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V  ietnam’s tourism sector has set a new record by welcoming 
nearly 1.62 million foreign tourists to the country this month 
alone, up by 34.3 per cent over the same month last year. 

According to the General Statistics Office (GSO), this huge spike in 
tourist arrivals are also the highest growth rate the sector has recorded 

this year. The GSO also announced the number of foreign tourists to 
Vietnam has reached nearly 14.5 million in the first 10 months of the year 
2019, up 13 per cent over the same period last year. Statistics also show 
the majority of the tourists were Chinese and South Korean visitors who 
accounted for nearly 56 per cent.

VIETNAM TOURISM SECTOR SETS NEW RECORD

FOOD DELIVERY IS UP IN THE CLOUDS 

N
ow more than ever, millions of people throughout the 
world are relying on mobile food delivery applications to 
have our favourite foods brought right to our doorstep. But 

ordering meals from restaurants far away could land customers in 
trouble with high delivery charges and cooked food that is not fresh. 
In order to address this new hurdle in the food delivery industry, the 
concept of the “cloud kitchen” has been circling around. This is a 
place where cooks and chefs from various restaurants gather at the 
same site to cook food in their allotted spaces; creating a centralised 
food hub where delivery riders can pick up orders of all kinds.

BANGLADESHI SMES RECEIVE A TIMELY 
BOOST FROM UNITED NATIONS 

T
he recent launching of the first ever SME toolkit pilot 
project by the United Nations Global Compact (UNGC) has 
come at the perfect time. The UN body has partnered with 

numerous international bodies and local partners in an effort to 
boost sustainability of SME business in Bangladesh. The introduction 
of the toolkit is expected to enable SMEs to link sustainability with a 
more enabling work atmosphere, and help them set the right 
direction by placing their purpose, vision and policy into the context 
of across-the-board sustainability.  



I  n an effort to help SMEs combat the rather common issue of 
delayed payments by large businesses, the Insolvency and 
Bankruptcy Board of India (IBBI) has now made it compulsory 

for the buyers of SME products to confirm the pending invoices from 
their operational creditors based on the queries received by information 

utility (IU) companies. The new system that is in place will have SMEs 
upload their bills; for which if the closure will not be filed in required 
time, then automatically that information will be relayed to the IU 
National E-Governance Services Limited (NeSL) so that large businesses 
not paying continuously can be bracketed.

INDIAN SMES HAVE A NEW WEAPON TO WIELD AGAINST LARGE FIRMS

ALIBABA’S SINGLES’ DAY SMASHES RECORDS 

2
019 marks a historic moment as Alibaba generated US$13 
billion gross merchandise value (GMV) in its first hour of 
the sale; a 32 per cent increase from 2018’s first hour sales 

and nearly double Amazon’s estimated sales during Prime Day in 
July. Alibaba said it raked in more than US$38.3 billion GMV in sales 
on 2019’s Singles’ Day, outpacing analyst estimates for Black Friday 
and Cyber Monday sales in the US in 2019.

THAILAND STILL HAS MORE ROOM FOR STIMULUS PACKAGES 

T
he Bank of Thailand recently projected economic growth in 
the third-quarter at 2.9 per cent after seeing gains of 2.8 
per cent in the second quarter and 2.3 per cent in the first 

quarter. The minimal amount of growth was well below the central 
bank’s expectations. The prime minister assured that Thailand and 
Asean’s economies were not in a state of recession. Rather, they will 
just have to expect slower growth in the coming year. As a result, the 
prime minister stated that Thailand needs to come up with more 
stimulus measures to uplift the economy.
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 S  ingapore is contemplating the idea of expanding green financing 
incentives for financial services companies to help boost their 
resilience against the economic impacts of climate change. Ravi 

Menon, managing director at the Monetary Authority of Singapore (MAS) 

said the central bank sees an opportunity to expand its sustainable grant 
programme beyond bonds. Climate change will eventually cause a change in 
asset value throughout the world. Thus, financial institutions must be ready 
to adapt and act on new business opportunities that arise from said change.

SINGAPORE EYEING NEW INCENTIVES AMID GREEN PUSH

GIVING THE STREET STALL OPERATORS OF BANGKOK A HELPING HAND 

U
nfortunately, the iconic street stall vendors of Bangkok are 
slowly disappearing. Due to hygiene, clutter, and 
sustainability issues, many of these stores have been 

ordered to either move or close down. These stores are not only an 
integral part of Bangkok’s tourism industry, they also provide jobs 
and services for locals. The latest attempt to help street food vendors 
modernise is a pilot project being tested by King Mongkut's Institute 
of Technology Ladkrabang (KMITL). Recently, KMITL held an event 
showcasing the university’s research into projects that might improve 
the standards of Bangkok’s street food vendors. 

DUBAI SEEKS TO IMPROVE FUNDING FOR SME SECTOR 

T
he Dubai Financial Services Authority (DFSA) has recently 
issued a consultation paper that outlines proposals for a 
regulatory regime that permits SMEs to list their shares on an 

authorised market institution (AMI) in the Dubai Financial Centre 
(DIFC). The DFSA has stated that it hopes to enable SMEs to access 
equity capital markets in or from the DIFC by providing appropriate 
and proportionate regulatory standards, while at the same time 
providing satisfactory levels of investor protection. In a statement made 
by the DFSA, the proposed regime is intended to simplify and 
streamline the approval process for SMEs to access equity markets. 
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CMA FRONTIERS OF ACCOUNTING 
FORUM 2019
2 DECEMBER 2019
CROWNE PLAZA HOTEL, PASIG, 
PHILIPPINES
cmaphilippines.com

O
rganised by CMA Philip-
pines, this will be more 
than just a gathering for 

CMA Alumni as this is also open to 
all accounting related professionals 
in the industry who wish to broaden 
their knowledge since accountancy 
has been getting more inclined than 
ever to the digital world. Frontiers 
of Accounting 2019 will feature 
leading academics and senior mem-
bers of ICMA Australia who will 
share their views on specific frontier 
areas of financial reporting so grab 
the chance to learn and be updated 
from professionals. This program is 
highly recommended for Chief Fi-
nancial Officers (CFO), Chief Exec-
utive Officers (CEO), Cost Accoun-
tants, Senior Accountants, and any 
other senior positions who manage 
financials on a daily basis.

INTRIGUE SUMMIT HO CHI MINH
2 DECEMBER 2019
HO CHI MINH CITY, VIETNAM
SALESGASM.COM/
intrigue2019hochiminhcity

M
arketers from Vietnam 
and APAC are welcome to 
the Intrigue Summit, a 

global digital marketing event with 
the aim of connecting the world’s fin-
est digital and traditional marketing 
professionals so that they can edu-
cate, network and inspire others. In-
trigue Vietnam will bring together 
CMOs, Marketing Directors, Digital 
Heads and other senior managers 

blockchain, big data and learning 
machines, as well as case studies 
and panels in consumer banking, 
corporate banking, financial mar-
kets, and insurance. The FTWF ex-
plores current trends and expand-
ing, new market opportunities in the 
financial services sector. 

INTERNATIONAL CONGRESS OF 
CANCER & CLINICAL ONCOLOGY
5 – 7 DECEMBER 2019
SINGAPORE
istci.org/ccco2019

C
CCO-2019 mainly focuses 
on current hot topics of 
cancer research and clini-

cal oncology to accelerate the transla-
tion of cutting edge discovery from 
basic science to clinical level, and fur-
ther promote international scientific 
cooperation, debate and exchange. It 
aims to presents a unique platform 
for prominent surgeons, doctors, aca-
demician, scientists and R&D leaders 
from pharmaceuticals to obtain and 
exchange information on advances in 
the basic research, early diagnosis 
and treatment of cancer.

THE 3RD INTERNATIONAL 
CONFERENCE ON AGRICULTURAL 
AND FOOD SCIENCE
8 – 11 DECEMBER 2019
IBIS KUALA LUMPUR CITY CENTRE, 
MALAYSIA
icafs.apaset.org/2019

T
he 3rd annual ICAFS con-
ference is designed to 
provide an innovative 

and comprehensive overview of ag-
ricultural and food science. Much 
focus will be placed on agronomy, 
agriculture and plant biotech, ani-
mal biotech, veterinary and live-
stock science, marine biology, and 
many more. The aim of the confer-
ence is to provide worldwide spe-
cialists, scholars, and researchers 
that are engaged in related filed a 
chance to exchange the latest re-
search results and advances, study 
the latest technology and establish 
international friendship. Experts 
and practitioners will present the lat-
est innovations and advances, share 

their experience and insights, fore-
cast the trends and opportunities.

ROOM OF LEADERS: MENTAL 
HEALTH WORKSHOP
17 DECEMBER 2019
ONE UTAMA, PETALING JAYA, MALAYSIA
roomofleaders.com

G
lobally, one in four people 
will experience mental 
health problems at some 

point in their lives. There are many 
risk factors for mental health that 
may be present in the working envi-
ronment. Not recognising and ac-
tively countering these factors can 
often lead to a disengaged and un-
safe work environment. Mental 
health interventions should be deliv-
ered as part of an integrated health 
and well-being strategy that covers 
prevention, early identification, sup-
port and rehabilitation. The Room 
of Leaders Mental Health module 
will explain how the issue of mental 
health in the workplace became so 
prominent as well as discuss ways 
that you can improve the psychologi-
cal wellbeing of your workspace.

REACTOR R8 TOP CITIES - SEOUL 
ENTREPRENEURSHIP WORKSHOP
21 DECEMBER 2019
SEOUL, SOUTH KOREA
reactor.school

R
eactor School is organis-
ing several workshop 
courses throughout the 

globe to help to identify high poten-
tial individuals in their entrepre-
neurial journey. Reactor School ex-
ists to develop the next generation 
of startup leaders with character 
and calibre, who will lead by serving 
and serve by leading. Their alumni 
use technology as a force for good, 
and join or build startups that create 
lasting, positive impact. Designed 
for students curious about business, 
tech, and startups, the Entrepre-
neurship Exploration Programme 
(EEP) is a structures 2-day non-resi-
dential camp that includes design 
thinking, problem identification, so-
lution ideation, prototyping, and 
validation courses. 

from the marketing departments of 
MNCs, SMEs and Advanced Stage 
Startups. The summit will involve 
keynotes from few of the finest 
speakers in the region, panel discus-
sions by industry professionals and 
key business personnel. Audience 
members are also encouraged to 
participate in this interactive event 
and contribute to the discussion.

ASIA COLD CHAIN SHOW 2019
2 – 4 DECEMBER 2019
BITEC, BANGKOK, THAILAND
asiacoldchainshow.com

T
he ACCS is a focused exhi-
bition and conference on 
cold chain, cold logistics, 

cold transport and storage, and cold 
material handling. The exhibition 
provides an opportunity to meet 
end-user industry professionals face-
to-face. The event is broadly divided 
into 3 key segments. These include 
cold storage, cold transport, and 
cold supply chain. Visitors includes 
cold storage owners, seafood, fro-
zen food, dairy products, pharma-
ceutical, retail, fruits & vegetable 
exporters and other users of cold 
chain technologies.

FINTECH WORLD FORUM
5 – 6 DECEMBER 2019
BEIJING, CHINA
bj.fintechwf.com

T
he FinTech World Forum 
will bring together the 
FinTech ecosystem, help 

build relationships, share knowl-
edge, and create business opportu-
nities. The multi-format conference 
will cover technology topics such as 
authentication, advanced sensors, 
digital and mobile payments, APIs, 
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WAGZ SMART DOG FEEDER  

D
espite how busy work life might make us, 
many of us cannot stave away the urge to 
own a pet. Dogs in particular are a popular 
choice, being ‘man’s best friend’ after all. 
Dogs offer us great companionship and 

loyalty and are fantastic stress relief for the average 
worker. Unfortunately, there will be times where we get 
caught up in work, causing us to arrive home late to our 
starving puppy, wondering when dinner time will come 
along. The Wagz Smart Dog Feeder seeks to remedy 
issue by allowing you to schedule feedings times and 
automatically dispense food. It even comes with a camera 
that you can use to monitor your dog while you are away. 

BY 
JORDAN

LOW

VIRTUAL REALITY EXPERIENCE    

V
R is another huge hot-topic technology this decade. Initially making waves in the entertainment industry, VR is now being 
implemented in businesses, especially as a means to improve the customer experience. As the technology becomes more 
affordable, little things such as VR compatible websites and videos can really help immerse customers into the brand. You 
can enable people to take a virtual tour of your hotel, offices, factory, or any other facility you own. You can also enable 
your customers to explore your products and services in VR. You can even train your employees, preparing them for 

real-life tasks. The possibilities are endless.

OMISONIC WIRELESS 
ULTRASONIC CLEANING TOOL

A
n innovative new cleaning tool, 
OmiSonic lets users achieve fantastic 
cleanliness for a variety of objects. 
Working with water, this smart device 
uses ultrasonic cleaning technology to 

eliminate germs from your hand wash-only clothes, 
food, and hard-to-wash objects. It can clean up to 4.4 
lbs. of clothing on a single run and can even handle 
wine stains, rust, and more. It does all this with a 
push of a button, giving you the ability to clean just 
about everything. It is small and portable, making it 
a perfect emergency cleaning tool for travel. Get 
some nasty dust or stains on your only dress shirt 
while overseas? OmiSonic has got you covered.



