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IN YOUR BUSINESS 
READY FOR CHANGE    
Change is the only constant, 
or so they say. But is your 
business ready for change, be 
it market change, employee 
change etc?  

AND MORE…
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A ccording to the recently released Global Business 
Complexity Index by TMF Group, Singapore is the 
sixth easiest place to do business in Asia, only behind 

Thailand, South Korea, Japan, Hong Kong and Taiwan. The 

city-state also ranked much higher than many of its Southeast 
Asian neighbours as well as other commercially attractive 
nations. These include India, Vietnam, Malaysia, Philippines, 
mainland China and Indonesia.

SINGAPORE AMONG THE EASIEST PLACES TO DO BUSINESS IN ASIA

VENTURE CAPITALS SEEKING TO INVEST IN VIETNAMESE STARTUPS 

G
olden Gate Ventures, Access Ventures, Burda Principal 
Investments, 500 Startups, Jungle Ventures, and 
Cyberagent Ventures, among others, have signed an 

agreement with Vietnamese government to commit VND10 trillion 
(US$425 million) investment in Vietnamese startups for the next 
three years. The agreement was made during the Vietnam Venture 
Summit. Despite the challenges in investment procedures that are 
still present in Vietnam, the number of venture capitals that are 
willing to commit to investing into the country is a testament that 
Vietnam has become one of the key strategic markets in the region.

JAPAN STILL LEADS SOUTHEAST ASIA’S INFRASTRUCTURE RACE 

J
apan is still leading the Southeast Asia infrastructure race 
against China. Despite the massive economic growth and 
favour that China has garnered in the region, Japan still 

retains pending projects worth almost one-and-a-half times its rival, 
according to the data from Fitch Solutions. Currently, Japanese-
backed projects in the SEA region’s six largest economies, that being 
Malaysia, Singapore, Thailand, Indonesia, Vietnam and Philippines 
stands at a value of US$367 billion; whereas China’s tally is valued at 
around US$255 billion. 
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T he Ministry of International Trade and Industry (MITI) is 
encouraging SMEs in the manufacturing sector to sign up for 
the National Policy on Industry 4.0 Readiness Assessment. 

This assessment is an all-encompassing programme aimed at helping 
Malaysian SMEs to assess their capabilities and readiness to adopt the 
Fourth Industrial Revolution technologies and processes, said MITI 

Regional Office (Penang Branch) Director, Clement Wong Chen Siong. 
About 500 SMEs would be selected for the free assessment every year 
by assessors such as Malaysia Automotive, Standard and Industrial 
Research Institute of Malaysia (SIRIM), Robotics & IoT Institute 
(MARii), and MIMOS to identify the individual firms’ status in the 
readiness of IR4.0, said Wong.

MALAYSIAN SMEs URGED TO SIGN UP FOR IR4.0 ASSESSMENT

INCREASING POTENTIAL OF INDONESIA’S E-COMMERCE INDUSTRY 

B
y 2022, Indonesia will have 44 million online-commerce 
shoppers, with an estimated worth of US$55 billion to 
US$65 billion, according to consulting firm McKinsey. A 

significant contributor to the nation’s future growth is e-commerce, 
driven by one of the highest social media usage rates globally, and 
the expected 50 million new internet users coming online between 
2015 and 2020. 

CHINA’S EMPLOYMENT REMAINS MANAGEABLE DESPITE TRADE WAR 

D
espite the ongoing trade war and economic pressure both 
external and domestic, China’s urban unemployment rate 
remains stable at a relative low point of around 5 per cent; 

below the nation’s stated target of 5.5 per cent. The country created 
5.97 million jobs from January to May, more than half of the stated 
annual target, according to an official with the Ministry of Human 
Resources and Social Security. 
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A ccording to research and advisory company Oxford 
Business Group, agriculture in Thailand was worth 
US$31.6 billion, and accounted for 8.5 per cent of 

national GDP, in 2016, while a third of the country’s work force 

contributes to the sector. This translates into a sizeable market 
open to drone integration. Agricultural drones can shower fields 
with pesticides and composts and could potentially lift harvest 
yields, spare time and make backbreaking field work a lot simpler. 

THAILAND LOOKING TO DRONES TO BOLSTERS AGRICULTURE SECTOR

PHILIPPINES FIRMS APPEAR TO HOLD 
MOST POSITIVE OUTLOOK ON ECONOMY 

P
hilippine businesses have the most positive economic 
outlook among 35 countries even as optimism dipped 
slightly from a year ago, a survey of independent 

assurance, tax and advisory firm Grant Thornton showed. 
According to the firm’s International Business Report showed that 
the Philippines topped the list with a net 73 per cent having an 
optimistic outlook on the economy over the next 12 months. Amid 
the positive outlook on the economy, a net 66 per cent of Philippine 
businesses expect to see higher revenues in the next 12 months.

TEMPORARY TRADE TRUCE STRUCK BETWEEN US AND CHINA 

O
ver the G20 summit that took place in Osaka on 28-29 
June 2019, the US and China have made a temporary trade 
truce amid the escalating trade war. Economists remain 

sceptical however, believing that trade hostilities will begin anew 
before long. Their pessimism stems from similarities drawn from the 
Buenos Aires G20 summit last December; where the US and China 
agreed to hold off on additional measures against each other while 
failing to resolve the existing tariffs already in place or strike a 
long-term resolution. While the Osaka summit did yield some 
progress, the economists described a “no pain, no deal” situation in 
which neither country is motivated to strike a trade agreement while 
economic conditions remain stable. 
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✷ 11TH GUANGZHOU INTERNATIONAL
SOLAR PHOTOVOLTAIC EXHIBITION
16 – 18 AUGUST
CHINA IMPORT & EXPORT FAIR COMPLEX, 
GUANGZHOU, CHINA pvguangzhou.com

W
ith 600 quality exhibitors 
displaying state-of-the-art 
solar PV technology, PV 

Guangzhou is the largest and most 
influential solar PV trade show in 
South China.  Having been held for 
10 years, PV Guangzhou has wel-
comed many well-known exhibitors, 
like Longi, Hanergy, JA Solar, and 
many more. The exhibits covers a 
wide range of PV products including 
raw material, main and auxiliary 
materials, machinery and equip-
ment, photovoltaic cells, etc. More-
over, the show will be held under 
the same roof as China Internation-
al Energy Conservation, Energy 
Storage & Clean Energy Expo, cov-
ering other energy options like 
charging piles, wind energy, batter-
ies, and more.

GLOBAL FINTECH & BLOCKCHAIN 
FORUM HONG KONG 2019
16 AUGUST
HONG KONG pyramidplatforms.com

F
inTech and Blockchain 
have both taken the world 
by storm. The advent of 

Blockchain and ICOs, have paved 
new paths for disruptive and innova-
tive businesses. This new tech is rap-
idly increasing its forte in the Fintech 
space and is giving birth to new op-
portunities; but not without its own 
cost, the cost of being misled by 
some Blockchain based ICOs and 
start-ups. This conference aims at 
presenting the latest up-to-date top-
ics; by lining up able bitcoin, crypto-
currency and fintech experts; who 
would share their vision; knowledge 
and key insights. The forum would 
discuss the opportunities and chal-
lenges spurring this new innovation.

INDONESIA SPORTS EXPO AND 
FORUM 2019
21 – 25 AUGUST
JAKARTA CONVENTION CENTER, INDONESIA
isef-indonesia.com

I SEF is a business plat-
form for sports industry 
players to expand busi-

ness through direct interaction 
with both private and government 
sectors. ISEF brings new concepts 
and solutions by exhibiting excel-
lent sports products and services 

bition 2019 is set to provide an inter-
active platform to discuss the oppor-
tunities offered by disruptive digital 
technologies to increase productivi-
ty, and access to services and mar-
kets in the agricultural sector. This 
will be an unparalleled meeting 
place for decision-makers, planta-
tion and farms managers, digital 
leaders, and other business profes-
sionals to share knowledge and ex-
perience in optimising the agricul-
tural farming process in the age of 
technology. The conference repre-
sents a unique opportunity for 
learning, exchanging opinions, and 
expanding one’s network enabled 
by live presentations and dynamic 
networking sessions, providing the 
attendees with valuable insights 
from specialists in the agriculture 
tech sphere.

IP WEEK@SG 2019
27 – 28 AUGUST
MARINA BAY SANDS CONVENTION CENTRE, 
SINGAPORE ipweek2019.sg

I
P Week@SG 2019 allows 
event goers to join the 
world’s foremost IP 

thought leaders, legal experts, and 
innovative companies to gain first-
hand insights into IP commercialisa-
tion and winning strategies that help 
expand your business into global 
markets. Over the course of the 
event, visitors are invited to attend 
multiple premier IP events, includ-
ing Global Forum on IP, A two-day 
multi-disciplinary forum where se-
nior business leaders, policy mak-
ers, heads of IP Offices, lawyers and 
academics converge to discuss and 
debate cutting edge issues surround-
ing IP in the innovation cycle; and IP 
Marketplace, a platform to consult 
IP experts on IP commercialisation, 
protection, valuation and govern-
ment support.

ASIA RISK AND RESILIENCE 
CONFERENCE 2019
28- 30 AUGUST
MARINA BAY SANDS, SINGAPORE
arrconference.com

T
he whole world is talking 
about Risk & Resiliency: 
the Government, Banks, 

Manufacturers, Healthcare, IT in-
dustry, Facilities & all other indus-
tries. Why should you jump on the 
bandwagon as well? What can man-
aging Risk & Resiliency do for your 
organisation? This conference aims 
to help boost organisations’ odds in 
the event of a crisis or disaster via 
debate and discussion on how a risk 
and resiliency system can guide staff 
in making the best decisions when 
faced with a stressful situation. Set-
ting such a system in place can be a 
challenging one. 

WORLD INFRASTRUCTURE 
CONFERENCE
20 – 21 AUGUST
ITC MARATHA, MUMBAI, INDIA
worldinfrastructurecongress.com

T
he global trends for acqui-
sition, investments and 
development in the real 

estate and infrastructure industry 
have undergone a dynamic progres-
sion over the last decade and are 
moving towards a positive revolu-
tion in the near future. The World 
Infrastructure Congress will provide 
an ideal opportunity and platform 
for all its stakeholders and attendees 
to experience excellent knowledge 
sharing sessions presented by re-
nowned regional and international 
Speakers and also enable potential 
business prospects through Exhibi-
tors and Key Decision Makers that 
will be present during the Confer-
ence. The vision of this initiative is 
to induce awareness and knowledge 
whilst empowering business con-
glomerates to augment effective pro-
fessional profitability.

OIL & GAS TECH ASIA 2019
21 – 23 AUGUST
TAN SON NHAT PAVILLON CONVENTION 
CENTER, HO CHI MINH, VIETNAM
oilgastechasia.com

O il & Gas Tech Asia 2019 
is the one-stop market for 
Vietnam’s Oil & Gas 

community, showcasing the latest 
technology in both upstream and 
downstream of the Oil & Gas Indus-
try. Oil & Gas Tech Asia offers a 
holistic business experience by com-
bining exhibition, conferences and 
seminars, and a host of networking 
sessions that connects quality buy-
ers to Oil & Gas supplies. The event 
offers opportunities to learn about 
the updates of the oil & gas market 
in Vietnam via conferences and 
technology seminars. It also pres-
ents a platform for networking with 
VIP visitors and exhibitors from the 
oil & gas industry. 

for the public and professionals 
(athletes). The show will help ex-
pand business networks, corporate 
& product branding, and industry 
growth. As the sports industry In 
Indonesia is looking towards a bet-
ter future with the growing devel-
opment of sports infrastructure 
and facilities, ISEF 2019 encour-
ages the sports industry player 
with the slogan: "Driving Your 
Sports Business in the Digital Era".

✷ BLOCONOMIC EXPO 2019
15 – 16 AUGUST
LE MERIDIEN, PUTRAJAYA, MALAYSIA
bloconomic.com

B
loconomic 2019 aims to 
bring together the many 
components of Block-

chain economy into the heart of 
Southeast Asia, Kuala Lumpur, Ma-
laysia. Bloconomic will discuss the 
real use cases and the future pros-
pect of Blockchain in areas of fi-
nance, global payment system, trav-
el, healthcare, energy trading, digital 
identity authentication, electronic 
record authentication, IoT, supply 
chain management and government 
governance, E-KYC, etc, and ad-
dress the opportunities and chal-
lenges ahead. Bloconomic aspires to 
create a vast network of Blockchain 
entrepreneurs and developers in the 
fast evolving Blockchain economy, 
to explore new business models and 
unrecognized opportunities in the 
Blockchain world.

10TH PHILIPPINE BUSINESS AND 
ENTREPRENEURS' EXPO 2019
30 AUGUST – 1 SEPTEMBER
SM MEGAMALL, MANDALUYONG CITY, 
PHILIPPINES
philippinebusinessentrepreneursexpo.
com

T
he economy of the Philip-
pines is changing. In the 
not-so-distant future, the 

country will be part of the bigger 
economic community. Unlike be-
fore, Micro, Small and Medium En-
terprises will now have to compete 
in a much larger market which also 
involves neighbouring countries and 
the MSMEs that they can offer. The 
Philippine Business and Entrepre-
neurs’ Expo (PBEX) is an event that 
is part of the Philippines’ conscious 
effort in cultivating and nurturing 
the MSME Industry. This three-day 
event gathers eight thousand visi-
tors, and has been running for ten 
years and counting.

AGRICULTURE 4.0
19 – 20 AUGUST
HOTEL PULLMAN SUKHUMVIT, BANGKOK, 
THAILAND agriculture4pointzero.com

T
he inaugural Agriculture 
4.0 Conference and Exhi-

✷              Magazine is a supporting media partner for this event.
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AMAZON DYLAN  

A
mazon has been reportedly 
developing a wrist-worn gadget that 
could recognise human emotions. 
The voice-activated device has been 
described as a health and wellness 

gadget, and it can discern a user's emotional 
state by the sound of his or her voice, the report 
says. The product has been codenamed Dylan, 
and is expected to work wonders for personal 
health management. Business are now more 
concerned than ever with the health of their 
employees as studies have shown a correlation 
between efficiency, health and morale.

ILI PORTABLE TRANSLATOR

T
he language barrier is 
usually one of the major 
reasons that deter 
tourists from visiting 
exotic countries with 

very foreign languages. The Japanese 
made Ili Portable Translator is 
definitely not the first attempt at 
resolving this issue, but it definitely 
seems like a step in the right direction. 
The device has seen extensive testing 
in three (soon to be four) languages 
and has thus far received favourable 
reviews from both users and those 
who are receiving the translation.

BY 
JORDAN

LOW

RENS COFFEE SNEAKERS    

Y
our next new pair of sneakers might very well be made out of coffee! Two entrepreneurs from Helsinki have 
started making shoes from used coffee grounds. Concerned by the environmental impact that comes from shoe 
production, Son Chu and Jesse Tran struck out on their own to make the perfect pair of stylish, and 
sustainable sneakers. Their business, Rens, combines fabric made from coffee grounds with recycled plastic 
waste to create a material light and durable enough to use for footwear.
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INTERACTIVE AND IMMERSIVE RETAIL     

R
etail spaces are no longer just places to browse shelves and make purchases. Technology has revolutionised the 
shopping experience by replacing store assistants with robots, boosting sales opportunities with digital walls and 
more. Innovations like these are now necessary for retail to maintain a hold over the consumer base who are 
finding alternative ways to obtain their goods, such as e-commerce. As such companies are developing ‘digital 
playgrounds’ that encourage customers to connect with them in a variety of new ways. 

UNIVERSAL WATERPROOF SOLAR CHARGERS     

I
nnovative minds have been trying to find 
solutions to the ever increasing problem of 
battery life in a near-fully digital world. 
Enter the Universal Waterproof Solar 
Charger, a smart device charger designed 

to draw on solar energy to keep a phone charged and 
ready for use. The charger is designed in such a way that 
it is both far sturdier and durable than the average power 
bank, providing the user with a reusable source of energy 
far from civilisation.

TASKRABBIT    

T
askRabbit is an innovative online community outsourcing 
marketplace concept that is gaining momentum in the United 
States. Users posts a task that they need done online with all 
the specifications required and how much they are willing to 
pay for it. Other users who are willing to accept the task will 

get paid for completing it. What results is a simple and easy outsourcing 
website that helps create jobs and supplemental income. Applications like 
this would enable unemployed individuals to earn an income by doing 
several small tasks every day.



