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B  attersea Power Station targets to procure US$53 million 
worth of Malaysian products and professional services 
in the upcoming phases of the project. The regeneration 

project, in which a decommissioned coal-fired power station is 
being turned into a mixed-use development, is owned by a 
consortium of Malaysian investors comprising SP Setia Bhd, Sime 

Darby Bhd and the Employees Provident Fund. SP Setia said the 
Battersea team had been working closely with the Malaysia External 
Trade Development Corporation (MATRADE) to promote the 
Malaysian supplies at the project in Central London and would visit 
Malaysia in the near future to engage further with suppliers and 
ensure the Malaysian component of the scheme continued to grow.

BATTERSEA POWER STATION TO PROCURE US$53 MILLION PRODUCTS AND SERVICES

JAPAN’S “SANDBOX” PROGRAMME PAVES 
WAY FOR TECHNOLOGICAL INNOVATIONS 

T
he government of Japan introduced the sandbox framework in 
2018 as one mechanism for regulatory reform to support the 
development of innovative technologies and business models 

in Japan. The framework does not limit the area of regulations, but 
currently covers those in financial services, the healthcare industry, 
mobility and transportation. Any company, even those that are based 
abroad, can apply to conduct demonstrations and experimentations 
under this new framework and test the possibilities of innovative tech 
such as AI, IoT, or blockchain. The projects are monitored, so the 
government can review the social and economic viability of the 
technology, how the technology fits in with current regulations, and 
what changes need to be made. 

CHINA’S FACTORIES ARE SLOWLY COMING BACK TO LIFE  

A
fter an extended Lunar New Year holiday thanks to the 
COVID-19 coronavirus outbreak, China’s factories are 
coming back to life as workers are slowly making their way 

back to their jobs. Unfortunately, with the nation and businesses still 
on high alert, there are plenty of workers who remain stranded and 
unable to return to work even if they want to. Supply lines for raw 
materials have been similarly neutered by roadblocks and checkpoints. 
Most factories and businesses that are lucky enough to reopen are still 
not operating at full capacity due to a lack of manpower.



E  -commerce giant Alibaba has announced assistance for 
merchants affected by the COVID-19 coronavirus outbreak in 
China. The assistance takes the form of offering waivers or 

reductions of service fees, providing financial assistance, as well as other 
special assistance in six major areas: reducing operational cost on 
Alibaba's platforms Taobao and Tmall, providing financial support by 

waiving or lowering interest rates on Ant Financial, subsidies for delivery 
and logistics personnel, providing flexible job opportunities via an 
employee-sharing scheme, free tools for digitisation of enterprises, and 
remote working management for businesses. Other measures include 
reduced-interest loans from affiliate Ant Financial’s MYBank unit worth 
RMB20 billion.

ALIBABA OFFERS ASSISTANCE FOR MERCHANTS HIT BY CORONAVIRUS OUTBREAK

E-WALLETS: WHO NEEDS DISCOUNTS? 

A
recent survey by Ipsos Indonesia 
shows that many e-wallet users will 
continue to use the service even 

without discounts or cashback. Said survey 
revealed that approximately 71 percent of 
first-time e-wallet users were motivated by 
promotions which are often provided by 
ride-hailing and food delivery services. However, 
Ipsos Customer Experience Research Director, 
Olivia Samosir, explained that 68 percent of 
respondents said that convenience was the main 
driving factor for repeated use by consumers. 
Promotions were the second highest motivating 
factor by a large margin at 23 percent.

SOUTH KOREA’S QUEST FOR RENEWABLE ENERGY  

S
outh Korea continues to invest in 
renewable energy such as solar, wind, and 
LNG power plants in order the fill the void 

that will result from the nation’s interest in lowering 
the country’s reliance on nuclear power. 
Unfortunately, experts remain unoptimistic at the 
prospect due to South Korea’s domestic renewable 
energy industry being at a tepid level. As such, South 
Korea is failing to keep up with the rapid phasing-out 
of the nuclear energy industry. They warned that this 
may trigger an “energy vacancy” in the near future. 
To complement the energy reduction that is being 
brought about by the government’s Energy Master 
Plan, South Korea intends to increase the proportion 
of energy generated from renewable sources to as 
much as 35 percent of the total by 2040.

INDONESIA LAUNCHES LEAD PAINT 
ELIMINATION PROJECT  

I ndonesia has launched a project aimed 
at eliminating lead paint, by helping 
smaller companies to reformulate 

products and address the technical barriers they 
face in replacing lead with safer alternatives. The 
project will focus on raising awareness, sharing 
information and supporting policy development. 
There is currently no mandatory national 
standard for lead in paint in Indonesia, but there 
are various voluntary ones. An NGO going by 
Nexus3 Foundation, in collaboration with 
organic pigment provider Clariant Indonesia, will 
select five to ten SME paint manufacturers to 
participate in reformulation work, focusing on 
replacing lead-based pigments and lead driers.
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M  alaysian Communications and Multimedia Commission 
(MCMC) hosted the first 5G Malaysia International 
Conference featuring world renowned speakers and 

industry leaders earlier this year. In addition, it was also stated that 
through the adoption of 5G, Malaysia is set to add US$ 3.12 billion 

to its GDP by 2025; along with the creation 39,000 jobs. The 
Minister of Communications and Multimedia, YB Gobind Singh 
Deo said 5G will allow Malaysia to produce and manufacture more 
high-quality goods and services while further benefiting the people 
with better products and services.

MALAYSIA STANDS AT THE FOREFRONT OF 5G ADOPTION IN SEA

MALAYSIA’S GOVERNMENT ALLOCATES 
RM10 MILLION TO UPLIFT FARMERS 

T
he Ministry of Agriculture and Agro-based Industry (MoA) has 
allocated RM10 million (US$ 2.43 million) to help poor 
farmers to venture into the SME sector. Farmers taking part in 

the programme would be given equipment and training including for 
producing traditional desserts which are always in high demand. The 
ministry also stated that it was prepared to increase the fund if it was not 
enough to help those farmers who really need assistance.

UPHILL BATTLE FOR SINGAPORE’S DIGITAL BANK LICENSES 

A
s digital banks are setting up to make their debut in 
Singapore, observers say it may be an uphill task to build a 
customer base against more stablished conventional banks. 

Digital banks seem appealing to digital-savvy individuals; but 
traditional banks, who already have strong brand establishment, have 
already started their own process of digital transformation. In 2019, the 
Monetary Authority of Singapore (MAS) announced it would issue up 
to five digital banking licenses to bon-bank players. Two of these are 
reserved for digital retail banking, while the remaining three will be 
issued for digital wholesale banking.



V  irtually all industries in Hong Kong will receive help 
from a massive HK$30 billion relief package in an 
effort to keep the businesses of the city on their feet. 

The package aims to serve two purposes: boosting the city’s ability 
to fight the epidemic and easing the woes of businesses as the 
number of confirmed infections of COVID-19 continue to rise. 

More than half the funding would be used to provide one-off cash 
injections to retailers, F&B service providers, transport companies, 
students, the arts and culture sector, guest houses and travel 
agents. The remainder will focus on combatting the virus itself and 
to be set aside for households of two public housing estates 
designated as temporary quarantine centres.

MASSIVE HK$30 BILLION RELIEF PACKAGE REVEALED TO BAIL STRUGGLING INDUSTRIES

VIETNAM LOOKS TO ALTERNATIVES 
FOR THEIR RAW RESOURCES NEEDS 

L
ike many other nations, Vietnam’s 
economy has been severely affected 
by the COVID-19 virus and China’s 

drop in production as a result. Many 
Vietnamese companies are facing a shortage of 
feedstock and raw materials and have begun 
looking for alternative sources. Many textile and 
footwear enterprises are therefore looking at 
raw material imports from other markets such 
as South Korea, India, Bangladesh, and Brazil. 
Pham Xuan Hung, president of Ho Chi Minh 
City Textile Association, said this would only be 
a temporary solution since China could not be 
replaced as the main supplier by anyone else 
due to its much lower costs. But this is also an 
opportunity for Vietnamese businesses to look 
for other sources to relinquish their dependence 
on China, he pointed out.

MEKONG DELTA AIMING FOR SUSTAINABLE 
SHRIMP PRODUCTION  

P
rovinces in Vietnam’s Mekong Delta are 
increasing their shrimp output this year 
and focusing on developing sustainable 

shrimp farming models that will bring in high profits. 
Currently, farmers and companies utilise a variety of 
models that have proven successful. The model of 
super-intensive shrimp farming in particular has had a 
high success rate and it environmentally friendly. 
However, the model requires large initial investments 
for shrimp ponds, including anti-sunlight nets, 
oxygen-generating facilities and other equipment.  As 
a result, the super-intensive shrimp farming areas are 
still small compared to other farming models.

MYANMAR TO IMPLEMENT NEW 
TRADEMARK SYSTEM  

M yanmar will soon be implementing a 
new trademark system to replace the 
long outdated colonial-era laws to 

protect their intellectual property rights. This is 
also a huge positive for businesses in Myanmar. 
Anja Schwarz, a lawyer with Luther Law Firm, 
explains that trademarks registered under the 
former system may be refiled with the new 
register  allowing such trademarks to claim 
seniority rights, meaning that in the event of a 
dispute, they will prevail against trademarks 
which have been filed at a later point in time. The 
enactment of this new law represents an 
important milestone in Myanmar’s transition to a 
modern trademark system.
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T he UN Development Programme (UNDP) in partnership 
with the government of Singapore and other partners 
launched a global technology and innovation initiative for 

sustainable agriculture called ’Cultiv@te’. The initiative aims to 
transform agricultural practices in developing nations in light of the 

sector’s increasing impact on climate change and the global pressure 
of food insecurity. With predictions that the world will need to sustain 
approximately nine billion people by 2050, The sustainability of global 
food production will depend on our ability to innovate and become 
much more climate-resilient.

UN SUSTAINABLE DEVELOPMENT INITIATIVE LAUNCHED IN SINGAPORE

AMATA INVESTS US$1 BILLION INTO MYANMAR INDUSTRY 

T
hai industrial estate developer Amata Corp. plans to build an 
industrial complex with an investment of US$1 billion in 
Yangon, Myanmar's biggest city. The complex will provide 

important industrial infrastructure in a nation with few global-standard 
industrial zones suitable for foreign companies. The project hopes to put 
Myanmar’s industry on the global map and dispel the nation’s image of 
lacking the power generation and logistics infrastructure to support 
complex industries. As Yangon is connected to Thailand via roads in the 
East-West Economic Corridor, the new industrial zone will also serve as 
an option for diversifying supply chains of companies operating in 
Thailand.

SOUTH KOREA’S FINANCIAL SECTOR COMES TO THE AID OF SMEs 

T
he Wuhan coronavirus has caused a number of problems 
throughout the global business ecosystem. SMEs in the travel 
and services industry in particular have suffered greatly due 

to consumers taking a more cautious stance against the outbreak. In 
South Korea, financial institutions are making moves to assist local 
SMEs. The commercial banks are at the forefront of efforts to support 
said SMEs, with many expanding their loan programmes and offering 
discounted interest rates for SMEs. At the very least, this action will 
help SMEs keep afloat until the situation stabilises.
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AIMA APAC ANNUAL FORUM 2020
5 MARCH 2020
JW MARRIOTT HOTEL, HONG KONG
aima.org

I
 n 2015 AIMA introduced 
its inaugural regional 
flagship event – the 

AIMA APAC Annual Forum, which 
aims to bring together over 600 
policy and regulatory figures, hedge 
fund and alternative investment 
managers and other Asia-Pacific 
thought leaders to address the key 
regulatory, policy and operational 
focus areas anticipated for Asia-Pa-
cific managers in the coming year. 
This year, AIMA will continue to 
build on our previous offerings with 
more diversity in topics and speak-
ers as they celebrate their 30th an-
niversary globally.

NEXT4IR CONFERENCE 2020
11 MARCH 2020
CONNEXION CONFERENCE & EVENT CENTRE, 
KUALA LUMPUR, MALAYSIA
newhorizons.my

N
EXT4IR Conference gath-
ers some of the best 
minds for a collective dis-

cussion, comprising of top leaders 
across the industry in their journey 
towards propelling SME in the digi-
tal world. These leaders will be the 
speakers and will provide a platform 
to learn and discuss some of the best 
practices and share their real-life ex-
perience on how your business can 
be ready for the digital world. Deliv-
ering with interactive and quality 
content, our notable speakers will 
address current and latest insights 
and share their secret on inculcating 
Industry 4.0 in their practices.

CTI IT INFRASTRUCTURE 
SUMMIT 2020
11 MARCH 2020
THE DHARMAWANGSA, JAKARTA, INDONESIA
itinfrastructuresummit.com

C
 overing anything from 
data management tools, 
cloud services, IoT, big 

data to A.I and machine learning, 
platform has becoming one of the 
most important technologies in busi-
ness. Many other technology plat-
forms available to increase the speed 
of corporate transformation toward 

BUSINESS INNOVATION & 
INVESTMENT SUMMIT
18 MARCH 2020
DUBAI, UNITED ARAB EMIRATES
biisummit.com

T
 he Business Innovation 
and Investment Summit 
(BII SUMMIT) is an 

event that specialises in helping fu-
ture technology companies and in-
vestors meet under one roof to be 
able to create long-term business re-
lationships. The event is currently 
one of the top business events in the 
Middle East and is currently the 
most specialised for future technol-
ogy sector investments. Moreover, 
the event currently attracts thou-
sands of delegates from the region 
and is continuing to attract more 
VIP Investors and venture capital 
firms as it solidifies itself as the top 
event for business investments.

ILDEX VIETNAM 2020
18 – 20 MARCH 2020
SAIGON EXHIBITION AND CONVENTION 
CENTER, VIETNAM
ildex-vietnam.com

I
 LDEX Vietnam is a bien-
nial International Exhibi-
tion focusing on Live-

stock, Dairy, Meat processing and 
Aquaculture. The event has proven 
to be the opportune time for local 
and international firms to not only 
introduce new products, but also 
update contemporary market trend-
ing, see new technology, and learn 
about new knowledge through the 
event’s extensive seminar programs 
presented by renown key speakers. 

✷ MEGABUILD 2020
19 – 22 MARCH 2020
JAKARTA CONVENTION CENTRE, INDONESIA
megabuild.co.id/en-gb.html

M
 egabuild Indonesia is In-
donesia largest architec-

ture, interior design and building 
materials exhibition, organised by 
the industry for the industry; being 
the most comprehensive showing of 
the latest technology, solutions, ma-
terials and design trends to Indone-
sia’s building & construction indus-
try. Following the massive success of 
Megabuild 2019, the 2020 edition 
strives to give valuable experience 
with its exhibition offerings.

✷ CHIEF DIGITAL OFFICER SUMMIT
25 – 26 MARCH 2020
THE BERKELEY HOTEL PRATUNAM, 
BANGKOK, THAILAND
trueventus.com

T
 he challenges and oppor-
tunities for businesses in 
this digital age are enor-

mous. Companies need to keep 
pace with changing technology and 
consumer behaviour. Business strat-
egies now must be seamlessly inter-
woven with ever-expanding digital 
strategies that address not only the 
web but also mobile, social, local 
and whatever innovation there may 
be around the corner. This summit 
gathers key leaders of their fields to 
discuss the problems and solutions 
of the digital future moving forward.

✷ SINGAPORE RETAIL TECHNOLOGY 
& INNOVATION SUMMIT
26 MARCH 2020
MARRIOTT TANG PLAZA HOTEL, SINGAPORE
singapore.asiaretailsummit.org

R
 etail Innovations Asia is 
designed to help retailers 
to navigate the changing 

landscape, giving retailers unedited 
access to the people, the strategies 
and the insights that help retailers to 
stay on trend and gain competitive-
ness. It aims to extend the conversa-
tion to all organizational areas re-
sponsible for technologies that 
impact consumers. During the two 
days courses, there will be 60+ 
speakers and panellists from the 
leading retailers, thinkers, innova-
tors across the globe to share their 
insights, knowledge and best prac-
tices. There will also be an exhibi-
tion and showcasing of the latest 
technologies and innovations avail-
able globally for retail industry. 

Digital Business. CIOs need to know 
how to leverage which platform tech-
nology and ecosystem models suit-
able for their organization. CTI IT 
Infrastructure Summit 2020 comes 
with “Platform Revolution: Technol-
ogy Foundation for Digital Busi-
ness” as the topic to facilitate IT 
leaders a deeper knowledge and in-
sights about this technology.