1 1

DEEP DREAM L1 FINGERPRINT PADLOCK     

B
iometric security systems were a little 
wonky when first introduced, but over 
the years the technology has improved 
greatly. Fingerprint padlocks combine 
the tough to crack security of 

biometrics with the versatility and convenience of 
padlocks. Be it for travel bag or your home gate, 
these will undoubtedly save you the hassle of 
remembering convoluted combinations. The 
fingerprint lock operation is very simple, as there is 
no need to link Bluetooth or use an app – your 
fingerprint is your key.

LEARNING MANAGEMENT SYSTEMS SOFTWARE    

M
odern LMS tools are key to keeping employees at par 
with the demands of their jobs current or new. This is 
to make sure the cost of their learning does not mean 
less allowance for other crucial company activities. The 
way these LMS tools allow fast authoring of person-

alised courses, administration and progress assessment ensures the 
company can go about its business without critical distractions and 
loss of productive time. Some examples of LMS tools include SAP 
Litmos, Talent LMS, Docebo, and many more. Using these plat-
forms, you can easily tackle a wide variety of learning and develop-
ment challenges that many organisations are working on.

AI AUGMENTED CUSTOMER SERVICE     

T
he advancements in AI and automation is definitely the way forward in terms of production efficiency. However, many 
remain firm on the idea that AI will never fully replace human interaction in the service industry. This is true to a certain 
extent, as currently, people would value their experience more when interacting with another human as opposed to a 
chatbot. As such, businesses propose implementing the best of both worlds; optimising customer service with AI that 
augments human interactions, rather than replacing either of them altogether. 
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BY 
ONG XIANG
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I
     f these examples sound like science fiction, it’s 

not – they’re very real and they’re very present. 
They’re not prototypes, and they’re already 
used in production. Businesses are already 
reaping the benefits of integrating such 
technology into their operations.
       As Professor Klaus Schwab put it, “We stand 
on the brink of a technological revolution that 
will fundamentally alter the way we live, work, 
and relate to one another. In its scale, scope, and 
complexity, the transformation will be unlike 
anything humankind has experienced before.”

This technological revolution has been termed the Fourth Industrial Revolution, 
or Industry 4.0. Companies, governments, and civil society around the world are 
scrambling to make sense of the sea change about to wash over our society. Industry 4.0 
doesn’t just affect manufacturing; it is expected that the wave of automation will displace 
73 million jobs in the United States alone.
       With all the hype around Industry 4.0 – what exactly will it entail?

EVOLUTION OF THE REVOLUTION
The first Industrial Revolution was birthed in Britain during the 18th century. Steam 

Lamborghini’s new factory in 
Sant’Agata Bolognese, Italy 
is more than a plant for its 
new supercars. The futuristic 
facility merges virtual 
worlds and live production 
by integrating robotics and 
augmented reality with 
Lamborghini's skilled human 
craftsmanship. Electronic 
monitoring, data collection 
and reporting from every 
corner of the shop floor 
are available instantly and 
workers can control every 
aspect of production on 
site – or remotely from any 
location – using tablets that 
fully eliminate reliance on 
paper documents.

Alibaba’s ‘smart 
warehouse’ in 
China is manned 
by 60 cutting-edge 
robots. These 
WiFi-equipped, 
self-charging 
machines are 
responsible for 
moving goods in 
the warehouse. 
They send the 
goods to human 
workers, who 
then arrange 
the products 
to be packed 
and posted to 
customers around 
the world.

John Deere’s 
autonomous tractor 
allows farmers to 
automate farm work 
across large swaths of 
farmland. Tasks like 
ploughing, pesticide 
spraying, and fertiliser 
application can be 
done using Deere’s 
self-driving tractor, 
which works using 
on-board cameras 
and GPS coordinates. 
Deere claims that 
farmers can save up 
to 10 per cent of the 
inputs in farming by 
using such automated 
equipment.

POLICY LESSONS FOR INDUSTRY 4.0

Policymakers 
should have 
a clear, 
actionable, 
targeted
 and impactful 
objective – 
e.g. the UK 
aims to double 
the
 share of 
manufacturing 
in GDP

Initial state 
support and 
funding is 
needed to 
kickstart
 the adoption; 
however, 
complementary 
private
 investment 
is equally 
important

Priority 
sectors 
and key 
technologies 
must be 
identified
 for effective 
resource 
allocation – 
e.g. 10 focus 
sectors in
 ‘China 
Manufacturing 
2025’ strategy

A collaborative 
effort from 
policymakers, 
implementing
 agencies, 
corporates, 
technology 
leaders and 
research
 hubs is key 
for success

Policies should 
also address 
negative 
implications of
 Industry 4.0, 
for example, 
on SMEs and 
low skilled
 labour
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power enabled mechanical machines to 
produce goods at an unprecedented rate. It 
marked a major turning point in history; where 
almost every aspect of daily life was influenced 
in some way. 
       Populations gravitated from farms to 
urban agglomerations where factories were 
located, providing the blueprint for our 
current city life. Standards of living rose along 
with increasing mechanisation. But labour 
conditions in factories were often awful, 
and the degradation of nature accelerated to 
alarming levels – as famously chronicled by 
Charles Dickens in his works.
       The second Industrial Revolution, starting 
around the turn of the 20th century marked 
another jump in productivity. Electrification 
and the assembly line enabled mass production 
on a scale never seen before. The third Indus-
trial Revolution built on this, using electronics 
and computing to automate production. 
       As we can see, previous industrial 

revolutions liberated humankind from animal power; made mass production possible; and 
brought digital capabilities to billions of people. But accompanying each industrial revolution 
was social revolution, as economic realities disrupted labour markets. Inequality is often the 
unfortunate result of increased productivity, as jobs displaced by automation exacerbates the gap 
between returns to capital and returns to labour.

WHAT IS INDUSTRY 4.0?
The next breakthrough in productivity will be driven by computing power. Already billions of 
people are connected by mobile devices, with more processing power and storage capacity than a 
full-sized desktop just a decade prior.
       Emerging technology breakthroughs in fields like artificial intelligence, robotics, the Internet 
of Things, autonomous vehicles, 3D printing, nanotechnology, biotechnology, materials science, 
energy storage, and quantum computing will accelerate this process. This will give rise to the 
cyber-physical system (CPS), which are engineered systems that are built from, and depend upon, 
the seamless integration of computation and physical components.
       Advances in this field will enable capability, adaptability, scalability, resiliency, safety, 
security, and usability that will expand the horizons of these critical systems. Using information 
gathered from its environment, computing systems will decide how to control a physical system, 
to optimally obtain a particular outcome. CPS technologies are transforming the way people 
interact with engineered systems, just as the Internet has transformed the way people interact 
with information.
       Powering the growth of these systems is the enormous amount of data collected by sensors 

INDUSTRY 4.0 READINESS FRAMEWORK

FROM INDUSTRY 1.0 TO INDUSTRY 4.0

Industry 4.0 Readiness Framework
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Source: A.T. Kearney in collaboration with the World Economic Forum, Readiness for the future of production report 2018
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global economies are to shape and benefit 
from Industry 4.0, only 25 countries in the 
world are considered to be ‘well-positioned’ – 
Singapore being one of them.
       Among the obstacles to adoption 
of Industry 4.0 technologies is lack of 
information, especially among SMEs. 
Malaysian Industry 4.0 Association president 
Raja Teagarajan has said, “We believe the 
industry is not so much reluctant to adopt 
Industry 4.0, as it doesn’t know how to do so, 
and so it’s our aim to give them knowledge to 
do so, depending on their needs.”
       Malaysia’s Deputy Minister of 
International Trade and Industry, Dr Ong 
Kian Ming has also noted that SMEs may 
be slow to adopt Industry 4.0 as there is a 
confusion of what the terms mean in general. 
“From the government’s perspective, the term 
‘The Fourth Industrial Revolution’ differs from 
the term ‘Industry 4.0.’ The former describes 
a larger, overarching trend that encompasses 
all industries, while the latter is a more specific 
term that refers to the fourth industrial 
revolution efforts undertaken particularly in 
the manufacturing sector.”
       “As far as the government is concerned, 
the fourth industrial revolution affects every 
single ministry and sector. In the agricultural 
sector, people are using drones to capture 
topological information and embedding 
sensors in the ground to mine for information; 
in the healthcare sector, there are devices 
to capture data to improve diagnosis,” he 
added. Dr Ong said to help SMEs move 
towards Industry 4.0, MITI has rolled out 
a Readiness Assessment Framework, where 
three government bodies – Sirim, Mimos and 
MARI (Malaysia Automotive Robotics and IoT 
Institute) – will assess how ready SMEs are to 
undertake these efforts.
       The focus on SMEs to implement Industry 
4.0 is timely, as disruption can flow from agile, 
innovative competitors who, thanks to access 
to global digital platforms for research, devel-
opment, marketing, sales, and distribution, can 
oust well-established incumbents faster than 
ever by improving the quality, speed, or price 
at which value is delivered.

THE HUMAN ELEMENT
As we march forward into the Fourth 
Industrial Revolution, it has the potential to 
change all our lives – for better or for worse. 
That much is true for previous industrial 
revolutions as well, as each has shaped the 
modern world in a significant way.
       In the future, technological innovation 
will also lead to a supply-side miracle, with 
long-term gains in efficiency and productivity. 
Transportation and communication costs 
will drop, logistics and global supply chains 
will become more effective, and the cost of 
trade will diminish, all of which will open new 
markets and drive economic growth.

and connected devices. According to a report by Raconteur, 463 exabytes of data will be created 
every day by 2025. That’s 463 million terabytes. The entire digital universe is expected to reach 
44 zettabytes by 2020. If this number seems meaningless to you, there’s a better way to visualise 
it: there will be 40 times more bytes than there are stars in the observable universe if the 2020 
prediction is right.
       But the value of such data is limited if the processing power is not there. “Just because you 
can collect vast quantities of real-time data does not mean you should,” says Professor Paul 
Juras, who teaches managerial accounting and strategic cost management at Babson College in 
Wellesley, Massachusetts. “Doing so creates the risk of being buried in data and experiencing 
‘analysis paralysis.’ And let’s face it, the analysis will have little value if the results cannot be 
communicated in a way that helps the implementation effort.”
       Hence, the Fourth Industrial Revolution can also be said to be the first Data Revolution. 
Clearly, there will be challenges in handling the sheer amount of data generated. This is where Big 
Data and AI comes in, to interpret and sort through the vast data trove in order to extract useful 
information. The power to crunch this data is applicable across every sector: from manufacturing, 
to healthcare, education, and even government. For example, smart cities that can respond to 
citizen complaints autonomously are the dream of city halls everywhere.
       The combination of data collection and computing power is potent enough to dramatically 
improve the efficiency of organisations, impacting all disciplines, economies and industries. It 
even has the possibility to regenerate the natural environment, undoing the damage caused by 
previous industrial revolutions.

PROGRESSING TO INDUSTRY 4.0
But as the promise of next-generation manufacturing is materialising, business leaders are 
facing immense pressure to navigate these changes. However, progress is limited by roadblocks 
like lack of strategic direction, confusion, fear of disruption and RoI uncertainties. The bold 
transformation vision of CEOs and government leaders is often not seen on the ground.
       Over the past decades, ASEAN economies have embraced ICT, but the adoption of new 
technologies has been uneven within and between countries. While the digital divide has been 
narrowing in many countries if measured in terms of number of TVs, PCs, mobile phones and 
use of basic ICT services, most countries are significantly behind high-income economies in the 
application of new sophisticated technologies such as high-end AI, IoT and big data analytics. 
According to a report by the World Economic Forum, which assessed how well-positioned 

THE FIVE LAYERS OF 
CYBER-PHYSICAL 
SYSTEMS

The Five Layers of Cyber-Physical Systems

Configuration
A machine able to track its own health can detect failures early on. 

This can produce a resilient system, able to prevent cascading 
failures.

Cognition
The machine itself should be able to diagnose its own potential 

failures and become aware of its potential degradation in advance. 

Cyber
This level acts as the hub for information and performs complex 

analytics. It might run deep-learning algorithms to identify patterns 
in a large set of data. 

Conversion
This level converts data to information using algorithms that are 

based on the application. 

Connection
This level is where data is collected using sensors and communicated 

to processing units via wireless networks.

Data scientists have defined a five-level 
architecture for the tasks involved in cyber-
physical systems that work in manufacturing. The 
visualization of the architecture is pyramid-
shaped to represent the way data passing to 
higher levels gets reduced in size while the value 
of the information rises. 