   COVER STORY      14

BY 
ONG XIANG

HONG

    

  
 

 
 
  

 

    
 

  
 

 

 

   

   

    

  
 

 
 
  

 

    
 

  
 

 

 

   

   

NUMBER OF COMPANIES REPRESENTED BY SECTOR

FINANCIAL SERVICES, 11 CONGLOMERATE, 3

RETAIL, 2
FOOD &
BEVERAGE, 1

TRANSPOR-
TATION AND
LOGISTICS, 1 UTILITIES, 1

AGRICULTURE,
LIVESTOCK,
PLANTATIONS & 
COMMODITIES ,1

CHEMICALS AND 
PLASTICS, 2

TELECOMMUNICATIONS 
AND ICT, 4

OIL & GAS, MINING 
AND ENERGY, 2

CONSTRUCTION, PROPERTY
DEVELOPMENT & BUILDING 
MATERIALS, 2



S
     

outheast Asia is 
one of the fastest 
growing regions in 
the world. 
Through govern-
ment initiatives, 
family connec-
tions, or plain old 
entrepreneurship, 
Southeast Asian 
businesses have 
grown to become 
global giants in 
their own right.
        In this issue 
SME Magazine 
presents the 30 
largest public com-
panies in South-
east Asia. The list 
is in descending 
order of market 
capitalisation.
        The informa-
tion in this list 
pertains only to 
publicly listed 
companies on 
their countries’ 
respective stock 
exchanges. 
Doubtless there 
are bigger private 
companies out 
there, but financial 
information on 
them is problem-
atic to obtain 
and compile. 
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NUMBERS COMPARED TO FORTUNE 500

NUMBER OF COMPANIES REPRESENTED BY COUNTRY

THE LIST IN NUMBERS

AVERAGE REVENUE
US$10.5 billion

AVERAGE PROFIT
US$1.5 billion

AVERAGE ASSETS
US$79.1 billion

AVERAGE MARKET CAPITALISATION
US$23.8 billion
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THE 30 LARGEST PUBLIC COMPANIES IN SOUTHEAST ASIA

DBS Group
Country: Singapore
Revenue (US$ millions): 11800
Profits (US$ millions): 3400
Assets (US$ millions): 404100
Market Capitalisation (US$ millions): 56600
Industry: Financial Services
CEO: Piyush Gupta
DBS Group Holdings Ltd. operates as an investment holding 
company, which engages in the provision of retail, SME, 
corporate and investment banking services. The company 
was established on 16 July 1968 by the Government of 
Singapore to take over the industrial financing activities 
from the Economic Development Board.

PTT PCL
Country: Thailand
Revenue (US$ millions): 58800
Profits (US$ millions): 3900
Assets (US$ millions): 68500
Market Capitalisation (US$ millions): 50900
Industry: Oil & Gas, Mining and Energy
CEO: Chansin Treenuchagron
PTT Public Company Limited is a Thai state-owned oil and 
gas company. Formerly known as the Petroleum Authority 
of Thailand, it owns extensive submarine gas pipelines in 
the Gulf of Thailand, a network of LPG terminals throughout 
the kingdom, and is involved in electricity generation, 
petrochemical products, oil and gas exploration and 
production, and gasoline retailing businesses.

SingTel
Country: Singapore
Revenue (US$ millions): 12700
Profits (US$ millions): 4100
Assets (US$ millions): 36600
Market Capitalisation (US$ millions): 43300
Industry: Telecommunications and ICT
CEO: Chua Sock Koong
Singapore Telecommunications Ltd. is the largest mobile 
network operator in Singapore. Singtel has expanded 
aggressively outside its home market and owns shares 
in many regional operators, including 100% of the 
second largest Australian telco, Optus. It is majority 
owned by Temasek Holdings, the investment arm of the 
Singapore government.

Oversea-Chinese Banking
Country: Singapore
Revenue (US$ millions): 10100
Profits (US$ millions): 3200
Assets (US$ millions): 351200
Market Capitalisation (US$ millions): 41200
Industry: Financial Services
CEO: Samuel Tsien
Oversea-Chinese Banking Corp. Ltd. engages in the provision 
of financial and banking services. Commonly known as 
OCBC, the bank was born out of the Great Depression 
through the consolidation of banks in 1932. The bank's global 
network includes branches in Indonesia under subsidiary 
Bank OCBC NISP, and more than 100 branches and offices in 
China under OCBC Wing Hang Bank.

Bank Central Asia
Country: Indonesia
Revenue (US$ millions): 5200
Profits (US$ millions): 1800
Assets (US$ millions): 55200
Market Capitalisation (US$ millions): 40200
Industry: Financial Services
CEO: Jahja Setiaatmadja
PT Bank Central Asia Tbk (abbreviated as BCA) engages in 
the provision of commercial banking and other financial 
services. The firm operates through the following 
geographical segments: Sumatera, Java, Kalimantan, East 
Indonesia, and Overseas Operations.

United Overseas Bank
Country: Singapore
Revenue (US$ millions): 9400
Profits (US$ millions): 2600
Assets (US$ millions): 277900
Market Capitalisation (US$ millions): 36900
Industry: Financial Services
CEO: Ee Wee
United Overseas Bank Ltd. (UOB) provides financial services 
through its global network of branches, offices, subsidiaries 
and associates. Founded in 1935 as United Chinese Bank 
(UCB), UOB now has 68 branches in Singapore and a network 
of more than 500 offices in 19 countries and territories in 
Asia Pacific, Europe and North America.

Airports of Thailand
Country: Thailand
Revenue (US$ millions): 1700
Profits (US$ millions): 645
Assets (US$ millions): 5500
Market Capitalisation (US$ millions): 32000
Industry: Transportation and Logistics
Chairman: Prasong Poontaneat
Airports of Thailand manages Thailand's six international 
airports, including two in Bangkok, and one each in Phuket, 
Chiang Mai, Hat Yai, and Chiang Rai. AoT was established 
in 2002, as a result of the privatisation of the state-owned 
Airports Authority of Thailand (AAT). The Thai government 
still holds 70 per cent of the company’s stock.

Maybank
Country: Malaysia
Revenue (US$ millions): 9100
Profits (US$ millions): 1700
Assets (US$ millions): 189100
Market Capitalisation (US$ millions): 29600
Industry: Financial Services
CEO: Abdul bin Alias
Malayan Banking Berhad is Malaysia’s largest bank by 
market capitalisation and total assets. Maybank is also 
the largest public listed company on Bursa Malaysia. The 
bank’s network spans across all 10 ASEAN nations as well 
as key Asian countries and global financial centres with 
a network of 2,400 offices worldwide, with more than 
45,000 employees.

Bank Rakyat Indonesia
Country: Indonesia
Revenue (US$ millions): 9300
Profits (US$ millions): 2200
Assets (US$ millions): 81300
Market Capitalisation (US$ millions): 27700
Industry: Financial Services
CEO: Suprajarto
PT Bank Rakyat Indonesia (Persero) Tbk (commonly known 
as BRI) engages in the provision of general banking 
services. BRI specialises in small scale and microfinance 
borrowing from and lending to its approximately 30 million 
retail clients through its over 4,000 branches, units and rural 
service posts. BRI is the oldest bank in Indonesia, tracing its 
history back to the Dutch colonial era in 1896.
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Telkom Indonesia
Country: Indonesia
Revenue (US$ millions): 9600
Profits (US$ millions): 1600
Assets (US$ millions): 15000
Market Capitalisation (US$ millions): 25800
Industry: Telecommunications and ICT
CEO: Alex Sinaga
PT Telekomunikasi Indonesia (Persero) Tbk, also known 
as Telkom Indonesia, is a semi-privatised Indonesian 
multinational telecommunications conglomerate. The 
company can trace its history back to when the Dutch 
colonial government built a telegraph line connecting 
Batavia (Jakarta) and Buitenzorg (Bogor).

Bank Mandiri
Country: Indonesia
Revenue (US$ millions): 8100
Profits (US$ millions): 1700
Assets (US$ millions): 79800
Market Capitalisation (US$ millions): 24100
Industry: Financial Services
CEO: Kartika Wirjoatmodjo
PT Bank Mandiri (Persero) Tbk is the result of the 
merger made by Indonesian Government from four older 
government-owned banks that failed in the 1998 economic 
crisis. Bank Mandiri has six principal subsidiaries: Bank 
Syariah Mandiri, Mandiri Sekuritas, Mandiri Tunas Finance, 
AXA Mandiri Financial Services, Bank Sinar Harapan Bali, and 
Mandiri AXA General Insurance.

CP All
Country: Thailand
Revenue (US$ millions): 13900
Profits (US$ millions): 567
Assets (US$ millions): 11100
Market Capitalisation (US$ millions): 24100
Industry: Retail
CEO: Tanin Buranamanit
CP All Public Co. Ltd. was established in 1988 by the Charoen 
Pokphand Group to operate convenience store businesses 
in Thailand under the 7-Eleven trademark. The company is 
the sole operator of 7-Eleven convenience stores in Thailand, 
which has been granted exclusive rights from 7-Eleven, Inc. 
to conduct business under an area license agreement.

Public Bank
Country: Malaysia
Revenue (US$ millions): 4700
Profits (US$ millions): 1300
Assets (US$ millions): 102900
Market Capitalisation (US$ millions): 23300
Industry: Financial Services
CEO: Tay Ah Lek
Public Bank Berhad is a Malaysian-based bank offering 
financial services in Malaysia as well as the Asia-Pacific 
region. Public Bank currently offers a comprehensive range 
of financial products and services which include personal 
and commercial banking, Islamic banking, investment 
banking, share broking, trustee services, sale and 
management of unit trust funds, and general insurance.

Tenaga Nasional
Country: Malaysia
Revenue (US$ millions): 11000
Profits (US$ millions): 1900
Assets (US$ millions): 35700
Market Capitalisation (US$ millions): 23100
Industry: Utilities
CEO: Amir bin Azizan
Tenaga Nasional Berhad engages in the generation, 
transmission, distribution, and sales of electricity. It serves 
over 9.6 million customers throughout Peninsular Malaysia 
and the eastern state of Sabah. Other activities include 
testing and maintaining power plants, providing engineering 
and construction services for power plant-related products, 
as well as manufacturing of high voltage switchgear.

SM Investments
Country: Philippines
Revenue (US$ millions): 7800
Profits (US$ millions): 664
Assets (US$ millions): 18600
Market Capitalisation (US$ millions): 21200
Industry: Retail
CEO: Frederic DyBuncio
SM Investments Corp. is a holding company, which invests 
in retail, banking and properties in the Philippines. It 
operates through three main segments: property, retail, and 
financial services. SM is the Philippines’ dominant player 
in retail with 208 stores nationwide. It is also one of the 
biggest mall operators in Southeast Asia, with a combined 
9.24 million square metres of gross floor area.

Advanced Info Service
Country: Thailand
Revenue (US$ millions): 4600
Profits (US$ millions): 886
Assets (US$ millions): 8700
Market Capitalisation (US$ millions): 18400
Industry: Telecommunications and ICT
CEO: Somchai Lertsutiwong
Advanced Info Service Public Co. Ltd. (commonly known as 
AIS) is Thailand's largest mobile phone operator with 40.1 
million subscribers. Founded in 1986, AIS started off as a 
computer rental business before diversifying into analog 
900 MHz mobile phone services, and subsequently into 
prepaid mobile. 

Siam Cement
Country: Thailand
Revenue (US$ millions): 13700
Profits (US$ millions): 1500
Assets (US$ millions): 18700
Market Capitalisation (US$ millions): 17700
Industry: Construction, Property Development 
& Building Materials
CEO: Roongrote Rangsiyopash
The Siam Cement Public Co. Ltd. is the largest and oldest 
cement and building material company in Thailand and 
Southeast Asia, founded in 1913 by a royal decree of King 
Rama VI. SCG’s products are marketed domestically and 
exported to all regions of the world, sometimes through 
joint ventures with other multinational companies.

Petronas Chemicals
Country: Malaysia
Revenue (US$ millions): 4000
Profits (US$ millions): 972
Assets (US$ millions): 8900
Market Capitalisation (US$ millions): 17100
Industry: Chemicals and Plastics
CEO: Sazali Hamzah
Petronas Chemicals is the largest petrochemical producer 
and seller in Southeast Asia. As a subsidiary of Petronas, 
the company was established in 1998 to maximise value 
from Malaysia's natural gas resources. The company 
operates a number of production sites in Malaysia, and has 
a total combined production capacity of 12.8 million metric 
tonnes per annum. 
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CIMB Group Holdings
Country: Malaysia
Revenue (US$ millions): 6600
Profits (US$ millions): 1000
Assets (US$ millions): 125300
Market Capitalisation (US$ millions): 16400
Industry: Financial Services
CEO: Zafrul Abdul Aziz
CIMB Group Holdings Berhad engages in the provision of 
consumer and investment banking services. The bank was 
formed from the merging of various banks, including the 
former Bank of Commerce which changed its name to 
Commerce International Merchant Bankers Berhad (CIMB). 
The group now has over 40,000 employees located in 18 
countries, covering ASEAN and major global financial centres.

Thai Beverage
Country: Thailand
Revenue (US$ millions): 5600
Profits (US$ millions): 874
Assets (US$ millions): 12600
Market Capitalisation (US$ millions): 15200
Industry: Food & Beverage
CEO: Thapana Sirivadhanabhakdi
Thai Beverage Public Co., Ltd. (commonly referred to 
as ThaiBev) is Thailand's largest and one of Southeast 
Asia's largest beverage companies, with facilities in 
Thailand, Scotland, and China. It owns and distributes 
several significant brands, including Chang beer. In 2013, 
ThaiBev acquired Singaporean soft drink giant Fraser 
and Neave (F&N).

Wilmar International
Country: Singapore
Revenue (US$ millions): 43800
Profits (US$ millions): 1200
Assets (US$ millions): 40900
Market Capitalisation (US$ millions): 15000
Industry: Agriculture, Livestock, Plantations & Commodities
CEO: Kuok Khoon Hong
Wilmar International Ltd. is mainly involved in the 
management and operations of palm oil mills and 
plantations, as well as sugar processing into food-grade 
products such as white sugar, brown sugar, caster sugar 
and syrups. It has over 500 manufacturing plants and 
an extensive distribution network covering China, India, 
Indonesia and some 50 other countries.

Kasikornbank
Country: Thailand
Revenue (US$ millions): 5800
Profits (US$ millions): 1100
Assets (US$ millions): 95800
Market Capitalisation (US$ millions): 14700
Industry: Financial Services
CEO: Banthoon Lamsam
Kasikornbank Public Co. Ltd. engages in the commercial 
banking business, securities business, and other related 
businesses. Formerly known as Thai Farmers Bank, the 
bank was established in 1945 and was Thailand’s first bank 
to offer credit card services in 1973. The Muangthai Group 
Holding Business segment operates life insurance and life 
brokerage businesses for the bank.

Vingroup
Country: Vietnam
Revenue (US$ millions): 4600
Profits (US$ millions): 203
Assets (US$ millions): 9800
Market Capitalisation (US$ millions): 14400
Industry: Retail
Chairman: Pham Nhat Vuong
Vingroup JSC is engaged in the construction of retail outlets, 
commercial offices, and residential units; and the provision 
of entertainment services. Its subsidiary Vinhomes is the 
largest commercial real estate developer in Vietnam. 

Siam Commercial Bank
Country: Thailand
Revenue (US$ millions): 6800
Profits (US$ millions): 1300
Assets (US$ millions): 97700
Market Capitalisation (US$ millions): 14300
Industry: Financial Services
CEO: Arthid Nanthawithaya
The Siam Commercial Bank Public Co. Ltd. was established 
in 1907 by royal charter as the first Thai bank. The royal 
family still owns 23.35 per cent of SCB’s shares. SCB 
provides a full range of financial services to both private 
and corporate customers through its head office and its 
extensive branch network.

PTT Global Chemical
Country: Thailand
Revenue (US$ millions): 13600
Profits (US$ millions): 1200
Assets (US$ millions): 14300
Market Capitalisation (US$ millions): 13400
Industry: Chemicals and Plastics
CEO: Supattanapong Punmeechaow
PTT Global Chemical PCL engages in the production 
and distribution of ethylene, propylene polyethylene 
and biochemical products. PTTGC, as a subsidiary 
of PTT PCL, is Thailand's largest petrochemical and 
refining company with a capacity of producing 
280,000 barrels of crude oil and condensate daily, and 
8.75 million tons of olefins and aromatics. 

Axiata Group
Country: Malaysia
Revenue (US$ millions): 5700
Profits (US$ millions): 212
Assets (US$ millions): 17500
Market Capitalisation (US$ millions): 12100
Industry: Telecommunications and ICT
CEO: Jamaludin Ibrahim
Axiata Group Berhad is one of the largest mobile operators 
in Malaysia. The company started life as the mobile 
operations arm of national telecommunications operator 
Telekom Malaysia before de-merging in 2008. Axiata’s 
mobile subsidiaries operate under different brand names 
depending on the country, such as Celcom in Malaysia, XL in 
Indonesia, Smart in Cambodia, and Robi in Bangladesh.

CapitaLand
Country: Singapore
Revenue (US$ millions): 4000
Profits (US$ millions): 1100
Assets (US$ millions): 47400
Market Capitalisation (US$ millions): 11600
Industry: Construction, Property Development 
& Building Materials
CEO: Lee Chee Koon
CapitaLand is one of Asia’s largest real estate companies 
headquartered and listed in Singapore. Present across more 
than 160 cities in over 30 countries, the Group focuses on 
Singapore and China as core markets, owning and managing 
a portfolio comprising integrated developments, shopping 
malls, lodging, offices, homes, real estate investment trusts 
(REITs) and funds.