✷ AGRICULTURE 4.0
10 – 11 MARCH 2020
MIRACLE GRAND CONVENTION CENTRE, 
BANGKOK, THAILAND
agriculture4pointzero.com

T
 he inaugural Agriculture 
4.0 Conference and Exhi-
bition 2020 (Agri 4.0) is 

set to provide an interactive platform 
to discuss the opportunities offered 
by disruptive digital technologies to 
increase productivity, and access to 
services and markets in the agricul-
tural sector. This will be an unparal-
leled meeting place for decision-mak-
ers, plantation and farms managers, 
digital leaders, and other business 
professionals to share knowledge 
and experience in optimising the ag-
ricultural farming process in the age 
of technology. The conference repre-
sents a unique opportunity for learn-
ing, exchanging opinions, and ex-
panding one’s network enabled by 
live presentations followed by dy-
namic networking sessions.

UOG-SGC TEACHING & LEARNING 
CONFERENCE 2020
17 MARCH 2020
SEGI COLLEGE, SUBANG JAYA, MALAYSIA
eventbrite.com

F
 eaturing leading academi-
cians and industry ex-
perts from Malaysia, Sin-

gapore and United Kingdom, this 
T&L conference aims to share best 
practices in teaching and learning, 
with special emphasis on the higher 
education disciplines of accounting 
and finance, IT and computing, ear-
ly years education and psychology. 
This event is perfect not only for ed-
ucators and students, but for entre-
preneurs and employers as well as it 
discusses the many benefits of in-
dustry-academia co-operation.

✷              Magazine is a supporting media partner for this event.



E
ntrepreneurs, 
especially Micro, 
Small and Medium 
Enterprises (MSME) 
contribute 

economically to society. They 
create a need for consumers and 
growth for the nation. In relations 
to this, management skills, 
mainly financial and marketing, 
are crucial in today’s ultra-
competitive environment.
       Mapping to the requirements 
by MSMEs, CGC through its CGC 
Developmental Programme™ 
offers comprehensive advisory 
for financial and market access 
initiatives for MSMEs.
       The CGC Developmental 
Programme™ is geared to build 
MSME’s capabilities and capacity 
to achieve growth and long-term 
sustainability. The Financial 
Advisory Team assists MSMEs in 
having a higher chance of obtaining 
financing, while its advisory for 
Market Access modules does 
this through two main pillars, the 
Mentoring Workshops and Market 
Access Initiatives.

EXPAND YOUR BUSINESS 
WITH GOOD CASH FLOW VIA 
FINANCIAL ACCESS
The Financial Advisory Team is 
a dedicated team responsible 
to assist MSMEs that were 
unsuccessful in obtaining 
financing. The team starts by 
conducting comprehensive 
reviews and diagnosis to identify 
the gaps. This allows them to 
provide the right advice on ways 
to improve the MSME’s eligibility 
to obtain financing in the future. 
Alternate methods of funding may 
also be recommended, such as 
Peer-to-Peer (P2P) financing or 
other financing agencies that may 
be able to provide alternative 
financing to MSMEs.
       The Financial Advisory 
Team supports unsuccessful 
applications via imSME platform 
and through MyKNP. The Financial 
Advisory Team does not charge 

any fee to the MSMEs.
       Submit your business 
financing application via imsme.
com.my and find out more.

MENTORING WORKSHOPS TO 
DEVELOP YOUR BUSINESS
Mentoring Workshops aim to 
assist MSMEs in developing their 
business capabilities and skills by 
preparing MSMEs to diversify their 
sales and marketing channels for 
business growth.
       These knowledge—sharing 
sessions by industry experts 
enhance the knowledge and 
capacity of MSMEs on relevant 
topics related to business and 
market trends. There are three 
(3) types of workshops titled ‘Go 
Digital Talk’, ‘Gaining Market 
Access Talk’ and ‘IR 4.0 Talk’.
       Besides knowledge sharing 
sessions, business matching 
sessions with potential market 
channel owners are organised 
for MSMEs to meet and receive 
feedback on-site.
       CGC Mentoring Workshops 
are held nationwide throughout 
the year at no cost for the 
MSMEs. However, as seats are 

limited; MSMEs are advised to 
register early to avoid missing out 
on the opportunity.

GROW YOUR BUSINESS WITH 
MARKET ACCESS INITIATIVES
The Market Access initiative 
is a hand-holding advisory 
session targeted to assist 
MSMEs to expand new markets 
through local, international and 
e-marketplace channels. MSMEs 
will be guided via suitable 
intervention programmes to 
enhance their business growth.
       A suitable market or 
distribution channel for an MSME 
is derived through an assessment 
conducted, which identified the 
readiness and suitability of their 
products or services before 
enrolling the MSME into a specific 
market or channel.
       To participate in the Market 
Access Initiatives, commitment 
fees may be required from the 
respective programme, and 
MSMEs will be informed. This 
programme will be tracked for two 
years from the date the MSME 
decides to join the programme. 
MSMEs are expected to update 

their development from time to 
time, i.e. reporting an increase 
in sales, new market expansion, 
etc. This information is important 
for CGC Developmental 
Programme™ to work with 
MSMEs in increasing their 
chances to succeed and grow 
their business.
       With CGC Developmental 
Programme™, MSMEs can 
develop their financial literacy, 
business knowledge and grow 
their business. Check out the 
Programme and seize the 
opportunity now!

Detailed information about CGC Developmental Programme™ is available at https://imsme.com.my/portal/cgc-developmental-programme/.
Alternatively, you can reach out to CGC by calling 03-7880 0088.
      : CGCmy        :@cgcmalaysia        :www.cgc.com.my        csc@cgc.com.my  

DEVELOP AND GROW YOUR
BUSINESS WITH 

CGC DEVELOPMENTAL PROGRAMME™



TOMBOT’S JENNIE EMOTIONAL SUPPORT ROBOT  

P
ets can be an excellent form of stress relief, 
but they can also be a huge source of stress 
at the same time. For those who are 
especially busy, not having the time to play 
or care for your pet can be aggravating. 

Jennie, which took the form of a Labrador, seeks to 
remedy the issue somewhat. While many might think a 
robotic dog would do little to help a stressed out worker, 
demos and test runs have proven that this little robotic 
critter does wonders for the human psyche. Testers were 
fully aware of the robotic nature of Jennie, but its subtle 
movements and fluffiness hit all the soft spots that made 
them feel good and relieved.

BY 
JORDAN

LOW

WITHINGS SCANWATCH    

T
hose suffering from the adverse effects of sleep apnea might want to take a look at this one. This new health watch device 
from French health tech company, Withings, seems to be like a complete on-wrist health package. It also has a one-lead 
electrocardiagram for checking for arrhythmia, but has PPG (optical heart rate readings) and can engage in continuous 
monitoring for possible atrial fibrillation, much like the Apple Watch. Being able to track sleep and measure the SpO2 for 
blood oxygen level, this watch is as of now, a one-of-a-kind. Currently undergoing FDA and CE clearance approval, the 

ScanWatch will likely be available from Q2 2020 onwards.

SAMSUNG’S NEON PROJECT

W
hile not exactly being the true 
AI we often see in science 
fiction, Samsung’s Neon Project 
comes awfully close. Samsung’s 
STAR Labs debuted the 

technology that computationally creates a 
virtual being that looks and behaves like a 
real human with the ability to show emotions 
and intelligence. They are not created to be 
virtual assistants. Rather, they are designed to 
be a sort of chatbot, holding human-like 
conversations with actual humans. Perhaps 
one day, this technology can be integrated 
with AI to create a truly advanced thinking 
computer.
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NEUROPROSTHETICS    

W
ith AI, robotics, biomedicine, and many other highly 
advanced research and technologies becoming 
increasingly popular over the years, it is only a matter 
of time before true neuroprosthetics become a reality. 
With many successful tests being conducted over the 

last five years, human cyborgs are no longer a thing of science 
fiction. Neuroprosthetics will allow the human brain to control a fully 
robotic limb, making life much easier for the disabled. A commercial 
neuroprosthetic will soon be released by BrainCo. While its 
functions are still rather basic, it is an amazing first step in the field.

COOKINGPAL’S JULIA SMART COOKING SYSTEM     

P
Peels. Peels is the word that keeps CookingPal’s Julia smart processor from true greatness. Apart from that, this wonder 
machine is probably one of the most effective time savers for those who are either too busy to cook, or are unable to do so. 
This smart cooking system weighs, chops, whisks, kneads, cooks, mixes and steams food. It can even wash itself too when 
users add water and cleaning agents to it. The accompanying smart display, with voice controls and a dial, suggests recipes 
and ingredients so all you really need to do is tap to order your shopping; and maybe peel a potato. 

UNLIMEAT     

M
eatless meats are a growing trend 
throughout the world. With more and 
more people becoming health 
conscious, people are not looking for 
even more alternatives to food. 

Unlimeat is a 100 percent plant-based beef product 
made from upcycled ingredients that would otherwise 
be thrown away. Recently launching in Hong Kong, 
the South Korean Zikooin manufactured vegan beef 
alternative is made from overproduced grains and is 
aimed to tackle both the environmental impact of 
meat consumption as well as food waste .



development as a factor in choosing a 
company to work for. The older generation of 
employees are not far behind either, as longer 
life expectancies result in longer careers. 
Thus, lifelong learning is crucial for continued 
productivity and life satisfaction.
       Accordingly, startups in the L&D sector 
are also on the rise to meet this demand. 
These startups don’t offer traditional coaching 
or classroom training anymore. Instead, 
they are part of a growing sector known 
as education technology, or ed-tech. As its 
name implies, ed-tech facilitates learning by 
using technology such as computer-based 
training, online learning, mobile training, and 
learning management systems for student and 
curriculum management.
       Aside from ed-tech providing solutions to 
schools, an increasing number of startups in 

E
ducation is highly prized 
by Asian society. 
Traditionally, education 
was provided for in 
schools and universities. 
There is also a large 
education sector 
catering for the needs of 

students and teachers.
       However, as companies across Asia realise 
the need for talent, awareness of the learning 
and development (L&D) sector is important as 
well. L&D is an increasingly important focus 
for companies’ HR departments, as it has 
proven benefits as well as return on investment 
for reskilling or upskilling staff.
       Employees themselves are also catching 
on to L&D. Millennial employees in particular 
cite the importance of learning and personal 
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the sector are also provide e-learning 
courses for corporate clients. They 
work with HR departments to 
tailor training programmes to each 
company’s needs.

UPSKILLING THE NEXT GENERATION
Upskilling is very much in demand 
by companies. If possible, companies 
will always prefer to upskill their own 
staff instead of hiring outsiders due to 
the tight labour market and associated 
costs of onboarding. 
       Furthermore, the threat of digital 
disruption means that employees 
will have to learn new skills for the 
new age, sooner or later. Whether 
its gaining better job prospects, 
performing better in the current job, or 
just plain satisfaction, more and more 
people are signing up for e-learning 
courses, either company sponsored or 
on their own dime. This is part of the 
reason why ed-tech startups are seeing 
increased growth prospects over the 
next few years.
       Vietnam’s Topica Edtech Group, 
which has about 1.5 million students so 
far in Vietnam and Thailand is one of 
the more diversified e-learning groups 
in Southeast Asia. They offer 3,000 
e-learning courses designed to upskill 
young professionals for the digital age.
       Topica started out offering online 
degree programs under partnerships 
with 16 local and overseas universities, 
but it refocused as it saw increasing 
opportunity in training the region’s 
unskilled youth. Topica’s courses 
range from basic Microsoft Excel to 
social media marketing and advanced 
computer programming, with each 
costing between US$10 and US$30. 
The courses take about 10 to 20 hours 
to complete and mainly target young 
working adults between 20 and 35 
years old. 
       Currently, Topica is eyeing other 
Southeast Asian and East Asian 
markets, where populations continue to 
swell as education lags. It also plans to 
create courses for children. 

LEARNING LANGUAGES ONLINE
Language instruction is one of the 
areas that is greatest in demand for 
employees. This is particularly true 
for the multilingual Asian market, 
where employees are expected to work 
across multiple markets and deal with 
multinational clients. 
       Indonesia-based startup Squline 
started with the launch of a Mandarin 
course, followed by English and 
Japanese courses respectively following 
demand. Squline offers a new approach 

TOPICA

F
ounder and CEO 
Pham Minh Tuan 
wants to help 
working adults to 

get better career prospects. 
Before his foray into 
ed-tech, Pham spent about a 
decade overseas, working as 
a consultant at McKinsey. 
Upon returning to Vietnam, 
he launched several 
businesses before facing a 
shortage of skilled labour. 
So he started thinking about 
how to solve this, and 
Topica was born.

SQULINE

S
quline co-founder 
Tomy Yunus 
considers the 
language barrier 

as a significant obstacle in 
the modern workplace. 
Having experienced 
working overseas in Beijing, 
he knows how essential 
understanding other 
languages are. With 
Squline, Tomy was inspired 
to use technology and the 
Internet to bring foreign 
language proficiency to the 
region’s workforce.

KNOWLEDGE PLATFORM

M
ahbob 
Mahmood 
was formerly a 
partner at the 

international law firm of 
Sidley & Austin before 
getting involved in the 
education sector. He 
leads Knowledge 
Platform in new learning 
initiatives and developing 
innovative learning 
solutions, while serving 
as Adjunct Professor of 
Entrepreneurship at 
INSEAD.

to language learning, by offering learners one-on-one, video call-based classes conducted by 
teachers who are native speakers. Importantly, the learning can be done anytime, anywhere. 
Whenever it’s convenient, just sign-in, select an available teacher, and start your session.
       Squline offers classes for various levels of fluency, from beginner level conversational classes 
to official tests like the Mandarin HSK test administered by the Confucius Institute in China. The 
company believes that the best way to learn a language is to learn from native teachers through 
interactions with them as much as possible, while injecting an element of fun and casual learning.

MAKING LEARNING A GAME
Gaming is not something traditionally associated with education. However, elements of gaming 
like levelling up, badges, achievements, and interactive objects are slowly being incorporated into 
e-learning lessons. 
       This phenomenon is known as gamification. Its goal is to increase engagement with the 
lessons, while blending fun and learning to bring out the true potential of students.
       Singapore-based Knowledge Platform is one of the few pioneers of gamification in the region. 
It provides blended gamified learning resources and training programs for corporate clients. Its 
content includes activities, videos, clickers, games, assignments and assessments. Games include 
Mind Tussle, which is a brain training game, and Factor Monsters, which is a math learning 
platform.
       Knowledge Platform believes in the power of holistic learning where it is immersive, 
personalised, and social. Hence, blending traditional methods of e-learning with gamification is 
the next step in the evolving ed-tech scene.
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T
     his new epidemic, dubbed COVID-19 by the World 

Health Organization (WHO), bears many 
similarities to the SARS epidemic 17 years ago. 
The virus emerged in the city of Wuhan in 
December 2019, spreading across China during 
the Chinese New Year travel season. In response, 
the World Health Organization recently declared a 
“public-health emergency of international concern” 
(PHEIC) – a designation that it has used for 
outbreaks of Ebola, Zika, and H1N1 influenza 
outbreak.
       Each new crisis sees scientists, doctors, and 

politicians alike racing to characterise and contain the new threat. But the COVID-19 
coronavirus has emerged in a world rampant with other threats – fake news, 
misinformation, isolationism, xenophobia. These have caused a phenomenon unheard 
of in the annals of public health crises: people seem to be more scared of COVID-19 
news than COVID-19 itself. 
       Compounded with the speed at which social media spreads news, ordinary citizens 
across Asia are reacting to COVID-19 with dread and anxiety. Some of this anxiety is 
justified: COVID-19 presents a novel situation where no effective cure or vaccine has 
yet been found for the virus. But leaders around the world have called for calm and a 
measured response to the situation.
       The numbers alone make for some alarming reading: SARS infected over 8,000 
people, with 774 official deaths, while COVID-19 has infected more than 45,000 
people and killed over 1,000 so far.
       But there is reason to distinguish COVID-19 from the SARS scare. Improved 
detection and analysis techniques mean that more COVID-19 cases are being counted 
than SARS. Many SARS cases were likely never recorded because tests were slow to 
arrive and affected people were reluctant to seek treatment. 
       Certainly, the COVID-19 virus is spreading faster than SARS due to the growth 
of air travel. The number of people traveling by plane every year has more than 
doubled since SARS first emerged in 2003. But in many other respects, COVID-19 is 
a much milder epidemic. The COVID-19 fatality rate is 2.1 percent; in comparison the 

The coronavirus outbreak shows how interconnected we all are. 