Data scientists have defined 
a five-level architecture for 
the tasks involved in cyber- 
physical systems that work 
in manufacturing. The 
visualization of the 
architecture is pyramid- 
shaped to represent 
the way data passing 
to higher levels 
gets reduced in 
size while the 
value of the 
information 
rises.
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At the same time, the largest beneficiaries 
of innovation tend to be the providers 
of intellectual and physical capital – the 
innovators, shareholders, and investors. This is 
why there exists a rising gap in wealth between 
those dependent on capital versus labour. 
Technology is therefore one of the main 
reasons why incomes have stagnated, or even 
decreased, for a majority of the population 
in high-income countries: the demand for 
highly skilled workers has increased while the 
demand for workers with less education and 
lower skills has decreased. The result is a job 
market with a strong demand at the high and 
low ends, but a hollowing out of the middle.
       Consequently, disruption will happen not 
just in the manufacturing sector, but also in the 
job market. Coupled with widening inequality, 
this can make a dangerous cocktail for societal 
unrest. New forms of work and income need 
to be devised by policymakers – whether a 
wider social net, better training programs, or 
even universal basic income – these need to be 
considered and implemented now.
       At the same time, regulators must 
continuously adapt to a new, fast-changing 
environment, reinventing themselves so 
they can truly understand what it is they 
are regulating. The ability of government 
systems and public authorities to adapt will 
determine their survival. If they prove capable 
of embracing a world of disruptive change, 
subjecting their structures to the levels of 
transparency and efficiency that will enable 

them to maintain their competitive edge, they will endure.
       Overall, the inexorable shift from simple digitisation (the Third Industrial Revolution) 
to innovation based on combinations of technologies (the Fourth Industrial Revolution) is 
forcing companies to re-examine the way they do business. The bottom line, however, is the 
same: government leaders and senior business executives need to understand their changing 
environment, challenge existing assumptions, and relentlessly and continuously innovate.
       Already we are challenged by our sense of privacy (through social media), our notions 
of ownership (through the sharing economy), and our consumption patterns (through online 
shopping). Our careers, social relationships, and even physical health will change. All of this 
will happen sooner than we think.
       With the Fourth Industrial Revolution, humanity is at a unique juncture. Having 
learned from previous experience, we have the ability to heed the lessons that have arguably 
resulted in today’s societal and sustainability issues. But this is only possible if governments, 
businesses, civil society and individuals around the world lead a concerted effort to 
understand, regulate, and harness the power that the Fourth Industrial Revolution will bring 
us. 
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I
magine this. You own a business; you’ve got a great product 
with a small, but solid team and a decent pool of existing cus-
tomers. You’ve either acquired customers organically or have 
been using a single marketing channel, but you feel like 
you’ve hit a brick wall; sales has plateaued, and you can’t 

seem to gain any incremental revenue. What do you do? 
       Radio is proven to be an effective tool in driving brand awareness 
and word of mouth, as well as overall loyalty and action. Astro Radio, Ma-
laysia’s largest radio network, wants to help small- and medium-sized en-
terprises (SMEs) grow their brands and businesses as they are pivotal to 
national growth. It has tailored a special SME package that offers up to 
60% off its commercial airtime and digital platforms with flexible financing.
       As part of the package, Astro Radio offers campaign planning and 

augmented services such as com-
mercial production to ensure SMEs 
get the biggest bang for their buck. 
The media owner has also intro-
duced a credit card payment op-
tion for SMEs.
       Here, we take a look at the ex-
perience that Mr Alvin Wong, Mar-
keting Manager of Funding Societ-
ies, had using Astro Radio’s SME 
package: 
       “The business model for Fund-
ing Societies relies heavily on hav-
ing a pool of investors available in 
our network. So, we are constantly 
looking for ways to increase our 
database. When we heard about 
Astro Radio’s SME package, we 
jumped at the chance of dipping 
our toes in utilising paid media 
advertising at the fraction of the 
price.”
       “We reached out to Astro Radio 
and one of their Sales Specialists 
immediately contacted us. We had 
a consultation session where we 
discussed Funding Societies’ busi-
ness objectives and goals and they 

got back to us with a proposal 
within 3 working days.”
       “What they proposed was 
in line with our objectives and 
because of Astro Radio’s 17.3 
million weekly listeners and 35.4 
million reach on social media, 
we believe that this was a good 
investment that would reap ben-
efits for the business.”
       Mr Wong continued, “Prior to 
our campaign, our website traffic 
was healthy. Right after launch-
ing our radio ads on Astro Radio 
brands MIX, MY and MELODY, 
our traffic flow increased by 80%. 
Our Brand Keyword search also 
increased by 45%. The best part 
was that this campaign helped 
us increase our New Registered 
Investors by 64%.” 
       The Astro Radio SME pack-
age was launched on 11th Feb-
ruary 2019. Responses to date 
have been positive, with Astro 
Radio believing more SMEs will 
sign-up due to the conveniences 
this solution offers. 
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I
n staving off 
sickness and 
death, we’ve 
made quite a 
business out 
of it. Global 
health care 
expenditures 
are expected 

to continue to rise as spending is 
projected to increase at an annual rate 
of 5.4 per cent between 2017-2022, from 
US$7.724 trillion to US$10.059 trillion.
       Aging and growing populations, 
greater prevalence of chronic diseases, 
exponential advances in innovative, but 
costly, digital technologies – these and 
other developments continue to increase 
health care demand and expenditures. 
On the other hand, healthcare coverage 
in Southeast Asia remains worryingly 
low. Rural areas suffer from lack of 
qualified healthcare personnel, while 
densely packed urban sprawls often 
lead to outbreaks of infectious, tropical 
diseases.
       Added to that is the increasing need 
for long-term care of chronic conditions, 
as the average lifespan increases. Health 
care stakeholders – governments, 
consumers, providers, and businesses 
alike – are challenged to envision 
a future in which new business and 
care delivery models, aided by digital 
technologies, may help to solve today’s 
problems and to build a sustainable 
foundation for affordable, accessible, 
high-quality health care.

INNOVATION IN HEALTHCARE
New technologies that make healthcare 
delivery more efficient and accessible 
will be the way forward. Stakeholders 
will use innovative technologies and 
personalized programs to engage with 
consumers and improve the patient 
experience.
       For example, automated chatbots 
can help smoothen the patient 
experience, while augmented reality can 
speed up diagnosis. Importantly, digital 
innovation in the healthcare sector is 
supporting and augmenting workers, 
not replacing them. It is allowing highly 
trained resources to focus on more 
valuable, patient-facing activities.
       But key healthcare issues remain. 
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In particular, issues such as mental healthcare need to be addressed, 
especially in Asia. So far the problem is mainly ignored, marginalized 
– or even worse – stigmatised. As work and lifestyles become busier 
and more urban, stress and mental illness is likely to become a growing 
health problem.
       Crises such as infectious epidemics are also concerning for healthcare 
providers. As air travel becomes more and more popular, and populations 
more mobile than ever, the chance of a disease epidemic becomes more 
likely each year. Handling an epidemic requires cross-border cooperation 
among nations – something which hasn’t been tested in ASEAN.

TRAVELLING FOR HEALTH
Health and medical tourism is becoming more prominent and is seen 
as a growing trend worldwide. The World Health Organization (WHO) 
defines medical tourism as when “…medical tourists elect to travel across 
international borders to receive some form of medical treatment.” 
       It is estimated that the medical tourism sub-sector globally is 
expanding at a rate of more than 25 per cent annually and is valued at over 
US$55 billion with a market of more than 11 million consumers. From 
these figures, nearly a third comprise of medical tourists travelling to 
Southeast Asia for treatment.
       In general, Asia-Pacific continues to be the top medical destination for 
medical tourism. This is because Asian medical destinations continue to 
offer more options and better medical procedures and post-surgical care 
than most other medical destinations. 

IN SICKNESS AND IN HEALTH
In the healthcare and life sciences industry, growth factors are seen 
across all economies. Developed economies like Japan, South Korea, 
and Singapore have to deal with an aging population, while emerging 
economies are beginning to spend on essential healthcare provision. 
       On the technology front, challenges remain the same: access and 
affordability of new technology demand complex and innovative solutions 
from all industry stakeholders. Key industry issues that deserve attention 
include policy innovation, support for new business models, development 
of secure interoperable technology platforms, and the evolving role of 
consumers in healthcare.
       The healthcare industry is not immune to disruption. Already, AI has 
demonstrated its ability to diagnose better than a human doctor. Patients 
can already see a doctor over the Internet and obtain an e-diagnosis. 
However, unlike other industries, uptake of innovation is slow and 
involves miles of red tape. And for good reason – patients’ lives are on the 
line, so regulators and doctors alike are more than happy to take slow, 
incremental steps.
       But the role of digital health brings advantages too strong to ignore. 
Digital technology is enabling improvements in the quality of drugs and 
medical devices, access to information and care as well as financial, 
clinical and operational workflows across all healthcare segments. With 
this major industry transition as the background, some of the key growth 
opportunities include:
  cell therapy
  biosimilars
  precision medicine
  e-clinical platforms
  medical device manufacturing
  medical tourism
  healthcare AI
  risk stratification 

HEALTH 
TOURISM 
IN ASIA
SINGAPORE: 
US$3.5 billion, 850,000 foreign patients
Associated specialisations in Singapore
  Cosmetic and reconstructive surgery
  Oncology
  Orthopaedics
  Dentistry
  Spine surgery
  Ophthalmology

MALAYSIA: 
US$158 million, 583,000 foreign patients
Associated specialisations in Malaysia
  Cardiology
  Cosmetic and reconstructive surgery
  Oncology
  Orthopaedics
  Spine surgery
  Weight loss procedures

THAILAND: 
US$4.3 billion, 2.5 million foreign patients
Associated specialisations in Thailand
  Cardiology
  Cosmetic and reconstructive surgery
  Oncology
  Orthopaedics
  Dentistry
  Spine surgery
  Weight loss procedures
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great help for patients in rural areas. 
Patients’ individual health conditions 
can also be linked to a personalised 
care platform. 
       Consequently, the healthcare 
industry is ripe for startups to come in 
and innovate. The healthcare delivery 
market in Southeast Asia, valued 
at US$71 billion in 2018, remains 
significantly under-penetrated and 
underprepared. This is reflected in the 
high growth rate of 15 per cent year-on-
year. Furthermore, the region accounts 

H
ealthcare is a 
growing business 
in Asia. Growing 
prosperity 
combined with an 
aging population 
will result in an 
increasing 

demand for healthcare.
       In addition, technology is also 
changing the way healthcare operates. 
Doctors’ appointments can now be 
done via mobile apps, which is a 
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for 10 per cent of the world’s 
population and 20 per cent of 
the world’s disease burden, yet 
commands only 3 per cent of 
global healthcare expenditure.
       To solve this issue, Singapore-
based startup DocDoc has come 
up with an AI-powered doctor 
discovery engine called HOPE 
(Heuristic for Outcome, Price, 
and Experience). DocDoc’s 
knowledge model leverages 
proprietary clinical informatics 
and international medical code 
sets to power a discoverable, 
comparable database. DocDoc's 
knowledge model is normalised 
for compatibility with 
international datasets including 
SNOMED CT, International 
Classification of Diseases (ICD), 
and Current Procedures and 
Terminology (CPT). HOPE then 
applies DocDoc’s knowledge 
model and learning algorithms 
to extensive proprietary data on 
healthcare quality collected from 
the DocDoc network. 
       With this, patients can find 
a highly qualified doctor to treat 
their condition. The physician, 
who excels in specific treatments 
and procedures, has a company 
validate their expertise and send 
select patients to them so they can 
focus on clinical care. Insurers 
pay DocDoc a fee to assure their 
patients make informed medical 
decisions. The service is free 
of charge to doctors to ensure 
transparency and avoid conflicts 
of interest.
       Similarly, CXA Group is 
transforming the landscape of 
health insurance. As benefit 
programs become increasingly 
complex, choosing the right plans 
can be difficult. CXA transforms 
the benefit selection process 
into a familiar online shopping 
exercise. With easy-to-understand 
descriptions and a familiar pricing 
scheme, insurance buyers can 
easily choose the plan that suits 
their needs.
       From Singapore, CXA has 
grown its provider network to 
Hong Kong and China, while 
partnering with Fosun and 

DOCDOC PTE LTD

F
ounders 
Grace and 
Cole 
Sirucek 

founded DocDoc after 
a bad experience 
when their daughter 
needed urgent liver 
surgery – the doctor 
was unwilling to 
elaborate on the 
procedure and his 
qualifications. They 
founded the company 
to empower patients 
to make the best 
healthcare decisions, 
and avoid what they 
had to go through.

CXA GROUP

I
nsurance 
industry veteran 
Rosaline Koo 
found that the 

industry could not resolve 
the rising cost of 
healthcare and that 
one-size-fits-all benefits 
could not meet diverse 
employee needs. So, she 
embarked on a mission to 
digitize the benefits and 
wellness value chain and 
to unleash the potential of 
data. She took her life 
savings of $5 million, 
borrowed that much again 
from the bank and set up 
CXA in her living room.

MIRXES PTE LTD

T
he MiRXES 
journey started in 
the lab at the 
National University 

of Singapore (NUS) Depart-
ment of Biochemistry. The 
team, including CEO Dr 
Zhou Lihan were pioneers in 
developing technologies that 
can detect microRNAs, one of 
the smallest pieces of genetic 
material, with high sensitivity 
and precision. The team was 
incubated by the commerciali-
sation arm of Singapore's 
Agency for Science, Technol-
ogy and Research (A*STAR), 
then spun off into its own 
concern. 

Howden to expand CXA to 20 cities across Asia. 
       Further on the horizon, scientific firm MiRXES is looking for the holy grail of 
medicine – a cure for cancer. Through technology access collaborations and service 
contracts, MiRXES’ microRNA detection solutions have been adopted by top medical 
research institutes and major pharmaceutical companies like Harvard Medical School, 
Johnson and Johnson, and Merck, among others. 
       With this, MiRXES’ solutions can detect cancer earlier and cheaper than ever before. 
The MiRXES microRNA detection platform is currently powering microRNA research 
services at the NUS Medical Sciences Cluster’s non-coding RNA (ncRNA) facility and at 
the Harvard Medical School’s Beth Israel Deaconess Medical Centre (BIDMC) ncRNA 
core facility. For ordinary patients, MiRXES has received approval from the Health 
Sciences Authority of Singapore for GASTROClear, the world’s first blood miRNA-based 
stomach cancer early detection assay. 
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S
teel is a resource that is vital to human industry. 
The oldest known example of steel is 
approximately 4,000 years old. It is an alloy that 
is harder, stronger, and far more flexible than its 
original counterpart: iron. 
       The sheer flexibility and toughness of steel 
resulted in an incredibly wide application of 
the material throughout human history. From 
weapons and armor of the past, to construction 

and components of the industrial and modern age; without a doubt, if 
there was a resource that would come to represent the human race as a 
whole, it would be steel.
       Despite a slowing global economy in 2019, the steel industry is 
expected to grow regardless. The fact that the material has become so 
used by humanity that it an withstand the troubles of a waning global 
market is a testament to our necessity for the metal. In 2017 the steel 
industry sold US$2.5 trillion worth of products and created US$500 
billion value added. That number has only grown since.
       In this edition of SME, we will be discussing the man known as 
the undisputed king of steel, Lakshmi Narayan Mittal, and his road 
to building his kingdom of metal. While “rags to riches” story are 
common enough in the business world, Mittal’s humble background and 
upbringing has made his story one worth telling. 