Ayala
Country: Philippines
Revenue (US$ millions): 4800
Profits (US$ millions): 600
Assets (US$ millions): 20500
Market Capitalisation (US$ millions): 11500
Industry: Conglomerate
CEO: Jaime Zobel de Ayala
Ayala Corp. has a portfolio of diverse business interests 
spanning almost every major sector in the Philippines, 
including real estate, banking, telecommunications, 
energy, utilities, healthcare, and business process 
outsourcing. Founded by the Zobel de Ayala family during 
Spanish rule in 1835, Ayala is the oldest example of a 
conglomerate in Southeast Asia.

Bangkok Bank
Country: Thailand
Revenue (US$ millions): 4900
Profits (US$ millions): 1000
Assets (US$ millions): 101500
Market Capitalisation (US$ millions): 11400
Industry: Financial Services
CEO: Chatri Sophonpanich
Bangkok Bank Public Co. Ltd. has one of the most 
extensive branch networks of commercial banks in 
Thailand, including over 1,165 branches within the country. 
Bangkok Bank currently also has the largest overseas 
branch network of any Thai bank with 32 international 
branches in 15 economies, including wholly owned 
subsidiaries in Malaysia and China.

Keppel
Country: Singapore
Revenue (US$ millions): 4600
Profits (US$ millions): 217
Assets (US$ millions): 21100
Market Capitalisation (US$ millions): 11200
Industry: Conglomerate
CEO: Loh Chin Hua
Keppel Corporation was known as Keppel Shipyard 
before 1999, when its operations moved to Jurong 
to expand Keppel Corporation's offshore and marine 
operations. Through a series of acquisitions, Keppel has 
expanded into areas like property, banking and financial 
services, and infrastructure.
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T
hink about the 
battery in your 
smartphone. The 
petrol in your car. 
The table you are 
reading this on. Or 
even that apple you 
ate this morning. 
        All of these 

items rely on a complex chain of chemicals 
to produce. Lithium-ion chemistry provides 

the highest energy density known for 
batteries. Automotive petrol is produced 
using a chemical process known as fractional 
distillation. Furniture is often treated with 
polyurethane to withstand wear and tear, 
as well as increase fire resistance. Apples 
are often treated with ethylene (a naturally 
occurring chemical) to improve their 
appearance on supermarket shelves.

THE MODERN CHEMICAL INDUSTRY
The modern chemical industry creates an 

immense variety of products with affect 
virtually every aspect of our lives. While many 
of the products from the industry, such as 
detergents, soaps and perfumes, are purchased 
directly by the consumer, others are used as 
intermediates to make other products. For 
example, in Asia, 70 per cent of chemicals 
manufactured are used to make products by 
other industries including other branches 
of the chemical industry itself. The industry 
uses a wide range of raw materials, from 
petroleum, to minerals, and even elements 
from the air itself.
        Products of the chemical industry can be 
broadly divided into three categories: basic 
chemicals, specialty chemicals, and consumer 
chemicals. In general, basic or commodity 
chemicals are produced in mass quantities 
but low value, and specialty chemicals are the 
opposite: low quantities but high value. Of 
course, such a generalisation has many, many 
exceptions to it, especially in such a wide and 
varied industry.
        Commodity chemicals also produce 
material at the lowest cost with a focus on 
production innovation, while specialty and fine 
chemicals focuses on product innovation and 
responding to rapid time to market product 
lifecycles. In general, the production process 
for manufacturing that supports the business 
driver in bulk chemicals is continuous process 
applications and with fine and specialty 
chemicals, it has traditionally been batch 
process applications.
        From the perspective of chemical 
engineers, the chemical industry involves the 
use of chemical processes such as chemical 
reactions and refining methods to produce 
a wide variety of solid, liquid, and gaseous 
materials. Most of these products serve to 
manufacture other items, although a smaller 
number go directly to consumers. 
        Generally, chemical processes such 
as chemical reactions operate in chemical 
plants to form new substances in various 
types of reaction vessels. In many cases the 
reactions take place in special corrosion-
resistant equipment at elevated temperatures 
and pressures with the use of catalysts. The 
products of these reactions are separated using 
a variety of techniques including distillation 
especially fractional distillation, precipitation, 
crystallisation, adsorption, filtration, 
sublimation, and drying. 
        The processes and product or products 
are usually tested during and after manufac-
ture by dedicated instruments and on-site 
quality control laboratories to ensure safe 
operation and to assure that the product will 
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meet required specifications. More organiza-
tions within the industry are implementing 
chemical compliance software to maintain 
quality products and manufacturing standards.

THE MARKET FOR CHEMICALS
As global competition intensifies, the chemical 
industry is becoming more polarised along 
these two models. Material intermediates 
and their corresponding supply chains in 
the chemical industry are increasingly losing 
their margins at intermediate materials 
production. Every business segment in the 
chemical industry must determine if their 
chemical product is either a commodity with 
a focus on a becoming a low cost producer 
and optimizing a production system that 
produces cost competitive material or if they 
are a specialized materials solution provider 
maintaining a production system with 
maximum flexibly to meet rapidly changing 
market demands.
        For decades, the markets for chemicals 
were located predominantly in the developed 
regions of North America, Western Europe, 
and Japan. Driven largely by innovation, 
both production and consumption were 
concentrated in those regions. With the rise 
of China as an economic powerhouse and 
the Middle East seeking to expand its value 
chain into higher-valued products, traditional 
chemical markets have come under pressure in 
the past 20 years. This trend was accelerated 
by the financial downturn of 2008–09. While 
the markets for some specialty chemicals, such 
as automotive and construction materials, 
strongly declined in the developed regions, 
Middle Eastern and Chinese enterprises 
aggressively expanded into value-added 
specialties, often with government backing.
        The specialty chemicals business 
continues to transition. North American, 
Western European, and Japanese firms still 
dominate this business, but no longer to the 
same degree. With trade liberalisation, the 
spread of process technology, the breakdown 
of numerous economic barriers, the rapid 
growth of the newly industrialized Asian 
economies, and rising standards of living 
in many developing countries, the centre 
of gravity of the global chemical industry is 
shifting toward the Middle East, where cheap 
petrochemical feedstocks are available, and 
Asia, where labour costs remain relatively low 
and economic growth is high.
        Many North American, European, and 
Japanese specialty chemical producers have 
established manufacturing facilities in Asia and 
elsewhere, and at the same time, Chinese and 

THE CHEMICAL SECTOR HAS BEEN THE STRONGEST PERFORMER IN ITS VALUE CHAIN.

Categories of Chemicals

Commodity Chemicals
•Produced in large quantities
•Chemical structure and purity can be interchangeable between suppliers
•Often used as intermediate chemicals
•Examples: ammonia, fluorine, ethanol, most industrial acids and bases

Specialty Chemicals
•Produced in small, high value quantities
•Specially formulated for a specific application
•Often used to ‘add effects’ to a finished product
•Examples: artificial flavourings, inks and dyes, pharmaceuticals, fertilisers

Consumer Chemicals
•Sold directly to the consumer
•Highly regulated for public health
•Examples: detergents, cosmetics, perfumes, certain adhesives
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Indian manufacturers have become key players 
in several specialty chemical markets. Howev-
er, the concept of China as a low-cost producer 
is gone, because the country is shifting from 
an export focus to meet growing domestic 
needs for higher-value, downstream products. 
As competition increases and mature products 
become commoditized, innovation remains one 
of the few sources of competitive advantage.

GREEN CHEMISTRY
In today’s world, chemical companies are 
focusing on innovation, sustainability, and 
competitiveness. Leading specialty chemical 
companies are clearly engaging in sustainability 
and green chemistry, such as improved 
raw material supply and reduced carbon 
footprint. They want sustainability as part of 
their message, to be seen as leaders, and to 
use sustainability to differentiate themselves 
in their product design and marketing. The 
world’s rapid consumption of its natural 
resources represents a huge societal and 
economic challenge related to water, energy, 
food, and living standards. Therefore, 
sustainability is expected to become more 
and more a driver for successful business, 
while innovation is seen as the engine that 
determines progress in the sustainability area.
        Therefore, there has been a push for 
‘green chemistry’—an area of chemistry and 
chemical engineering focused on the designing 
of products and processes that minimize or 
eliminate the use and generation of hazardous 
substances. While environmental chemistry 
focuses on the effects of polluting chemicals 
on nature, green chemistry focuses on the 
environmental impact of chemistry, including 
technological approaches to preventing 
pollution and reducing consumption of non-
renewable resources.
        Sustainable and green chemistry in very 
simple terms is just a different way of thinking 
about how chemistry and chemical engineering 
can be done. Over the years different principles 
have been proposed that can be used when 
thinking about the design, development and 
implementation of chemical products and 
processes. These principles enable scientists 
and engineers to protect and benefit the 
economy, people and the planet by finding 
creative and innovative ways to reduce waste, 
conserve energy, and discover replacements for 
hazardous substances.
        It’s important to note that the scope 
of these of green chemistry and engineering 
principles go beyond concerns over hazards 
from chemical toxicity and include energy 
conservation, waste reduction, and life 
cycle considerations such as the use of more 
sustainable or renewable feedstocks and 
designing for end of life or the final disposition 
of the product. 

Top 10 Chemicals Produced (in the United States, 2018)

Chemical Formula Quantity Produced (tons) Common Uses
Sulfuric Acid H2SO4 36 million Fertilisers, industrial acid, cleaning agents

Propylene C3H6 14.3 million Precursor in most petrochemicals

Sodium Hydroxide NaOH 14 million Detergents, adhesives, cement processing

Sodium Carbonate Na2CO3 11 million Glass and brick making

Ammonia NH3 8 million Fertilisers, household cleaning products

Benzene C6H6 5.8 million Fuel additives, plastics

Acetic Acid CH3COOH 5.4 million Food additives, adhesives, synthetic fibres

Ethylene Oxide C2H4O 4 million Antifreeze, plastics, solvents

Formaldehyde CH2O 3.4 million Resins, plastics, disinfectants

Methanol CH3OH 2.4 million Solvents, fuel additives

TOP 10 CHEMICALS PRODUCED (IN THE UNITED STATES, 2018)
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foresight to enter new markets and provide 
quality chemicals have the potential to succeed 
in this field.
        Asta Chemicals Sdn Bhd is a Malaysian 
privately owned chemicals firm, specialising 
in formaldehyde chemistry. Though its 
most famous use is for preserving animal 
specimens in laboratories, formaldehyde is 
also an essential precursor to many products 
used in everyday life. Formaldehyde-based 
resins are used to manufacture composite and 

T
he chemicals business is 
hard to get into. Most of 
the common chemical 
processes were invented 
in the 19th century. For 
example, the process for 
making one of the most 
useful chemicals—

sulphuric acid—was invented in 1831, and still 
in use today.
        Nevertheless, entrepreneurs with 

   START-UP GUIDE       24

BY 
ONG XIANG

HONG



engineered wood products, some textile dyes 
are formaldehyde-based, and its fire-resistant 
properties find use in automobile components.
        Therefore, Asta Chemicals saw a gap in 
the Malaysian and export markets to develop 
formaldehyde-based wood resins. This also 
takes advantage of Malaysia’s strong timber 
industry, enabling plywood and other wood 
products to be produced using softwood. 
        CEO of Asta Chemicals, Jerry Looi says, 
“Success is not an accident. It is the result of 
a lot of planning, hard work and a dedicated 
team working together with a clear focus.” The 
company attributes its success to the quality of 
its product and innovative processes.
        Similarly, Singaporean chemicals firm 
Unilite Chemicals Pte Ltd has built up a niche 
business supplying export markets outside 
Singapore. Focusing on several different 
sectors, Unilite Chemicals supplies chemicals 
to the industrial manufacturing, food, and 
waste and water treatment industries.
        “We attribute our success to our ability 
to move with the shifting industry landscape,” 
he continues. “We maintain solid client 
relationships by consistently upholding 
transparent, ethical business practices.”
        The company also moves up the value 
chain by positioning itself as a logistics 
solutions partner, particularly to SMEs in Asia 
looking to internationalise their operations. 
Its logistics capabilities include handling the 
import, export and warehousing of materials, 
and reformulation, repackaging, rebranding 
and product distribution. “Our niche is in 
providing the right mix of chemical raw 
materials to the industries we serve. We have 
carefully selected our stock range, which gives 
us in-depth product knowledge,” Lim says.
        A sub-sector of the chemicals industry 
that has a lot of potential is the green 
chemistry sector. This sector focuses on using 
safer processes to avoid contaminating the 
environment. Alternatively, green chemistry is 
also dedicated to finding ways to manage and 
process waste.
        This area is where biochemical startup 
Green Earth Institute (GEI) finds its niche. 
GEI sees a market in repurposing waste to 
raise the profitability—and sustainability—of oil 
palm plantations. It has already raised funds 
from the University of Tokyo and Malaysia’s 
PNB Group, among others. 
        Making bio-based products is risky 
business due to the difficulty in generating 
profit, according to GEI CEO Tomohito Ihara. 

But the company's technology requires relatively small amounts of biomass to produce high-value 
chemicals, he says, making it more cost-effective than other technologies.
        For example, ethanol is the most common chemical product that can be extracted from oil 
palm biomass. GEI’s technology can manufacture alanine and valine, which are often used to 
make detergents and animal feed. These chemicals are more difficult to produce than ethanol but 
sell at prices about three- to five-times higher.
        In Malaysia, GEI will use palm trunks and empty fruit bunches, both of which are often 
discarded or used to generate power. GEI is already working with other companies to use corn, 
leveraging corn's wide use in food products and established distribution networks. But using palm 
trunks represents a new step to secure biomass that does not compete with food.

ASTA CHEMICALS 
SDN BHD 

A
sta Chemicals 
is a Malaysian 
chemical 
manufacturer 

of formaldehyde, 
adhesive resins, and 
specialty chemicals. 
Catering to a wide 
spectrum of industries, 
the company is capable 
of providing high 
quality products and 
innovative solutions to 
meet the needs of 
customers locally and 
internationally.

UNILITE CHEMICALS 
PTE LTD 

U
nilite 
Chemicals is 
an established 
supplier of 

chemicals to the food, 
industrial 
manufacturing and 
water treatment 
industries. The company 
also handles the import, 
export and warehousing 
of materials as well as 
reformulation, 
repackaging, rebranding 
and distribution of 
products for its clients.

GREEN EARTH 
INTERNATIONAL CO LTD 

G
reen Earth 
Institute is 
committed and 
focused on 

producing carbon neutral 
biofuels and green 
chemicals from non-food 
biomass, such as leaves and 
stems of plants, instead of 
using food and feed crops. 
Using technology originally 
invented by RITE (Research 
Institute of Innovative 
Technology for the Earth), 
GEI developed a 
bioprocessing technology 
that enables more efficient 
production of low-cost green 
products from non-food 
biomass compared to 
conventional fermentation 
technologies. 
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FLYING HIGH WITH 
NGUYEN THI PHUONG THAO

I
f one were to take the time to really ponder 
about the history of aviation, you would probably 
come to the realisation that humans only 
discovered how to fly relatively recently. Truly 
efficient flight was developed by humans in just 
under a century ago. Yes, some would say 100 
years is a long time when you compare that to 
the human lifespan; but when you consider that 
humans have been enamoured by the idea of 

flight for over two thousand years, it really puts things into perspective.
        Till this day, jet aircraft remain the pinnacle of fast travel. Aircraft 
have only gotten faster, more efficient and cheaper to utilise. The average 
tourist today is expected to spend more during their vacation overseas 
in a week than they are likely to spend on a flight ticket (return flight 
included). Despite this, some entrepreneurial people are finding ways 
to lower the costs of flights even further, granting even more people the 
ability to travel far and wide.
        In this edition of SME, we will be taking a look at one of these 
successful budget airlines by the name of VietJet Air and the woman who 
helped elevate it to the forefront of Vietnam’s budget travel industry: 
Nguyễn Thị Phương Thảo.

ROUGH START Like all start-ups, VietJet Air did not experience the 
smoothest of beginnings. Some would say that it struggled even more than 
usual compared to other new businesses. Initially intending to commence 
operations in late 2008. A series of delays caused the launch date to be 
repeatedly pushed back. 
        Airline officials have given several different reasons as to why the 
launch was delayed so many times before. These included increases in 
fuel prices and other financial problems. The state-controlled Vietnam 
News Agency would later seemingly confirm these troubles, stating that 
the airline's four-year delay in take-off was due to the global economic 
crisis; referring to the late 2000’s global economic financial downturn.
        These delays would continue to be a thorn in the company’s side 
until the airline finally launched in full in 2011, with President and CEO 
Nguyễn Thị Phương Thảo at the helm.