Panicked citizens. City-wide quarantines. Countries sealing off borders. Supermarket shelves 
emptied of produce. Scientists and doctors frantically looking for a cure. 
       Sound familiar? These scenes played out in 2003, when the Severe Acute Respiratory 
Syndrome (SARS) virus swept through southern China before spreading across the world. 
Back then, the world was a very different place.
       Social media had not yet been developed, and the Internet was in its infancy. China 
was still manufacturing cheap, disposable goods. The epidemiology of SARS was poorly 
understood, hitting a world that was unaware of how far and fast a new virus could spread, and 
that was unprepared for such a threat.

"LIFE IS OF PARAMOUNT IMPORTANCE. WHEN AN 
EPIDEMIC BREAKS OUT, A COMMAND IS ISSUED. IT IS 

OUR RESPONSIBILITY TO PREVENT AND CONTROL IT.” 
– PRESIDENT XI JINPING, ORDERING GOVERNMENTS 
AT ALL LEVELS TO TAKE COVID-19 PREVENTION AND 

CONTROL AS THEIR TOP PRIORITY.
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SARS fatality rate was 15 percent. 
Moreover, the recovery rate of 
COVID-19 is high, especially in 
children below 10 years old and 
adults above 60 years old – the most 
at risk group.

VIRAL SLOWDOWN
Nevertheless, this situation has 
spilled over to affect businesses in 
the region negatively. The tourism 
industry in particular has been 
badly affected, due to the lockdown 
imposed on Chinese cities by local 
authorities, as well as immigration 
controls barring Chinese nationals 
from entering other countries. 
       But more than that, China’s 
economy is now larger and more 
connected than ever to the global 
economy. Supply chains for 
industries as diverse as aerospace, 
semiconductors, and automobile 
manufacturing pass through China. 
Such interconnectedness mean that 
any disruption will be a viral hit to 
the economy. 
       A factory in Wuhan may provide 
parts to a firm elsewhere in China, 
which in turn supplies a factory in 

Nagoya, Japan, with the final product emerging in Thailand. Just-in-time production 
leaves little room for delays. Many firms cannot trace all their suppliers, making it 
hard to predict the impact of work stoppages in China on their output. 
       Hyundai has halted some car production in South Korea because parts are 
short. So has Nissan in Japan. Sony has had problems sourcing components for 
the upcoming PS5, while Nintendo has delayed shipments of its gaming device, the 
Switch. Foxconn, which makes smartphones for Apple and Huawei, has restarted 
its factories but with skeletal staffing.
       Even SMEs in the region are not exempt. Kwa Pooi Kee, marketing manager 
at Malaysian healthcare supplier Germax Sdn Bhd, said, “China is Malaysia's 
largest trading partner and some of our healthcare products are manufactured 
in China. Due to this incident, we have encountered importation hiccups in our 
routine shipments from China. We may face short supply to our customers in this 
period of time.”

KEEPING THE VIRUS AT BAY
Aside from the economic disruption, workplaces across Asia are also affected. 
Companies have also initiated measures to keep COVID-19 from spreading among 

“WE ARE IN VERY CLOSE COMMUNICATION 
WITH CHINA CONCERNING THE VIRUS. VERY 

FEW CASES REPORTED IN USA, BUT STRONGLY 
ON WATCH. WE HAVE OFFERED CHINA AND 

PRESIDENT XI ANY HELP THAT IS NECESSARY.” 
– PRESIDENT DONALD TRUMP, 
IN A TWEET ABOUT COVID-19.

KEEP COVID-19 AT BAY

Advisory on the novel coronavirus to keep healthy and stay safe

TOUCH  YOUR

FACE

Touching your face,

especially in public,

increases the risk of

transmission.

WEAR  A  MASK  IF

NOT  SICK

Masks are ineffective at

preventing infection, and

panic buying can cause

supply shocks.

GET  CLOSE  TO

SICK  PEOPLE

Watch out for sick people

around you, while

monitoring yourself for

symptoms.

TAKE

UNNECESSARY

TRIPS

COVID-19 is airborne,

making planes and

airports high-risk zones.

WASH  YOUR

HANDS  

Wash your hands with

soap and water, or

sanitiser if out in public.

WEAR  A  MASK  IF

SICK

Wear a mask to stop

mucus droplets from

spreading.

SEE  A  DOCTOR

If you're feeling unwell,

see a doctor immediately.

WORK  FROM

HOME  OR  TAKE

SICK  LEAVE

Stay away from the office

to avoid infecting others.

DON'T

DO

ADVISORY ON THE NOVEL CORONAVIRUS TO KEEP HEALTHY AND STAY SAFE
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virus spreads is through contact and 
large particle droplets that appear 
when we cough or sneeze. Businesses 
should be up to date on the latest 
guidelines from the local Ministry 
of Health and the World Health 
Organization. They should monitor 
employee absences and look for 
groups of employees falling sick at 
the same time. They should also keep 
premises clean and hygienic. They 
should also encourage staff to stay 
home if ill and perhaps work from 
home if they think that they might be 
at risk.”

VIRAL ASSISTANCE
Despite the potential economic effects 
of COVID-19, firms and governments 
alike are rushing to offer relief. They 
are betting that the virus will be 
short-lived, and that the economy will 
recover just as quickly.
       China has announced that it 
will step up fiscal and financial 
support to Chinese SMEs, by 
encouraging local governments 
to reduce or waive taxes and 
administrative fees on certain SMEs 
and increase subsidies to corporate 
training programs. Financial 
institutions will be incentivized to 
lower loan interest rate to those 
promising SMEs hit hard by the 
outbreak, while fees on financial 
guarantees should be reduced.
       E-commerce giant Alibaba 
has also announced assistance for 
merchants affected by the outbreak. 
The assistance takes the form of 
offering waivers or reductions of 
service fees, providing financial 
assistance, and special assistance in 
accelerating digitisation.
       Other measures include reduced-
interest loans from affiliate Ant 
Financial’s MYBank unit worth 
RMB20 billion. Preferential terms 
will be given for merchants in 
Hubei Province, the epicentre of 
the outbreak. They will be offered 
one-year loans on a zero interest rate 

their staff. Some companies have instituted a 14-day quarantine for staff returning 
from the Chinese New Year holiday, Nine out of ten companies surveyed by the 
American Chamber of Commerce in Shanghai have employees working from home. 
       Singaporean companies have also started rolling out such measures. The 
island nation has suffered a substantial number of infections, with the Disease 
Outbreak Response System Condition (DORSCON) raised to code level orange. 
Like companies in China, Singaporean firms are encouraging staff to work from 
home, while providing face masks and advising staff to see a doctor immediately if 
not feeling well.
       A spokesperson from China Life Insurance Singapore said, “We clean 
our office daily and step up on disinfecting the office premise fortnightly by a 
professional contractor. Our building management has implemented a daily 
temperature taking policy and all our employees will have their temperature taken 
before entering the office in the morning and after coming back from lunch as 
well. For staff who were out of Singapore, upon returning, they are placed on leave 
without absence which adheres to the local Ministry of Manpower guidelines.”
       Professor Paul Tambyah, an expert on infectious diseases at the National 
University of Singapore has also said, “As far as we know, the main way that the 

“IN RESPONSE TO THE CORONAVIRUS, WE MOBILIZED ALIBABA ECOSYSTEM’S POWERFUL 
FORCES OF COMMERCE AND TECHNOLOGY TO FULLY SUPPORT THE FIGHT AGAINST 
THE OUTBREAK, ENSURE SUPPLY OF DAILY NECESSITIES FOR OUR COMMUNITIES AND 
INTRODUCED PRACTICAL RELIEF MEASURES FOR OUR MERCHANTS.”  
– DANIEL ZHANG, CHAIRMAN AND CEO OF ALIBABA GROUP.
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basis for the first three months and a 
20 percent discount on rates for the 
remaining nine months.
       In an open letter to its 
merchants, Alibaba stated, “[M]
ore than ever, this is the time when 
millions and millions of consumers 
need our services. We are fighting 
two battles simultaneously. In 
the battle against the virus, we 
remain vigilant in our effort to help 
contain the outbreak. We want 
ensure all those infected receive 
effective treatments and the healthy 
individuals to stay away from the 
virus. Now, the second battle is 
upon us: Economic development 
must continue, lives must go on and 
small-and-medium sized enterprises 
must survive.”
       Closer to home, banks are 
offering affected customers a 
moratorium for monthly instalment 
payments of loans and financing, as 
well as restructuring or rescheduling 
of loans and financing arrangements. 
Insurance companies are also 
offering customers additional support 
for policyholders against COVID-19, 
with extra payouts in case of 
hospitalisation or death. 
       Tengku Dato’ Sri Zafrul Aziz, 
Group CEO of CIMB Group said, 
“CIMB is committed to treating our 
customers fairly and compassionately, 
particularly those affected by 
adversity. We would also like to 
reassure our customers that all cases 
will be given due consideration. We 
hope that all the measures put in 
place will provide some relief to those 
customers impacted by the virus. 
CIMB is also open to the possibility 
of extending repayment periods for 
customers, where necessary.”
       A spokesperson from Lazada 
Malaysia has also said, “It's business 
as usual for our local sellers. We've 
been monitoring the situation closely 
and have full trust in the relevant 
authorities putting in the right 
measures to keep Malaysians safe.”

A VIRAL HIT (TO THE ECONOMY)
Will these measures work? It’s hard 
to say. In China, coal consumption 
is more than a third lower than the 
average for this time of year. Property 
sales are down by more than 90 
percent. After the Chinese New Year 

holiday, some 200 million people usually leave their hometowns to return to work. 
This year the trains that carry such passengers have been nearly empty. Couriers 
still zoom around on their electric motorbikes, but the takeaway trade is not saving 
restaurants because people fear eating meals prepared by strangers who may be 
infected. Grabbing a latte is a risk too far. Starbucks has shut half its 4,000-plus 
cafés in China.
       Some economists are drawing comparisons with SARS. In 2003, China’s 
annual GDP growth fell to 9.1 percent in the second quarter of that year from 
11.1 percent in the previous three-month period following the SARS outbreak. 
However, GDP growth rallied back to 10 percent in the second half of 2003. This 
time around, the Chinese economy is much larger and more connected to the global 
economy. China now accounts for 16 percent of global GDP, up from 4 percent 
back then. And it is the world’s second-biggest importer, so any weakness, however 
temporary, is felt far and wide.
       An example of this can be seen in Australia’s agriculture exports. Australian 
farmers and fishermen export millions of dollars’ worth of high-end foods to 
Chinese banquet halls and restaurants every year. But with the quarantine in place, 
demand has virtually plummeted to zero. Geraldton Fishermen’s Co-operative, 
Australia’s biggest lobster exporter has already told hundreds of fishermen to 
stop catching the usually prized shellfish after widespread banquet and event 
cancellations. While the dairy industry is expected to escape the worst of the 
fallout, seafood and premium beef and lamb exports are expected to be hit hard 
while China remains in lockdown.

“WE WANT TO ASSURE THE WORLD THAT MALAYSIAN 
GLOVE MAKERS ARE COMMITTED TO PRODUCE 

MUCH MORE THAN IT NORMALLY COULD, SO AS 
TO EASE THE DEMAND. FOR THE MOMENT, WE ARE 

MONITORING THE SITUATION CLOSELY.” 
– DENIS LOW, PRESIDENT OF THE MALAYSIAN RUBBER 

GLOVE MANUFACTURERS ASSOCIATION (MARGMA).



       But analysts have said the government 
response to the coronavirus outbreak 
appeared to be tougher and more 
transparent, which could help limit the 
impact. Nevertheless, Chinese SMEs are 
pessimistic about the situation. In a survey 
of 995 SMEs by academics from Tsinghua 
and Peking universities, 85 percent said they 
would be unable to survive for more than 
three months under the current conditions. If 
the economic contagion spreads, it could lead 
to non-performing loans for banks, weighing 
on the already massive debt pile.
       Singapore’s Ministry of Trade and 
Industry has already downgraded its 
economic growth forecast to between -0.5 and 
1.5 percent, indicating a possible recession. 
Though the Ministry’s baseline view for 
overall growth in 2020 is 0.5 percent, the 
knock-on effects from the China’s weakened 
economy is expected to disrupt markets in 
Southeast Asia.
       Regardless of the severity of COVID-19, 
the economic disruption brought on by the 
epidemic cannot be overstated. Factory 
closures have wreaked havoc on global 
supply chains due to China’s unique position. 
The contagiousness won’t just be between 
humans; it will be between economies. The 
intertwined markets of the East and West 
have ensured one thing: when China sneezes, 
the world catches a cold. 

“I DON’T THINK 
WORRYING HELPS 

ANYONE BUT STAFF 
SHOULD CONTINUE 

BUSINESS AS USUAL. THIS 
IS A SERIOUS PROBLEM 

BUT WE SHOULD 
CONTINUE DOING WHAT 
WE OUGHT TO BE DOING 
WITHOUT PLACING OUR 

STAFF AND CONTACTS 
AT RISK OF INFECTION.” 

– PROFESSOR PAUL 
TAMBYAH, HEAD 
OF ASIA-PACIFIC 

SOCIETY OF CLINICAL 
MICROBIOLOGY AND 

INFECTION. 

DECEMBER 31

JANUARY 9

T I M E L I N E  O F

COVID-19

JANUARY 7

First cases of an unknown flu-like
virus detected in Wuhan, capital
of Hubei Province in China.
 
Chinese authorities alert the
WHO.

Virus genome sequence released.

JANUARY 13
First cases confirmed aboard in
Thailand and Japan.

JANUARY 26
Countries start evacuating their
citizens from Wuhan using
specially chartered flights.

Huanan Market, Wuhan
identified as source of outbreak

of coronavirus 2019-nCoV, ruling
out SARS or MERS.

JANUARY 11
First reported death in China.

JANUARY 23
China implements travel ban to

and from Wuhan, as well as
surrounding cities.

JANUARY 31
WHO declares global emergency

as cases reach over 9,000 with
213 reported deaths. FEBRUARY 2

First coronavirus death occurs
outside of China in the
Philippines.

FEBRUARY 3
Huoshenshan hospital is
completed in 10 days for

coronavirus patients.

FEBRUARY 7
Singapore raises threat level to
orange, sparking panic buying.

FEBRUARY 11
WHO christens the new virus

COVID-19, as France reports a
fatality - the first outside Asia.

The COVID-19 coronavirus  is
a thoroughly modern

epidemic, rocking markets
across the globe.
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E
ducation is not just about 
imparting knowledge to the 
next generation; it also 
comprises instruction and 
training in a wide variety of 
subjects.
       In the vast majority of 
countries, formal education is 
state-funded or subsidised up 

to a certain age. However, for-profit education has emerged 
alongside state education, mainly due to market demand. 
Tertiary education in particular is a great driver of the 
private education industry.
       But another sector that’s emerging in the education 
sector is the professional learning and development 
industry. Learning and development (L&D) professionals 
wear many hats and continue to gain new responsibilities 
beyond their traditional role of deploying training 
programs at the request of business leaders. Learning 
professionals are now taking a more strategic and 
proactive role in planning and developing training that’s 
aligned with business goals and, therefore, improves 
organizational performance.

THE GROWTH OF LEARNING
People now rate the “opportunity to learn” as among their 
top reasons for taking a job, and business leaders know 
that changes in technology, longevity, work practices, and 
business models have created a tremendous demand for 
continuous, lifelong development. Leading organizations 
are taking steps to deliver learning to their people in a 
more personal way, integrating work and learning more 
tightly with each other, extending ownership for learning 
beyond the HR organization, and looking for ways to 
bring solutions we use in our daily lives into the learning 
environment at work.
       Evolving work demands and skills requirements 
are one big reason. Business leaders, as well as workers 
themselves, are worried about how technologies such 
as robotics and AI could change jobs and how people 

should prepare to do them. 
       In fact, the most significant workforce and talent issue 
for C-suite executives that Deloitte identified in its Global 
Human Capital Trends survey in 2019 was “transitioning 
to the future of work” (28 percent), followed by the need 
to redesign work (25 percent) and reskill the workforce 
(24 percent). Moreover, 90 percent of survey respondents 
indicated their organizations are redesigning jobs, and 32 
percent are doing it substantially. Given that many jobs are 
changing, it may come as no surprise that, according to a 
recent World Economic Forum report, more than half (54 
percent) of all employees will require significant reskilling 
and upskilling in just three years.
       Reskilling has become a growth imperative for 
organizations, many of which have seen positions go 
unfilled for months or years for lack of the right talent 
to fill them. It’s become increasingly apparent that 
organizations in today’s tight talent market cannot depend 
solely on recruitment to find people for those roles. Low 
unemployment rates and tight labour markets for skilled 
workers in many countries have made it difficult to hire 
“ready-made” workers in a timely manner (it takes an 
average of 42 days to fill an open job today).