UNEXTRAORDINARY, BUT HUMBLE
Mittal was born on June 15, 1950 in a traditional Marwari Aggrawal 
family in the Churu district of Rajasthan, India. Most of his initial 
childhood was spent living simple and humbly with his extended family in 
a house built by his grandfather on bare floors and rope beds. He would 
eventually move to Calcutta with his family and studied in a Hindi middle 
school. He would learn the basics of business from his father, Mohan Lal 
Mittal, who was busy building a steel business while young Mittal excelled 
at business and accountancy at St. Xavier's College.
       By 1969, a young Mittal would graduate with a Bachelor of 
Commerce degree in Business and Accounting. After graduation, Mittal 
worked for the family firm for a while, and then struck out on his own 
in 1976. Taking a plunge into the deep end of the pool, Mittal founded a 
steel plant in Indonesia.
       Starting from Ispat Indo in Indonesia, Mittal transformed the 
moderate business of his family into a global steel giant, spanning across 
14 countries and employing more than 150,000 people. Despite his 
undisputable success, Mittal would eventually become involved with a 
family dispute. Following this issues, Mittal made a full separation of his 
own steel business from the family's corporate holdings in India, taking 
over the international operations of the Mittal steel business, which was 
already owned by the family. The result was the formation of the Mittal 
Steel Company.

‘STEELING’ THE SHOW
Now independent of his family, Mittal would lead his company through 
thick-and thin, eventually making his mark on the global steel industry. 
With his vision and hard work, Mittal pioneered the development of 
integrated mini-mills and the use of Direct Reduced Iron or “DRI” as a 
scrap substitute for steelmaking and led the consolidation process of the 

COMPILED 
BY 

JORDAN 
LOW

MAN OF STEEL
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dozen countries, ArcelorMittal accounts 
for only 10 per cent of global output, so it 
could grow much bigger before attracting 
the attention of the anti-trust authorities. 
       To this day, ArcelorMittal remains 
one of the foremost producers and 
manufacturers of steel in the world. 
The company has had its fair share of 
controversy and accusations, but have 
either refuted them or addressed their 
issues swiftly. Despite inconsistent 
earnings as of late, signs show that the 
company is recovering and its profits are 
swelling once more, paving the way for 
further growth.

PHILANTHROPY
Over the years, Mittal has become 
known for both his lavish spending and 
philanthropic efforts. Some of his spending 
includes buying some of the most expensive 
property in UK history for his family’s 
personal use as well as spending the 
second most amount of money in history 
on a wedding for his daughter. The Mittal 
family lives a life of luxury thanks to one 
individual’s dream of expanding his steel 
business from an upstart to an empire.
       As an active philanthropist, Mittal is 
a member of a few trusts. ArcelorMittal 
also has a very active CSR programme 
under which it produces Safe Sustainable 
Steel. The company also operates the 
ArcelorMittal Foundation, which provides 
support to many different community 
projects around the world in the countries 
it operates.
       Arguably one of his most charitable 
efforts involved reviving the struggling 
sports efforts of his home country of 
India. After seeing India fare incredibly 
poorly for three straight Olympics in a 
row, Mittal set up what became known 
as the Mittal Champions Trust.  In this 
trust Mittal placed $9 million of his 
own personal assets with the objective 
of financially supporting ten Indian 
athletes, each of whom displayed winning 
potential. The trust currently supports 40 
Indian athletes while developing sports 
training facilities to train more.
       We can all be inspired by what Mittal 
has accomplished in his lifetime. The man 
was not born with a dominating steel 
empire, but he forged one from the raw 
materials of perseverance, and ingenious 
thinking.  But Mittal’s story is not yet 
over. If his past accomplishments are any 
indicator of what the future may hold, then 
we can only expect even greater things 
from the man. In every way possible, 
Lakshmi Mittal continues to show the 
world the ideal we should all strive for. 

global steel industry. By 2004, Mittal Steel claimed the title of largest steelmaker in the 
world, which is no small feat. Their shipments at the time amounted to 42.1 million tons of 
steel and profits of over US$22 billion.
       In a time when the international steel industry was fragmented and yearning for 
consolidation, Mittal saw an opportunity and seized it. Many companies then were 
owned by the governments and innovative developments were not forthcoming in the 
steel industry. Though some companies had been privatised, the steel sector was still 
characterised by acute over capacity, high indebtedness and steel prices that had hit rock 
bottom. Mittal’s consolidation of the global steel industry helped contribute to the meteoric 
recovery of the sector.
       In 2006, at the age of 58, Mittal took the world by storm by beating all European 
establishments to acquire Arcelor Steel, a company created through a merger of firms from 
Spain, France, Luxembourg and Belgium. Many opposed Mittal’s takeover bid of Arcelor. 
Both Mittal and his company saw heavy opposition from both Arcelor CEO, Guy Dolle and 
even politicians such as former French President Jacques Chirac. However, Mittal would 
persevere and Arcelor’s shareholders decided to sell out despite all the pushback.
       The creation of ArcelorMittal, the biggest steel company on earth couldn’t have come 
at a better time. The new group, led by Mittal launched into a worldwide commodities 
boom that saw steel prices skyrocket.
       Despite employing hundreds of thousands of employees and operating in several 



T
he banking landscape had changed tremendously over the last 
decade. The challenging economic times in 2008 prompted 
banking institutions to tighten its banking and monetary 
policies, resulting in big businesses to rein in their spending 
while smaller businesses struggle to stay afloat. 

The challenging business environment brought about a new wave of doing 
businesses whereby technological advances had spurred the growth of 
the digital economy and created new opportunities for businesses on a 
larger scale. From an economy used to be dominated by big businesses 
and brands, the digital economy had enabled smaller businesses to grow 
and thrive on a global market. SMEs therefore, are now able to vie for a 
bigger share of the pie amongst larger corporations.
       Recognising that small and medium enterprises (SMEs) are now 
considered as a key economic sector, banks are also undergoing 
transformations to better serve the needs of SMEs with new financial 
services made available through digital platforms.
       Group Chief Executive Officer of Affin Bank Berhad (AFFINBANK), 
En. Kamarul Ariffin Bin Mohd Jamil said, “To keep pace with digital waves 
in this challenging business environment, our transformation journey 
enables AFFINBANK to remain focussed on our key strategic areas. 
Guided by our AFFINITY transformation plan, it encapsulates every single 
aspect of AFFINBANK’s approach from various perspectives; namely our 
customers, branches and technology advancements. The review process 
was conducted and is now geared into actions in our business operations. 
And, we are beginning to reap the benefits.” 
       “One of the key areas of our AFFINITY programme is strengthening 
our presence and be a key player in the SME segment. As we all know, 
SMEs are a significant driver of the economy and AFFINBANK wants 
to support their growth by playing an active role, from its inception as a 
startup, to becoming a matured business entity right up to the IPO stage,” 

continued Kamarul.
       “The formation of SME Banking 
division at AFFINBANK in catering 
to the SME portfolios shows our 
commitment and dedication. We 
now have three distinct business 
areas in the bank; namely Corporate 
Banking, Consumer Banking, and 
SME Banking,” he added.

EMBRACING 
TECHNOLOGY BANKING 
But purely focusing on SME 
financing is not enough. Disruptive 
technologies in response to the 
current and future market needs 
have urged the Bank to revisit 
its offerings. Kamarul explains, 
“Through the provision of a 
complete end-to-end solution to our 
customers, AFFINBANK has been 
rolling out digital innovations into 
products and services. The brand 
new AffinOnline Internet Banking 
portal was launched this year. 
Our award-winning innovation, 
SMEColony mobile app, which 
is the bank’s first mobile-based 
platform for SME community is now 
gaining momentum in fostering 
the development of SMEs within 
a digital mobile environment and 
experience.”
       SMEColony is the bank-
backed multi-partner resource 
centre and touch-point on mobile 
for SMEs. It is specially designed 
for SMEs to improve business 
knowledge, enhance financial well-
being and expand commercial 

networking. “SMEColony serves 
as a reference platform for 
SMEs to obtain comprehensive 
knowledge resources, market-
driven solutions and networking 
opportunities, all in one app,” 
Kamarul explains.
       Within SMEs, the bank sees the 
potential of startups. Kamarul says, 
“The digital economy has boosted 
the growth of many startups and 
AFFINBANK has taken steps to 
position itself to serve this segment 
better. Our Startup Exclusives 
made available on SMEColony 
offers comprehensive solutions 
catering specifically for startup 
businesses. To closely engage 
with this market segment, we also 
have established our nationwide 
presence in SSM offices to 
provide seamless access for us 
to facilitate and assist startup 
businesses,” he adds.
       Moving forward, the bank plans 
to expand its proposition to its 
customers, including useful tools 
for businesses encompassing 
product suites such as cash 
management, financial resource 
management and trade finance. 
“This is to ensure our teams 
consistently offer attractive 
products that meet the needs 
of our customers,” Kamarul 
says. “We will also continue to 
develop more digital services to 
provide solutions that support 
SME growth and strengthen their 
competitiveness”. 

HOW BANKING 
INSTITUTIONS ARE 
TRANSFORMING 
THEMSELVES TO 
RIDE THE SME WAVE

“One of the key areas of 
our AFFINITY programme is 
strengthening our presence 

and be a key player in the 
SME segment. As we all 

know, SMEs are a significant 
driver of the economy 

and AFFINBANK wants to 
support their growth by 

playing an active role, from 
its inception as a startup, 

to becoming a matured 
business entity right up to 

the IPO stage,” 

– En. Kamarul Ariffin 
Bin Mohd Jamil, 

Group Chief Executive Officer, 
AFFINBANK
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I

BY 
GUILLAUME 

CATELLA

f you have 
visited 
platforms 
like Lazada, 
Shopee, or 
Taobao lately, 
you would 
have noticed 
the number 

11 emblazoned on their home pages. It 
signifies Singles Day, which happens to 
fall on 11 November every year; in other 
words, 11.11.
       The e-commerce phenomenon 
generates mind-boggling numbers. In 
2019, Alibaba’s Singles Day sales broke 
US$12 billion in the first hour. Within 
an hour and a half, it exceeded its total 
Singles Day sales in 2016. Closer to 
home, Lazada smashed its 2018 Singles 
Day record in 13 hours, selling over 1 
million items within the first hour.
       Singles Day is the largest online 
shopping extravaganza on Earth. And 
by largest, it really is the largest by a 
mile. Its closest rivals are Amazon's 
Black Friday and Cyber Monday sales 
in the United States. But Alibaba's 
sales make Amazon's efforts look like 
rounding errors in comparison. The 
Thanksgiving weekend sales across 
three days are only expected to generate 
US$29 billion – a number that Alibaba 
eclipsed by noon on 11.11.
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       As we can see, e-commerce has 
come a long way since the dawn of 
the Internet. We often exaggerate how 
technology has changed our lives, but 
it is hard to overstate the significance 
of how e-commerce changed the 
economy, especially since the year 
2000. The shift to e-commerce has 
consequences not only for how we 
buy, but also for the labour market, 
and perhaps even more significantly, 
how the economy functions.

A HISTORY OF REMOTE SHOPPING
Long before in internet existed, 
we already had the ability to shop 
remotely. It all started in 1498, when 
publisher Aldus Manutius compiled a 
catalogue of books he intended to sell 
in Venice. 
       Several centuries afterward, 
the railroad enabled the modern 
mail system – and with it, remote 
buying. The American Sears Roebuck 
catalogue, first printed in 1888, 
offered hundreds of goods across 
300 pages, from dolls to entire 
houses (made from a kit). Because 
the catalogue could reach so many 
people, even people who lived in rural 
areas had access to these goods (if 
they could afford it). Along with the 
department store, this birthed modern 
consumer culture as we know it.
       But mail-order’s scope was 
limited. It took days or weeks to get 
something. Comparison shopping 
was difficult because catalogues were 
from a single merchant and there 
were no objective reviews. The Sears 
Roebuck catalogue never reached 
more than 20 per cent of American 
households, partly because in-person 
shopping was still much easier. 