CHALLENGE ACCEPTED While VietJet Air is Vietnam’s first privately 
owned airline established in the country. Phương Thảo is the first 
self-made woman billionaire thanks to her success in managing VietJet 
Air. Phương Thảo is a well-read and educated woman who found early 
success with finance and economics in Moscow (then still under the 
USSR), where she began distributing goods from Japan, Hong Kong, and 
South Korea.
        Sensing an opportunity in the mid-2000s, Phương Thảo made the 
risky transition from finance and trading to the aviation industry. In an in-
terview with Harvard Business School on “Creating Emerging Markets”, 
Phương Thảo explained the obstacles she faced during said transition. 
        “It's always a challenge joining a new industry, and in the aviation 
industry there are even more challenges. Starting from the necessity to 
invest in this industry, I foresaw the benefits and fundamental changes 
our business would bring to the people, the economy and the society, 

COMPILED 
BY 

JORDAN 
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bringing the miraculous nature of flight to 
Vietnam at large.
        VietJet is no stranger to controversies 
however. Ranging from the absurd and 
hilarious, to the downright unfortunate, VietJet 
has seen it all and has still come out on top. 
        One such example was VietJet’s use of 
raunchy flight attendants dressed in skimpy 
bikinis. This market stunt was provocative 
and many found it in bad taste, especially 
those who viewed it as exploitation of women. 
However, such marketing did turn heads 
and many found it hilarious in hindsight. Be 
it good or bad, this marketing campaign did 
what it was supposed to do, and that was to 
draw eyes towards VietJet.
        VietJet would unfortunately have some bad 
luck while trying to expand its fleet of aircraft, 
which currently stands at 66 aircraft. A rather 
serious incident involving flight VN-A653 has 
been grounded due to the incident in Buon 
Ma Thuot Airport has led to the plane being 
grounded pending investigation. Fortunately no 
lives were lost during this misadventure.
        Additionally, VietJet had signed an order 
for 200 Boeing 737 MAX aircraft as well, but 
due to the recent crashes involving two of such 
aircraft, the company is seriously reconsidering 
the orders to minimise risk to their passengers 
and crew.
        Be that as it may, no one can doubt the 
success of VietJet Air and Nguyễn Thị Phương 
Thảo. Had this small low-cost airline start-up 
not come into existence, some may argue that 
someone else might have done it. However, the 
fact of the matter is that Phương Thảo took the 
first steps; thus pioneering the privately owned 
budget airline industry of Vietnam. 

and the benefits become even greater when the changes you make are revolutionary, to 
the community, the economy and all players. Still, there are numerous challenges,” said 
Phương Thảo in her interview.
        The first challenge she cited in the interview regarding founding a new airline was 
complying with the legal system. The aviation industry is highly standardised and regulated. 
VietJet Air would have to find the right level of integration of Vietnam’s domestic legal 
system into the international one so that the airline could be connected to the global 
aviation business ecosystem. 
        The second challenge involved the private sector. Prior to VietJet Air, there had been 
no private aviation business in Vietnam. Phương Thảo had to meticulously research and 
prepare the proper documentations and guidelines to be presented for review. Fortunately, 
VietJet’s files were in order to be granted the License number 01, a milestone for private 
sector participation in the aviation industry.
        The third challenge was logistical in nature. Phương Thảo and VietJet had to secure 
the proper assets as well as supply chains in order to operate at a global standard. Fuel 
supply, ground services, on-site training, etc. were operated by a state-owned monopoly. 
The new airline was able to get around these challenges through subtle methods. For 
example, VietJet was able to secure improved fuel supply by advocating for the government 
to allow for more suppliers, thus weakening the monopoly. Other methods included 
implementing market-based fees and charges.
        Arguably the tallest hurdle for the up-start company was the fact that at the time 
of VietJet’s launch, a large portion of the target market had never travelled via aircraft. 
Prior to VietJet’s entrance into the industry, only approximately one (1) per cent of the 
Vietnamese population had access to air travel; as it was perceived as an expensive luxury 
reserved for the wealthy. 
        Phương Thảo had made the monumental decision to target those who have 
never taken flight before. As a result, VietJet embarked on a grand marketing scheme 
to educate and provide guidance in a safe and informed manner. The result was a 
resounding success. Slowly but surely, the local market realised that air travel was both 
time efficient, and with the low-cost nature of VietJet, also affordable. Thus paving the 
way to VietJet’s eventual success.

BILLION DOLLAR WOMAN VietJet would eventually go public in 2017, which in turn made 
Nguyễn Thị Phương Thảo the first self-made woman billionaire, as previously mentioned. 
She ranked 62nd in the list of Power Women 2016 and she is listed in Asia's 50 Power 
Businesswomen of 2016. Her’s is truly a success story of sheer grit and perseverance. Many 
tall hurdles barred her way to success, but through subtle thinking and a shrewd business 
acumen, Phương Thảo and by extension VietJet, became a pioneer in the aviation industry; 
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I
t is said that 
the only 
constant is 
change. That 
cannot be 
truer, 
especially in 
our changing 
world where 

the paradigm is always shifting. Consum-
er patterns change, technology marches 
forward, and business has to evolve or 
die. As Charles Darwin said, “It is not 
the strongest of the species that survives, 
nor the most intelligent; it is the one most 
adaptable to change.”
        Without change, business leaders 
still would be dictating correspondence 
to secretaries, editing their words and 
sending them back to the drawing board, 
wasting time for all involved. Change 
that results from the adoption of new 
technology is common in most organiza-
tions. While it can be disruptive at first, 
ultimately the change tends to increase 
productivity and service delivery.
        Consider the fates of two photogra-
phy giants: Kodak and Fujifilm. Though 
both made cameras, their profits derived 
not from camera sales, but from the 
sale and processing of photographic 
film. When digital photography arrived, 
Kodak refused to change their business 
model for fear of cannibalizing their film 
cash cow. On the other hand, Fujifilm 
pivoted and diversified to instant film, 
digital photography, and skincare. The 
outcome is obvious: Kodak is now a shell 
of its former self, while Fujifilm is in a 
healthy financial position after enduring 
a rough few years of change.
        So it’s pretty obvious that “change 
or die” is the order of the day. But how 
should it be done?

BEGINNING THE JOURNEY TO CHANGE
Many organizations struggle with com-
bining a healthy company culture with 
a rapidly changing environment. When 
companies or departments are merged, 
new systems are implemented or when 
business processes and procedures 
have to be rewritten, this influences the 
working methods of people. Humans are 
creatures of habit. And that can be very 
difficult to break out of—especially for 
employees who have cultivated years of 

routine and ways of working. 
        Organizational inertia is the tenden-
cy of a mature organization to continue 
on its current trajectory. This inertia can 
be described as being made up of two 
elements—resource rigidity and routine 
rigidity. Resource rigidity stems from 
an unwillingness to invest, while routine 
rigidity stems from an inability to change 
the patterns and logic that underlie those 
investments. Resource rigidity relates to 
the motivation to respond, routine rigid-
ity to the structure of that response.
        In the face of rapid or discontinuous 
external change, it is the organizational 
inertia that must be overcome if a firm 
is to survive. In a competitive situation 
where new players are entering the 
industry, it is the incumbents that are 
particularly susceptible to the downside 
of this inertia. In this case it is often 
referred to as incumbent inertia.
        Implementing change successfully 
in any organization is not easy and can 
be a complex activity, involving changes 
to processes, culture and new ways of 
working. Success will also depend heav-
ily on the readiness of the business and 
the receptiveness of its people to want 
to change to the desired state so that the 
required benefits can be realized. The 
assessment of business readiness is es-
sential to be able to plan and successfully 
implement change. 

PILLARS TO SUCCESSFUL CHANGE

COMMUNICATION
Communication is the fundamental pillar 
to successful change. People crave infor-
mation and want to know what is going 
to happen, how, when and why. It is 
the engagement mechanism for change. 
Communication helps you frame how 
your stakeholders are exposed to the 
change and thereby gives you the avenue 
for influencing how they view it. Without 
quality communication, your change par-
ticipants will not have the awareness and 
understanding they need to commit to 
and implement your change successfully. 
        By formally setting expectations, em-
ploying tools to improve communication 
and proactively seeking ways to reduce 
misinformation, stakeholders are more 
likely to buy into a change initially. They 
will also stay more committed to the 
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THE STAGES OF CHANGEThe Stages of Change

Planning
•Stakeholders should be informed of the change.
•Explain intended project goals, purpose, and benefits
•Communicate intended project timeline

Design
•Inform stakeholders about the new work process
•Communicate system and business process changes
•Inform stakeholders of impact to their role, and training opportunities available

Building and Testing
•Inform stakeholders of upcoming implementation milestones
•Communicate all rollout activities
•Explain how changes will be implemented

Deployment
•Communicate issues and resolutions
•Inform stakeholders about support processes
•Participate in follow-up activities and monitor results

The Stages of Change

Planning
•Stakeholders should be informed of the change.
•Explain intended project goals, purpose, and benefits
•Communicate intended project timeline

Design
•Inform stakeholders about the new work process
•Communicate system and business process changes
•Inform stakeholders of impact to their role, and training opportunities available

Building and Testing
•Inform stakeholders of upcoming implementation milestones
•Communicate all rollout activities
•Explain how changes will be implemented

Deployment
•Communicate issues and resolutions
•Inform stakeholders about support processes
•Participate in follow-up activities and monitor results

change, ultimately leading to a successful 
transformation. Good communication 
should be deliberate and well thought 
out. Develop your communication 
strategy in the early stages of planning 
the change itself. Communicate early, 
openly, often, through multiple methods 
and allow for feedback.

SPONSORSHIP
When change occurs, people turn to the 
organization’s leaders for direction and 
support. Therefore, management needs 
to ensure there is active sponsorship for 
the change at an executive level within 
the organization. Stakeholders need to 
engage this sponsorship for a successful 
outcome. A sponsor builds commitment 
across the organization and particularly 
at the senior management level.
        Sponsors have ultimate responsibil-
ity for projects. Success of a project can 
be directly linked to an active sponsor 
who champions the change, mitigates 
change resistance and builds organiza-
tional alliances. Leadership skills, as well 

as uniformity of message, will help stake-
holders buy into the change sponsorship. 
        Regardless of who is championing 
the change, whether it is the founder 
of the business or the board of a large 
corporation, maintaining the change mes-
sage and direction will ensure certainty. 
Together with clear, open communica-
tion, it will help settle those who may still 
have reservations about the change.

STAKEHOLDER MANAGEMENT
The primary goals of stakeholder man-
agement are to accurately identify all 
stakeholders and make them aware of 
the change and its benefits throughout 
the change process. This helps gain and 
maintain stakeholder buy-in. Much like 
sponsorship, actively engaging stake-
holders early during the change cycle 
often directly correlates to the success 
of the change.
        Once you have identified and 
planned a strategy to engage your 
stakeholders, ask yourself what else 
is going on in the organization and 

what could distract them. Ensure you 
are able to focus your stakeholders on 
the change. Strategize and tailor your 
messaging to the types of stakeholders 
on the project. For example, employees 
affected by workplace modernization 
might hear the benefits of working in 
a more streamlined manner. On the 
other hand, the message to shareholders 
would be increased productivity and 
decreased costs. 

TRAINING AND TURNOVER
The primary goal of training in change 
management is to understand gaps in 
stakeholders’ skills and provide them 
opportunities to learn these skills before 
the change is implemented. A learning 
solution should be designed to foster 
understanding, acceptance and com-
mitment, enable all users to work with, 
and build their confidence in the new 
processes/systems. 
        Additionally, turnover is a 
“hidden” cost of change management. 
Staff turnover is often prevalent and 



disruptive during a major change effort 
and can result in reduced employee 
morale and retention. Engaging staff 
early and providing adequate training 
and communication about the change 
is essential to demystify rumors and 
opposition in your organizational change 
initiative. Training and knowledge 
transfer/skill building will help ensure 
that your staff have the necessary 
technical and business knowledge, skills, 
and abilities to successfully navigate the 
changes of your project.

EMBRACE THE 
INEVITABILITY OF CHANGE
Change is a constant, and true business 
leaders recognize that. Sometimes the 
changes take you forward or backward, 
and in other cases the changes are 
merely horizontal. 
        Rapid change can have a huge 
impact on the culture of your organiza-
tion. In preparing for such a shift, it's 
important to assess how well-equipped 
your team is to handle the change. More-
over, it's critical to understand how to 
optimize the change you're planning so it 
can strengthen and evolve your culture. 
This means ensuring that the decisions 
you make are aligned with your values 
as an organization. The changes should 
further your company's ‘purpose’—not 
distract from it. And it's essential to imag-
ine the shift from the perspective of your 
passengers to know how the changes will 
affect them, so you can be prepared to 
coach them through the shift and bring 
them along for the ride.
        Knowing your own capabilities as a 
leader and your purpose as a culture is 
key to any change being a successful one 
that the entire team feels connected to. 
Any decision that is made should be done 
through the lens of your culture and your 
vision for the future. 
        As an entrepreneur, embrace 
change. Serial entrepreneurs love it—it’s 
what feeds their spirit and keeps busi-
ness exciting. They are huge milestones 
in business and great opportunities to 
further your organization. But remember 
that change is an important moment for 
reflection. The most successful entrepre-
neurs are the ones who truly embrace 
this point, and not only ride through a 
shift in their business, but also let it pro-
pel their culture forward and faster.

People

Process

Culture

Strategy

CHANGE 
READINESS

The Elements to 
Successful Change 
Readiness

THE ELEMENTS TO 
SUCCESSFUL CHANGE 
READINESS
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T
his sample assessment can assist your business in evaluating readiness for change. It may be used as a self-evaluation, or as a discussion 
topic with internal teams. 
        For each question, answer with the number that best represents your organization’s ability to manage change. It should be 
answered from an organizational perspective, not your individual views. An average score of 4 indicates that the organization is not fully 

prepared, and should take a deeper look into the factors preventing change from being implemented fully.

1=Strongly Disagree, 2=Disagree, 3=Neutral, 4=Somewhat Agree, 5=Agree, 6=Strongly Agree

COMMUNICATION: INFORMING WHO IS AFFECTED AND IMPACTED REGARDING THE CHANGE
□ The organization has a clearly defined vision and strategy for change. 
□ Priorities are set and continually communicated regarding change projects and other competing initiatives.
□ The organization’s messaging about change projects is clear, concise and consistent. 

SPONSORSHIP: ENSURING THERE IS ACTIVE SPONSORSHIP FOR THE CHANGE
□ Change initiatives in the organization have an executive sponsor identified.
□ The executive sponsor has the necessary authority over the people, processes and systems to authorize and fund change initiatives.
□ The executive sponsor will actively and visibly participate with the project team throughout the entire change process.

STAKEHOLDERS: GAINING BUY-IN FOR THE CHANGES FROM THOSE INVOLVED AND AFFECTED, DIRECTLY OR INDIRECTLY
□ Stakeholders hear a consistent and unified message from various levels of executives.
□ Change initiatives are accurately tailored to the particular needs and concerns of each stakeholder group.
□ Strategies are in place to handle resistance to change from various stakeholders.

READINESS: GETTING PEOPLE READY TO ADAPT TO THE CHANGES BY ENSURING THEY HAVE THE RIGHT INFORMATION
□ Change management team members have been identified.
□ Resources for change projects are identified and acquired based on a project plan.
□ Project team and change management teams are tracking progress and able to resolve related issues through set project management processes.

TRAINING: TRAINING APPROPRIATE RESOURCES ON CHANGE
□ The organization recognizes and reinforces skills and behaviors required for the change effort.
□ Skills assessments are continually conducted for change projects and gaps are identified for transition.
□ Training is developed and scheduled proactively, based on gaps and need assessments. 

BUSINESS READINESS CHECKLIST
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C
orporate governance is the 
structures and processes 
for the direction and 
control of companies. It is 
also about the relation-
ships among the manage-
ment, Board of Directors, 

controlling shareholders, minority shareholders 
and other stakeholders. Open to public 
Information disclosure, high transparency and 
accountability are basic important elements of 
best corporate governance that drive the 
sustainability of corporations and society. To 
avoid mismanagement, good corporate 
governance is necessary to enable companies 
operate more efficiently, to improve access to 
capital, mitigate risk and safeguard stakehold-
ers. It also makes companies more accountable 
and transparent to investors so as to minimize 
expropriation and unfairness for shareholders. 
        Corporate governance makes companies 
more accountable and transparent to 
investors and gives them the tools to respond 
to legitimate stakeholder concerns such 

as sustainable environmental and social 
development. It contributes to development 
and increased access to capital encourages 
new investments, boosts economic growth, 
and provides employment opportunities.
        A lack of corporate governance can lead 
to profit loss, corruption and a tarnished 
image, not only to the corporation, but to the 
society, or even worse will influence the global 
markets as a whole. This form of corporate 
governance management is also designed to 
limit risk and eliminate corrosive elements 
within an organization.
        One principle of corporate governance 
is shareholder recognition, which is a policy 
that ensures that all shareholders have a say in 
the inner workings of a company. Shareholder 
recognition also secures the value of a com-
pany’s stock. The rules and responsibilities 
of board members must also be made clear 
to make sure that everyone shares a uniform 
vision of the company’s future. Stakeholder 
interest addresses the needs of participants 
who are not shareholders. Reaching out to 

non-members thus fosters better communica-
tion and relationships with members of the 
press and the community. Ethical guidelines 
of corporate governance are also crucial to 
secure higher profit and keep the company out 
of legal trouble. These rules apply to employ-
ees and board members. Transparency must 
be apparent, which should take the form of 
record keeping and reports on income.
        Poor corporate governance can create 
potential conflicts of interests, expropriation 
and unfairness to minority shareholders. 
It only benefits the parties involved but do 
not affect value to other stakeholders, small 
shareholders with little impact on the stock 
price are brushed aside to make way for the 
interests of majority shareholders and the 
executive board.  It can greatly erode public 
confidence in the company. 
        Through education, through tighter 
controls over accounting, corporate 
governance, transparency and disclosure are 
some of the areas of improvement and ways 
countries can sustain their leading position 
in the financial markets, so that they can 
encourage investment and exercise more 
oversight over corporations. 