L&D INDUSTRY TRENDS
According to the Training Industry Report published by 
Training magazine, US companies spent over US$90 
billion on training and development activities in 2017, 
a year-over-year increase of 32.5 percent. This includes 
payroll and spending on external products and services.
       The global L&D market was valued at US$403 billion 
in 2017, and is forecasted to grow at a CAGR of 4–5 
percent to $446.1 billion between 2017 and 2020. The 
North America and Europe market has a high level of 
market maturity, as does several markets in Asia-Pacific like 
Australia, Japan, and Singapore.
       However, several other markets in Asia-Pacific like 
Southeast Asia, China, and India are expected to drive 
future growth for L&D services, according to market 
intelligence firm Beroe. Demand for services like mobile TTrreennddss  iinn  LLeeaarrnniinngg  aanndd  DDeevveellooppmmeenntt
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software-based training programs, instead of relying on an internal trainer. Such factors 
are encouraging these businesses to implement an advanced knowledge base for their staff, 
providing an impetus to the e-learning sector.

LIFELONG LEARNING
As companies start to realise the potential of L&D, learners themselves are also starting 
to see the value of lifelong learning beyond school. As a result of these developments, one 
could argue that customer education has largely become a self-help model, with users 
upskilling themselves as needed. With technology evolving so rapidly, it’s important for 
these training tools to be relevant and simple, and to be agile, while maintaining the quality 
of more traditional training materials. 
       One of the biggest challenges cited by employees when it comes to L&D is actually 
making the time to learn. Our constantly-connected lifestyles also mean that attention 
spans are shrinking. Therefore, mobile learning and microlearning are expected to figure 
in companies’ L&D strategies in a huge way. Podcasts, blogs, videos, and other rich 
interactive content will be a main driver. 
       Looking further, learning experience platforms (LXPs) are the next step up from 
the aforementioned LMS. Where LMSs have historically been focused on business rules, 
compliance, and catalog management, LXPs are true content delivery systems whose 
functionality mirrors common technologies people use in their day-to-day lives such as 
streaming video and social media. 
       With LXPs, content can be integrated into any system to offer on-demand learning; 
material can be organized into channels or playlists based on specific topics, skills, or 
learning objectives; and users can share and rate content, leave comments, and receive 
recommendations using dynamic social settings. In this way, the LXP becomes not just a 
tool for how people learn at work, but a solution for how people learn in life.
       Reinventing learning in a world of diverse careers and people mean that companies 
will have to take the lead in giving workers meaning both in and out of the workplace. 
The education industry will also grow along with that – to drive home the point of 
lifelong learning. 

learning, VR, and gamification is also showing 
excellent growth potential from developing 
markets as well as mature markets like the 
United States. However, challenges remain in 
developing markets, where currently, very few 
service providers are technically equipped to 
integrate technology like VR in e-learning.

THE BROADENING ROLE OF L&D
Hence, the L&D sector is ripe for growth. 
Yet there exist challenges for both trainers 
and trainees. Technology has changed 
many of the paradigms of training, while 
enabling many other possibilities. In 
addition, the new generation of employees 
has different expectations of training from 
their predecessors. 
       Longer life expectancies, combined with 
frequent job changes and the accelerating rate 
of skills obsolescence, call for significantly 
new approaches to creating diverse portfolios 
of learning and work experiences to support 
people who may work in many different fields 
and disciplines during their working lives.
       The last few years have witnessed an 
explosion of new learning offerings, including 
massive open online courses (more than 400 
universities now offer free or low-cost courses), 
digital learning tools, video offerings, and 
new cloud-based training systems. These new 
learning platforms are easy to use, provide 
access to internal and external content, and use 
analytics to recommend content in a manner 
similar to Netflix and Amazon.
       In 2015, more than US$400 million was 
invested in fast-growing learning providers 
such as EdX, Khan Academy, Coursera, 
and Udemy, which have emerged as large 
marketplaces for online training, serving 
millions of users after only a few years of 
operation. Through learning management 
system (LMS) technology, academic and 
corporate sectors can reduce training expenses 
and offer integrated training or learning 
modules to the employees or students.
       With content delivery, LMS also handles 
course administration, registering courses, 
and skill gap analysis. These software tools 
are witnessing increased applications in 
different scenarios such as compliance 
training, financial services, online assessment, 
computer-based training, application sharing, 
and collaborative learning. Moreover, 
companies are also utilizing LMS tools as 
performance management systems that 
encompass competency management and 
employee appraisal, augmenting the e-learning 
market demand.
       Corporate businesses are transforming 
their traditional training techniques that 
include workshops and conferences to more 
affordable and efficient electronic training 
platforms. They allow companies to train new 
or promoted employees through video or 
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JOIN THE DIGITAL REVOLUTION – OR BE LEFT BEHIND

Call +603-2713 1731, visit www.dynamic-x.net, or e-mail marketing@dynamic-x.net to find out more about Dynamic X Consulting’s solutions. 

DRIVE DIGITAL 
TRANSFORMATION FOR 
GREATER PRODUCTIVITY

D
igital disruption is a 
very real phenomenon. 
       Businesses 
around the world are 
going extinct as a 

result of failure to keep up. Scores 
of video rental companies fell 
when Netflix entered the market. 
Online shopping marked a decline 
for retailers. E-hailing services like 
Grab and Uber are shaking up the 
transport industry.
       Hence, businesses need to 
think digitally and the customer 
experience behind it. For this, 
adopting digital technology and 
building the business around it 
are critical.
       But for all its promises of 
productivity gains and efficiency 
streamlining, businesses are 
notoriously slow to adopt 
technology. Lack of knowledge, 
as well as a conservative mindset 
mean that businesses are reluctant 
to invest in emerging technologies 

despite their huge potential.
       However, it has been proven 
time and again that technology 
does indeed give businesses 
big advantages, especially over 
less nimble competitors. A small 
business equipped with the latest 
technology can even punch 
above its weight, outmanoeuvring 
bigger and less wieldy 
corporations. Technology enables 
the disruption of the marketplace, 
allowing SMEs to compete with 
the big boys in their class.

DON’T GET LEFT BEHIND 
BY THE LATEST TRENDS
Nevertheless, the journey towards 
technological change is not an 
easy one. Going it alone entails 
a massive investment in time and 
money. Furthermore, without a 
technology partner, a business 
may spend more than it should 
chasing after bad information or 
using solutions that do not suit 
their needs.
       In conjunction with the 
hype that is Industry 4.0 

and the ongoing digital 
transformation, many SMEs, 
especially in the manufacturing 
sector, are still unsure about 
what exactly Industry 4.0 is, 
and how they are going to start 
adopting this trend into their 
business operations.
       Therefore, finding a 
suitable technology partner 
like Dynamic X Consulting 
will make the change to next 
generation technology less 
onerous. Dynamic X Consulting 
provides technology consulting 
services for SMEs to deliver 
the most effective solutions for 
business operations. In addition, 
valuable information about digital 
transformation can be obtained 
through technology partnerships 
with specialist consulting firms.

LEVERAGE TECHNOLOGY 
EFFECTIVELY
Dynamic X Consulting is 
committed to helping customers 
drive transformation and deliver 
business outcomes. By driving 

innovation and providing a 
platform for strategic insights 
within the business, solutions can 
range from enterprise resource 
planning (ERP) to human capital 
management, data analytics and 
industry-specific solutions.
       Powered by Sage, solutions 
by Dynamic X Consulting can 
range from simple solutions for 
SMEs starting out, to complex 
systems overhaul for corporate 
transformation programmes. 
Such solutions include Sage X3, 
MESPRO, and DIMO Maint for 
overall digital technology solutions, 
as well as Sage 300 People and 
AIworks Solutions specialising in 
HR and upskilling programmes.
       Importantly, such solutions are 
affordable and involve the latest 
technology—suitable for SMEs 
which may have a limited budget 
for digital transformation. As 
mentioned, SMEs need to change 
to continue to stay relevant and 
stay competitive. It need not be 
expensive, but the will to change 
needs to be there.
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T
oday, we keep hearing that “technology is 
advancing at breakneck speeds” or “every year 
there are new technological innovations.” 
However, the average person might not be very 
aware of how drastic this pace of advancement 
actually is. We may be enjoying our 4K television 
experience now, but can you honestly say that 
you noticed the transition from 1080P television? 
Or even 720P and 480P for that matter? To truly 

appreciate the speed of our technological innovations, we will need to 
turn back the clock. 
       Just 10 years ago, HDTV has become widespread, with 4K still in its 
early stages of development; the iPhone 4 was just released.; Samsung’s 
Galaxy Note hadn’t even launched yet. 
       20 years ago, DVDs were the home media format of choice; flip 
phones were at the height of their popularity; and having 512 megabytes 
of RAM in your computer was a luxury.
       The 1990s is when things were truly interesting. 2G cell phones were 
released; the first instance of e-commerce was unveiled; USB sticks were 
developed; portable MP3 players were created; and the World Wide Web 
came into being! It really does puts things into perspective.
       This very same technological advancements applies to computer 
graphics and video games. In 30 years, the video game industry went from 
being a popular home entertainment system into the most profitable slice 
of the entertainment industry as a whole; dwarfing the movie and music 
industry combined.
       Part of what makes video gaming so popular these days are the hyper-
realistic graphics that they are now capable of. With the introduction 
of virtual reality, it only is a matter of time before we can enjoy virtual 
entertainment as lividly at real life. However, in order to achieve such 
levels of graphical realism, one needs a powerful graphical processing unit 
(GPU) for their computer.
       Nvidia is a company that has become synonymous with GPUs. While 
it has its competitors, most tech-enthusiasts would argue that Nvidia 
undoubtedly controls the market; and has been in control of it for years. 
It is thanks to this company’s GPUs that we can push the graphical 
capabilities of computers to their absolute limit.
       In this edition of SME, we will be taking a look at the history of 
Nvidia and the man who started, Jen-Hsun (Jensen) Huang.

MADE IN TAIWAN
Huang’s story actually starts with his father’s trip to the US in the late 
1960s. Huang’s father was in the States to attend a training course hosted 
by Carrier, an air conditioner maker. When he returned to Taiwan, he 
vowed to send Jensen and his older brother to America.
       Ever since then, Huang’s mother taught him and his brother English 
in preparation for the move, albeit not understanding English well 

COMPILED 
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REALITY
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after a successful IPO on the Nasdaq. That very same year, Nvidia did something 
revolutionary. It released the GeForce 256, which is considered as the world’s very 
first graphics processor unit (GPU). While the first use of a GPU was dedicated 
to improving the graphics of video games, Further iterations of Nvidia’s GPUs 
eventually led the company to enter markets such as professional visualisation, data 
centres and auto. The company has also started working in the field of artificial 
intelligence.
Nvidia’s CUDA software, which was launched in 2007 allowed GPUs to use their 
processing power to optimise applications outside of gaming. In 2014, their Tegra 
chips were repositioned for auto use and opened up opportunities in the field of 
defense, energy, finance, and healthcare.
       To this day, Nvidia has dominated the GPU market. Despite new and 
growing competition from rival AMD, the video gaming market is still mostly 
cornered by Nvidia.

MAKING HIS OWN REALITY
Huang’s peers often describe him as a visionary. Despite growing to over 12,000 
staff worldwide, the company has managed to maintain its culture well. Huang 
himself has no real office in Nvidia headquarters as he prefers to move around all 
the time.
       While often being compared to other tech industry icons like Elon Musk and 
Jeff Bezos, Huang’s leaderships style often gets overlooked in favour of more public 
CEOs, such as the aforementioned CEOs of Tesla and Amazon respectively. His 
style is about personal authenticity and intellectual honesty. As such, he does not 
embrace the traditional model of “acting like a CEO”.
       Huang’s leadership style is defined by 2 core principles: intellectual honesty 
and the tolerance to take risks. In Huang’s own words, “the tolerance to take risks 
naturally encompasses the ability to learn from failure”. These may seem like very 
humble principles that border on the cliché; however, they are not clichés when they 
are embraced and acted upon by leaders.
       This leadership style was born out of the near failure of Nvidia as a company in 
its early days. Despite numerous setbacks that would have sent most CEOs reeling, 
Huang was not discouraged. His philosophy of “failing forward” required honesty to 
admit that a strategy has failed and the perseverance to adapt and push forward with 
a different one. 

herself. That didn’t stop her from trying 
though. To this day, Huang still credits 
his father’s dreams and his mother’s 
aspirations for their success for putting 
him on his path to fortune.
       Huang and his family would eventually 
move to Oneida, Kentucky when he was 
just 10 years old; before moving again to 
Oregon. Huang and his brother would 
be sent away to live with relatives until 
they completed their primary education. 
Huang would return to Oregon to complete 
highschool before enrolling in Oregon State 
University, where he received a bachelor’s 
degree in electrical engineering.
       During his days as a student, Huang 
had a rather rough time coping. However, 
in an interview with the New York 
Times, Huang revealed that he grew up 
playing video game; which taught him 
perseverance. Losing over and over again 
made him push himself to win.
       Huang would go on to earn his 
master’s degree in engineering from 
Stanford University in 1992. During this 
period, the future CEO was waiting tables 
at a Denny’s outlet; which brought the 
young mang out of his shell by teaching him 
how “make the best of a state of chaos,” as 
he tells the New York Times. 
       Following the completion of is 
education, Huang started working as LSI 
Logic as the Director of the company. 
He would then later join Advanced 
Micro Devices Inc., as a microprocessor 
designer; all the while keeping his passion 
for gaming alive.

THE WAY IT’S MEANT TO BE PLAYED
Huang would correctly conclude that 
graphics would be the future of computers 
and that gaming will be the most revenue 
generating field in the future. In April of 
1993, along with his friends and partners, 
Curtis Priem, and Chris Malachowsky, 
Huang co-founded Nvidia, a software and 
semiconductor maker company, with a 
relatively meagre capital of US$40,000.
       Just like the startups of today, Nvidia 
had its own share of problems and 
challenges to overcome in the beginning. 
The office they rented was small, space was 
a premium, and the bathrooms they used 
were shared with another company. It was 
a far-cry from  the 500,000-suquare-foot 
headquarters building that the company 
occupies today.
       In 1995, Nvidia launched their first 
product, the NV1, which was a multimedia 
card for personal computers. It received 
a lukewarm response and failed to make 
a huge impact. However, the company 
learned from its failure and improved its 
future offerings. 
       The company would strike gold in 1999 
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S
ingapore’s Budget 2020 was introduced on 18 February 2020 by 
Deputy Prime Minister, Heng Swee Keat, and it revealed an array of 
measures to deal with short-term challenges such as the COVID-19 
outbreak; as well as outlining long-term economic development 
plans. Here are several key highlights that we can take-away from the 
announcement:

GST NOT INCREASING IN 2021
The government confirms that the planned increase in GST (goods 

& service tax) from 7 percent to 9 percent will not be implemented in 2021. The tax hike was 
previously slated to occur sometime between 2021 and 2025.
       However, Mr Heng, who is also the Finance Minister, reiterated that the broad-based 
consumption tax still needs to be implemented by 2025. A S$6 billion package will be introduced 
when the GST is raised in order to cushion the increase, with most Singaporean households 
getting offsets to cover around five years’ worth of extra GST expenses incurred. 
       One of these pay-outs include S$700 to S$1,600 for every adult Singaporean over five years, 
depending on household income and dwelling.

SUPPORT FOR HOUSEHOLDS DURING COVID-19 OUTBREAK
Singaporean households will receive monetary assistance to defray household expenses in an 
attempt to alleviate issues stemming from the COVID-19 outbreak and economic weakness. 
To this end, Mr Heng announced S$1.6 billion care and support package to benefit all adult 
Singaporeans aged 21 and older.
       Beneficiaries will receive a one-off cash pay-out of S$100, S$200,or S$300 in 2020, depend-
ing on their income in 2019 and home ownership. Parents with one or more Singaporean children 
aged 20 and younger in 2020 will each also get an extra S$100 in cash. Everyone from low-wage 
workers, older workers, and Singaporeans living in HDB flats will benefit in some manner.