MODERN E-COMMERCE 
Before 2001, there were several 
hundred startups offering some form 
of e-commerce services. However, 
the infrastructure was not there to 
support it, and that partly caused 
the dotcom crash that same year. 
Since then, advances in broadband 
connectivity, electronic funds transfer, 
supply chain management, electronic 
data interchange (EDI), inventory 
management systems, and automated 
data collection systems has driven the 
modern trajectory of e-commerce.
       Previously proprietary, platforms 
opened themselves up to third-party 

MOST VISITED 
E-COMMERCE PLATFORMS, H1 2019



retailers. A large selection, online 
payments, consumer reviews, and 
swift delivery (or even same-day 
delivery) are hallmarks of modern 
e-commerce. Behind the scenes, 
giants like Amazon and Alibaba 
revolutionised areas like warehousing 
and logistics to further support the 
tremendous growth of e-commerce.
       Now, the emergence of mobile 
technology has led to a new gateway 
to e-commerce for shoppers in 
emerging markets. Electronic wallets 
and new payment systems are making 
e-commerce more accessible to 
previously underserved segments, such 
as rural communities. 
       Looking further, Industry 4.0 
technologies like augmented reality 
have the potential to change the 
brick-and-mortar retail landscape. 
E-commerce merchants can utilise 
artificial intelligence and the Internet 

of Things to both offer targeted 
marketing opportunities, as well as 
optimise their back end processes. 
There is even drone package delivery 
prototyping by Amazon and Alibaba, 
with the technology expected to go 
mainstream by 2021.

SMALL IS BEAUTIFUL
In 2009, shortly before the first 
Singles Day sale was held, Alibaba 
founder Jack Ma penned an op-ed in 
the International Herald Tribune. In 
that article, he asserted that the era 
of SMEs was here. He wrote, “We 
are at the beginning of a revolution 
where Internet-based technologies 
will forever shift the power dynamics 
between customers and businesses. 
Entrepreneurial small and medium 
companies around the world that take 
advantage of these new developments 
and emerging trends will be the ones 

that come out ahead.”
       E-commerce platforms nowadays 
are more like marketplaces, where 
sellers can sell just about anything 
imaginable. As a result, its easier 
than ever to get into retail. Now, the 
barriers to entry for retail are vastly 
lower due to the proliferation of 
e-commerce. 
       “Lazada’s platform is zero 
commission. Connecting SMEs 
online is the first step towards 
e-commerce, and we provide that 
at zero cost,” says Kevin Lee, Chief 
Business Officer of Lazada Malaysia. 
“Secondly, once you have your shop 
online, you need to get your product 
to consumers. For that, we have a 
logistics network that can provide 
that service at a reasonable cost.” 
       “Thirdly, education, training, 
and ongoing support is crucial for 
long-term growth. It’s not just support 

PERCENTAGE OF ONLINE VS OFFLINE SALES
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from us at Lazada, it’s also creating 
a community of sellers that help and 
support each other. So these three 
factors are what SMEs need to grow 
their business online,” he added.
       And in ASEAN, the e-commerce 
landscape is still growing with many 
more opportunities to grow. “Brick-
and-mortar stores have a limited 
geographical reach. So the fact that 
they can reach the whole of Malaysia 
with our platform is a big step up. 
Interestingly, we are getting the fastest 
growth in the states of Kedah, Kelantan, 
and Labuan. This shows that retailers 
from these areas have the potential to 
reach many more customers online than 
if they just stuck to the brick-and-mortar 
model,” explained Lee. 
       Wong Mei Inn, Head of eBay 
Southeast Asia further adds that 
education is important for developing 
exporting best practices among 
e-commerce vendors. “We have 
launched the six-month ‘Let’s eBay 
Academy Programme’, which is 
designed to incubate new sellers by 
sharing insights and hand-holding them, 
so they can successfully trade and sell 
to the global market. For example, we 
emphasise that taking good photos, 
from all angles is key to a product’s 
success when exporting.”
       eBay’s position among 
e-commerce marketplaces makes it 
a unique platform for sellers looking 
to export. “Some of our Malaysian 
sellers have seen 100 per cent growth 
year-on-year selling to US, UK, and 
Australian buyers. Since eBay is one 
of the oldest names in e-commerce, 
our platform has recognition among 
overseas customers. So vendors who 
join our platform normally have one 
eye out for this market.”
       With this opening, SMEs have yet 
another avenue to expand their market. 
In the same Herald Tribune article, 
Jack Ma also asserted that, “[SMEs] 
will work with technologies once 
available and affordable only to major 
multinational corporations – video 
conferencing, inventory and customer 
relations management, logistics and 
supply chain management – that all 
interact seamlessly and are integrated 
into small business online platforms. 
The entire Internet will be their 
marketplace, and the platform will be 
their office or shop.” With e-commerce 
booming right now, that’s the path SME 
retail is heading towards. 
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PROCLEANERS
P

rocleaners is a cleaning service that was 
established in 2001. The business offers 
accumulated experience and expertise in 
provision of cleaning services to the 

private sector comprising commercial, residential 
and industrial projects. They have some impressive 
registered clients which include the Malaysian 
Ministry of Finance and Petronas, who engages 
Procleaners for housekeeping, cleaning, and 
landscaping.
       Procleaners also prides itself in being able to 
meet standards set by industry professionals. Their 
workers are train by an in-house training centre 
and have gone through training and are certified 
by approved training institutes. The company 
espouses continuous learning and invest heavily 
in human capital by sending them for training and 
skills upgrading courses, striving to achieve a more 
engaging workforce.
       Franchising fees average out at RM15,000 
(US$3,580) with an estimated initial capital of 
RM65,000 (US$15,500). Franchisees are expected 
to pay a 3 per cent royalty. In return, franchisees 
gain Procleaners’ training support so that franchise 
services can remain a consistent standard.

H
ygiene has evolved from a necessity into 
a way of life. When a person has good 
hygiene, they do more than just make 
themselves comfortable. They also make 
it much easier and more comfortable for 
other people to be around them. 
       When it comes to the workplace, 

cleanliness and personal hygiene are of utmost importance 
too, as they are always included in every company’s norms 
and policies. After all, no boss would want their employees 
looking messy and unkempt.
       The workplace is an extension of a business’ brand. Just 
as the employees represent the company they belong to, so 
does their workplace. Therefore, every workplace needs to 
be hygienic not just for the sake of maintaining good health 
and safety, but also for the sake of having a good reputation 
and making good impressions.
       MNCs and large corporations who own huge office 
spaces or buildings might more often than not have their 
own janitorial services to keep the workplace clean. 
However, smaller businesses and SMEs, who rent or own 
smaller office spaces, might not have the funds or desire to 
have such services. As a result, they often rely on outsourced 
cleaning services to keep up the hygiene standards.
       In this edition of SME, we will be taking a look at several 
cleaning services that are available for franchising in the 
Asia region.

BY 
JORDAN 

LOW
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CLEAN ZONE PH
C

lean Zone Ph prides itself in excellent cleaning quality and 
customer service. The company describes itself as the 
product of disappointments, desperation, perspiration, and 
determination. This seemingly negative self-portrayal 

actually stems from the business’s determination to find the perfect 
home helper in the Philippines, where many said helpers are 
inadequate or untrustworthy.
       Clean Zone Ph seeks to remedy this growing domestic issue. 
Its founders are products of high quality customer service, both 
from international and banking industries. They are obsessed with 
cleanliness and an organised environment, which translates into the 
service that the company offers.
       Clean Zone Ph is constantly responding to a growing need 
for trustworthy and excellent residential and commercial cleaning 
services. Their business also started to offer other services such as 
clothes ironing service, grease trap cleaning, carpets, rugs, upholstery 
and mattress shampooing, move in/out cleaning assistance, post-
construction cleaning services, after party cleaning, aircon cleaning.
       Franchising fees come in at around Php250,000 (US$4,800). 
Franchisees will be required to have an office and storage space 
of 20 square meters and a continuation fee of Php6,000 (US$116) 
per month. Capital requirements can average out to Php500,000 
(US$9,600). Support from the company includes site approval, 
training for staff and franchisee, procurement programs, opening 
assistance, and R&D.  

GRADES HOME CLEANING
G

rades Home Cleaning was 
established in 2015 in the 
Bandung area to capitalise on the 
growing demand. During their 

early days, the company only offered house 
cleaning services, but over time, requests 
started coming in from their clients to service 
apartments, boarding houses, guest houses, 
and even corporate offices that were short of 
manpower. Grades would eventually extend 
their services into the window cleaning and 
landscaping market as they began receiving 
contracts from high-rise towers to clean their 
glass and maintain their gardens and pools.
       Information regarding franchising 
opportunities can be obtained via email 
request on their website. Grades sells 
its services primarily through online 
payments and marketing. The strength of 
the company’s marketing lies in search 
engine optimisation and being on Google’s 
front page. Franchisees can expect business 
assistance, marketing training, and full 
support from HQ should they decide to pick 
up the brand.
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backbone of Bangladesh's industrial sector, garments accounted 
for more than 80 per cent of total exports and 76 per cent of 
foreign exchange contributions in FY2016-17. Bangladesh is the 
world’s second largest exporter of ready-made garments (behind 
China), with an export turnover of US$38.73 billion.
       Ancient Bengal was known for its fine muslin cloth, but the 
main industry in pre-independence Bangladesh was jute and 
jute goods. In the 1980s, the Bangladeshi government led a 
concerted effort to move away from the declining jute industry, 
while encouraging private sector investment in the then-nascent 
textile industry. Working in the garment sector has also allowed 
rural populations, especially women, to earn higher wages and 
participate in the formal economy.
       Today, most of Bangladeshi garment production is controlled 
by local investors, signing production contracts with Western 
fashion brands. Only around 5 per cent of textile factories are 
owned by foreign investors. Most Bangladeshi garment exports are 
bound for the United States and Europe.
       Another major contributor to Bangladesh’s economy is the 

L
ocated at the confluence of the Ganges and 
Brahmaputra rivers, Bangladesh is an ancient 
nation of kings and sultans. Known as Bengal 
during British rule, Bangladesh gained 
independence in 1971.
       Now, Bangladesh is one of the fastest 

growing, most dynamic economies in Asia. Since independence, 
Bangladesh has reduced the poverty rate from over half of the 
population to less than a third, achieved Millennium Development 
Goals for maternal and child health, and made great progress in 
food security, thanks to the fertile soils of the Ganges Delta.
       The economy has grown at an annual average of about 6 per 
cent per year over the last two decades and the country reached 
World Bank lower-middle income status in 2014. The government 
of Bangladesh has set a goal for the country to reach middle income 
status by 2021, and developed nation status by 2041. 

MAIN PRODUCTS OF BANGLADESH
Bangladesh is most well-known for its garment industry. The 

BANGLADESH:BY 
ONG XIANG

HONG

   TRADE      

Official Name: People's Republic of Bangladesh (Gana Prajatantri Bangladesh)  Population: 159,453,001 (July 2018 est.)  Capital: Dhaka  Major Languages: Bengali (official), English widely 
understood  Currency: taka (BDT)  Major Industries: jute, cotton, garments, paper, leather, fertilizer, iron and steel, cement, petroleum products, tobacco, pharmaceuticals, ceramics, tea, salt, sugar, 
edible oils, soap and detergent, fabricated metal products, electricity, natural gas  Major Export Commodities: garments, knitwear, agricultural products, frozen food (fish and seafood), jute and 

jute goods, leather  Major Export Partners: Germany, United States, United Kingdom, Spain, France, Italy  Major Import Commodities: cotton, machinery and equipment, chemicals, iron and steel, foodstuffs  Major 
Import Partners: China, India, Singapore  GDP: US$261.5 billion (2017 est.)  GDP Per Capita: US$4,200 (2017 est.)  Country code top-level domain: .bd
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the most popular outsourcing 
destinations in the world, and 
even a large number of Chinese 
companies are now moving to 
Bangladesh to seek a cost efficient 
supply chain.
       In 2010, the Bangladeshi 
government announced a new 
policy to encourage investment. 
Leveraging on its strategic 
location between China, India, 
and Southeast Asia, the policy 
includes a large number of 
incentives to attract foreign 
direct investment to the country. 
Economic zones and tax 
incentives will be made available 
to companies operating in 

targeted sectors like ICT, clean 
energy, pharmaceuticals, and 
more.
       Benefits for ASEAN 
businesses investing in 
Bangladesh include:
  English widely spoken in 

  business.
  ASEAN made goods regarded 

  as reliable among end users.
  strong consumer demand 

  for products, equipment and 
  services.
  concessionary duty on 

  imported capital machinery.
  strong growth rate of 

  Bangladesh’s market.
  competitive labour force. 

agriculture sector. The fertile 
Ganges Delta with its ample 
water supply allows for a great 
variety of crops to be grown all 
year round. Further agriculture 
production can be found in the 
highlands near Chittagong. 
       Approximately 30 per cent 
of Bangladesh’s GDP comes 
from agriculture, making it the 
largest producing economic 
sector. About 60 per cent of 
the Bangladeshis work in this 
sector. It primarily produces 
rice, jute, mangoes, tea, wheat, 
pulses and sugarcane. The vast 
majority of farms in Bangladesh 
are smallholdings – but farmers 
are increasingly using modern 
machinery with the help of 
cooperatives, financed using 
micro-loans.
       Much of Bangladesh’s 
agriculture production is for 
domestic consumption, but 
increasing productivity has 
allowed some export growth 
in this area. Jute and tea are 
the main export earners, while 
fishing (mainly shrimp) is the 
main animal product for export.

TRADE OPPORTUNITIES 
IN BANGLADESH
Low production costs, with 
a large and growing home 
market of 160 million people 
make Bangladesh an attractive 
destination for investors. 
Bangladesh is becoming one of 







A
fter months of 
nomination, 
auditing, and 
selection, this 
year’s SME100® 

Fast Moving Companies will be 
unveiled at the Kuala Lumpur 
Convention Centre on 13 
December 2019. The Awards 
identify and recognise SMEs 
based on a basket of quantitative 
and qualitative criteria with a 
focus on growth (turnover, profit 
and market share) and resilience 
(best practices, sustainability 
and vision).