PAUL TSOI IS SENIOR ADVISER TO 
CHOW TAI FOOK IN HONG KONG,

BY 
PAUL 
TSOI 
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F
or decades, futurists have imagined 
humans living a skybound exis-
tence, as we leave our terrestrial 
origins behind (something like the 
Jetsons, or Blade Runner). 
        Though we’re not quite there 

yet, Setia Sky Seputeh offers residents a taste of 
that life in the sky. Across two 37-storey towers, 
290 exclusive freehold residences will be available 
for property owners looking for a high-end space 
in Taman Seputeh and surrounding areas such as 
Bangsar and Bukit Damansara.
        Inspired by the elegant contoured landform of 
the site, Setia Sky Seputeh’s distinct curvilinear fa-
cade marks this niche development with a clear and 
unique identity, one that residents can be proud of. 
This new development explores a distinct dwelling 
typology uncommon in new developments—spa-
cious accommodation with maxi-
mum privacy and luxury.
        Built on 4.4 acres of Seputeh 
prime land, the freehold resort-
themed residence comprises 290 
opulent units, with 4 to 6 units per 
floor. Each unique residence rang-
es from 2,303 to 3,025 sq ft and is 
designed with a private lift lobby. 
With a broad balcony, pleasing 
design, and generous proportions, 
every unit is designed to emulate 
the feeling of living in a ‘Villa in 
the sky’. Residents also get to enjoy 
the best of both views—lush tropi-
cal greenery at the adjacent Taman 
Bukit Seputeh, or cosmopolitan views of KL’s fa-
mous skyline.
        Complementing the resort theme is Malay-
sia’s longest man-made beach, allowing residents the 
feeling of returning to a ‘sandy bay in the sky’. The 
Beach Podium contains over 700m2 of sand, stretch-
ing more than 100m. Adjacent to the beach are an 
array of 5-star resort facilities, including a paradise 
island, tropical oasis, virtual golf, multipurpose hall, 
cabana lounge, trampoline garden, music pods and 
wavy coconut oasis. Other recreational facilities on 
Level 36 include a reflection pool, sky lounge, heat-
ed aqua gym, and even gourmet dining spaces where 
residents can entertain their guests.
        In offering the finest in city life, Setia Sky Se-
puteh is also unrivalled in terms of great accessibil-
ity. Located halfway between Kuala Lumpur and 
Petaling Jaya, Setia Sky Seputeh is 7 km to Kuala 
Lumpur City Centre, 3 km to Bangsar, and 500m 
walking distance to Mid Valley Megamall. Resi-
dents also enjoy access to several major highways, 
making travel from the sky a breeze. Access to pub-
lic transport is also an added convenience, with the 
Mid Valley KTM station a 5-minute walk away.
        Luxurious living in the city, unequalled acces-
sibility and so much more, the Setia Sky Seputeh 
homes certainly insist a price worthy of its offer-
ings, with prices beginning from RM2.9 million to 
RM3.9 million. 

LIVING IN 
THE SKY 

 KEY FACTS ON SETIA SKY SEPUTEH
   290 exclusive units, split across two 37-storey towers.
   Partially furnished units, including kitchen equipment,  air conditioning, 
   video intercom system and more.
   500m walking distance to Mid Valley Megamall with covered pedestrian walkway.
   Setia 10:90 scheme - Offering a build-then-sell (BTS) scheme.
   Expected completion in December 2020. 

   Call +603 2276 5252 for more information about Setia Sky Seputeh.
   Show unit now open for viewing at: Setia Sky Seputeh Sales Galleria, 
   No. 1 Jalan Taman Seputeh Satu, Taman Seputeh 58000 Kuala Lumpur 

290 Private Villas 
in the sky for 
unparalleled 
convenience

1.5-acre 
resort-themed 

landscape

Broad balcony 
with stunning 

views
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AMEE PHILIPS
B

orn in Penang, Malaysia, the eponymous 
Amee moved to Europe in the 1980s; 
which is where her fascination with all 
that glitters began. Amee, who had a 

natural talent for colour and cut, honed her skills 
in Europe’s century old gemstone capital, Idar 
Oberstein, Germany. Seeing an opportunity, 
Amee brought her skills and knowledge home to 
Malaysia and founded Amee Philips.
        Amee Philips’ designs embody the classical 
and contemporary legacy of European jewelcraft. 
The multicultural influences fuse together into 
unique pieces of wearable art. It is this talent for 
bringing stones to life, that has won Amee a loyal 
following, a string of awards and partnerships 
with international designers.
        As a designer, manufacturer and retailer 
of jewellery and gemstones, Amee Philips is 
continuously on the lookout for more ways to 
serve the growing luxury market. As such they 
are seeking Agents, Distributors, and Franchisees 
to help spread their unique brand of jewellery. 
Franchising fees for Amee Philips are set around 
RM38,000 (approx. US$9200) with 4 per cent 
royalty. 

D
iamonds are forever. This is a commonly used 
phrase to describe the longevity and 
everlasting beauty of these precious stones. 
Since time immemorial, humans have been 
infatuated with jewellery. Perhaps we are 
driven to hoard that which is rare, thus 
leading to our obsession with gold and 

precious stones.  Or perhaps we are captivated by the lustre of 
these gems and wish to augment ourselves with their immortal 
beauty. Either way, what remains certain is that throughout 
history, jewellery has captured the hearts of nobles, aristocrats, 
kings, and the wealthy.
        Today, jewellery is no longer under the exclusive purview of 
the aristocracy or royalty. The quality of life for a human being is 
much improved compared to the olden days. Our ability to earn 
decent wages combined with the technology and innovations to 
find and mine precious metals and gems have actually devalued 
jewellery to the extent that it has become affordable even to 
the middle class. We are even at the point where we can create 
authentic looking jewellery using less valuable materials as a 
replacement.
        Despite this, jewellery is still relatively expensive. Scarcity of 
precious metals such as gold still plays a significant role in keeping 
the prices of authentic jewellery up. However, it is still a fact that 
the market for jewellery is much larger than it has ever been. The 
purchasing power of the average person might be able to afford 
the most luxurious of finely crafted accessories, but they will still 
be able to afford a gemstone or two to show-off with glee.
        In this edition of SME Magazine, we will be taking a look at 
a handful of jewellery retail franchises that can be found in Asia.

BY 
JORDAN 

LOW
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LUVENUS
E

stablished in 2012, the fairly young Luvenus is 
a contemporary jewellery brand that has made 
a name for itself by specialising in creations of 
exquisite 22K and 24K gold jewellery. The 

Luvenus name symbolises impeccable beauty and light, 
with the brand being an harmonic amalgamation of 
Luminous light and the Goddess Venus. 
        Since its launch in Changi Airport, Luvenus has 
gained a strong and loyal following for the uniqueness 
and diversity of their designs, resulting in artful pieces 
that are both cherished and coveted. Apart from their 
goal of spreading their unique brand of beauty to the 
world, they also believe in the value of philanthropy 
and the importance of conducting in a responsible and 
sustainable manner. 
        Caring and giving back to the community is a huge 
part of the Luvenus identity and is held in as high a 
regard as their intrinsic gold craftsmanship.
        At the moment, Luvenus is looking to expand 
further in the Asia-Pacific region through their Luvenus 
Franchise Programme. Both established companies 
and committed individuals who are enthusiastic about 
running a successful jewellery business and uphold 
Luvenus’ standards of excellence are welcome to join as 
a franchisee. 

PRIMA GOLD
P

rima Gold was founded in 1992 and is a subsidiary of Thailand 
based Pranda Jewellery. Since its founding, Prima Gold has been 
creating a multitude of delicately designed jewellery through 
sophisticated craftsmanship. They have made a name for 

themselves creating 24K gold jewellery in particular. Currently, Prima Gold is 
expanding its international presence mainly in Asia and the Middle East 
market covering more than 100 locations. 
        The company possesses its own unique and exotic designs which are 
made possible through their handmade signature silk line technique. This 
is a time-consuming process meticulously handled by the master craftsmen 
undertaken decades of apprenticeship. The World Gold Council jointly 
sponsored the development and promotion of Prima Gold and endorses its 
99.9 per cent gold purity.

Prima Gold quotes four basic reasons for their success:
1. A top quality product unexcelled anywhere in the world. 
2. Fresh, exciting, dynamic designs that are constantly updated and added to. 
3. A commitment to life-long after-sales service. 
4. Their image as a state-of-the-art producer of a 
  superior and prestigious products.

As for franchising, Prima Gold is looking for potential partners, entering into 
distribution agreement, for retail business prospects in key regions. More 
details on business opportunities can be obtained directly from the company 
via their enquiry system.
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at developing a multi-sectoral market; reforming the legal, 
banking, fiscal and monetary systems; controlling inflation and the 
national budgets; and creating a conducive environment to attract 
investments, especially foreign direct investment. 
        It also entailed ending Vietnam’s isolationist policies; and as a 
result, Vietnamese foreign trade pivoted from trading with socialist 
countries like the Soviet Union, to opening up to the West. Vietnam 
also became a full member of ASEAN in 1995.
        The reform has proven to be quite a success. Annual growth 
in terms of GDP averaged 8.2 per cent for the period 1991 to 
1995. Although per capita GDP is still low when compared to 
other Southeast Asian countries, there is clearly strong potential for 
growth and foreign investors have been flocking since the reform 
process began. A total of approximately US$19 billion has been 
committed since 1988, of which US$7 billion was committed in 
1995 alone.

A PROMISING FUTURE  Vietnam has a young population, stable 
political system, commitment to sustainable growth, relatively 

A
mong the emerging economies of the world, 
Vietnam is one of the fastest-growing export 
economies. Located on the easternmost 
portion of mainland Southeast Asia, 
Vietnam’s strategic position close to China 
and ties to the United States makes it an 
attractive destination for investment.

An ancient nation, Vietnam was colonised as part of French 
Indochina (together with Laos and Cambodia) in the 19th 
century. After winning independence in 1954, Vietnam was 
divided into North and South Vietnam, heralding the start of the 
Vietnam War. Upon the conclusion of the war in 1975, Vietnam 
was once again reunited.
        Since the enactment of Vietnam’s “doi moi” (renovation) 
policy in 1986, Vietnamese authorities have committed to increased 
economic liberalization and enacted structural reforms needed to 
modernize the economy and to produce more competitive, export-
driven industries. 
        Essentially, the reform included plans which were directed 

VIETNAM: BY 
ONG XIANG

HONG

   TRADE      

Official name: Socialist Republic of Vietnam  Capital: Hanoi  Land area: 310,070 sq km  Population: 97,040,334 (July 2018 est.)  Languages: Vietnamese (official), English and French 
widely understood  Currency: Vietnamese dong  GDP: US$ 220.4 billion (2017 est.)  GDP per capita: US$6,900 (2017 est.)  Main exports: clothes, shoes, electronics, seafood, crude oil, rice, 
coffee, wooden products, machinery  Main export partners: United States, China, Japan, South Korea  Main imports: machinery and equipment, petroleum products, steel products, 

raw materials for the clothing and shoe industries, electronics, plastics, automobiles  Main import partners: China, South Korea, Japan, Thailand  Country code top-level domain: .vn
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million by 2050. With a median 
age of 30.7 years, Vietnam has 
a relatively young population 
with around 52 per cent of the 
population falling within the 
working age bracket. Of this, 22 
per cent is considered trained or 
skilled, holding either diplomas or 
certificates.
        Vietnam also leads ASEAN 
in terms of growth of per capita 
spending by the middle 60 per 
cent of the population from 2016 

to 2021, with a compound annual 
growth rate (CAGR) of 10.1 per 
cent. This growth rate puts it 
ahead of other major ASEAN 
markets such as Singapore and 
Malaysia. The rapidly grow-
ing middle class population in 
Vietnam makes the country a 
very attractive market for foreign 
brands. It is estimated that the 
number of middle class Vietnam-
ese will reach 44 million by 2020 
and 95 million by 2030. 

low inflation, stable currency, 
strong FDI inflows, and strong 
manufacturing sector. In addition, 
the country is committed to 
continuing its global economic 
integration. Vietnam joined 
the WTO in January 2007 and 
concluded several free trade 
agreements in 2015-16, including 
the EU-Vietnam Free Trade 
Agreement (which the EU has 
not yet ratified), the Korean 
Free Trade Agreement, and the 
Eurasian Economic Union Free 
Trade Agreement. 
        In 2017, Vietnam success-
fully chaired the Asia-Pacific 
Economic Cooperation (APEC) 
Conference with its key priorities 
including inclusive growth, in-
novation, strengthening small and 
medium enterprises, food secu-
rity, and climate change. Seeking 
to diversify its opportunities, Viet-
nam also signed the Comprehen-
sive and Progressive Agreement 
for the Trans-Pacific Partnership 
in 2018 and continued to pursue 
the Regional Comprehensive 
Economic Partnership.
        Furthermore, the 
International Labour 
Organization estimates that 
ASEAN will record the second-
largest growth in labour force 
worldwide between now and 
2030. Vietnam’s current 
population is over 97 million and 
is expected to grow at an annual 
rate of 1.3 per cent to around 110 



a quick, secure and permanent date and time 
stamp of transactions.

HOW BLOCKCHAIN CREATES FINTECH 
LENDING The distinctive characteristics of 
SMEs and the banks’ low risk appetite created 
access opportunities for FinTech companies 
to this market segment and started a shift in 
paradigm towards FinTech lending.
        Whilst SME borrowers are sensitive 
to interest rates on their loan, more often 
than not, they also want ease of application, 
transparency in the lender’s process and speed 
of approval, to alleviate at times temporary 
liquidity shortage. 
        Blockchain can play its role in automating 
and streamlining the KYC and approval 
processes by enabling lenders to automate 
information collection and processing through 
smart contracts. Instead of manually collating 
information, inputting data into a database and 
perform the KYC and risk assessment on the 
client before submitting the loan application 
for approval which could go up to 3 levels of 
approval, the whole cycle may take 2-3 months 
at least. 
        A decentralized ledger allows lenders to 
aggregate all data from multiple sources in 
a single location continually updated in real 
time. Instead of performing full manual credit 
assessment, lenders can apply credit scoring 
models which are data-driven and adopt semi-
automated risk assessment methods on non-
traditional data points. Using smart contract 
to update data and store in a database, and 
issue contract, which are now performed 
in real time, this improves data access and 
visibility and lower overall cost due to faster 
transactions and automated processes. 
Lenders can pass the cost saving to the SMEs. 
This also opens up an opportunity for lenders 
to employ dynamic pricing as more frequent 
risk reassessments on short-term loans like 
invoice financing, merchant cash advance, 
working capital line and trade financing, can 
now being performed faster and more easily. 
        Since the data needs to be permissioned, 

O
ne interesting result from 
the recent Small Business 
Credit Survey 2019 shows 
that the share of appli-
cants who sought loans, 
credit lines or cash 
advances from online 

lenders has grown remarkedly since 2016 from 
19 per cent to 32 per cent, and among all 
reasons cited on lender choice, the top three 
reasons for this trend were: 1) speed of 
decision making, 2) perceived chance of 
funding and 3) no collateral was required. 
Although this was a survey done in collabora-
tion with 12 Federal Reserve Banks across the 
U.S., it reflects the overall borrowing experi-
ences of small businesses across the globe. 
        Just like large corporates, SMEs need 
to deal with similar issues such as managing 
working capital, taking care of late payment 
and collection and handling of international 
customers, yet the latter’s access to long-
term or more sophisticated funding is often 
restricted. 
        Banks are traditionally the main provider 
of debt financing to businesses including 
the SMEs. Notwithstanding, adopting the 
relationship-based corporate banking model 
on small businesses for the banks is often too 
costly given the usual smaller loan size taking 
the existing labor-intensive processes into ac-
count. Being in a highly regulated industry, the 
banks generally require more paperwork and 
lengthier Know Your Customer (KYC) process 
amid their manual processes and unintegrated 
tools. The higher inherent risk of SMEs is an-
other factor for the banks which generally have 
lower risk appetite to service this segment. 
This results to increased cost of borrowing for 
the SMEs plus imposing collateral require-
ments, which often become a bottleneck to 
appropriately service SMEs as they generally 
do not have any tangible asset for collateral.