HELPING BUSINESSES DEFRAY WAGE COSTS
Companies will be receiving support to defray wage costs during this difficult economic climate. 
Two schemes, the new Jobs Support Scheme and the Wage Credit Scheme, which will be 
enhanced, will help support enterprises and also help workers stay employed as part of a larger 
S$4 billion Stabilisation and Support Package.
       Under the Jobs Support Scheme, the government will support all active employers, except 
government organisations, in retaining local employees. Up to 8 percent of Singaporean and per-
manent resident wages will be offset; capped at S$3,600 per employee monthly for three months.
       The Wage Credit Scheme, which supports enterprises embarking on transformation efforts 
and encourages employers to share productivity gains with workers by co-funding wage increases, 
will be enhanced.

SCHEME

Qualifying Year

Level of co-funding

Gross monthly 
wage ceiling

EXISTING WCS

2018, 2019, 2020

 20% of qualifying 
wage increases in 2018
 15% of qualifying 

wage increases in 2019
 10% of qualifying 

wage increases in 2020

ENHANCED WCS

2019, 2020

 20% of qualifying 
wage increases in 2019
 15% of qualifying 

wage increases in 2020
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The monthly wage ceiling will be 
raised from S$4,000 to S$5,000 
for qualifying wage increases in 
2019 and 2020. The co-funding 
levels will be increased by five 
percentage points to 20 per cent 
for 2019 and 15 per cent for 2020.

ASSISTING BUSINESSES 
WITH CASHFLOW
The aforementioned 
Stabilisation and Support 
Package includes economy-wide 
measures to help businesses 
with their cash flow during the 
difficult economic period and 
ongoing COVID-19 outbreak.
       A corporate income tax 
rebate at the rate of 25 percent of 
tax payable, capped at S$15,000 
per company, will be granted for 
the tax year assessment 2020. 
The rebate, which will cost 
the government about S$400 
million, will benefit all tax-
paying companies.
       Several other tax treatments 
and financial schemes will also be 
enhanced for one year to ease cash 
flow. These include the Enterprise 
Financing Scheme’s Capital Loan, 
which helps SMEs access financing 
for working capital needs.
       The maximum loan quantum 
will be raised from S$300,000 to 
S$600,000, and the Government's 
risk share will be increased to 80 
percent, up from the current 50 
per cent to 70 percent.

EXTRA SUPPORT FOR SECTORS 
AFFECTED BY COVID-19
Five sectors that were directly 
hit by the COVID-19 outbreak, 
tourism, aviation, retail, F&B, 
and point-to-point transportation 
services, will be receiving support 
under the Adapt and Grow 
Initiative for their operating costs 
and cash flow, as well as to retain 
and reskill workers.
       Funding support duration 
for these sectors is being 
extended from three months to 
six. Additionally, a 30 percent 
property tax rebate for 2020 will 
be granted for some components 
of licensed hotels and serviced 
apartments, as well as prescribed 
MICE (meetings, incentives, 
conventions, exhibitions) venues.

PT PAYABLE FOR

Accommodation and function room 
components of hotel buildings

Accommodation and function room components 
of serviced apartment buildings

Meetings, Incentives, Conventions and Exhibitions (MICE) 
space components of 3 prescribed MICE venues, as follows:
  Suntec Singapore Convention & Exhibition Centre
  Singapore EXPO
  Changi Exhibition Centre

Other qualifying commercial properties. Some examples are:
  Premises of an international airport
  Premises of a prescribed international cruise or regional

ferry terminal, namely Marina Bay Cruise Centre, Singapore 
Cruise Centre, and Tanah Merah Ferry Terminal

  Shops (e.g. retail and F&B), including those within hotel
buildings, serviced apartment buildings, and the prescribed 
MICE venues

  Premises of tourist attractions

  Marina Bay Sands
  Resorts World Sentosa

The above 30% and 15% PT Rebates do not apply to Marina 
Bay Sands and Resorts World Sentosa.

PT REBATE RATE

The above 30%, 15%, and 10% PT Rebates do not apply to any premises or a part of any 
premises used for a residential, industrial or agricultural purpose, or as an office, a 
business or science park, or a petrol station.

30%

15%

10%
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For enterprises in the tourism sector, a 
Temporary Bridging Loan Programme for a 
year will be introduced, with a loan quantum 
of up to S$1 million and interest rate capped 
at 5 percent. The Government will take on 80 
percent of the risk of the loan.
       International cruise and regional ferry 
terminals can expect to see a 15 percent 
property tax rebate, while resorts will be 
receiving a 10 percent property tax rebate.
       A co-funded relief package by the 
government, the Civil Aviation Authority of 
Singapore, and the Changi Airport Group 
worth around S$112 million, will also be 
introduced to provide relief to companies 
affected by the COVID-19 outbreak.
       These companies includes airlines, 
companies in the cargo industry, and other 
stakeholders such as retail and F&B tenants 
at Changi Airport, which will also receive a 
15 percent property tax rebate.
       Food services and retail establishments 
will be receiving support as well in the 
form of rental waivers; which will cost the 
government about S$45 million in total.  A 

15 percent property tax rebate will also be granted to those who operate in 
qualifying commercial properties, and landlords are urged to pass the rebate on 
to their tenants.

ENHANCEMENTS TO SUPPORT ECONOMY’S TRANSFORMATION AND GROWTH
Over the next three years, a total of S$8.3 billion will be allocated to reinforce 
Singapore’s economic transformation and growth. Plans to support and enhance 
the growth of enterprises includes an enhancement of Startup SG Equity which 
will dedicate an additional S$300 million to catalyse private investment in key 
emerging sectors such as agri-food technology and advanced manufacturing.
       Additionally, in order to support the growth of SMEs and enterprises, the 
government will be expanding the SMEs Go Digital programme. This grants 
enterprises pre-approved access to digital solutions across 23 ITM sectors.
       In an attempt to help more enterprises and SMEs enter new markets, 
the government will also be enhancing the Market Readiness Assistance 
grant by expanding the funding support and coverage to include, for 
example, FTA consultancy.
       The Enterprise Transform Package will also be introduced this year in an 
effort to support and buildup the leadership capabilities that will allow SMEs in 
achieving their growth aspirations.

DEVELOPING YOUTH AND SUPPORTING EDUCATION
The government plans to provide monetary assistance for students at all levels of 
education. Students from low income families in particular will be a major focus. 
The cost of funding bursaries for higher education will climb from S$148 million 

 
 

 

    

    
 
   

     
   
   

   
  

INVESTING IN 
SUSTAINABILITY 

AND OPPORTUNITY

  Investment in defence, cyber, and data security

  Differentiated fiscal strategy for sustainable spending needs

  Enabling stronger partnerships between Singapore, 
  Asia, and the rest of the world

  Deepening enterprise capabilities

  Developing people for the future

  Focusing on green technology

  Supporting families, workers, and children



ADDRESSING CLIMATE CHANGE
In an effort to support global efforts to 
combat global climate change, Singapore 
will be taking steps to further manage 
carbon constraints. One such effort 
involves the slow but steady phasing out 
of ICE (internal combustion emission) 
vehicles in favour of vehicles that run on 
cleaner energy by 2040. To this end, the 
government will be enhancing incentives 
to encourage the adoption of cleaner and 
more environmentally friendly vehicles. 
Public charging infrastructure for EVs 
(electric vehicles) will also be expanded to 
28,000 by 2030 to further incentivise the 
adoption of EVs. 
       More stock is also being placed into 
greener housing development. More 
programmes, such as the new Green Towns 
programme, focusing on constructing 
buildings that focus on reducing energy 
consumption, recycling rainwater, and 
cooling is also being planned. 

to S$198 million per year. The share of government-supported pre-schools will 
climb to 80 percent by around 2025, from just over half currently.

SUPPORT AND TRAINING FOR EMPLOYEES
With shorter technology cycles and more intense global competition, the 
government recognises the need to support and help current employees learn and 
develop new skills in order to remain employable. As such, the government will be 
making enhancements to the already successful SkillsFuture programme.
       Every Singaporean aged 25 and above will be provided with a one-off S$500 
top-up of SkillsFuture Credit, available for use from 1st October 2020. Said credit 
will expire in December 2025 in order to encourage workers to utilise the credit 
to learn new skills early.
       A new SkillsFuture Enterprise Credit will be introduced to encourage 
employers to transform their workforce and enterprise in tandem. Employers can 
use this enterprise credit to defray 90 percent of out-of-pocket costs of business 
transformation, job redesign, and skills training. Over 35,000 enterprises will 
benefit from this, the majority being SMEs.
       The government will also be expanding the Productivity Solutions Grant to 
include job redesign consultancy services. Work will also be done to support the 
training of large anchor enterprises and their value chain partners. By helping to 
raise the skills of workers in these SMEs, the entire supply chain benefits. The 
government’s current goal is to partner up to 40 of such anchor enterprises to 
benefit 4,000 SMEs over the next five year.

Singapore 
Budget 2020 
Highlights

Two special packages introduced to deal with immediate 
challenges with a total budget of S$5.6 billion

Property tax rebates across sectors directly affected by COVID-19 
outbreak

Planned GST increase to 9 percent will not take place in 2021

Up to S$300 million set aside to catalyse investment into deep-tech 
startups

Enterprise Leadership for Transformation Programme aims to 
support 900 SME business leaders with training and mentorship

Enhanced SkillsFuture Enterprise Credit at S$10,000 per enterprise, 
will benefit SMEs

Greater emphasis and incentives will be placed on EV adoption to 
meet carbon constraintsSIN
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A
company’s most valuable assets are not its properties, its 
shares, or its inventions – it’s the people behind it. In today’s 
ultra-competitive environment, recruiting the best talent can 
mean the difference between sink or swim.
       However, talent recruitment is a pain point for many 

SMEs. Many SMEs do not have dedicated HR departments, instead relying 
on the CEO to do the HR function, including recruitment. This can be an 
issue, especially in times of expansion when many staff need to be hired 
at once. Other issues which may overwhelm SME HR personnel include 
sorting through hundreds of resumés to find the right candidate, as well as 
utilising the HR budget towards the most effective recruitment channel. 
       Solving these issues manually is nigh on impossible in today’s 
complex HR environment. Hence, having HR software is essential. 
Providers like BrioHR are able to give SMEs the integration, transparency, 
and data needed to make the right recruitment decisions quickly.

SORTING THE WHEAT FROM THE REST OF THE PACK Hiring 
for certain roles can involve hundreds of applicants, which can be 
impossible to sort through manually. This is where HR software comes in. 

       Sorting through 
hundreds of resumés 
can be made much 
simpler by using 
automatic filtering. 
For example, 
BrioHR’s software 
can filter out resumés 
from candidates with 
less experience than 
desired, or to sift 
through resumés for 
specific skillsets.
       Employers can 
also use BrioHR’s 
software to set 
pre-assessment 
questions for 
candidates, allowing 
for an additional 

layer of screening. HR can ask for additional details about a candidate’s 
skillset, which can then be further refined to narrow the field.

KEEPING TRACK OF WHO’S WHERE Keeping track of each applicant 
for each role can be taxing, even for seasoned recruiters. From initial 
application to onboarding, there are multiple stages in the recruitment 
journey, such as setting up the interview and salary negotiation. 
       BrioHR’s recruitment module enables candidates, hiring managers, 
and HR teams to track each recruitment stage as it happens. The system 
is designed to be user-friendly and intuitive, with applicant numbers 
available at a glance for busy CEOs or HR managers.

The module also includes a built-in 
messaging system for HR to send 
reminders and communicate with 
prospective talent, which can be 
seen by all relevant users. With 
this, the candidate’s recruitment 
journey can be streamlined by 
reducing the time spent on manual 
communications and updates.

SPREADING THE WORD, 
EFFECTIVELY A crucial aspect of 
recruitment is advertising for the 
position. But that is only one part of 
the equation – the position must also 
be advertised in the right places. 
       To make this decision, data can 
help HR in deciding where to target 
the job announcement. BrioHR’s 
recruitment report can generate 
data based on candidate sources, 
e.g. job portals, social media, 
employee referrals etc. From there, 
HR can see which source provides 
the best 
candidates. 
       For ex-
ample, there 
may be a 
large number 
of applicants 
for a software 
engineer 
role from an 
online job 
portal. How-
ever, com-
paratively few 
successful 
candidates 
come from 
the job portal 
– instead 
more suc-
cessful appli-
cants come 
from referrals on social media. This 
way, HR can allocate its resources 
accordingly – spending less on job 
portal postings and focusing on 
creating a social media presence.
       In addition, while setting 
up a careers page can be time 
consuming and costly, BrioHR’s 

recruitment 
module also 
comes with a 
free careers 
microsite 
builder. Job 
announcements 
can be created 
and posted 
in seconds. 
Importantly, 
each job 
announcement 
comes with a 
shareable link. 
This link can be 
instantly shared 

on company social media, as 
well as specialised forums for 
niche job functions – extending 
the reach of the announcement 
to suitable candidates.

WINNING THE WAR 
FOR TALENT – WITH 
TECHNOLOGY Having talented 
people in an organisation will 
give it the edge. But finding 
that talent in the first place is an 
arduous, repetitive process. This 
is even more so for SMEs, which 
often have limited HR resources. 
       BrioHR’s software can 
help SMEs by streamlining 
the recruitment process, 
bringing efficiency and 
value in saved time to the 
business. Furthermore, 
upon successful hiring, the 
candidate’s information can 
be migrated over to a digital 

employee file, minimising 
time spent on administrative 
tasks, while relevant privacy 
and confidentiality filters will 
also kick in. SMEs need every 
advantage to win the war for 
talent – technology can give 
them that edge.

Get a free trial now by visiting www.briohr.com, or emailing info@briohr.com for more information. 
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PAZZION
P

azzion is truly a Cinderella story. Founded 
in 2002, the brand itself began as a 
footwear distributor with no outlet to call 
their own. They began exporting to 

various countries across Asia Pacific and Europe. 
Noticing a distinct lack of well-made and trendy 
shoes for modern Singaporean women, the brand 
opened up its first brick and mortar store in 2005 at 
Marina Square Singapore.
       The company was an explosive hit, they offer 
trendy, contemporary, and stylish footwear for the 
underserved female market. They were so successful 
that they broke into the overseas market in the exact 
same year they opened their first store. Since then 
they have only continued to expand, bringing the 
most fashionable of footwear to women across the 
APAC region.
       Pazzion presents itself as very franchise-friendly. 
Partners will promptly receive the latest season’s 
supplies at highly-preferential prices. The company 
will also assist in site selection, set-up, design, and 
comprehensive staff training. In addition, they also 
offer startup support as well as advertising and 
PR assistance. Those interested in a franchise can 
inquire for more information via their website.

T
here are many types of franchises that 
investors can put their money into. 
However, there are scant few that are 
arguably the most popular choices. These 
can include F&B, FMCG, and surprisingly, 
specialised footwear. What makes footwear 
so appealing to investors? Mostly because it 

is a niche market which presents a lot of flexibility in both 
financially and with products.
       For product flexibility, investors can choose to 
specialise in certain areas as they have many to choose 
from. There are sports shoes, high-end, casual wear, or even 
general wear options. Investors have plenty of room to do 
business. Once they have successfully leveraged the market, 
they can even branch out to different types of footwear or 
even a clothing line.
       Currently, the global footwear market is huge and fraught 
with opportunity. In 2018 alone, the market was worth 
US$227.1 billion globally. As but buying power of the average 
consumer continues to increase, so does demand for superior 
quality footwear along with product innovation. Manufacturers 
today are increasingly emphasising on the development of 
unique designs while also giving importance to comfort.
       Without a doubt, the footwear market is a crowded and 
highly competitive one. It will be up to investors to come up 
with an effective and viable marketing plan that targets the 
desired demographics. Franchisees will have to work with their 
franchiser to draft a workable marketing strategy. By taking 
advantage of all the resources available, a brand new footwear 
store will be able to thrive in spite of the massive competition.
       In this edition of SME, we will be taking a look at handful 
of footwear franchises that has garnered great success in their 
respective niche and region.

BY 
JORDAN 

LOW
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JELLY BUNNY
J

elly Bunny definitely wears its creativity 
on its sleeves. It is a fashion and lifestyle 
brand that targets young women and teens 
in particular with some out-of-the-box and 

unorthodox fashion. Not only do they offer a 
selection of unique footwear, they also have their 
hand in accessories as well. According to their 
profile, Jelly Bunny’s objective is to flaunt a 
distinctive sense of style, refined quality, creativity, 
and value without compromising on comfort, 
functionality, and durability.
       Originally from Thailand, their designs constantly 
experiment with different shapes and bold colours, 
with plenty of dedication to detail that brings out the 
playful factor of each product. The unique use of their 
jelly-like substance to produce their signature texture 
is both non-toxic, easy to clean, and completely safe.
       As of late, Jelly Bunny has been on a franchising 
spree, with outlets opening throughout the SEA 
region and beyond over the past few years. 
Unfortunately franchising information and details 
are few and far between. Thus franchisors who are 
interested in the brand will likely have to contact 
the business directly for more information and 
requirements. 

