ryan Gosling), unearths a long-buried 
secret that has the potential to plunge what's 
left of society into chaos. K's discovery leads 
him on a quest to find Deckard, a former 
LAPD blade runner who has been missing for 
30 years.

MOTHER!

M
other! is a 2017 American 
psychological horror film about love, 
devotion and sacrifice written and 

directed by Darren Aronofsky. The film stars 
Jennifer Lawrence, Javier Bardem, Ed Harris 
and Michelle Pfeiff er. The plot follows a young 
woman whose tranquil life with her husband at 
their country home is disrupted by the arrival 
of a mysterious couple.

OUTLIERS: THE STORY OF SUCCESS, 
MALCOLM GLADWELL

O
utliers takes a scientific look at what 
it takes to achieve success. It does 
not give a specific list of the things 

you need to do to achieve success. It looks at 
very interesting anecdotes that indicate 
success is not achieved by luck, attitude or 
even skill, 
but that the 
only real 
measurement 
is the time 
we put into 
our skills. 
People who 
achieve 
higher 
degrees of 
success 
almost 
always have 
more time 
building the 
skills they 
use for their 
success.

HACKING GROWTH, SEAN ELLIS 
& MORGAN BROWN

G
rowth is now the first thing that 
investors, shareholders and market 
analysts look for in assessing and 

valuing companies. Hacking Growth is a 
highly accessible, practical, method for growth 
that involves cross-functional teams and 
continuous testing and iteration. Hacking 
Growth does for market share growth what 
The Lean Start-up does for product 
development 
and Business 
Model 
Generation 
does for 
strategy. The 
book 
focusses on 
customers 
– how to 
attain them, 
retain them, 
engage them, 
and monetize 
them 
– rather than 
product.
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B
ioMalaysia 2017 was held at Kuala Lumpur Convention Centre from 11 to 13 September. The exhibition served as a platform for local 
and international bio-based companies to network, build relationships, share fresh ideas, experiences and practical solutions in the 
evolving bio-based industry. It also encouraged brainstorm sessions on new business ideas and provided for growth opportunities in 

bio-based industries.

ASIA PACIFIC COATINGS SHOW 2017

LANDSCAPE ASIA 2017 

BIOMALAYSIA 2017

T
he Asia Pacific Coatings Show 2017 is the leading coatings event in Southeast Asia and the Pacific Rim for raw materials suppliers and 
equipment manufacturers for the coatings industry. Held from 13 September across three days, the trade show featured products like 
additives, biocides, chemicals, oils, polymers, solvents and much more in the adhesives and sealants and the chemicals and dyes industries.

T
he Landscape Asia 2017 exhibition took place in Kuala Lumpur from 14 to 16 September. Attracting industrial representatives from 
local and overseas companies, the trade platform showcased leading trend products, new services and key skills of the landscape 
industry. It is the perfect environment for visitors to discover the newest and most innovative products and solutions to help them in 

their design and projects. 
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