CTOS Data Systems Sdn Bhd.
       CTOS is also the sponsor 
of the SME100® CTOS Credit 
Excellence Award and the 
Golden Abacus; both of which 
are awarded for consistent 
credit excellence including 
history of business, viability 
and sustainability based on 
financial reports, credibility 
and reputation of the business 
owner and overall growth of 
the company.
       We are also both proud 
and honoured to be joined this 
year by our illustrious sponsors 

SME100® FAST MOVING 
COMPANIES AWARD 2019 
WINNERS’ LISTING

       This year marks a special 
milestone in the history of 
the Awards, as it has been 
10 years since the Awards 
was first introduced in the 
market. Many companies have 
since been crowned as Fast 
Moving Companies – and past 
recipients have also gone on to 
be publicly listed or acquired by 
much larger corporations. The 
Awards is also unique in that it 
is data-driven, with nominees 
audited by the Awards’ official 
auditor, Baker Tilly and 
creditworthiness checked by 

AFFINBANK, Turkish 
Airlines, Volkswagen, and 
TIME dotCom.
       To this year’s group 
of winners, we at SME 
Magazine would like 
to congratulate you, as 
well as welcome you 
into an exclusive club of 
fast moving SMEs. We 
cannot wait to see where 
you go from here, and 
we hope that bigger and 
better things await you in 
the future. Once again, 
congratulations!  

SME100 FAST MOVING COMPANIES (TOP 10)

SME100 FAST MOVING COMPANIES

BERICAP MALAYSIA 
SDN BHD

176 AVENUE 
SDN BHD

HAILY CONSTRUCTION 
SDN BHD 

BINTANG BULK MOVER 
SDN BHD 

ABBE GROUP (M)
 SDN BHD

OILTEK 
SDN BHD

BESTARI SALES & MARKETING 
SDN BHD

27 ADVISORY 
SDN BHD

IPG ASSET SOLUTIONS 
SDN BHD 

CK PACKAGING & PLASTIC 
INDUSTRIES SDN BHD

ABSOLUTE TECHNICAL PRODUCTION 
SDN BHD

SUNRAY CONSTRUCTION & INTERIOR 
SDN BHD 

DC LOGISTICS 
SDN BHD 

ADVANCED EVENT MANAGEMENT 
(MALAYSIA) SDN BHD

VOSTRON TECHNOLOGY 
SDN BHD
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ADVISORY APPS 
SDN BHD

BEST STONE BUILDING MATERIALS 
SDN BHD

AM ALLOY INDUSTRIES 
SDN BHD

CHONG SENG 
PROPERTY

ESTETIKA MEDISPA 
SDN BHD

DOUBLE EFFECT 
SDN BHD

GHAZAL MAHEL SDN BHD (THE OLIVE 
TREE GROUP) 

AKAIDO MARKETING 
SDN BHD

CELL TISSUE TECHNOLOGY 
SDN BHD

ANGGUN AESTHETIC 
SDN BHD

D & DREAM PROPERTIES 
SDN BHD

FARVIEW SUPPLY 
SDN BHD

DYNAWELD 
SDN BHD

GM COMMUNICATION 
SDN BHD

AGENSI PEKERJAAN MCS 
SDN BHD

BIO-SCIENCE MARKETING 
SDN BHD

AMCEN LAB 
SDN BHD

CURA NATURALE 
SDN BHD

ETCTECH GLOBAL 
SDN BHD

DYNASYNERGY TECHNOLOGY 
SDN BHD

GLOBAL COFFEE RESOURCES 
SDN BHD

AKODA RESOURCES 
SDN BHD

CHANCE HOLDING 
SDN BHD

ASIA IKNOWLEDGE 
SDN BHD

DEMOJO COMMUNICATION SDN BHD

FELCO MEDICAL SUPPLIES 
SDN BHD

ECO GLOBAL LOGISTICS 
SDN BHD

GREENLIFE HARVEST MARKETING 
(M) SDN BHD

ALAM MURNI 
SDN BHD 

CHATKEY TECHNOLOGIES 
SDN BHD

BENUA SAINS 
SDN BHD

DESA 7 RESOURCES 
SDN BHD

GERMAX 
SDN BHD 

ELDON HEALTHCARE 
SDN BHD

GROWNCE 
SDN BHD

P R O F E S S I O N A L  DIAMOND TOOLS

.Holiday

(61985-K)
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GUARD MY RIDE 
SDN BHD

KINDERJOY EDUCARE SERVICES 
SDN BHD

INFINITE VERKZ INTERNATIONAL 
SDN BHD

LIONG YEH HIN MEDICAL HALL 
SDN BHD 

MS COUTURE ASIA 
SDN BHD

MINISO (M) 
SDN BHD

NUSUPREME CONSTRUCTION 
SDN BHD

HBT FORCE (M) 
SDN BHD

KLINIK DR CHONG 
SDN BHD

JY CREATIVE 
SDN BHD

MAJALAH NIAGA 
SDN BHD

MUHIBAH KONSORTIUM HOLDINGS 
SDN BHD

MOBIUS DIGITAL SYSTEMS 
SDN BHD

ORIGIN INTEGRATED STUDIOS 
SDN BHD

HANA MEDIC 
SDN BHD

KINGDOM DIGITAL SOLUTIONS 
SDN BHD

INVIGOUR ENERGY 
SDN BHD

LONGTERM DISTRIBUTION 
SDN BHD

MSV INTERNATIONAL 
SDN BHD

MIRACLE PAVILLION GROUP 
SDN BHD

OISKIN 
SDN BHD

ICOP CONSTRUCTION (M) 
SDN BHD

LAURELCAP 
SDN BHD

K&K REVOLUTION 
SDN BHD

MBH MEDISPA 
SDN BHD

NORTHMOS 
SDN BHD

MODERN CAVE 
SDN BHD 

PG MALL 
SDN BHD

INFINITE LOOP MEDIA 
SDN BHD

LEEZO GROUP 
SDN BHD

KEMUNCAK LANAI 
SDN BHD

MEDICO 
SDN BHD

NU INFINITY 
SDN BHD 

MOHA BIOTECH MANUFACTURING 
SDN BHD

PHAZEGROUND 
PLT

TM
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PLAN C ICT 
SDN BHD

SVO GROUP 
BERHAD

SHAWLPUBLIKA 
SDN BHD

UNO.COM.MY 
SDN BHD

ZIN TIAU FURNITURE 
SDN BHD

WALFOOD INDUSTRY (M) 
SDN BHD

LIONG YEH HIN MEDICAL HALL 
SDN BHD 

SCHOOL OF LIFE 
SDN BHD

TADIKA STRAWBERI 
EMAS

SITEGIANT 
SDN BHD 

VANZO ASIA 
SDN BHD

YEO PLUMBER 
SDN BHD

NU INFINITY 
SDN BHD 

PROGRESSIVE SERVICES & 
EQUIPMENT SDN BHD

SYARIKAT PERABUT BUKIT BATU 
SDN BHD

SIFOO INTERNATIONAL 
SDN BHD

UPPAL AIMED GUARD SECURITY 
SDN BHD

WYK CATERING & CANOPY SERVICES 
SDN BHD

MODERN CAVE 
SDN BHD 

SECURIDO GUARD SERVICES 
SDN BHD

TAN KOK LEYONG NURSERY 
SDN BHD

SOON SHING BUILDING MATERIALS 
SDN BHD

VERDURE HEALTHCARE 
CONSULTANCY SDN BHD

YES ONLINE 
SDN BHD

SITEGIANT 
SDN BHD 

SETIA MEDI PHARMA 
SDN BHD

TNO PROJECT MANAGEMENT 
SDN BHD

STAREX HARDWARE 
SDN BHD

VIA VACATION AND TRAVEL 
SDN BHD

ALAM MURNI 
SDN BHD 

GHAZAL MAHEL SDN BHD (THE OLIVE 
TREE GROUP) 

YS COOL 
SDN BHD

R
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R
eturning once 
more by popular 
demand, the 
SME CEO Forum 
was held on 26 

November at the Pullman Hotel, 
Bangsar. Themed “Industrial 
Revolution 4.0”, the CEO Forum 
brought together C-level 
executives and business owners, 
playing host to close to 700 
delegates from across Malaysia. 
       The Guest of Honour, 
Datuk Seri Mohd Redzuan 
Yusof, Minister of Entrepreneur 
Development, officiated the 
forum while urging SMEs to 
innovate and benefit from the 
ongoing Fourth Industrial 
Revolution. In his speech, the 
minister emphasised the fact that 
Malaysia already had the means, 
the know-how, the technology, 

       The forum also played host 
to several panel discussions 
which included business leaders 
and CEOs from renown brands 
such as myNews.com, Funding 
Society, Xperanti IOT, among 
others. These panel sessions 
featured an open Q&A segment 
where delegates attending the 
forum could pose their own 
questions for the panellists to 
answer. A wide range of topics 
were covered during these 
sessions, including the oncoming 
advent of AI, the future of 
digital transformation, and the 
challenges and solutions that 
come with the Fourth Industrial 
Revolution.
       Also present at the event 
were an array of exhibitors 
who are leading brands in 
their respective industries. 

and the resources needed to 
commit to the Fourth Industrial 
Revolution. All that is needed 
now is to take action and develop 
our own technology which will 
become the envy of the world.
       Each speaker presented 
on the different diverse aspects 
of the Fourth Industrial 
Revolution. Ranging from a 
general overview of this new 
paradigm, to the transformation 
readiness of companies, to 
empowering of the nation 
through the implementation 
of IoT; the forum covered an 
comprehensive list of topics 
that can help entrepreneurs 
and SMEs understand how the 
Fourth Industrial Revolution will 
impact the business ecosystem, 
and to assist in devising a plan to 
counter and benefit from it.

These exhibitors included 
Lenovo, BMW, Celcom, 
Turkish Airlines, BrioHR, 
Dynamic X Consulting, 
and Ireka, and more. Each 
exhibitor displayed their 
latest and greatest products 
and services that have been 
perfectly adapted to the 
transforming Industrial 
Revolution 4.0 world.
       The forum was 
concluded with several 
rounds of a lucky draw, 
where-in more than 
RM8,000 worth of prizes 
were won. Delegates were 
able to walk away with prizes 
such as premium SYMI 
briefcases and CORFU duffel 
bags by Braun Buffel and 
Lenovo ThinkVision M14 
displays. 
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T
he tenets of halal are 
followed all across the 
globe by Muslims, who 
make up a quarter of 
the world’s population. 
Halal is more than just 
dietary laws: it is a way 

of life which provides guidance and 
certainty in today’s volatile, uncertain, 
complex, and ambiguous world.
       Today, the system encompassing halal 
food, halal products, Islamic finance, and 
other areas governed by halal is known as 
the ‘halal economy’. Coined at the World 
Halal Forum in Kuala Lumpur in 2011, 
the halal economy is currently worth an 
estimated US$3 trillion – and is projected 
to grow to US$5 trillion by 2025.
       This is in tandem with the anticipated 
increase in the number of Muslims to 
nearly three billion by 2060 from 1.8 
billion currently, according to the Pew 
Research Center. Consequently, a third of 
the world population will be Muslim, up 
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from around 24.1 per cent currently.
       Thus, the main draw for companies 
seeking to participate in the halal economy 
is its burgeoning size. With its high Muslim 
population, the Asia-Pacific region is one 
of the largest potential markets for halal 
food products. It does not then come 
as a surprise that the demand for halal 
products in this part of the world has grown 
exponentially over the last decade. 
       As a major centre for agricultural 
production, along with rising per capita 
incomes and higher levels of education, 
this region is slowly turning to a hub for 
halal produce. Indonesia is the largest halal 
market in Asia-Pacific (and also the most 
populous Muslim country) with more than 
260 million Muslims. 

TECHNOLOGY AND HALAL
When people think about halal, technology 
isn’t the first thing that comes to mind. The 
halal creed was passed down more than a 
millennium ago – a person transported to 
the modern era from that age will find the 
world an unrecognizable place.
       However, technology has also allowed 
halal to stay in step with the modern 
world. More accurately, it allows Muslims 
to ensure that the tenets of halal can be 
adhered to, despite the complexity of 
today’s environment.
       Speaking at the WIEF-SEACO 
Foundation Roundtable 2019 in Dhaka, 
Prof. Dr. Irwand Jaswir, Adviser to the 
Halal Lifestyle Center in Indonesia said 

ROLE OF 
TECHNOLOGY 

AT HALAL 
TOUCHPOINTS

     

 

 

 

 

 

 

● HALAL LABORATORY 
 CERTIFICATION
● PACKAGING AND 
 LABELLING

FOOD
PRODUCTION

LOGISTICS

RETAIL

● BLOCKCHAIN PROOF  
 OF ORIGIN
● HALAL-CERTIFIED 
 FACILITIES

● PRODUCT  
 IDENTIFICATION
● QR CODE 
 LABELLING



emphasis on education. Not just Muslims, 
but other religions as well. Take modern 
media for example – a lot of it is focused 
on gratuitous violence and does not have 
educational value. But I would say that 
edutainment, which combines education 
and entertainment, is a big and upcoming 
market with Muslims. For example, a 
Saudi Arabian company is starting a joint 
venture with a Japanese studio to create 
a feature anime film focused on Islamic 
values. I think it will be a hit with Muslim 
millennials, who grew up with such media 
– but never before has it been combined in 
such a manner.”
       But if a product is not a good product, 
it will not be accepted by consumers, halal 
or otherwise. Tipu Munshi, Minister of 
Commerce for Bangladesh, stated, “For our 
exports, we must first upgrade our quality 
to compete with those from other countries. 
It doesn’t matter if we get the halal 
certification, but our products are inferior 
to products that are not halal certified. 
From my experience, even Muslims will buy 

that among the main uses for technology 
in the halal context is food safety. Using 
chemical analysis, halal laboratories are 
able to certify that a certain food product 
does not contain porcine material or 
alcohol. Thus, the tested food product 
can be said to be halal if it is free from 
these ingredients. 
       In this regard, halal laboratories are in 
great demand by firms looking to get their 
products certified. Manufacturers from 
non-Muslim majority countries – China and 
Japan in particular – are keen to export 
their products to the growing halal market, 
hence the need for halal certification. 
Laboratories in Malaysia, Thailand, and 
Korea are able to certify as halal products 
ranging from food to skincare and 
pharmaceuticals. 
       Further advances in technology such as 
blockchain and the Internet of Things (IoT) 
can also aid in traceability, ensuring the end 
product on consumers’ plates is halal from 
farm to fork.
       In addition, smartphone apps specific 
to halal are very common, from helping 
Muslim travellers find halal eateries, 
mosques and kiblat (the direction facing 
Mecca for prayers), to cross-check halal 
certificate validation and verification such 
as the Department of Islamic Development 
Malaysia’s (JAKIM) Verify Halal app.