KHADIM’S
W

ith over 800 stores nationally, Khadim’s is 
definitely one of India’s largest footwear 
retailers. It touts itself as a family brand, 
catering the needs of kids, young adults, 

adults, and seniors. Their styles and designs vary wildly, 
which perfectly fits their slogan of “Fashion for 
Everyone”. While they are not going to win any prizes in 
the high-end category, they are undoubtedly supremely 
cost-effective and durable; giving customers a value-for-
money experience.
       Khadim’s has a long and storied history. Starting 
in 1965 as a whole-selling and distribution company 
for branded basic utility footwear, the business 
would eventually enter the retail market in 1993 by 
setting up their first showrooms in Kolkata. By the 
2000s, the company had penetrated into South India 
and had begun to realise their dreams of becoming a 
national brand.
       Franchisees of Khadim’s have the benefit of utilising 
a well-known and reputable brand. The company will 
assist franchisers with training and interior design of 
the showroom, along with providing a proven business 
model with much potential for success. While not being 
the cheapest initial investment, the strength of the brand 
alone is likely to ensure fast returns.
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Mubarak, a series of measures to reform the moribund economy 
has been undertaken, including floating the Egyptian pound and 
encouraging foreign direct investment.
       Foreign firms are aiding economic diversification, improving 
the quality of human capital through better managerial and 
technical skills, increasing employment opportunities and assisting 
the transfer of technologies. Leading petroleum firms are helping 
the government to exploit its rich oil and gas endowment and 
generating budget revenue.
       Sectors seen by the Egyptian government to be of particular 
focus for foreign investors in the short to medium term include 
energy, construction and real estate, transportation, and 
telecommunications.
       Egyptian exports are increasing but has underutilised 
potential. Goods and services account for 54.1 percent and 45.9 
percent of exports respectively. The export economy is largely 
comprised of petrochemical exports and related products to 
European nations, but Egypt also enjoys significant trade volumes 
with its Middle Eastern and Asian neighbours. 

T
he annual flooding of the Nile River has imbued 
the land of Egypt with some of the richest soils on 
Earth. From this sprang forth one of the world’s 
great civilisations, which held sway across North 
Africa and beyond for millennia afterward.
       Today, most economic activity still takes 

place by the highly fertile Nile valley. Egypt’s capital, Cairo is 
located within the Nile Delta, though it was founded centuries 
after the pharaohs last reigned. The completion of the Aswan 
High Dam in 1971 and the resultant Lake Nasser have reaffirmed 
the time-honoured place of the Nile River in the agriculture and 
ecology of Egypt.
       The great majority of Egyptians live near the banks of the 
Nile, where the only arable land in the region is found. Egypt is 
the most populous country in North Africa and the Arab world, 
and is considered a major power in the region both economically 
and culturally. 
       Though Egypt’s economy has suffered a severe blow after 
the 2011 revolution which toppled longtime president Hosni 

EGYPTBY 
ONG XIANG

HONG

   TRADE      

Official Name: Arab Republic of Egypt (Jumhuriyat Misr al-Arabiyah)  Population: 104,124,440 (July 2018 est.)  Capital: Cairo  Major Languages: Arabic (official), English and French understood by 
business  Currency: Egyptian pound (EGP)  Major Industries: textiles, food processing, tourism, chemicals, pharmaceuticals, hydrocarbons, construction, cement, metals, light manufactures  Major 
Export Commodities: crude oil and petroleum products, fruits and vegetables, cotton, textiles, metal products, chemicals, processed food  Major Export Partners: United Arab Emirates, Italy, United 

States, United Kingdom, Turkey, Germany, India  Major Import Commodities: machinery and equipment, foodstuffs, chemicals, wood products, fuels  Major Import Partners: China, United Arab Emirates, Germany, Saudi 
Arabia, United States, Russia  GDP: US$1.204 trillion (2017 est.)  GDP Per Capita: US$12,700 (2017 est.)  Country code top-level domain: .eg
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       In particular, Egypt exports 
halal food and products to South 
Asia, Southeast Asia, and the Middle 
East, but these markets are small 
compared to the Egyptian halal 
export market in North America and 
Europe. This is due to, in part, a lack 
of halal certification, branding, and 
packaging. On the flip side, Egypt 
imported US$80.9 billion worth of 
halal food and beverage in 2016 from 
various sources, representing the 
fourth largest importer in the world.
       Another asset that Egypt has 
is its population. With a bustling 
population of 90 million, 50 percent 
of which are below the age of 30 
and tech savvy, Egypt is shaping 
up to be one of the hottest places 
for tech and entrepreneurship in 
the Middle East. With 40 percent 
Internet penetration (growing 
at an exponential rate), massive 
e-commerce potential (valued 
at US$446.4 million in 2016), 
as well as a strategic geographic 
location, the country proves to be an 
attractive investment environment.

DOING BUSINESS IN EGYPT
Like the rest of the Middle East, 
Egyptian business culture places 
great emphasis on personal 
connections and relationships. 
Building rapport and personal trust is 
crucial to securing a deal in Egypt.
       Adhering to protocol is a 
critical first step in building that 
all-important rapport. When meeting 
with business associates, tea, coffee, 

and sometimes sweets will be 
offered. It is considered good 
form to accept. Refusing such 
hospitality is insulting, and the 
host may take the refusal as a 
personal rejection.
       Similarly, when hosting a 
function in Egypt, always provide 
an excess of food. This is an 
indication of a good host. Keep 
in mind that many Egyptians are 
devout Muslims, thus refrain from 
serving alcohol and pork. 
       Additionally, addressing 
someone by their title, followed 
by their surname is proper until 
invited to do otherwise. Titles 
are a sign of stature and are 
viewed with pride; therefore, it is 
important to use them. Likewise, 
when printing your own business 
cards, make sure to include your 
name, title, business, address and 
full contact information – double-
sided, with English on one side 
and Arabic on the other.
       Finally, Egyptians have 
business negotiations down 
into an art form. The pace will 
be slow, and patience will be 
needed. In many cases, business 
actions require the approval of 
government agencies, ministries 
or oversight committees. Unlike 
in other jurisdictions, things can 
drag on, often to your detriment 
– the Egyptians are used to 
this. Haggling is expected, even 
encouraged. Never consider a first 
offer to be final. 
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EXCLUSIVE EVENT BY BUSINESS MEDIA INTERNATIONAL

THE PLATFORM FOR SME BUSINESS INTELLIGENCE

IS COMING BACK IN JUNE 2020

FACTS

All SME CEO Forum follow 3 basic 
components in content structuring: 
market-entry, financial platform and 
business model transformation. 
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CONTENT

NETWORKING 
OPPORTUNITIES

INNOVATIVE 
SOLUTIONS

We provide the most conducive 
environment where business owners 
sharing the same priority congregate 
over intellectually stimulating ideas, 
pleasant lunch-exchanges and 
engaging networking tea-session in the 
course of the day.

We allow some of the most active 
business solution providers to showcase 
their capacity at specially arranged 
location to allow for constructive 
exchanges. 

Business Owners 
get to attend our 
event for FREE.

FREE
Over 100 different 

individuals have 
spoken at SME CEO 

Forum.

100
We have played host 

to an average of 
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5
SME CEO Forum have 
been identified as the 

most suitable platform for 
important announcements, 

including results of the 
World Competitiveness 

Report in Malaysia.
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BY  
BOWEN 
ZHOU

  Artificial intelligence (AI) needs to
be democratized to help more people 
understand it and embrace its potential;

  We need to develop regulations for AI that
are agile and adapt to this rapidly 
progressing technology;

		 A	focus	on	“Trustworthy	AI”	offers	a
promising model for innovation and the 
governance of AI.

Artificial intelligence (AI) has gained 
widespread attention in recent years. AI is 
viewed as a strategic technology to lead us 
into the future. Yet, when interacting with 
academics, industry leaders and policy-
makers alike, I have observed some growing 
concerns around the uncertainty of this 
technology.
       In my observation, these concerns can be 
categorized into three perspectives:
  Many people lack a full understanding

of AI and therefore are more likely to 
view it as a nebulous cloud instead of a 
powerful driving force that can create a 
lot of value for society;

  Some companies or individuals worry
that they will fall behind as AI becomes 
more prevalent;

  As is often the case with new technology,
AI is increasingly used despite policy and 
regulation being behind the pace.

It is understandable that people might have 
these concerns at this moment in time and 
we need to face them. As long as we do, I 
believe we don’t need to panic about AI and 
that society will benefit from embracing it. I 
propose we address these concerns as follows:

WE SHOULD DEMOCRATIZE AI
Instead	of	writing	off	AI	as	too	complicated	
for the average person to understand, 
we should seek to make AI accessible to 
everyone in society. It shouldn’t be just the 
scientists and engineers who understand it; 
through adequate education, communication 
and collaboration, people will understand 
the potential value that AI can create for the 
community.



JD TECHNOLOGY COMMITTEE; VICE-PRESIDENT, JD.COM.
BOWEN ZHOU IS PRESIDENT, JD CLOUD & AI; CHAIR, 

IN AI NO ONE WILL BE “LEFT BEHIND”
We should democratize AI, meaning that the 
technology should belong to and benefit all 
of society; and we should be realistic about 
where we are in AI’s development.
       We have made a lot of progress in AI. 
But if we think of it as a vast ocean, we 
are still only walking on the beach. Most 
of the achievements we have made are, in 
fact, based on having a huge amount of 
(labelled) data, rather than on AI’s ability 
to be intelligent on its own. Learning in a 
more natural way, including unsupervised or 
transfer learning, is still nascent and we are a 
long way from reaching AI supremacy.
       From this point of view, society has only 
just started its long journey with AI and we 
are all pretty much starting from the same 
page. To achieve the next breakthroughs 
in AI, we need the global community to 
participate and engage in open collaboration 
and dialogue.

WE SHOULD TAKE AN AGILE APPROACH TO THE 
GOVERNANCE OF AI We can benefit from AI 
innovation while we are figuring out how to 
regulate the technology. Let me give you an 
example: Ford Motor produced the Model 
T car in 1908, but it took 60 years for the 
US to issue formal regulations on the use of 
seatbelts. This delay did not prevent people 
from benefitting significantly from this form 
of transportation. At the same time, however, 
we need regulations so society can reap 
sustainable benefits from new technologies like 
AI and we need to work together as a global 
community to establish and implement them.
       By addressing the aforementioned 
concerns people may have regarding AI, I 
believe that “Trustworthy AI” will provide 
great benefits to society. There is already a 
consensus in the international community 
about the six dimensions of “Trustworthy 
AI”: fairness, accountability, value 
alignment, robustness, reproducibility and 
explainability. While fairness, accountability 
and value alignment embody our social 
responsibility; robustness, Reproducibility 
and explainability pose massive technical 
challenges to us.
       “Trustworthy AI” innovation is a 
marathon, not a sprint. If we are willing to stay 
the course and if we embrace AI innovation 
and regulation with an open, inclusive, 
principle-based and collaborative attitude, 
the value AI can create could far exceed our 
expectations. I believe that the next generation 
of the intelligence economy will be forged in 
trust	and	differentiated	by	perspective.	



IT admins gain more control over access rights 
for legitimate users, which facilitates stronger 
data security.
       Among the clear benefits of adopting 
cloud collaboration solutions, four key reasons 
stand out for any organization undergoing 
transformation projects:

THE CLOUD BENEFITS ORGANIZATIONS 
WITH LIMITED BUDGETS
In	the	past,	IT	has	been	a	differentiator	for	
large	enterprises	that	could	afford	to	invest	in	
software, hardware, and ongoing maintenance. 
Over time, IT departments have evolved to 
embrace cloud software. For SMEs, adopting 
SaaS solutions helps bridge the gap in IT 
resources. When seeking to minimize IT costs, 
businesses have become more resourceful in 
leveraging cloud platforms, as they avoid the 
huge upfront cost that comes with on-premises 
ERP systems. 

CLOUD COLLABORATION TOOLS 
REDUCE COMPLEXITIES 
Traditional	on-premise	office	productivity	
tools are cumbersome to install, maintain, 
and update—in terms of both licensing and 
software upgrades. Cloud collaboration 
tools, on the other hand, make solutions 
more accessible to employees and require 
less IT oversight. As the priorities of a 
business evolve, cloud solutions require less 
adjustments to meet changing needs. Cloud 
platforms	also	offer	greater	stability	over	time,	
since software upgrades are taken care of by 
the vendor, allowing business owners to focus 
on higher priority tasks.

T
he evolving digital business 
landscape in the Asia Pacific 
region is seeing a trend of 
operations moving into the 
cloud. Firms are collecting 
massive quantities of data 
that requires analysis, 

protection, and storage. This data brings 
significant business opportunities along with it. 
SMEs, in particular, can utilize this information 
to achieve a competitive advantage. 
       As suggested by IDC data, smaller 
enterprises are increasing their investments in 
IT products and services, indicating that digital 
transformation spending worldwide will grow 
steadily throughout the 2019-2023 forecast 
period, achieving a five-year compound annual 
growth rate of 17.1%. However, many of these 
types of businesses still lack the dedicated 
internal IT support teams required to pursue 
their business objectives. 
       Lacking the resources available to large 
enterprises, smaller companies generally 
struggle to gain a competitive edge, even 
as they continue to pursue innovation. 
However, as researchers note, social media 
can	be	a	relatively	cost-effective	way	for	these	
companies to create brand awareness and 
pursue innovation, increasing their website 
traffic	and	sales.	That	depends,	of	course,	
on whether these businesses can overcome 
the potential technological challenges facing 
IT teams, like providing employees with 
the mobile devices and cloud applications 
necessary to facilitate collaboration. 
       Cloud collaboration tools in particular 
help internal teams become more creative 
and engaged when developing solutions for 
increasing revenue. The increased accessibility 
of data across multiple devices also allows for 
improved mobility of business processes, since 
approvals and decisions can be made more 
quickly.  Because of their direct engagement 
with customers, sales and customer support 
staff	typically	have	access	to	customer	
information that isn't always available to 
marketing. 
       On the other hand, marketing may be 
developing their campaigns without keeping 
sales teams in the loop. When sales and 
marketing teams are able to collaborate, they 
can greatly improve a company’s ability to 
make informed decisions. The sales team 
can share live feedback with marketers to 
improve new content in real time, and other 
internal teams can quickly access up-to-date 
lead information remotely. With cloud tools, 

INTEGRATING THIRD-PARTY SOFTWARE IS 
SIMPLER WHEN DATA IS IN THE CLOUD 
When products that you use on a day-
to-day basis are integrated, productivity 
and usability increases, boosting their 
combined value. In the past, Application 
Programming Interfaces (APIs)—which are 
critical	for	integrating	tools	from	different	
vendors—were hard to acquire or even 
non-compatible,	and	integrating	different	
software solutions involved in one business 
process required highly paid consultants to 
get working. Today’s cloud collaboration 
tools are much less complex with much more 
open architecture that encourages integration 
between diverse platforms and products.

THE INTERFACE WILL MATCH EMPLOYEES’ 
EXPERIENCES WITH CONSUMER TECH 
Consumer technologies and social media 
platforms, like Facebook, WhatsApp, and 
Instagram are part of the lifestyle of Asia's 
young workforce. So, it is no surprise that 
at work, employees work better when their 
business software provides a comparable 
experience. With the right tools for 
collaboration, employees will be empowered 
and motivated to be more productive.
       For businesses that want to stand out in 
a highly competitive environment, the cloud 
is the way forward. The benefits of these 
tools will be felt long into the future as the 
business world continues to become more 
mobile. 
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SALES BLOG     WITH SUE BARRETT

Sue Barrett is a sales expert, 
writer, business speaker and 

adviser, facilitator, sales 
coach, training provider and 

entrepreneur. Sue founded 
Barrett in 1995 to positively 

transform the culture, 
capability and continuous 

learning of leaders, teams and 
businesses by developing sales 

driven organisations that are 
equipped for the 21st Century. 