OVERVIEW OF BLOCKCHAIN Blockchain is 
simply “an open, distributed database that 
can record transactions between two parties 
efficiently and in a verifiable and permanent 
way”. It enables the building of a distributed 
database of transactions with a set of rules as 
to how the database gets appended, achieved 
by distributed consensus of participants 
in the system. It records and stores every 
transaction or exchange of data that occurs in 
the network, eliminating the need for a central 
authority and providing greater transparency. 
This technology is valuable in particular for 
applications where there is a need to provide 

the lending platform can be built on a 
permissioned, private blockchain. Considering 
blockchain’s immutable nature, it is impossible 
to alter or manipulate the data which enables 
data security. A hack-proof ledger could serve 
the purpose for a transparent credit scoring 
system which is a win-win scenario for both 
the lender and borrower. Since FinTech 
lenders do not fund themselves with highly 
regulated depositor money, considering the 
idiosyncratic characteristics of blockchain, 
FinTech lenders could source funds by 
tokenising the debts and subsequently attract 
retail and institutional investors. 

CONSTRAINTS AND CONCLUSION Whilst 
blockchain helps enabling automation and 
streamlining the entire lending process, 
leading to faster turnaround times for a 
loan applications and lower cost for the 
SME borrowers, some technical limitations 
should be considered which include the lack 
of standards among the different blockchain 
networks which could restrict the sharing 
of data among the various participants in a 
lending scenario. Take for example, lenders’ 
investors and disbursement banks. As 
blockchain utilizes consensus-based validation 
technique and continuous replication could 
result to the growing amount of unalterable 
data, the expandability of a blockchain system 
is still untested. Beside technical constraints, 
FinTech lenders have to observe the regulatory 
changes as they are still caught within the 
lending regulatory regime. Blockchain makes 
sharing of data easier but at the same time 
data privacy has been more stringently 
implemented globally with the latest entry of 
the EU General Data Protection Regulation 
(GDPR) in May 2018 that adopts stricter 
privacy and data security policies.
        Moving forward adopting blockchain in 
lending is definitely an exciting and promising 
way. 
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W
hen it comes to motoring for dis-
cerning customers, BMW’s storied 
New BMW 7 Series is the pinnacle 
of luxurious mobility and techno-
logical expertise. 
       Introduced in 1977, the New 
BMW 7 Series has undergone in-

cremental improvements across the years to pro-
duce the ultimate luxury sedan. World firsts like the 
first integrated navigation system and the iDrive intel-
ligent control system debuted with the BMW 7 Series.

SUSTAINABLE MOTORING PLEASURE. 
Now in its sixth generation, the new BMW 740Le 
xDrive has arrived in Malaysia in Pure Excellence 
trim, bringing prestige motoring with a dose of Sheer 
Driving Pleasure. Powered by a hybrid electric motor 
and BMW’s legendary straight-six engine, the pow-
ertrain produces a buttery smooth drive underlined 
by sustainability. 
        As a plug-in hybrid electric vehicle, the new 
BMW 740Le xDrive can be driven on electric power 
alone in city traffic or on the highway (up to 140km/h) 
with a range of up to 46 kilometres. Regenerative 
braking also means that power can be recovered as 
the car slows down, converting kinetic energy into 
electrical power.
        With this technology, the new BMW 740Le xDrive 
leads its class in the sustainability aspect, with a 
combined fuel consumption of 2.8 litres per 100km, 
and a combined carbon emissions cycle of 65 g/km, 

TRAVEL IN STYLE AND COMFORT. 
Electric power aside, the new BMW 740Le xDrive 
does not compromise on interior comfort. The ele-
gant European touch is evident throughout the cabin, 
including Poplar Grain Grey fine-wood trim, further 
complemented by Alcantara headliner and Nappa 
Leather upholstery. 
        The new BMW 740Le xDrive’s long wheelbase 
ensures enough space in the rear even for taller pas-
sengers. Electrically adjustable rear seats with a 
massage function make it a true luxury sedan and 
limousine for the discerning executive.
        Furthermore, optimised soundproofing elements 
minimise the effects of tyre and wind noise, disrupt-

ing the comfort of passengers. On the other hand, a 16-Speaker Harman Kardon surround 
sound system and panoramic glass roof sky lounge ensures an entertainment experience for 
passengers to remember.

INNOVATION FOR LUXURY AND SAFETY. 
Luxury and innovation come together once again in the new BMW 740Le xDrive, as it boasts 
a wealth of driver assistance systems that provides maximum safety and comfort on the road. 
Focusing on driver assistance, the new BMW 740Le xDrive ensures that drivers have the con-
fidence to push forward, while ensuring passengers are kept safe at all times.
        The wide range of BMW Personal CoPilot driver assistance systems is now complement-
ed with standard equipment such as the camera and radar-based approach and pedestrian 
warning system that can now detect cyclists.
        The luxury sedan also features Evasion Aid which uses steering intervention to support 
the driver in sudden evasive manoeuvres. In addition, the Crossroads Warning with City Brake 
Activation warns the driver of potential collision with crossing traffic and preconditions the 
brakes for increased power during emergency braking. 
        The Steering and Lane Control Assistant provides support for narrow road sections. 
Parking is also made easier in the New BMW 7 Series as assistance comes in the form of the 
Parking Assistant and Reversing Assistant. 
        The new BMW Intelligent Personal Assistant also delivers information about the functions 
and status of the car and provide support for navigation and entertainment. In addition, the 
new BMW Live Cockpit is distinguished by its clear structure and user-configurable screen 
displays. Featuring a fully digital instrument cluster and central 10.25-inch touchscreen-en-
abled control display, it allows the driver to have full control over every aspect of the vehicle 
from the driver’s seat.

COMPLETE PREMIUM OWNERSHIP EXPERIENCE.
Owners of the New BMW 7 Series will experience the complete BMW Group Malaysia 
Premium Ownership experience which includes:

  BMW 5-Year Unlimited Mileage Warranty with Free Scheduled Service Programme
  BMW 2-Year/ 24 Month Tyre Warranty Programme for its 

   Run Flat Tyre offering and services
  BMW Roadside Assistance and Accident Hotline
  The BMW Group Loyalty+ Mobile App – BMW Privilege
  BMW Service Online

The retail price (on the road, without insurance, and with BMW Group Malaysia’s latest 5 
Years Unlimited Mileage Warranty, Free Scheduled Service Programme and BMW Tyre War-
ranty Programme) for the new BMW 740Le xDrive Pure Excellence is RM 594,800.00. 

A NEW DIMENSION OF LUXURY.



Nevertheless, malicious apps manage to 
infiltrate the App Store, and target iOS 
users for profit. An example is the ‘Heart 
Rate’ app, which spread through the App 
Store, and attempted to scam users out of 
US$89.99 by using a social engineering ploy. 
Instead of measuring your heart rate via the 
user’s finger on the Touch ID button as it 
claims, the app highjacked the fingerprint 
to authorise a monetary transaction. Similar 
ruses are common on Android, however, 
iOS users are more susceptible to them since 
they are lulled by a false sense of security 
and pay less attention to what’s happening 
with their device.

SOMETIMES, SECURITY DOES NOT DEPEND 
ON YOUR OS Another attack targeted US-
based iOS users with a malvertising campaign 
that redirected users to phony webpages 
created by the attackers to pilfer the users’ 
personal and financial data. This attack, which 
is hardly a solitary example, demonstrates how 
mobile security cannot rely solely on the OS, 
or even its ecosystem. For example, network 
attacks can and do target iOS devices just as 
easily as Android devices.

CYBER CRIMINALS LEARN FROM THE BEST
While users, and even businesses, may 

M
any people believe that the 
iOS operating system is 
immune to mobile threats 
and malware. They rely on 
the low volume of attacks 
on iOS in comparison to 
Android as their main 

piece of evidence. When confronted with 
sophisticated threats such as Trident exploits 
or the Pegasus malware, they will usually 
mention that these are only state-sponsored 
malware, which rarely harm the average user. 
That said, recent news refutes these claims on 
several key points.

SOMEONE STOLE AN APPLE FROM THE 
GARDEN Apple’s App Store has a great 
reputation, especially when compared to 
Android’s Google Play, which in recent 
years has been plagued mobile malware. 

disregard sophisticated threats like Trident/
Pegasus, it is important to understand 
that they are often used as inspiration and 
roadmaps for garden-variety cybercriminals. 
As discovered, sophisticated iOS malware has 
proliferated at an alarming rate. The Vault 7 
leak revealed that some of the code used by 
the CIA to hack mobile devices was literally 
borrowed from ordinary malware. This is a 
two-way street, as many threat actors learn to 
develop malware from the most sophisticated 
teams. The key takeaway for users is that all 
cyber threats relate to each other, no matter 
where they originate, and should be taken into 
consideration when protecting mobile devices.
        Mobile devices, including iOS devices, 
are fully operational computers that 
consumers and businesspeople rely upon. 
As such, they require the same level of 
protection one would use for a computer or 
organisational network. As we have seen 
recently, no device, no operating system, and 
no ecosystem is immune from cyberattacks. 
Users and organisations of all sizes cannot 
depend on the built-in security features 
alone of any mobile device, and ought to 
implement advanced security measures 
capable of detecting and blocking known 
and unknown threats originating from all 
possible attack vectors. 
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We have built an unparalleled network of o�  ce, co-working  
and meeting spaces for companies to use in every city in the world.

It’s an infrastructure to support every business opportunity.

Our network of workspaces enables businesses to operate anywhere, without the need
for set-up costs or capital investment. It provides our customers with immediate cost bene� ts

and the opportunity to fully outsource their o�  ce portfolio.

It’s a network designed to enhance productivity and connect 2.5 million
like-minded professionals: an instant global community, and a place to belong.

To � nd out more, call us on 1800 881483, visit regus.com.my
or download our app.

WORK, MEET AND CONNECT WHEREVER 
YOUR BUSINESS TAKES YOU

I
n today’s connected world, there is a growing trend 
of digital nomads and remote workers who have a 
say in where and how they want to work – thanks to 
the multitude of coworking spaces mushrooming 
around the world. 
      No longer just a trend or a buzzword for hip 

millennials and tech startups, coworking spaces have become an es-
tablished subsector within the commercial real estate industry that is 
here to stay. Within the last 10 years, the number of coworking spaces 
worldwide has grown from 310 centres in 2009 to 18,287 centres in 
2019, with the number predicted to reach 25,968 by 2022. 1

DESIGN SPACE FOR ALL 
While the needs of every generation differ, businesses will continuous-
ly strive for productivity, efficiency and simplicity in their operations. 
According to leading global workspace provider IWG’s 2019 Global 
Workspace Survey (GWS), 65% of businesses say flexible workspace 
helps them reduce capital expenditures and operation expenses, 
manage risks, and increase employee productivity. 2

   A multi-generation workforce appreciates different aspects of 
a flexible workspace. Survey findings show that the generation born 
pre-1964 prioritise the productivity benefits, whereas those post-1980 
prefer the creative aspects. For the late-millennials and Generation Z 
entering the workforce, coworking space can be the deciding factor 
between jobs offers and attracting the right talent. 

TIME OFF, BUT NOT TOO MUCH
Beyond the in-office cafés coworking spaces are providing workers 
with more than just an amenity-rich environment. Their location and 
reach play a big role in helping people to be more productive in their 
work by saving commute time. 
  There are few things worse to start your day with than a daily, 
nightm are commute you must face to reach the office. Whether it’s 

cancelled trains or an accident-induced traffic on the road, precious hours 
can quickly evaporate way and leave workers behind on the day’s tasks. 
IWG’s 2019 GWS found that 40% of people cite their commute as the 
worst part of their day. 
        We’ve made some calculations: For commuters living in the city who 
drive to work rather than take public transport, it equates to 51 hours a 
year waiting in traffic. For the average adult working from the age of 18 to 
65 that means 2,397 hours in a lifetime or almost 100 days. 3

   On public transport, travellers often experience crowded conditions, 
stress, discomfort, disruption, delay, feelings of time being ‘wasted’ and to 
top it off, their wallets are hit. As the country’s transportation infrastructure 
continue to develop, more and more people are flocking into city centres at 
the same time to reach their offices. What they’re lacking, is a little flexibility.  
   To help support workers to be productive, flexible working enables 
employees to arrive at a desk within a stress-free commutable distance 
from their homes. Employees living in suburbs and small towns are then 
able to access all the facilities they require from an office, such as high-
speed wi-fi but closer to home.  Furthermore, Regus Economic Study has 
shown that if the growth in flexible working continues to increase at its 
current speed, people around the world would save over 3.53 billion hours 
commuting every year by 2030. 

HELPING MORE PEOPLE WORK BETTER 
It is to this end that Regus saw an opportunity to create a global infrastruc-
ture built to support businesses, establishing an unparalleled network of 
offices, coworking and meeting spaces in every city in the world. Regus 
has been offering workspace solutions for 30 years, establishing a com-
munity of 2.5million like-minded professionals worldwide. 
   In just 6 years, Regus has grown exponentially from 6 centres in 2 cit-
ies to 34 centres in 5 cities. As the demand for coworking space continues 
to grow, Regus is aggressively expanding its network to every major and 
suburban city so that every working population in Malaysia would be able 
to access a global network. 
   To continue bringing the Regus experience to businesses of all siz-
es, from freelancers, startups, and SMEs, to multination corporations and 
corporate accounts, Regus is planning to open at least 40 centres in Ma-
laysia by year-end, adding to the global footprint of over 3,000 locations 
worldwide. 

                To find out more about how flexible workspaces can help your business, visit www.regus.com.my, or call 1800 88 1483. 

REGUS MALAYSIA:
BEYOND AN 
OFFICE SPACE

1 Global Coworking Growth Study 2019 – Coworking Resources
2 2019 Global Workspace Survey – International Workplace Group (IWG)
3 Regus Economic Study
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mise and collaboration are vital for 
progress. We cannot go backwards 
only forwards, and moving forward 
together, despite our differences, 
will allow us to see that we have 
more in common than we do in dif-
ference and that the greater good is 
worth fighting for.
        So what is humanity’s 
common ground?
        Courtesy of Kate Raworth of 
Doughnut Economics fame here is 
our common ground as humans:
  Our common ground in 

  Social Foundations
    Water, food, housing

energy, health, education, 
income and work, peace and 
justice, networks, gender 
equality, social equity, 
political voice

  Our common ground 
  in Ecology
    Climate change, ozone

layer depletion, air pollution, 
biodiversity loss, land 
conversion, freshwater 
withdrawals, nitrogen and 
phosphorus overloading, 
chemical pollution and 
ocean acidification

When these common grounds are 
threatened, our very existence is 
threatened. 
        Today, we have the advantage 
of more highly developed commu-
nications techniques, but the basic 
need for minimising suspicion and 
maximising trust remains with us, 
worldwide, at a time when polar-
ization is increasing.
        We cannot afford to let our 
differences stand in the way of 
progress for the common good. 
Instead, let’s drop our ideological 
weapons, and instead meet in 
the Commons and find common 
ground that leads to better ways to 
address our 21st century challenges 
and create a viable, sustainable and 
mutually prosperous world for all.
        Remember everybody lives by 
selling something. 