A VIRTUOUS LIFE
Traceability and food safety are not just 
the only uses of technology in halal. As 
Dr Barbara Ruiz-Bejarano, Director 
of International Relations at the Halal 
Institute of Spain, explains, “Technology 
in a halal context has so much potential. 
For example, in halal tourism, you can have 
virtual reality (VR) and augmented reality 
(AR) Muslim experiences. If you travel to 
Spain, our Islamic heritage dates back to 
the 12th century. There is no longer a living 
Muslim community, but with VR, you can 
see the present transformed into what it was 
like during the heyday of Islam in Spain. By 
using your smartphone, you are able to see 
a different world and pick up historical cues 
from there.”
       As a lifestyle, halal encompasses more 
than just eating ‘clean’ foods. It is also 
about living a virtuous life; practicing 
honesty, kindness, and forgiveness is 
also part of halal. Apart from food, 
media is also another area where halal 
and technology can be applicable. Dr 
Ruiz-Bejarano explains, “We put a lot of 

the non-certified products because at the 
end of the day, consumers are looking for 
value for money.”
       On the flip side, non-Muslim 
consumers will buy halal products if the 
price and quality is comparable. Dr Ruiz-
Bejarano says, “Halal is opposed to inferior 
quality, fraudulent practices, etc. Halal 
is not only excluding pork and alcohol; it 
also means that the company is practicing 
what is popularly known as fair trade. If 
we can make consumers relate halal to the 
values promoted by fair trade like social 
responsibility, economic and social justice, 
animal welfare, sustainable practices and 
so on, halal will gather interest beyond just 
religious compliance.”
       It is interesting to note that technology 
and halal can be used for Muslims to 
lead a virtuous life. Beyond food and 
media, Islamic financing is also growing 
in popularity for its ethical principles. 
There is massive potential ahead for other 
technology uses in halal – and it is limited 
only by our imagination. 
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BOOST PRODUCTIVITY 
WITH AI AND BIG DATA 
PROCESSING

T
he Fourth Indus-
trial Revolution 
promises great 
leaps in produc-
tivity. Sensors 
and AI incorpo-
rated into cyber-

physical systems will make inter-
acting with machines as easy as 
accessing the Internet. Advances 
in data processing will lead to new 
insights into processes once 
thought routine. New hardware will 
drive a new wave of automation.
    All this seems like science fic-
tion, but it is happening in the here 
and now. Many of the advances 
in the Fourth Industrial Revolution 
may be buzzwords now, but un-
derstanding them will be the key 
to long-term success for SMEs. 
These technologies can not only 
drive productivity, but also stimu-

late innovation in SMEs by outma-
noeuvring bigger and less wieldy 
corporations. Technology enables 
the democratisation of the market-
place, allowing SMEs to compete 
with the big boys in their class.
    Nevertheless, the journey to-
wards technological change is not 
an easy one. Going it alone entails 
a massive investment in time and 
money. Furthermore, without a 
technology partner, a business 
may spend more than it should 
chasing after bad information or 
using solutions that do not suit 
their needs.

DELIVER DIGITAL 
OUTCOMES EFFECTIVELY
In conjunction with the hype that is 
Industry 4.0 and the ongoing digi-
tal transformation, many SMEs, 
especially in the manufacturing 
sector, are still unsure about what 
exactly Industry 4.0 is, and how 
they are going to start adopting 

this trend into their business op-
erations.
    Therefore, finding a suitable 
technology partner like Dynamic 
X Consulting will make the change 
to next generation technology 
less onerous. Dynamic X Consult-
ing provides technology consult-
ing services for SMEs to deliver 
the most effective solutions for 
business operations. In addition, 
valuable information about digital 
transformation can be obtained 
through technology partnerships 
with specialist consulting firms.

LEVERAGE TECHNOLOGY 
WITH A PARTNER
Dynamic X Consulting is commit-
ted to helping customers drive 
transformation and deliver busi-
ness outcomes. By driving innova-
tion and providing a platform for 
strategic insights within the busi-
ness, solutions can range from en-
terprise resource planning (ERP) 

to human capital management, 
data analytics and industry-spe-
cific solutions.
    Powered by Sage, solutions 
by Dynamic X Consulting can 
range from simple solutions for 
SMEs starting out, to complex 
systems overhaul for corporate 
transformation programmes. 
Such solutions include Sage 
X3, MESPRO, and DIMO Maint 
for overall digital technology 
solutions, as well as Sage 300 
People and AIworks Solutions 
specialising in HR and upskill-
ing programmes.
    Importantly, such solutions 
are affordable and involve the 
latest technology – suitable for 
SMEs which may have a limited 
budget for digital transforma-
tion. As mentioned, SMEs need 
to change to continue to stay 
relevant and stay competitive. It 
need not be expensive, but the 
will to change needs to be there.

MAKE SENSE OF INDUSTRY 4.0

Call +603-2728 3409, visit www.dynamic-x.net, or e-mail marketing@dynamic-x.net to find out more about Dynamic X Consulting’s solutions.  
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SALES BLOG     WITH SUE BARRETT

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

adviser, facilitator, sales 
coach, training provider and 

entrepreneur. Sue founded 
Barrett in 1995 to positively 

transform the culture, 
capability and continuous 

learning of leaders, teams and 
businesses by developing sales 

driven organisations that are 
equipped for the 21st Century. 

       Paradoxically, though, when 
we place ourselves front and centre 
in the world, we seem to diminish 
our sense of self. As we magnify 
ourselves, we only get smaller. It’s 
as if the more material objects we 
accumulate, the less room there is 
in our lives for the real substance 
of people and relationships; the 
things that indeed make us happy.
       Another factor worth 
mentioning is the environmental 
impact of the rampant materialism.
       Can the planet afford our 
hyper consumption?
       How much do we really need?
Would we all benefit from 
concentrating on experiences and 
relationships, like finding common 
ground for the common good, 
rather than the shiny things that so 
often beguile and distract us?
       Clearly these are difficult 
questions that are confronting us 
daily at every level.
       And greater minds than mine 
are working towards helping us 
find better pathways forward.
       It also begs the question ‘What 
are we selling now?’
       Remember everybody lives by 
selling something. 

P ractising gratitude has 
made me focus on other 
matters and much less on 

material things. I have found that I 
am far less worried about ‘keeping 
up with the Joneses’ or 
experiencing FOMO (fear of 
missing out). I think less about 
things and more about people.
       There is a place for 
materialism in our world. I 
appreciate nice things. I am not 
an ascetic who disavows material 
goods or worldly possessions. But 
I don’t feel the need to strive for 
them madly. I also understand and 
appreciate how materialism works 
as a driver for so much of our 
economy. After all, I work each day 
with businesses who come to me 
for advice and help on how to sell 
better. I understand how markets 
work and the emotions and desires 
that drive people to buy things.
       However, research has shown 
that while materialism encourages 
entrepreneurship and economic 
growth, along with wealth creation 
and status signalling, it has also 
been shown to harm psychological 
well-being.
       In their paper ‘Is Gratitude 
an Alternative to Materialism?’ 
the authors Emily L. Polak and 
Michael E. McCullough showed 
that while economic motivation is a 
prerequisite for a financially secure 
and stable life (e.g. the unemployed 
do have higher rates of depression), 
high economic motivation (e.g. 
materialism) is strongly correlated 
with reduced wellbeing and even 
increased rates of mental disorders.
       They argue that “positive 
other-oriented emotion such as 

gratitude may have the power to change social cognition, motivation, 
and social relationships in precisely the ways that are likely to reduce 
materialistic strivings and their deleterious effects on psychological 
well-being.”
       Interestingly, several researchers have noted how insecurity, both 
emotional and financial, drives materialism. It can be very hard to 
practise gratitude when you are fighting for survival, feeling insecure, 
especially when you don’t have the assets, support, skills or knowledge to 
get you to a better place.
       However, fighting for survival is relative. Other research has shown 
that pursuing material gain in and of itself makes people more selfish and 
less grateful, even when they have more than enough to go around and 
keep them secure.  
       Academic and senior lecturer at the School of Political Science and 
International Studies of the University of Queensland, Frank Mols and 
Professor Jolanda Jetten have done extensive research in this area and 
written a book called ‘The Wealth Paradox: economic prosperity and the 
hardening of attitudes’ which shows, in general, the wealthier people get 
the meaner they get.
       Contrast this with others who are less fortunate: those who have very 
little can be some of the most generous people around. We see this in the 
types of people who donate more often to charities; it is usually the less 
well-off that will donate more often or give a higher proportion of their 
income to charity. 
       If we look into social media, especially Instagram, Facebook and 
even LinkedIn, we also see the malaise of materialism in those people 
who use their possessions as a kind of psychological shield to deflect 
from their frailties. For these people, materialism ends up feeding the 
black hole inside; they keep throwing gadgets, cars, clothes, properties 
into the void hoping it fills up, hoping they can buy their way to some 
peace and contentment. Or at the very least, hoping they can gain the 
respect, admiration and even envy of others.





Brad Feld has been an 
early stage investor and 

entrepreneur for over 20 
years. Prior to co-founding 

Foundry Group, he co-founded 
Mobius Venture Capital, and 

prior to that, founded Intensity 
Ventures, a company “that 
helped launch and operate 

software companies. He is also 
the co-founder of TechStars. 
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It’s the same for every email, except the occasional over formatted 
and stylized email marketing newsletter thingy. My focus stays on the 
content and the clean screen. I just read and respond.
       When I’m in Gmail, there are a zillion random things everywhere. 
Emails are in different fonts – both types and sizes. My brain is 
constantly processing multiple inputs that make me tired, distract me, 
and slow me down.
       All I really want to do it get through my email. When I just sit and 
process it email by email, with no context switching or distractions, it 
gets done quickly. Superhuman facilitates this; Gmail doesn’t.
       Blogging is similar. The newest WordPress editor is delicious. I just 
type. It’s clean, simple, and always the same.
       When I chew on it more, it’s part of why I love reading on a 

Kindle. The font is always 
the same, no matter what I’m 
reading. Suddenly, my brain is 
not processing different textures 
when I’m processing text.
       It’s kind of clear to me 
when I type it out, but it wasn’t 
obvious until I thought about the 
other day. We’ve taken the UI to 
a place of divergence – it’s either 
consistent and simple or chaotic 
and complex. I’m all about 
consistent and simple. 

I
’ve been a Superhuman 
email fan for a while. I 
decided a week ago to go 

try Gmail and see if I still liked 
Superhuman so much better.
       After about two hours, I went 
back to Superhuman.
       Several days later, I tried 
Gmail again, deciding that I was 
just grumpy for some reason. I 
bounced back to Superhuman 
within an hour.
       This time I sat and thought 
about why I liked Superhuman so 
much better. It took a little while 
for it to come to me, but when it 
did it was painfully obvious.
       When I’m looking at 
Superhuman, I am processing 
one consistent font. All the time. 
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UP YOUR SERVICE!     WITH RON KAUFMAN 
   COLUMN      

Ron Kaufman is the 
world’s leading educator 
and motivator for upgrading 
customer service and uplifting 
service culture. He is author 
of the bestselling “UP! Your 
Service” books and founder of 
UP! Your Service. 