       Still too many default to 
the quick sugar hit event style 
workshop or key note or nothing 
at all.
       However, there is a growing 
body of organisations staffed 
by enlightened CEOs and sales 
leaders who do treat Selling as a 
profession with noble intent which 
is why they invest heavily in the 
ongoing education and support of 
their sales teams. They know that 
a well-trained, highly professional 
and principled sales force is worth 
a great deal to their businesses 
and the ongoing cultivation of 
important client relationships. 
The investment in this type of 
educational support pays back 
many times over. It’s a no brainer 
when you track the RoI.
       Selling is not having 
the ‘gift of the gab’ or solely 
instinctual or being a good 
people person. You can have a 
good bed side manner but that 
does not make you a medical 
doctor or clinical psychologist.
       Like anyone can have a 
natural inclination to a job or 
role or profession, so can people 
in sales, but to master sales and 
actually know what you’re doing 
and how and why well that’s at a 
whole other level. 
       Selling is a highly 
disciplined profession that 
requires years to master.   
       Remember, everybody lives 
by selling something. 

T he statement ‘The noble 
profession of Selling’ may 
sit well with some. While 

many others would find ways to say 
everything to the contrary, bringing 
up stories about how they or others 
were ripped off by shonky 
salespeople. I mean why is it that 
when someone’s deceived by 
someone else they say ‘they’ve 
done a sales job on them’? There’s 
nothing noble about that, you’d 
agree.
       In a world where it’s too easy 
to engage and influence people 
with catchy slogans and memes 
that can propagate negative 
stereotypes, fear of the other, 
division, misinformation and 
myths, and keep people ignorant 
or fearful, it’s often harder to get 
people to pay attention to the truth. 
As Jonathan Swift* said, ‘A lie gets 
halfway around the world before 
the truth has a chance to get its 
pants on’.
       And so it is with the noble 
profession of Selling.
       I have chosen to use the words 
Noble and Profession to describe 
Selling for these reasons:

The word Noble has several 
meanings:
1.  possessing outstanding qualities 

i.e. illustrious
2. of high birth or exalted rank i.e. 

aristocratic
3. possessing very high or excellent 

qualities or properties

4. grand or impressive especially in appearance
5. very good or excellent
6. possessing, characterized by, or arising from superiority of mind or 

character or of ideals or morals; having or showing high moral 
qualities or character; moral in an honest, brave, and kind way

7.  chemically inert or inactive especially toward oxygen

For the purposes of this article I will be referring to definitions 1, 3, 
5 and 6 because in all my years in business and sales, the very best 
of the best salespeople are the epitome of these noble characteristics.  
But perhaps even item 7 has its place here because I see the very best 
business and salespeople be inert to bribery, corruption, amoral dealings. 
They do not fold and instead hold their ground and find better ways to 
work in a manner that is fair and honourable.

The word Profession also has several meanings:
1.  any type of work that needs special training or a particular skill, often 

one that is respected because it involves a high level of education
2. the people who do a particular type of work, considered as a group
3. a statement about what someone feels, believes, or intends to do, 

often made publicly
4. any type of work, especially one that needs a high level of education, 

special training or a particular skill

I think you’d agree that all 4 items here relate to selling. I mean we even 
managed to tick off the higher level of education when we, the Barrett 
team, got selling its first ever university qualification – a Diploma of 
Business in 2012.
       But here’s the thing. Selling is ubiquitous and anyone can have a go 
at it whatever their levels of skill and experience and their intentions. 
And this is where selling gets into trouble reputation wise.
       At least we know that qualified medical doctors, psychologists, 
engineers, lawyers and other highly credentialed professionals must keep 
up their education and be endorsed by their professional bodies to stay 
in business.
       Not so with Selling. Yet the best of the best in sales put as much 
effort into their education and professional development as those 
aforementioned professions. It’s mostly self-generated learning, the 
odd course here or there, sprinkle with mentoring and coaching if 
they’re lucky.
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LEADERSHIP EXCELLENCE     WITH MARSHALL GOLDSMITH

A
s you work your way 
through my written 
articles, you are going 

to hear about a number of 
personal flaws that none of us 
are immune to. In the course of 
reviewing this material, you may 
recognize yourself. You may say, 
“That’s me!” or “I do that all the 
time. I had no idea I was coming 
across that way.”
       Some of these bad habits are 
hard to admit to ourselves, but 
if you get a little nudge of self-
recognition, that’s a good start. 
Even better is to admit it might be 
a problem. Not many people do 
this as a rule, but if you’re read-
ing these articles, you may be one 
of the few. Better still is to take 
corrective action to mend your 
ways. These are the gold star 
people. These are people who are 
on the fast track toward becom-
ing even better leaders.
       The bad habit I’m going to 
discuss now is another variation 

on our need to win. It is telling the world how smart we are, how 
dumb someone else is, or listening to someone else do this. A 
question I’ve asked more than 100,000 people is: What percent 
of all interpersonal communication time is spent on a) someone 
talking about how smart they are or listening to someone else do 
that plus b) talking about how stupid someone else is or listening 
to someone else do that? The answer? Right about 65 percent!
       Now here’s the real test: How many of you feel more busy 
and under more pressure than you’ve felt in your whole lives? 
Most people answer this question with a resounding “I do!” Not 
to worry, you are not alone. Most of us feel this way. If I were to 
give you a productivity enhancement tool that would help you 
save some time and that would definitely increase your efficiency, 
would your ears perk up? I bet they would.
       Here is the productivity enhancement tool – REDUCE 
THAT NUMBER! How much do you learn talking about how 
smart you are? Nothing. How much do you learn listening to 
somebody else do that? Zip! How much do you learn talking 
about how dumb everyone else is or listening to someone else do 
that? Absolutely zero.
       If you can stop yourself in these seemingly minor moments 
with someone who works closely with you and presumably knows 
you well—in other words, when nothing is at stake and you don’t 
have to flex your “I’m a winner” muscles—you have the skill to stop 
telling the world how smart you are. And, if you can say, “Excuse 
me” when the gossip and ego-stroking starts, and get back to your 
desk, you are well on your way to reducing that number. 
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       In the world of paper 
presentations with no video 
screens, it made sense for 
the presenter to sit in the 
middle of one of the long 
sides of the table to engage 
the whole room. But, when 
there is a screen with stuff 
on it, position yourself near 
the screen so the people in 
the room can look at you 
and the screen at the same 
time. 

I ’ve noticed a 
degradation in 
presentation styles 

when displaying slides on a 
screen. This is starting to 
become a pet peeve of mine, 
so feel free to ignore me or tell 
me to get over myself if you 
disagree with this advice.
       Assume a conference 
room with a large screen 
TV (or two) on the wall at 
the “front” of the room. The 
conference table – often a long 
rectangle – has chairs along 
the side perpendicular to the 
TV. The classical “head of the 
table” is at the far end facing 
the TV.
       Why in the world would the 
presenter sit anywhere other 

than in one of the chairs at the end of the table closest to the TV?
       Assume the TV is just showing slides. Don’t you want everyone 
in the room looking at you and the slides?
       Assume there is video conferencing. In most cases, the slides 
will dominate and the video conferencing participants will be in 
small windows on the screen anyway. And, when they are looking 
at their computer while you are presenting, they will mostly see the 
slides anyway.
       The only time this doesn’t apply is when there isn’t a 
presentation. When you are trying to engage the people on the 
video conference in the room during the meeting, and there is 
nothing being presented on the screen, the pet peeve that I have 
doesn’t apply.

w w w . h r a s i a m e d i a . c o m

A DECADE OF 
EXCELLENCE
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O
ne of the keys to 
Achieving Superior 
Service and building a 

service culture is leveraging the 
building block of “Service 
Communication”.
       Uplifting service providers 
seek to make each perception 
point a positive experience for 
customers, clients and colleagues. 
Many of these points involve 
communications: what prospects, 
customers, colleagues, and 
partners experience as a result of 
what has been heard, read, or said.
       How your words and images 
shape the perception someone 
has of you, or your business, is 
tremendously important. In fact, 
as claimed by Peter Drucker, “60 
percent of all business problems 
result from faulty communication.” 
How wonderful would it be if you 
to avoid or minimize 60 percent 
your business problems! One way 
to do this is to make sure your 
communications are clear, effective 
and memorable.
       Creating positive, memorable 
communications can be easy. A 
model called the 4Cs of Truth 
in Communication stands for 
Comprehension, Connection, 
Credibility and Contagiousness. 
This was used widely in the 

advertising industry where I spent many years before joining Uplifting 
Service. I believe this model has incredible value for anyone striving to 
improve service performance or to differentiate based on a culture of 
superior service.

THE FIRST C:  COMPREHENSION
Does your audience easily understand main message or idea? What is 
being instantly communicated by your communication?

THE SECOND C:  CONNECTION
You know your message makes a connection when it triggers an 
emotional response for your customer. This only happens when a 
message resonates with meaning and significance for others. When 
people say “Now I get it!” then you know you’ve got it.

THE THIRD C:  CREDIBILITY
Your audience needs to believe what is being said and how it is 
being said. Credibility is the most important “C”. Your audience may 
understand your message, and even connect with your message on 
emotionally level, but if they do not believe the message is credible it will 
make no positive lasting impact.

THE FOURTH C:  CONTAGIOUSNESS
Word of mouth is the best advertising, accumulating credibility as 
it passes from one person to another. You can make your messages 
contagious with especially clear, clever or curious messages, images and 
formats. People love to talk, and they will talk enthusiastically about you 
when your messages are new, different, and memorable. Or when they 
include an uplifting call to action.
       The perception points in your service communications are 
everywhere: in your website, literature, social networking, physical 
environment, product information, packaging, policies, even in the 
design and messaging of your purchase receipts, office directions and 
employment applications. Everywhere you communicate you have the 
chance to be creative, be unique, be memorable. 
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AskGaryVee     GARY VAYNERCHUK

Y ou don’t need a giant 
team or resources to 
start producing 

Instagram content.
       In this blog post, I break 
down some insights on how 
you can get to a place where 
you’re producing more volume 
of contextual content (aka 
content that takes into account 
the nuances of the platform) for 
Instagram without posting just 
for the sake of posting.

01. TURN TWEETS INTO 
INSTAGRAM POSTS
One way to increase your 
quantity of Instagram posts is 
by repurposing your tweets.
       You can take a tweet 
that got more engagement 
than average on your Twitter 
account or a tweet that you feel 
strongly about, and turn it into 
an Instagram post using just 
your phone.
       Once you have a tweet 
picked out, screenshot it.
       Then, crop it.
       Then post it!
It’s not hard to make, and you 
could post in different platforms 
even outside of Instagram – like 
Facebook or LinkedIn.

02. USE YOUR NOTES APP
Another insight is to use your notes app (or any notepad app on your 
phone) to write copy and screenshot it for a post.
       Start by opening up a notepad app on your phone. On the 
iPhone notes app, you have the ability to type or draw out your 
thoughts.
       Write out long form copy recapping your day, a thought you had, 
or something you feel strongly about.
       Then, screenshot and post!
You could also post it on other channels too, like LinkedIn or 
Facebook.

03. DESIGN QUOTE GRAPHICS
If you have design skills or have someone on your team who does, 
you can create designed versions of quotes you’re passionate about.
       You could layer the quote over a picture of yourself for branding, 
or you could keep it ridiculously simple – with text on a white 
background with your logo.
       There are a ton of free stock sites that you can use if you don’t 
have your own pictures – like Unsplash, Freepik, etc.

WHAT IT MEANS TO MAKE YOUR CONTENT “CONTEXTUAL”
Contextual content means producing and publishing content that’s 

built for the platform.
       For example, 
I made the move 
to censor my video 
content on LinkedIn 
after spending several 
months reading the 
comments. It felt like it 
was the right move for 
the community there.
       My content on 
Instagram is more 
applicable to a broader, 
more casual audience. 
When I can, I’ll add 
long copy to supplement 
the post and add 
context.
       On Twitter, I’ll 
have copy that’s shorter 
(obviously limited by 
the character limit) and 
very casual content. 
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D
o you partake of dessert 
prior to eating your 
appetizer? Do you eat 

your dinner in the morning and 
have breakfast at night? Would 
you prefer to have the builder 
complete the finish work on your 
new house prior to framing it and 
installing the roof? Would you 
back your car out of the garage 
before opening the garage door? 
(I've actually done that by 
accident - twice!)
       It's all quite silly. You 
wouldn't think of doing those 
things in that order but that's 
how most companies choose 
sales training companies. After 
35 years in the sales training 
industry, I'm qualified to 
comment on this silly behaviour, 
and explain why companies have 
it all backwards.
       If your company is going 
to partner with a third-party to 
help increase sales, the actual 
sales training component 
should be the last of the various 
services to be delivered. What 
services should be delivered 
prior to sales training? 
       First, a complete sales 
force evaluation to identify 

the gaps, problems, challenges, and most importantly, the reasons 
why your sales results are what they are. This allows you to set 
realistic expectations for growth by understanding who is capable 
of improvement, by how much they can improve, and what will be 
required in the way of training and coaching to achieve that growth. 
If you provide training without conducting the evaluation you might 
as well just write the check and spare everyone the time, effort and 
aggravation.
       Second, sales process. Your sales process must be customized and 
optimized because training must introduce your formal sales process 
and all of the content must be delivered in the context of the process.
       Third, sales management training and coaching. If you want the 
sales training to work, then your sales managers must be trained and 
coached so that they can coach to the content in the context of the 
sales process. If your sales managers won't or can't coach consistently 
and effectively, the training won't stick and the changes won't take 
place.
       Fourth, tweaks to your sales operations infrastructure. You don't 
want to start tweaking things after sales training has begun.
       Fifth, Upgrades. Some of your existing salespeople won't be 
part of your future and knowing who they are in advance from the 
intelligence of the sales force evaluation allows you to replace them 
before, not during the sales training. 
       Of course, there are other variables, like how the training will 
be delivered, support materials and technology, the effectiveness of 
the trainer, how many training sessions a program will include, the 
topics that will be covered, how much role-playing will be included 
to demonstrate what good conversations sound like, and homework 
assignments. If you make the mistake of rolling out sales training 
instead of the sales force evaluation as the first step, you won't have 
the MRI of the sales organization, or a sales radiologist to read the 
MRI, so it would be like ordering surgery from a menu instead of 
receiving the proper needs-based treatment. 
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as a result of more space being occupied; more staff to traverse the 
increased space; and more equipment to accommodate the larger staff 
and/or traverse longer distances.

    By knowing which inventory is obsolete and/or in excess and
removing it we can improve speed throughout and therefore 
customer service, while drastically cutting costs for inventory, 
space, equipment, and labor.

  By sorting our inventory by how often each item is shipped and other
properties such as its cubic dimensions and weight, we can 
understand which type and size picking module is required for 
each product for maximum order picking efficiency, the size of 
each storage module for optimal use of available space, and picking 
sequences to build good pallets and loads.

When analyzing and planning business operations a key tool is the Pareto 
principle (also known as the 80–20 rule) which states that for many 
events, roughly 80 percent of the effects come from 20 percent of the 
causes. This is also often referred to as “ABC analysis” as applied, to 
your business, in general terms:
  Regarding product sold: A movers are 20 percent of your items

resulting in 80 percent of your sales volume; B movers are typically 
the next 30 percent of your items resulting in 15 percent of your sales 
volume and C movers are 50 percent of your items resulting in 5 
percent of your sales volume

  The ratios can also be applied to sales dollars provided by analyzing
ABC customers and many other forms of analysis

By sorting the relevant data in a spread sheet in descending volume 
sequence and labeling the data breaks A, B and C we can understand 
what is happening to our business. If we run the data for successive time 

periods, e.g.: monthly and sort in 
descending volume we can easily 
see which products or customers, 
etc. have switched from A to B, 
B to A etc. and become aware 
of trends which will affect our 
planning and execution.

It is important to understand that 
the same data must be used and 
interpreted differently for different 
business functions so regarding 
product movement:
  The sales department will want

to monitor product movement 
by sales currency (Dollar, 
Yuan, Yen, Euros, etc.)

  The inventory department
will want to monitor product 
movement by how many units 
of the product were sold

  The warehousing department
will want to monitor product 
movement by how frequently 
the product was shipped

By collecting key data and using 
simple spread sheet analysis we 
can understand trends and plan 
more effectively. 

L
ast month’s article 
concentrated on key data 
regarding Business 

Growth. This month we will 
concentrate on key data regarding 
Inventory and Business Operations. 
When we plan future operations, 
good data is essential to obtain 
optimal results.

For supply chain purposes the data 
will allow us to:
  Know which product groups/

product’s sales volume are 
growing faster and those which 
are slowing down.

    This will ensure that we do
not run out of the next “hot 
items” and halt or stop 
buying of items no longer in 
favour.