F inding common ground is 
indispensable to our 
progress, especially if we 

are to move forward as communi-
ties and solve the most pressing 
issues we have to deal with as 
humans inhabiting an abundant but 
vulnerable and finite planet. This 
matter affects us all, in all aspects 
of our lives and as such it is a topic 
worth exploring and understanding 
in more depth. This article is the 
first in a series about progress and 
finding common ground.
        Let’s start with what is 
common ground. 
        ‘Common Ground’ is a 
communication technique.
        As stated above it is the over-
lap between the positions of parties 
that may otherwise disagree.
        “Finding common ground” is 
a technique people use to facilitate 
interpersonal relationships of all 
kinds including in sales, business, 

politics and personal relationships.
        It is key to our survival as people, communities and nations; 
however, finding common ground is not so common these days and this 
is a major cause for concern as we tackle big world issues and life’s every 
day challenges.
        Common Ground’s origins go way back in history and comes from 
the concept of the ‘Commons’.  As stated in Wikipedia ‘the commons 
in many communities were places available to everyone, such as the 
village pump, or the sidewalk of a road.’ Think the city square, our local 
parks and playgrounds, strip shopping centres, and local community and 
sporting groups we are familiar with today.  ‘Thus, even for those far 
from home, the sight of someone familiar only from the commons might 
be comforting to a homesick or lonely traveller. This effect can be seen 
in many kinship groups.’ If you have travelled interstate or overseas and 
you found the ‘Commons’, there is something comforting about finding 
their version of the Commons.
        Only last week when I was in Sydney working, I found out where 
the nearest public swimming pool was and made my way there after 
work to have a swim. When I entered the pool deck, I saw the coach 
of a swim squad and approached her for guidance as to how the pool 
etiquette worked here. I mentioned I was a squad swimmer from 
Melbourne who was up in Sydney for a few days. I asked about which 
lanes I could swim in and where I could get a kickboard and pull buoy. 
In a matter of 30-60 seconds she and I had found lots of common 
ground and I was able to swim feeling like I was back in Melbourne. 
She was so immediately helpful, friendly and warm towards a complete 
stranger – me.  ‘One measure for interpersonal relationships is warmth. 
Thus discovery of common ground is commonly cause for comfort and 
additional happiness among the participants, and is one step on the way 
to respect or perhaps friendship’.
        Sadly, ‘finding common ground’ seems to be in short supply in our 
world at present, especially on the political scene as the ‘us versus them’ 
and ‘black and white’ inflexible ideologies and factions fight for suprem-
acy with a ‘winner takes all approach’.  Gone are any forms of warmth, 
trust, respect and comfort for each other. This leaves people feeling more 
anxious and vulnerable which means they retreat even more into their 
isolated camps and the common ground is left vacant and barren.
        When people are isolated from the common ground, they stop 
listening to one another, instead they are intent on getting out their 
message of righteous indignation at the expense of every other voice. 
It then becomes about who can shout the other down the loudest 
and, about who can sling the most stingy rebuke, whether factual or 
not.  When people hide behind social media messages like Twitter and 
Facebook, and are not required to face each other in person in the 
commons, it’s much easier to sling abuse at anyone and get away with it 
as there are no direct consequences for such actions.
        Our world, at present, has ceased to be a contest of ideas focused 
on finding common ground in order for us to progress and instead has 
become a contest of powerful egos, megalomaniacs, and trolls intent on 
destroying the other and this is the destructive road to hell.
        Common ground is about setting aside our prejudices and differ-
ences and instead about finding better ways to live together and build 
trust and respect for the common good. Listening, questioning, compro-



D
uring the Age of 
Sail, Singapore 
was known as a 
strategic port in 
Southeast Asia. 
Today, the Lion 

City is known as a global hub, at-
tracting visitors from all over.
        Singapore is where people 
meet, collaborate, and innovate. 
From its strategic position, it offers 
market access to 4 billion people 
within a 7-hour flight radius. With 
flights from 400 cities in 100 coun-
tries and territories, Singapore is 
easily accessible from anywhere 
around the world.
        Now, with Jewel Changi Air-
port, visitors can look forward to 
touching down at Singapore’s air-
line hub. With a total floor area of 
135,700 m2 and more than 300 
retail and dining facilities, Jewel 

Changi is an attraction in its own 
right. Its centrepiece, the Rain Vor-
tex, is a brand-new avant-garde 
concept water sculpture, which 
has attracted countless tweets 
and Instagram posts.
        When it comes to the ac-
tual meeting, Singapore has a 
diversity of venues to put on any 
size of meeting, from boardroom 
discussions to gala dinners and 
international product launches. 
World-class convention centres, 
like the Sands Expo and Conven-
tion Centre at Marina Bay, Resorts 
World Sentosa Convention Centre, 
and Suntec Singapore Convention 
& Exhibition Centre enable you to 
craft the perfect event.
        For a more unique take on 
venues, Singapore has no short-
age of artful, quirky places to host 
your event. Universal Studios Sin-

BUSINESS TRAVEL TO SINGAPORE: 
MEETINGS, INCENTIVES, 
CONFERENCES, AND EXHIBITIONS

SINGAPORE: 
PASSION MADE 

POSSIBLE
gapore or Madame Tussauds is available to host events after-hours, mak-
ing it a venue space with a twist. You can even hire a private capsule at 
the Singapore Flyer for board meetings, or organise a street party at Ann 
Siang Hill in Chinatown.
        To help you run an event to remember, the Singapore Exhibition 
and Convention Bureau, a group under the Singapore Tourism Board can 
support the needs of your meetings and incentive groups. For example, 
the Singapore MICE Advantage Programme offers myriad benefits for or-
ganisers, like discounts on advertising space at Changi Airport, preferred 
rates for venue rental and complimentary air tickets on Singapore Airlines 
(subject to minimum spend). The In Singapore Incentives & Rewards 
(INSPIRE) programme can also add value to your itinerary, as a reward 
programme comprising curated experiences at Singapore’s selected at-
tractions and establishments that are customised for incentive travellers 
from specific markets.
        Pick Singapore as your next business travel destination, and be 
amazed at the possibilities!

Make your business event in Singapore a one-of-a-kind 
experience. Get started at www.visitsingapore.com/mice, 
or e-mail secb@stb.gov.sg. 
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flights, and between their flights if they have enough time.
        It also means JEWEL was created for the community in which this 
airport exists: the city and country of Singapore.
        That is a big change in thinking about what an airport can be in 
the world, not only a place for coming and going, but a place where 
people from the local area and the rest of the world can be together 
to eat, shop, laugh, play, see and be seen, to engage with life, and with 
each other.
        This change takes vision, commitment, and resources. It also takes 
a willingness to relook at our “usual way of doing things” to ask a new 
way of thinking and being better suited to create value in the world of 

today, and more value for 
the world of tomorrow.
        Whether you live 
in Chile or China, in 
Bangalore, Barcelona, or 
Brazil. The way we choose 
to live our lives will shape 
the society and the future 
that all of us will share.
ome sort of a gift as a 
thank you. 

I
nside one of the new 
wonders of the world, 
JEWEL at Changi Airport 

in Singapore. A cascade of water 
pours down 40 meters from roof 
to basement, creating the world’s 
largest indoor waterfall.
        This space for the world to 
gather was built outside the transit 
area. Travelers can enjoy being 
here before their flights, after their 



* Now available in Atlanta, Boston, Chicago, Houston, Los Angeles, Miami, 
 Montreal, New York, San Francisco, Toronto and Washington. turkishairlines.com

Our Business Class experience is made of true hospitality which comes from our hearts. It is central to everything we do.

MORE THAN JUST A WORD
HOSPITALITY

MORE THAN 
JUST A TRANSFER
With the Exclusive 
Drive* service, private 
chauffeur driven 
vehicles will take you to 
or from the airport, with 
a pleasant, luxury ride.

MORE THAN JUST 
MOVIES AND GAMES
Hundreds of movies and 
music albums, Live TV, 
free Wi-Fi connection 
and much more will be at 
your fingertips.

MORE THAN
JUST A VISIT
Lounge Business will 
refresh you before your 
meetings with five-star  
facilities such as gourmet 
dining, suite rooms, shower, 
piano, massage therapy 
and mini golf.

MORE THAN
JUST A MEAL 
During your flight, a truly 
fine dining experience 
will take your taste buds 
above the clouds.

MORE THAN 
JUST A SEAT
A special seat that turns 
into a fully flat bed, 
an abundant legroom, 
seat separators for your 
privacy, luxury amenity 
kits and more. All for 
your comfort.



54    COLUMN      

Gary is a Belarusian 
entrepreneur, author, speaker 

and internet personality. 
First known as a wine critic 
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AskGaryVee     GARY VAYNERCHUK

I traveled over to 
Singapore in the first 
part of 2019 for the 

opening of VaynerMedia’s 
Southeast Asia office.
        I’ve been there several 
times before and really enjoyed 
my time there.
        It’s very obvious to me that 
Southeast Asia is a region that 
can’t be ignored – there’s a lot that 
excited me about the region and 
I can’t wait to go deeper over the 
next several years!
        Here’s why:

THEY PULL FROM BOTH AMERICAN 
AND CHINESE INFLUENCE
US entrepreneurship is seen as the 
“North Star” for most of the world.
        When you think of the best 
companies in the world, most 
would point to companies like 
Google, Apple, Facebook, or 

Amazon. In other words, they’re all US-based companies, for the 
most part. The branding of Silicon Valley has played into that too 
in a big way – there are different versions of it all around the world 
but Silicon Valley in California is seen as the main place for startups 
and entrepreneurship.
        But one of the regions where I see that’s less true is Southeast 
Asia because they pull from heavy Chinese influence. Many Chinese 
companies are active in the region which exposes them to the style of 
Chinese business and a different set of values.
        For example…a 19-year-old growing up in the region will say 
“Alibaba” as fast as they say “Amazon.” They’ll say “WeChat” as fast as 
they say “Facebook.”
        In terms of values, culture, and business practices, they can extract 
the best out of both worlds because they’re exposed to both.

SOUTHEAST ASIA HAS A MORE “RAW” ENTREPRENEURIAL SPIRIT
The state of entrepreneurship is always in constant evolution.
        For example…entrepreneurship in Europe as a whole is very 
different today than it was 40-50 years ago.
        Entrepreneurship in America is in a very interesting place right 
now because it’s become “cool” – people are putting it on a pedestal 
and we’re seeing people starting companies who are only doing it to 
appease the opinions of others.
        On top of that, we’re seeing a lot of people who would’ve 

normally become executives or 
employees 5-10 years ago get into 
entrepreneurship today.
        Don’t get me wrong – this is 
incredible and I’m so happy that 
entrepreneurship has become 
more mainstream – it’s just that 
too many build their self-esteem 
around the fact that they’re going 
to build billion dollar companies, 
and when they fall, they fall hard.
        In Asia, I feel more of a 
“rawness” and less of a political 
correctness when it comes to 
entrepreneurship. We’re also 
seeing a lot of kids diving into 
entrepreneurship and breaking 
away from what their parents 
want them to do which creates a 
certain dynamic.
        There’s so much ambition 
and opportunity in the region 
and it’s exciting to me.
        It feels exciting to me. 



T he first contractor got a 
proposal to us within a 
few days, the second 

contractor got a proposal to us 
later the same day and the third 
contractor gave us a price on the 
spot. On the responsive scale, the 
third contractor was the best. 
        Certainly, responsiveness is 
not the only criteria that prospects 
weigh as part of their decision-
making process. They may also 
consider:

   Trustworthiness
   Timeline of the deliverable(s)
   Referrals
   Expertise
   Credibility
   Personality
   Understanding of your needs
   Fit
   Price
   Chemistry
   Ease of working with
   Capabilities
   Your comfort level
   Reputation
   Proximity
   Flexibility

The list isn't complete as I'm sure 
there are more. 
        Although price is only one 
of 18 criteria listed, it's the only 
objection salespeople ask for help 
with. Salespeople don't ask if 
we can help with the reputation 
objection, chemistry objection 
or personality objection. With 
salespeople it's always about price.
        The thing is, if you have a 
reputation problem, or any of the 
others on the list that aren't price, 
they may be difficult or impossible 
to overcome. Price, the criteria 
salespeople obsess about, can be 
eliminated when salespeople sell 
value. That's not accomplished 
by talking about value, saying 
there's value, or adding value. It 
occurs when salespeople bringing 
the actual value to the customer. 
Salespeople must be the value. 
When customers perceive that you 
provide a value that others don't, 
your higher price won't matter.
        Objective Management Group 
(OMG), which has evaluated and 
assessed 1,879,677 salespeople, 
has some data on selling value, one 
of the 21 sales core competencies 
we measure. 41 per cent of all 
salespeople are strong at value 
selling, but that's deceiving because 
only 11 per cent of the bottom 
half of all salespeople have selling 
value as a strength and that group's 

Dave Kurlan is a best-selling 
author, top-rated speaker and 
thought leader on sales devel-
opment.  He is the founder and 
CEO of Objective Management 
Group, Inc., the industry
leader in sales assessments 
and sales force evaluations, 
and the CEO of David Kurlan 
& Associates, Inc., a consulting 
firm specialising in sales  
force development. 
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average score is just 46 per cent. On the other hand, 97 per cent of the 
top 5 per cent of all salespeople have selling value as a strength and 
their average score is 87 per cent. Top salespeople are 791 per cent 
more effective at selling value!
        Why is there such a difference?
72 per cent of all salespeople have non-supportive buying habits 
and understand it when their prospects shop for the lowest price, 
comparison shop or think it over. Yet, if you break it down by 
performance, it's quite a different story.
        Only 23 per cent of elite (top 5 per cent) salespeople have non-
supportive buying habits but it gets a lot worse from there and quickly.
        46 per cent of strong (next 15 per cent) salespeople have it, 72 per 
cent of serviceable (the next 30 per cent) salespeople have it and 89 per 
cent of weak (the bottom 50 per cent) salespeople have non-supportive 
buying habits.
        You might be thinking, "It can't be that big of a deal if almost a 
quarter of the best salespeople in the world have this weakness and 
they're doing fine," and you couldn't be more wrong. Understand 
that if the best salespeople have this weakness, it's likely the only 
weakness they have and their considerable strengths, grit and tactical 
selling competencies make up for it. On the other hand, most of the 
weak salespeople have many more weaknesses and too few strengths 
to compensate.
        Almost ALL of the bottom 50 per cent buy in such a way that 
their habits don't support ideal sales outcomes. And sales training 
won't fix that.
        What does?
You have to change the way you buy things! 
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the complete design and imple-
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process. More complex implementations require more time. 
Unfortunately, the most appropriate PM is usually the staff member who 
can least be spared from the day-to-day operation, since their knowledge 
of the project and process is most crucial in the implementation so a 
support team must be dedicated to the project.
        The project manager will organize regularly scheduled meetings 
among all members of the project team, both internal and external, 
where a detailed schedule Critical Path Chart is used to monitor and 
manage the progress of each individual implementation process step. In-
dividuals and/or teams are assigned responsibilities for future steps that 
need to be performed. Notes taken at these meetings will be distributed 
to all team members, including those who may not have been present, 
and steps on the critical path will be highlighted for immediate attention 
of those responsible as the project progresses. This creates accountability 
and ownership of the project implementation among all the team mem-
bers, whether they are vendors, employees, or consultants. The PM will 
spend the majority of his or her time resolving scheduling issues, revising 
the sequencing of activities, and communicating with everyone involved.

PROJECT IMPLEMENTATION The project manager (or designated team 
member reporting to the PM) is typically charged with overseeing the 
bidding process for any new equipment required in the implementation. 
This process includes the following:
  Specifications for the required equipment or services must be

developed in a form that allows the vendors to respond with their 
best solution and price. Bid specifications should be performance-
based, rather than product-based, which opens the process to multiple 
vendors whose solutions can meet the required functionality. This 
increases competition for the bid and ensures that the best solution 
will be available, rather than a specification that ties the solution to a 
specific vendor or product.

  The PM (or designated team member reporting to the PM) will
develop a qualified vendor list to ensure the company gets the best 
solution from a qualified vendor source and submit the specifications 
to appropriate vendors

WHAT IS PROJECT IMPLEMENTATION

P
roject implementation is 
the process by which 
operational changes, 

including those involving new 
equipment, facility designs, or 
process improvements are 
accomplished. The primary 
activities that need to be managed 
are the overall project control, the 
bidding process, equipment and 
process installation, and 
transition planning.

WHY IS IT NEEDED Management of a 
proposed project’s implementation 
is a crucial step in the ultimate suc-
cess of the project. Without proper 
implementation plan, it becomes 
increasingly unlikely that the 
proposed changes in an operation 
will meet the results that were pro-
jected. Allocating responsibility for 
the implementation to multiple per-
sonnel with competing resources 
does not typically lead to positive 
results. A project management 
team with an experienced leader 
must be assigned and given the 
appropriate time and resources, 
which can often be considerable, 
to lead the project to successful 
implementation.

PROJECT MANAGEMENT The first 
step in a project implementation 
is to assign a project manager 
(PM). If an internal resource is to 
be used primarily for the project 
management, his or her regular 
duties must be sufficiently relieved 
in order to dedicate proper time 
to manage the implementation 

  Despite every effort to provide
well-defined specifications, 
there are often questions asked 
by vendors about the processes 
to be implemented or 
equipment to be provided. The 
project manager or designee 
is tasked with answering these 
questions satisfactorily and 
coordinating with other bidding 
vendors to make sure they all 
have the same information.

  The PM is responsible for
vendor response evaluation 
and selection. Responses 
should be tabulated and 
evaluated both quantitatively 
and qualitatively

  The list should be shortened to
two to three bidders for inter-
views or presentations prior to 
the final selection decision

  Project management
implementation also typically 
includes transition planning 
to appropriately prepare for 
the transition from current 
processes to a future status, 
particularly if the change 
involves retrofitting or re-using 
existing equipment. This is 
usually reflected in the project 
management schedule and will 
frequently involve many depart-
ments in the company from the 
warehouse, to IT to customer 
service to upper management.

  The bid specifications will
often have to take into account 
the transition plan in order 
to obtain accurate responses 
and minimize the possibility of 
change orders during imple-
mentation. As the project pro-
ceeds, it is important to review 
and update the transition plan 
as more details become known 
and as conditions change. The 
project manager has the ulti-
mate responsibility to see that 
this happens.