    It will allow us to continually
place product in 
warehouse areas or zones 
commensurate with shipping 
volume, so items shipped 
most often will always be 
stored closest to the dock to 
improve speed and reduce 
labor costs while slowest 
moving items are stored 
further away.

  Determine product inventory
levels and their effect on the 
operation. Excess inventory 
means using more space which 
results in having more storage 
modules; longer travel distances 
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A ll of us succeed, to one 
extent or another, based 
on our ability to create 

and present our creation. Whether 
you’re an artist, musician, or writer 
whose creations are obvious, or a 
teacher, manager, or administrator 
whose creations are more subtle, it 
is critical that you see your efforts 
as a creation and subsequent 
presentation of your creation. It 
may be as simple as formulating 
your ideas and communicating 
them to those around you.
       Creativity is an elusive 
concept. Too many people assume 
that people are either born creative 
or not. I believe we all have the 
ability to create great things if 
we can just get in touch with the 
creative force inside of ourselves. 
I believe that it is in the natural 
order to create, and when we are 
having trouble creating, it is not 
a matter of the creation not being 
within us but, instead, it is a matter 
of us blocking the creative flow.
       Mozart said, “I don’t really 
compose. I take dictation.” I 
believe he meant he got in touch 
with his mind and spirit in a way 

that allowed his collective creation to flow out of him.
       As a writer of 20 books, I’ve had the experience of having a chapter 
read back to me shortly after I dictated it and being totally unfamiliar 
with large passages from that chapter. Unfortunately, in our media-driv-
en world, we see, hear, and experience overwhelming doses of creativity 
around the clock. This creativity is well packaged and professionally 
presented. We don’t see the many failed attempts or rough drafts of the 
people whose creativity we enjoy; therefore, when we begin to create, 
we compare an experienced artist’s final masterpiece to our initial effort.
       The way to create greatness is to begin by creating mediocrity. One 
of my favourite authors of the 20th Century was James Michener. He 
was fond of saying, “Every aspiring author is filled with seven volumes 
of garbage, and they are not willing to write through the garbage to 
discover the genius beneath.”
       Creative people—whether they’re writers, artists, or business 
executives—create on a regular basis. The old adage “Waiting for 
inspiration” is a trap that too many people fall into.
       When I began writing these weekly columns over a decade ago, I 
originally only planned to write one single column for one paper at the 
request of my friend Ralph Schaefer. After receiving my first effort, he 
asked me to do it again the next week and every week thereafter. Today, 
these columns are read by countless people around the world in a 
myriad of newspapers, magazines, and online publications.
       I remember receiving some great advice from Ralph when I was 
a fledgling columnist. As I struggled far too long and too much on one 
particular point of one weekly effort, Ralph said, “Jim, we don’t need it 
perfect. We do need it Thursday.”
       As you go through your day today, commit to letting your creativity 
flow. The ordinary will become above-average and then it will emerge as 
your masterpiece.
       Today’s the day! 
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teeped in 
history, witness 
to legends, 
Alexandria is 
Egypt’s second 
largest city. But 
more than that, 

Alexandria represents a link to 
Egypt’s glorious past, when it was 
the most important centre of 
learning and culture on the 
Mediterranean. 
       As its name implies, 

BY 
ONG XIANG

HONG
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Alexandria’s position as the 
leading city of the Mediterranean, 
embarking on a building spree 
which included the Lighthouse of 
Alexandria (Pharos), as well as the 
Great Library. The city grew to 
become the largest in the known 
world, attracting luminaries like 
Eratosthenes (who calculated 
the circumference of the Earth), 
Euclid (the father of geometry), 
and Archimedes (discoverer 
of π, the ratio of a circle’s 

circumference to its diameter).
       Alexandria lost its 
importance after the last Ptolemy 
ruler, Cleopatra VII died. 
Subsequent invasions saw armies 
burn the Great Library, while 
earthquakes ravaged the old city 
and the Pharos, which eventually 
tumbled into the sea. 
       Modern Alexandria has 
regained prominence due to its 
position as a trading port. Before 
the war, Alexandria was Egypt’s 

Alexandria was founded by the 
legendary conqueror, Alexander 
the Great. After conquering Syria 
and the Levant, the great general 
swept down into Egypt with his 
army. There, he envisioned a 
great city, linking Greece and 
Egypt. He founded Alexandria in 
the small port town of Rhakotis 
by the sea and set about the task 
of turning his vision into reality. 
       After Alexander’s death, the 
Ptolemaic pharaohs cemented 

S

ALEXANDRIA: 
HELLENIC 
JEWEL OF 
EGYPT
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most cosmopolitan city, with 
Greeks, Europeans, and Jews 
rubbing shoulders with local 
Egyptians. Today, Alexandria 
is the most important port in 
Egypt, handling approximately 
55 percent of Egypt’s 
international trade. Natural 
gas and oil pipelines from 
Suez terminate at Alexandria, 
while it serves as an important 
overland connection between 
the Mediterranean Sea and 
the Red Sea, and a lucrative 
conduit for Egyptian cotton.

SEE AND DO

GETTING IN Alexandria is served 
by Borg el Arab Airport (IATA: 
HBE), mainly serving destinations 
in the Middle East and North 
Africa. However, it is far more 
common to enter Alexandria 
from better-connected Cairo, 
which is located 180km away.
       Express train services from 
Cairo depart from Ramses 
Station, before arriving at 
Alexandria’s historic Misr station 
approximately two hours later. 
The train carriages are built in 
Europe, offering comfort and 

minibuses to get around. The 
most useful are the ones plying 
the Corniche. There are no set 
stops, so when one passes, wave 
and shout your destination – if 
one is heading that way, it will 
stop to pick you up.
       There is also a tram 
service which dates back 
to 1860 – which happens 
to be the oldest service still 
running in Africa. Its slow and 
clackety, but it’s extremely 
cheap, and serves a key route 
along the Corniche.

refreshments to passengers. 
       Several bus companies also 
run services from Cairo and other 
cities in Egypt to Alexandria. 
These services vary in price and 
comfort, but are generally slower 
than the train due to traffic.

GETTING AROUND Alexandria's 
yellow and black taxis are a good 
way to travel, and a cheap one as 
well. Be aware that taxis do not 
use meters, so its best to agree on 
a fare beforehand. 
       Alternatively, locals use 

KOM EL DEKA
Kom el Deka is a cluster of ancient ruins from Graeco-Roman times. 
The area was known at the time as the Park of Pan, a pleasure 
garden where citizens of Alexandria could indulge in various lazy 
pursuits. Although the ruins aren't too impressive in scale, they 
remain a superbly preserved example of Roman marblework, 
including terraces of the only Roman amphitheatre found in Egypt.

MONTAZAH PALACE
An oasis of calm, the Montazah Palace was built by Abbas Hilmi 
Pasha, the last Khedive of Egypt. Once off-limits to the public, 
anyone can now stroll through its sprawling gardens. One of the 
palace buildings, the Al-Haramlik is now used as a casino and 
museum, while another, the Salamlek has been converted into a 
luxury hotel.

CORNICHE
The Corniche is Alexandria’s wide waterfront road, where much of 
the city’s action is concentrated. The beaches along the Corniche 
are crowded during the summer, when residents from Cairo 
come to escape the oppressive Cairene heat. Many buildings from 
Alexandria’s modern heyday in the 1920s still stand, with hotels like 
the Steigenberger Cecil Hotel retaining much of its bygone charm.

ANFUSHI
The harbour district stretches from the west end of the Corniche 
into a warren of lanes that contain some of Alexandria's best 
seafood restaurants. The area comes alive after sunset, when cafés 
and shisha houses open onto the street. Alexandria’s fish market is 
also in the area, which wraps up in the early morning once all the 
best catch has been snapped up. 
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BEING PRODUCTIVE 
DURING THE HOLIDAYS

BY 
JORDAN

LOW

T
he holidays 
are a time of 
rest and 
relaxation. 
Although 
many of us 

like to imagine ourselves 
sleeping in, lazing about, or 
catching up on all our hobbies 
during this time; it is actually 
fairly common to find many 
people becoming bored and 
feeling unproductive, especially 
during very long breaks. Here 
are a few tips to keep yourself 
productive during the holidays.

01. TAKE TIME FOR YOU
Of course, the first and foremost 
thing to do during the holidays 
is to recharge and do what 
makes you happy. If you have 
been making a list of things 
you were to busy to do during 
working days, then now is the 
opportune time to get it done 
and satisfy that itch.

02. CUT BACK ON THE EMAILS
Even when on holiday, the urge 
to check ones emails remain 
strong. In fact, it is healthy to 
allow five to ten minutes a day 
to go through your emails to 
see if anything is happening at 
the office during your break. 
However, once you’ve gotten 
through those ten minutes, 
ignore those emails for the rest 
of the day.

03. DON’T WASTE THE 
MORNINGS AWAY
It might be tempting to sleep 
in until noon during the 
holidays, but this is also one 
of the quickest ways to feel 
unproductive. Get up early and 
get some stuff done. By the time 
everyone else is awake, all of 
your chores are done and you 
have more time to spend with 
the family.

04. MAKE LONG-DISTANCE CALLS
Now that you are on vacation, 
you have plenty of time to talk. 
So why not make a long-distant 
call to relatives overseas or 

outstation. With all that time 
on your hands, why not use it to 
catch-up with old friends.

05. GET RID OF CLUTTER
This is the perfect time to get 
rid of clutter, both at home and 
in your office. Get your home, 
office, and personal life into 
order, and you will be on your 
way to an easier life when your 
holiday is finished. De-cluttering 
your space will also help to de-
clutter your mind.

06. GET SOME SHOPPING DONE
Depending on what holiday you are celebrating, maybe its about 
time you went and rewarded yourself. Go out and get that special 
something that you have been holding off from till now. Or spend 
time browsing through stores until you see something you really 
want. Alternatively, you could browse through e-commerce 
websites instead of going through the hassle of a crowded store.

07. DON’T FORGET TO EXERCISE
Just because you are on vacation, it doesn’t mean that you can 
take a vacation from exercising. In fact, during a holiday, it is 
even more important than ever to exercise, because of all of those 
goodies you will be munching on in addition to most likely eating 
out more often. 



MUSIC MOVIEBOOK

UNCANNY VALLEY: A MEMOIR BY ANNA WIENER

P
art coming-of-age story and part 
depiction of a bygone era, Uncanny 
Valley is a rare first-person account 

into the high-flying and chaotic nature of the 
startup culture at a time of unchecked ambition, 
unregulated surveillance, wild fortune, and 
accelerating political power. With witty humour 
and an honest candour, Anna deftly charts the 
tech industry’s shift from self-appointed world 
saviour to democracy-endangering liability, 
alongside a personal narrative of aspiration, 
ambivalence, 
and disillusion-
ment. 
Unsparing and 
incisive, 
Uncanny Valley 
is a cautionary 
tale, and a 
revelatory 
interrogation 
of a world 
reckoning with 
consequences 
its unwitting 
designers are 
only beginning 
to understand.

BECOMING BY MICHELLE OBAMA

I n a life filled with meaning and 
accomplishment, Michelle Obama has 
emerged as one of the most iconic and 

compelling women of our era. As First Lady of 
the United States of America, the first African 
American to serve in that role, she helped 
create the most welcoming and inclusive White 
House in history, while also establishing herself 
as a powerful advocate for women and girls in 
the U.S. and 
around the 
world. Her 
memoir 
invites 
readers into 
her world, 
chronicling 
the experi-
ences that 
have shaped 
her from 
childhood on 
the South-
side of 
Chicago.

UPTOWN SPECIAL BY MARK RONSON

U
ptown Special is the fourth studio 
album by English record producer, 
mark Ronson. The album is 

dedicated to the late Amy Winehouse and 
hosts a series of tracks in the funk and R&B 
genre. The album became Ronson’s first 
number one on the UK album chart and 
features one of the most memorable songs of 
2014, Uptown Funk featuring Bruno Mars. 
The album itself received much praise from 
critics; many of whom have agreed that the 
album is one that can be left on repeat 
throughout the day without getting tired of it.

MEMORIES BY MAROON 5

P
roving that they still got it after all 
these years, American pop rock band 
Maroon 5 released Memories in 

September 2019. It is also the lead single from 
their upcoming seventh studio album. The 
band’s lead singer, Adam Levine, explained that 
the song is for anyone who has ever experienced 
loss. As such the song is dedicated to the band’s 
former manager and friend of Levine, Jordan 
Feldstein who passed in December 2017. 
Despite being a rather subdued and low-key 
song, it has been received very well by critics. 
Many of them cited the sense of nostalgia and 
reminiscence from listening to the song.

MY SPY
Cast: Dave Bautista, Parisa Fitz-Henley, Kristen Schaal

A
n action comedy film by renown 
comedy director, Peter Segal, My 
Spy features ex-professional 

wrestler, Dave Bautista, as JJ; a no-nonsense 
and strict CIA agent who has to go under-
cover to observe the family of a precocious 
9-year old. The premise offers many similari-
ties to the 2005 action comedy film “The 
Pacifier” starring Vin Diesel; which is by no 
means a bad thing. Viewers can expect plenty 

of laughs 
as well as a 
family 
centric 
overarch-
ing plot 
that will 
eventually 
unravel as 
the movie 
goes on.

MULAN
Starring: Liu Yifei, Donnie Yen, Jason Scott Lee

D
isney continues on its remake 
rampage. With 2019’s Lion King 
remake over with, next on the list is 

the remake of the 1998 classic, Mulan. The 
film was surrounded by controversy early on 
in filming due to claims of not retaining many 
of the classic songs from the original; as well 
as the removal and replacement of several 
key characters. Despite this, the film is 
expected to be a fairly faithful retelling of the 

original 
story, with 
Mulan 
pretending 
to be a man 
in order to 
take her 
father’s 
place in 
military 
conscrip-
tion to fight 
the Hun 
invasion of 
China. 
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E
nterprise Asia held a Chinese New Year open house dinner at New World Hotel on 5 February 2020. It was attended, among 
others, by YB Dr Ong Kian Ming, Deputy Minister of International Trade and Industry, Tan Sri Dr Fong Chan Onn, chairman of 
Enterprise Asia, Professor Datuk Dr Paul Chan, Vice-Chancellor of HELP University, and Noor Azmi Mat Said, CEO of SME 
Corporation Malaysia. A memorandum of understanding to establish the Enterprise Asia Center for Entrepreneurship at HELP 

University was also signed during the open house. 

T
he ASEAN Roundtable Series, organised by the CIMB ASEAN Research Institute (CARI) in collaboration with the Royal Thai 
Embassy in Malaysia was held on 18 February 2020 at the Royal Thai Embassy in Kuala Lumpur. Speakers included Tan Sri Dr 
Munir Majid, Chairman of CARI and President of the ASEAN Business Club, H.E. Narong Sasitorn, Ambassador of Thailand to 
Malaysia, H.E. Arkhom Termpittayapaisith, Thailand’s former Minister of Transport, and YB Dato’ Sri Mustapa Mohamed, 

Chairman, Bumiputera Agenda Steering Unit (Teraju). 

ENTERPRISE ASIA CHINESE NEW YEAR OPEN HOUSE

ASEAN ROUNDTABLE SERIES: MALAYSIA-THAILAND CONNECTIVITY
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L
ike every middle-aged man, I sometimes reminisce about the ‘good old days’. 
       Not so long ago, a deal was a deal. For example, when a store tells you 
its products are selling for half-price, you will get them at 50 percent off. 
Today, when someone tells you it’s half off, they mean half off before taxes, 
surcharges, hidden charges and what not. So that half off is more like 20 
percent off.
       The same is true with agreements. When I started off in business 

twenty years ago, a handshake was an agreement. Today, nothing less than a stamped and 
witnessed contract with lengthy clauses to cover all eventualities will do.
       As entrepreneurs, we owe it to ourselves and those who come after us to show some 
honesty in our dealings. It makes it easier for us to challenge the widely perceived notion that 
business people and entrepreneurs are crooks.
       More importantly, honesty builds trust. And trust builds business more than anything else. 
In today’s era of ‘authenticity’ and ‘curated experiences’, winning a customer’s trust is far more 
important than any amount of branding. 
       Whether we are selling a manifesto of a political party, or a burger on the street, customers 
appreciate honesty, even if they don’t necessarily expect them. In the age of skepticism that we 
live in, consistency and our ability to deliver on our promise is our only currency. 
       The next time you deliver that handshake, remember that it means a lot more than a 
handshake. 

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

www.facebook.com/williamngpage
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THE HANDSHAKE