  Once the project installation
begins, the PM is responsible 
for verifying installation against 
specifications and overseeing 
the successful installation of the 
various processes with respect 
to the schedule. In addition, 
the PM will be coordinating 
the testing protocols developed 
with the vendors and users. 
There will be pre-startup unit 
testing and total system start up 
testing and ramp-up. The proj-
ect manager will stay involved 
managing the chart until the 
all company staff are trained to 
use the new system and imple-
mentation is complete 
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W e all deal with bias and 
preconceived ideas. Bias 
is easy to recognize in 

others and hard to spot in 
ourselves. All of us would like to 
believe that our thoughts are 
rational, logical, and based on 
current facts, but in reality, our 
perspective is a complex web of 
past experiences, previous 
thoughts, and bias shared by other 
people around us.
        We can clearly see this in the 
political landscape today. There 
are 435 members of the House of 
Representatives serving in Wash-
ington, DC. These 435 individuals 
represent a diversity of age, race, 
gender, experience, background, 
and culture; however, when a bill 
hits the floor of the house, the 
support invariably is divided along 
party lines. It’s hard for me to 
believe that, given a complex piece 
of legislation, every member of one 
party will be in favor of it while 
every member of the other party 
will be opposed to it.

        Even members of Congress who are from the same state have 
opposite opinions regarding what’s best for their constituency. 
Obviously, there is an overriding bias in play, and these people 
identify more closely with their party than the people they serve. 
Bias is hard to eliminate as we often perceive what we expect to find.
        I really enjoy Major League Baseball, and despite their 
reputation to the contrary, umpires generally do a good job of calling 
the games. One area I have noticed where umpires consistently have 
a bias is when they are calling balls or strikes on a future Hall of 
Fame batter. Umpires are baseball fans like the rest of us. The vast 
majority of them would have preferred having a career playing the 
game instead of being the umpire. When a legendary player comes 
up to bat, umpires statistically call fewer strikes on them. In their 
minds, I believe they have an unconscious bias which tells them if 
a player like Mickey Mantle, Willie Mays, or Joe DiMaggio didn’t 
swing at a pitch, it was probably not in the strike zone.
        Obviously, fans have a much more pronounced bias than 
umpires. If you’re ever in a sports bar watching a game, fans of 
opposite teams will continue to argue their view of a particular play. 
Rarely does either side change their opinion even while watching the 
play over and over in slow motion. We see what we want to see or 
what we expect to see.
        While it may not be possible for you and me to eliminate our 
own bias, we can be aware of it and take it into account as we make 
critical judgments and decisions.
        As you go through your day today, be aware of all the bias 
around you, including your own.
Today’s the day! 
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o Chi Minh 
City represents 
Vietnam at its 
most dynamic 
and dizzying. 
A high-octane 
city of 

commerce and culture, scooters 
ride past pedestrians at top 
speed, while street vendors hawk 
their wares to passers-by.
        The city is named after Ho 
Chi Minh, the father of Vietnam-
ese independence. But everyone 

still calls it Saigon. Technically, 
Saigon is used to refer to the city 
centre in District 1 and the adja-
cent areas, while Ho Chi Minh 
City is referred more to the entire 
modern city with all its urban and 
rural districts.
        At its core, Ho Chi Minh 
City feels very Parisian, with wide 
boulevards, elegant parks, and 
historic French architecture. Most 
of the French influence can be felt 
in District 1, where the French 
had their administrative core.

BY 
ONG XIANG

HONG

   BUSINESS TRAVEL      

GETTING IN Tan Son Nhat 
International Airport (TIA) is the 
gateway to Ho Chi Minh City. 
It is also the country’s busiest 
international airport. Unlike 
other major city airports, TIA is 
located relatively close to the city 
centre, making travel to and from 
the airport easy and convenient. 
During non-peak hours, the ride 
to the city centre can take as 
little as 15 minutes.
        Rates for taxis and ride-
hailing services are reasonable 

        While Hanoi is the centre 
of government, Ho Chi Minh 
City is Vietnam’s economic 
heart. Many multinational 
organisations have their 
Vietnamese headquarters in 
Ho Chi Minh City, including 
Deloitte, Hewlett Packard, and 
Standard Chartered. In addition, 
Quang Trung Software Park on 
the outskirts of the city hosts a 
number of software companies 
and schools such as the Saigon 
Institute of Technology.

H

THE PARIS OF ASIA: 
HO CHI 
MINH 
CITY
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for trips into the city from TIA. 
There exist buses to and from 
the airport, but unless you are 
familiar with the Vietnamese 
language, its advisable not to 
use them.

GETTING AROUND Traffic in 
Ho Chi Minh City can only 
be described as chaotic order. 
Scooters and motorbikes buzz 
sidewalks like fighter pilots, 
while cars and buses jockey 
for position at traffic lights. 
Everyone seems to be in a hurry 
to go somewhere. 
        No other Southeast Asian 
metropolis can boast the energy 
and chaos that traffic in Saigon 
has. Though it may be cheap, 
unless you have supreme 
confidence in controlling your 
vehicle, it’s inadvisable to rent 
your own car or bike. Instead, 
you can use ride-hailing apps 
like Grab to find a driver. Rates 
are cheap and drivers are 
plentiful, especially for bikes. 
        Buses in Ho Chi Minh 
City are also another good way 
to get around if you know the 
route. Most are staffed by two 
employees: the driver and the 
fare collector. The driver keeps 
the bus moving while the fare 
collector interacts with the pas-
sengers. Locals claim, plausibly, 
that buses are even faster than 
taxis. The reason is that buses 
have an informal right of way 
on the streets of Ho Chi Minh 
City; when another vehicle sees 
a bus coming, that vehicle gets 
out of the way.
        Lastly, crossing the 
road in Ho Chi Minh City 
can be daunting. On main 
thoroughfares, the river of 
motorbikes and cars can seem 
endless. The key to crossing 
the road is to remain calm; and 
walk slowly and confidently. 
Motorbike riders in Saigon are 
pretty good as they will drive 
to avoid you. Do not stop, run, 
or do any sudden movements. 
Also, sidewalks are routinely 
invaded by motorbikes. If you 
hear a honk, be aware of your 
space and give way—that’s the 
hierarchy of Saigon traffic.

  The Rex, Caravelle, 
and Majestic hotels are 
three of Ho Chi Minh 
City’s most famous 
hotels. Generals, war 
correspondents, and 
diplomats stayed at 
these hotels back in the 
day. Now refurbished 
to their former glory, a 
drink from the rooftop 
bar of each is a good 
way to survey Saigon’s 
skyline and get a feel of 
the city’s history. 

SEE AND DO
  Ho Chi Minh City 

is full of colonial 
French architecture 
from its days as 
capital city of French 
Indochina. Among 
the highlights include 
the Central Post 
Office, Reunification 
Palace, Notre-Dame 
Basilica, the Opera 
House, City Hall, and 
beautiful landscaped 
gardens. All of these 
are within walking 
distance from each 
other.

  Landmark 81 is a 
super-tall skyscraper, 
and also the tallest 
building in Viet-
nam. It is a mixed-
use development, 
comprising hotel and 
conference facilities, 
luxury apartments, 
high-end retail spaces, 
restaurants, bars, 
and a multi-story 
observation deck at 
the tower's crown.

  Vietnam’s coffee 
culture is another 
legacy of the French. 
From roadside stalls 
to trendy cafes, good 
coffee can be found 
just about anywhere 
in Saigon. Coffee in 
the Vietnamese style 
is brewed strong 
and served with 
condensed milk, 
sometimes over ice.
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S
tress in the 
workplace is far 
from uncommon. 
Even the most 
optimistic or 
excellent 

employee can have a bad day. Many 
employees can often de-stress after 
work, utilising their free time to 
cleanse themselves of fatigue. 
Unfortunately for some, the stress 
that builds up over the day is not so 
easily resolved. When employees 
who can’t relieve themselves of 
stress are left unchecked, it can lead 
to bigger problems, such as 
depression and anxiety.
        Considering the amount of 
time people dedicate to their jobs, 
it is important for them to be 
able to navigate the workplace in 
a way that reduces stress, rather 
than exacerbates it. The following 
tips can help workers alleviate 
the effects of the stressors they 
experience at work in order to 
improve their overall mental health.

KNOW THE SIGNS 
Signs of stress, depression, and 
anxiety can be subtle, but not 
impossible to spot. One of the 
most obvious signs are changes 
in behaviour. Some of those signs 
may include taking longer to 
complete routine tasks, having 
difficulty communicating with 
colleagues and feeling the need 
to call in sick more frequently. As 
people experience these problems, 
they may begin to push themselves 
to work harder, which may 
eventually aggravate the issue.

MAKE LISTS 
Getting overwhelmed by a 
mountain of work contributes 
greatly to a worker’s stress levels. 
Creating to-do lists not only helps 
you keep track of what needs to be 
done for the day, but also helps you 
prioritise important tasks, allowing 
you to feel better every time you 
tick off an item from the list.

TAKE FREQUENT BREAKS
Every hour or so, it is important 
to take a five to ten minute break. 

Staying at a desk while staring 
at a computer screen can get 
monotonous and demotivating. 
Taking regular breaks ensures that 
workers can remain comfortable 
and motivated at work.

AVOID WORKPLACE GOSSIP 
Although some people use 
workplace gossip for entertainment, 
a way to bond with co-workers or 
to communicate their frustrations, 
in the long run, it can cause more 
stress because it lowers morale 
and strains relationships with 
colleagues. Venting about problems 
with a co-worker, however, can be 
healthy as long as the conversation 
is done directly with that person 
and not third parties.

AVOID TAKING ON TOO MUCH AT ONCE 
Sometimes, employees do not put much thought into things before 
accepting a new project. Employees should take some time to consider 
the scope and magnitude of new tasks before considering taking it so 
as to not overextend themselves.

ADD PERSONAL ITEMS TO A WORKSPACE 
Adding personal items to a workspace can help people feel better 
when they’re experiencing stress. When people can look at reminders 
of their loved ones, favourite pet or enjoyable hobbies, it can help them 
feel positive as they think about the things that make them happiest.

DON’T FEEL ASHAMED ABOUT GETTING HELP 
Employees don’t have to suffer in silence. If you or a colleague are 
showing signs of stress or depression, seek out professional help. 
If you are not willing to go that far, talk to HR or your boss. One 
might fear disclosing such issues to colleagues and bosses; however, 
many workplaces understand the true cost of not dealing with issues 
like anxiety and depression, so they work to promote good mental 
health. 

PRIORITISING 
MENTAL HEALTH AT WORK

BY 
JORDAN

LOW



MUSIC MOVIEBOOK

THE LION KING (2019)
Cast: Donald Glover, Seth Rogan, Billy Eichner, Beyoncé

F or those who grew up in the 80’s and 
90’s, prepare yourselves for a 
nostalgia trip. The Lion King is a 

remake of the Disney classic from 1994. 
Although fully reimagined in CGI, the return 
of memorable characters such as Simba, Scar, 
Timon, and Pumbaa will be sure to put a smile 
on the faces of those who enjoyed the original, 
despite the drastic art shift. Though some of 

the old guard 
might be put 
off from the 
lack of the 
charming 
hand-drawn art 
style, early 
critics have 
recommended 
it as a must 
watch for fans 
of the original.

FIRST MAN
Cast: Ryan Gosling, Claire Foy, Buzz Aldrin

F
irst Man is a 2018 American epic 
biographical drama film directed by 
Damien Chazelle and written by 

Josh Singer. Based on the book ‘First Man: 
The Life of Neil A. Armstrong’ by James R. 
Hansen. This epic dramatisation of Neil 
Armstrong journey to space and man’s first 
steps on the moon has received numerous 
accolades, including two nominations at the 
76th Golden Globe Awards. The film received 

critical 
praise, 
particularly 
regarding the 
direction, 
performances 
by the cast, 
musical 
score, and the 
Moon landing 
sequence.

TO KILL A MOCKINGBIRD 
BY HARPER LEE

O
riginally published in 1960, To 
Kill a Mocking Bird is a classic 
that everyone should read at least 

once. The book is a coming-of-age story, an 
anti-racist novel, a historical drama of the 
Great Depression and a sublime example of 
the Southern writing tradition. The story 
views the world through the eyes of young 
Scout and 
Jem Finch, 
who observe 
as their 
father, a 
lawyer, 
desperately 
defends a 
black man 
falsely 
charged with 
the rape of a 
white girl.

THIS IS GOING TO HURT : SECRET DIARIES OF 
A JUNIOR DOCTOR BY ADAM KAY

T
his is Going to Hurt is a legitimately 
hilarious nonfiction compilation of the 
diary notes that author Adam Kay 

took down during his medical training from 
2004 to 2010. Kay's book discusses political 
issues in the health care system of the National 
Health Service in the United Kingdom and 
societal conflicts between the general popula-
tion and neglected doctors. While medicine can 
be a rather 
heavy topic 
that is not 
for everyone, 
Kay’s 
unrestricted 
use of 
humour 
provides an 
entertaining, 
no-holds-
barred 
account of 
his time on 
the NHS 
front line.

VIRTUAL INSANITY 
BY JAMIROQUAI

W
e are going back to the 90’s with this 
one. Virtual Insanity is an award-
winning single by British funk band 

Jamiroquai. Originally released in 1996, 
climbed to the top 10 music charts around the 
world, even topping a few of them. To this day, 
Virtual Insanity remains both funky and 
catchy with its smooth and down-to-earth 
rhythm. Not only is it an appropriate song to 
listen to while relaxing, one might even have 
to resist the urge to get up and dance along to 
the groove of the music.

SHATTER ME 
BY LINDSEY STIRLING

S
hatter Me is the second studio album 
by American violinist and solo artist 
Lindsey Stirling and contains arguably 

her best performances. Stirling herself presents 
choreographed violin performances, both live 
and in music videos found on her eponymous 
YouTube channel. She performs a variety of 
music styles, from classical to pop and rock to 
electronic dance music; all of which makes use 
of extreme amounts of violins and stringed 
instruments. Her musical style and skill with a 
(violin) bow is both motivational and breathtak-
ing, and is an excellent rhythm enjoy while 
working on other things.
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T
he 17th Golden Bull Award gala night was held at the Connexion Conference & Event Centre on 26 July 2019. The Award is given to 
companies representing strength and success in business. The event was attended by Guest of Honour, Dr Ong Kian Ming, who is 
the Deputy Minister of International Trade and Industry. Guests were also entertained by Special Guest Artiste, Nicholas Teo.

GOLDEN BULL AWARD 2019
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ng Lee, the award-
winning Taiwanese 
director famously 
said, “Sometimes, 
you’ve to get angry to 
get things done.”
        That can be true. 

In dealing with some of our infamous 
bureaucracy or some poorly trained hotel 
and restaurant staff, anger could get you 
results when reasoning fails. Or when our 
kids are throwing a tantrum and can’t be 
stopped with persuasion, a little display of 
anger can work wonders. 
        Anger, however, can be a double-
edged sword. 
        Consider the recent protests in Hong 
Kong, for example. The young(ish) crowd 
is clearly very angry. What started off as a 
movement against an extradition bill has now 
evolved into a random display of anger over 
everything Chinese. 

        The group, who claim to be leaderless, 
is made up of many segments of the society: 
students fearing for their future, labourers 
finding it hard to make ends meet, pro-
democracy activists championing greater 
autonomy, small traders displaced by 
technology and e-commerce, government 
servants disillusioned by a pay-freeze, and 
a plethora of other mischief-makers and 
concerned citizens. A disparate group, to say 
the least. But all united by anger. 
        And while I will stay away from 
saying whether their claims and demands 
are reasonable and realistic or otherwise, 
we are seeing collateral damage to not 
only businesses and the silent majority (or 
minority, as it may be); but more dangerously 
to the overall Hong Kong economy, and the 
future of the Special Administrative Region. 
Anger can sometimes do good, but is often a 
tool that one will come to regret. 
        As business people we have many 

reasons to be angry. Vendors not delivering 
on time. Customers not paying up. Employees 
not performing. Governments putting in more 
barriers. Competitors playing dirty. And so on. 
The list is endless. 
        Many of us succumb to this anger, and 
begin a trend of self-destruction. We begin 
to hold back payments to vendors who 
are tardy and overpromising, we cut out 
customers who pay late, and we discipline 
and fire non-performing employees. We react 
to our dissatisfaction with more anger. Until 
that anger consumes not just our business, 
but also our personal lives. Worse still, for 
many entrepreneurs, we are angry with 
ourselves more than anyone else. But, is that 
a solution?
        Whoever says business is easy? We made 
a choice. And we live with it. 
        We can choose to deal with issues and 
problems with anger. Or we deal with them 
rationally and logically. When we remember 
that we are out to solve problems and not to 
blame; when we begin to coach rather than 
discipline; when we work collaborative with 
governments rather than against them; and 
when we guide our vendors rather than punish 
them – we might just be solving problems 
rather than prolonging them.
        The late Canadian management guru, 
Laurence Peter wisely put it, “Speak when you 
are angry – and you’ll make the best speech 
you’ll ever regret.”
        Take a deep breath, and go solve those 
problems. Don’t get angry; get going. 



Chen Changzheng 
Executive Director 
Link Hotels International Pte Ltd 
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