M
any of us enjoy doing 
business with people 
from countries, 

ethnicities, and backgrounds that 
are different from our own. This 
brings into our lives, and the lives 
of those we serve, a wonderful 
sense of the colourful, cultural, 
and amazing world in which we 
live and work.
       This colourful combination 
is also loaded with opportunities 
to accidentally misstep or 
inadvertently create negative 
impressions. Since our definition 
of service is “taking action to 
create value for someone else”, 
then service can be enhanced 
when we are conscious of others’ 
backgrounds and their cultures, 
and the manner in which they 
prefer to be served.
       Let me tell you a story from 
my client’s background, and how 
she accidentally offended the host 
from one of her most influential 
clients:
I was in Taipei, Taiwan. I had 
not travelled internationally 
much for business, and this was 
my first time in Taiwan. I was 
visiting the offices of a major 
product manufacturer. I had done 
business together with my contact 
person for over a year via email, 
but this was our first face-to-face 
meeting. My married last name 
is Ihara, which is Japanese, and 
can be a bit misleading as I 
am actually a tall, native born, 
Caucasian American.
The dilemma began when I was 
offered a beverage – a sweet, 
sugary fruit drink in a can. I 
follow a careful eating regime 
and would have been very happy 
with water, so I declined the fruit 
drink. I was offered a bottle of 
soda, which I also declined. Uh-

As you read this, you may have 
your own thoughts about how this 
approach would be received in the 
culture where you work, or where 
you grew up.
       And it’s not just race and 
gender that contribute to the 
diversity in our world. We are also 
a world filled with differences in 
age, language, religion, physical 
abilities, dietary preferences, social 
standards, legal frameworks, 
business practices and more.
       But this exploration doesn’t 
need to be a minefield. With 
some basic courtesies and 
considerations you can serve 
others in a considerate manner 
that is appreciated by all of your 
customers and service partners.
       keep – the ones that really 
matter. 

oh… you can see where this is going.
Had I been smart (and culturally sensitive), I would have accepted the 
fruit drink, opened the can, and let it sit idle on the table. But I wasn’t 
sensitive or smart. The third drink offered was a small box of milk – 
the kind that can sit on a shelf for years and still be consumable. Oh 
dear, not a good situation. I did accept the milk box, but didn’t open it. 
And this whole episode clearly offended my host. Fortunately my error 
was forgiven, but not before I received a “look” from my host that I 
remember until this day.
It was a difficult lesson to learn, yet it opened my eyes to the amazing 
world of cultural etiquette. Even today I am extremely grateful. I will not 
make the same mistake again, and this experience created an excitement 
to learn much more.
As a woman in Senior Management in America, I have learned to 
lead with a firm hand-shake, make direct eye contact, use open 
communication, and show a genuine interest in the lives of those with 
whom I interact. I genuinely like people, and am really fond of most of 
those with whom I do business. I enthusiastically greet my associates, 
often, with a hug (male, or female!). This direct approach works very 
well for me in the United States. But as you can imagine, this behaviour 
is not appropriate for all the regions and cultures of our very diverse 
world.

Complete VOIP Solutions
for your Business

www.cal4care.com
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Gary is a Belarusian 
entrepreneur, author, speaker 

and internet personality. 
First known as a wine critic 
who grew his family’s wine 
business from US$3 million 

to US$60 million, Vaynerchuk 
is best known for his work 

in digital marketing and 
social media, leading New 

York-based companies 
VaynerMedia and VaynerX.

AskGaryVee     GARY VAYNERCHUK

P eople always ask me 
whether I prefer 
“quantity” or “quality” 

when it comes to content.
       To me, the answer is always 
both – you want more quality and 
more quantity. I always talk about 
how the creative is the variable of 
success and I couldn’t believe in 
it more.
       But if I really had to pick just 
one, I’d go with quantity. 
       Here’s why – a lot of people 
think that quantity comes at the 
expense of quality but I think it 
LEADS to quality. It gives you 
more opportunity to find out what 
“quality” is.
       So many of you are not 
posting because of your own 
subjective opinion about your 
content, not what the audience 
actually cares about. 
       The more content you put out 
for more audience demographics 
and segments, the more you 
can really understand what they 
respond to and refine what you’re 
putting out based on actual 
data – instead of only depending 
on the subjective opinions of 
decision makers.
       So even though I believe that 
creative quality is the variable 
of your success, it’s the quantity 
execution that becomes the 
opportunity to figure out what the 
quality is. 

       The reason I have so many insights about content is because I’ve 
created a machine around me that allows me to listen at scale. It looks 
like I’m just talking, but it’s led to a level of listening that gives me such 
profound consumer insights. The next decade is will be one enormous 
game of value of output – and whichever companies figure out that game 
first and can execute it will pick up disproportionate market share. 

MORE VOLUME DOESN’T MEAN YOU POST FOR THE SAKE OF POSTING
Creating more volume isn’t about posting for the sake of posting. Having 
the post-production capabilities or the skill set to create contextual 
content for the platforms that matter for you (i.e. LinkedIn, TikTok, 
Instagram, etc) is equally important. 
       Ironically, volume of content inevitably makes your content more 
relevant to the people consuming it. Once a company or a brand accepts 
this framework for producing content, the next thought is, “so… what are 
we going to say?”
       Once you have the option to create so many pieces of content, you 
can start the process of making them contextual to specific audience 
segments. You can make content for – say – female CIOs in Russia. 
And because you’re making a ton of content, you’re not going to make 
“vanilla” anymore. You’re no longer depending on 2-3 pieces of content 
to reach and convert everybody. 
       Once you adopt this framework, you become deeply knowledgeable 
of how powerful these social platforms really are. For example, if I want 
to reach a CTO who went to MIT, I can use MIT colours in my creative 
to make it more likely for him or her to click into it. Imagine being 
able to scale that concept over many job titles, locations, schools, and 
organizations. You can literally make a piece of content that starts with 
“Hey, are you 28 years old?”
       After a detailed conversation about this, you can’t imagine how fast 
100 pieces of content actually starts feeling too little!

IF YOU DON’T HAVE A TEAM, START 
BY PICKING THE CONTENT FORMATS 
YOU’RE BEST AT If you had the 
option to go back in time and buy 
up beachfront property in Malibu 
for pennies on the dollar, would 
you do it?
       The answer is yes!
The number one asset for you no 
matter what you do – whether 
you’re a financial advisor, whether 
you’re in real estate, whether 
you sell sneakers, or whether 
you’re trying to run for mayor – is 
attention. You need other people’s 
attention before you can tell them 
what you want from them.
       Attention is the singular asset. 
And right now, the attention of 
the world sits in mobile devices 
at scale on a handful of social 
platforms. And the game is about 
communicating with them in 
written, audio, and/or video form.
       Ideally you’d do them all – but 
if you really don’t have resources, 
think about what you’re best at. 
Are you a great writer? Do you feel 
comfortable on video? Or are you 
more introverted and want to do 
a podcast? It doesn’t matter what 
it is, just start talking – then start 
doing it a lot more.
       To produce 100+ pieces of 
content a day, maybe 52 of those 
are just single tweets. Maybe 26 
of them are Instagram stories. 
Maybe 1 of them is a blog post 
and you’re able to repurpose 
some of the text for your tweets. 
Maybe you write text posts or 
record short videos on your phone 
for LinkedIn. The volume will 
give you the opportunity to hit 
different segments and find out 
what messages the market deems 
as “quality.”
       For example if you’re a real 
estate agent and you’re trying to 
sell a home, if you make 1 video, 
a 22 year old woman who makes 
$100k a year and a 49 year old 
woman with two kids making 
$47k are going to look at it very 
differently!
       We have these platforms that 
allow us to target people at such 
narrow levels at scale – the volume 
of creative helps you context the 
creative to different segments. 
When I say things like “Hey 
California!” Or “Hey Mexico!” 
at the beginning of my videos 
and run it in those areas, they do 
disproportionately better.
       The opportunity out there is 
just remarkable, and it WILL go 
away!! 



N o data or statistics today. 
No sales training or 
coaching either. This 

won't be a lesson for sales 
managers or sales leaders. This is 
my rant of the day.
  Netflix? √
  Blue jeans? √ 
  Tee shirt? √ 
  Laptop? √ 
  Smartphone? √ 
  Zoom Meeting room? √
Lately it seems that everyone has a 
Zoom room so congratulations to 
Zoom! They're adding telephony 
so they seem to be expanding 
their offerings. The question is, 
if everyone is rushing to Zoom 

       Video meetings are the 
future. Video meetings are 
important. The technology to sell 
by video conference is easy-to-use, 
ready-to-use, requires no training, 
and can help you be a trusted 
advisor - a status you cannot 
achieve as quickly by phone or in 
a Zoom meeting without video.
       When I'm being sold to I keep 
my camera off – but for some 
reason they don't turn theirs on. 
When I'm doing the selling you 
can bet your bottom dollar that 
my camera is on, I'm looking at 
them, I'm animated, and behaving 
exactly as I would if I were sitting 
in that prospect's conference 
room or office.
       Come on people – turn on 
your video! 

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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for their advanced meeting platform, why aren't salespeople taking 
advantage of it?
       Selling has generally moved from outside to inside. The advantage 
of selling from one’s desk or home office is that it's much more efficient 
and far less costly. The disadvantage is that people still want to meet the 
people they are doing business with. Enter video. Video conferencing 
allows prospects and customers to see us, without us having to travel. 
It's better than audio-only, otherwise known as phones. 
       If video enhances our ability to sell from the comfort of wherever 
we are, why is it that nearly every time I join a Zoom meeting the host's 
video is turned off? Doesn't that defeat the purpose?
       In my opinion, the appeal of the technology has caused everyone 
to jump on board but the availability has moved more quickly than our 
readiness to adopt the technology. Many salespeople are either too 
embarrassed or too uncomfortable being on camera to turn on their 
camera. And then there's the group who turn it on but don't centre the 
camera on their face! Do us a favour – yo 're the ones who shouldn't be 
turning on the cameras!
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Jim Stovall has been a 
national champion Olympic 

weightlifter, president of 
an Emmy Award-winning 
television network, and a 

highly sought after author 
and platform speaker. He was 

chosen as an International 
Humanitarian of the Year, 

joining Jimmy Carter, Nancy 
Reagan, and Mother Teresa as 

recipients of this honour.

ULTIMATE PRODUCTIVITY     WITH JIM STOVALL

I heard a disturbing 
statistic recently that I 
believe to be indicative 

of many of the financial problems 
we are facing as individuals and 
as a society. Americans spend 
more money gambling than on all 
other forms of entertainment put 
together. While I do not criticize 
or judge people who like to 
gamble recreationally, I have 
never found it to be entertaining.
       I spent the first part of 
my adult life poorer than most 
people in America, and I’ve 
spent the last several decades 
considerably wealthier than most 
Americans. Earning money is 
not easy, and I like to receive 
full value for the dollars I spend; 
therefore, personally, I do not 
find losing money in a casino to 
be entertaining.
       The most fun I’ve ever had 
with money is giving it away. 

I wonder if the people shoving their hard-earned dollars into slot 
machines might not find it more entertaining to spend that money 
at the mall buying toys that they can give to less fortunate kids in 
their community; however, having stated my personal preference, if 
people want to gamble with money they can afford to lose and find it 
entertaining, so be it. Betting money in a casino is really not a gamble. If 
you do it long enough and consistently, you will invariably lose money. 
The odds of winning or losing are calculated and readily available to 
anyone who wants to learn about it.
       Even more dangerous to many people’s financial health are the 
growing number of states that have a lottery. Once again, I have no 
problem with people buying lottery tickets who can afford to lose the 
money, but they must realize they are more likely to get struck by 
lightning and hit by an asteroid on the same day than to win the lottery.
       If the average person who buys multiple lottery tickets on a 
regular basis would invest that same amount of money in an index 
fund or growth stock mutual fund throughout their working life, 
they would be a multimillionaire. This is not a risk or a gamble as it 
would have worked beginning in any year over the last half century. 

Prudent investing is not a risk 
or a gamble. On the other hand, 
gambling is also not a risk as you 
are mathematically guaranteed 
to lose over the long haul; 
therefore, we must conclude that 
investors win and gamblers lose.
       If you fully understand 
this and still wish to entertain 
yourself in a casino, that is your 
business, but I hope at some 
point – amidst the flashing 
lights, bells, and whistles – 
you’ll consider the alternatives.
       As you go through your 
day today, remember winning 
means investing. Losing 
means gambling.
       Today’s the day! 
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ensely 
populated and 
buzzing with 
activity at all 
hours, Dhaka 
is a gloriously 
noisy and 

chaotic city. The capital of 
Bangladesh, Dhaka is the 
country’s economic, social, and 
cultural hub. 
       Located on the Ganges Delta, 
Dhaka first rose to prominence 

as the commercial hub for Bengal 
under Mughal rule. As the centre 
of the muslin trade in Bengal, it 
was one of the most prosperous 
cities on the Indian subcontinent. 
Merchants from Europe and Asia 
congregated in Dhaka, while its 
rulers decorated the city with 
well-laid out gardens, tombs, 
mosques, palaces and forts. The 
British introduced electricity, 
railways, cinemas, and Western-
style universities and colleges.

BY 
ONG XIANG

HONG

   BUSINESS TRAVEL      

Muslim state. This accelerated 
the process of independence, 
which also led to the Partition of 
India in 1947.
       Today, Dhaka is home to 
20 million people, making it the 
most densely populated city on 
Earth. It is also one of the most 
densely industrialised cities in the 
world, with an estimated GDP 
of US$156 billion contributing 
to 35 per cent of Bangladesh’s 
economy. 

       Dhaka and its sister 
city Calcutta (now Kolkata) 
played a pivotal role in Indian 
independence. The short-lived 
Partition of Bengal in 1905 
established Dhaka as the capital 
of East Bengal and Calcutta 
as the capital of West Bengal, 
incubating the broader Indian 
independence movement. 
The All India Muslim League, 
founded in Dhaka, advocated 
for the creation of a separate 

D

DHAKA: 
BEATING 
HEART OF 
THE DELTA
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GETTING IN
Hazrat Shahjalal International 
Airport (IATA: DAC) is the 
primary airport serving Dhaka. 
Regular international flights are 
available from most major hubs 
in Asia and Europe. There is 
also significant traffic with the 
Middle East, owing to the large 
number of Bangladeshi dias-
pora in the region. The airport 
itself is slightly run-down, but 
service is normally efficient.
       Alternatively, Dhaka is 

DISTRICTS OF DHAKA

connected to most major cities 
in Bangladesh by rail. As the hub 
of Bangladesh Railways, there 
are multiple trains per day to 
and from cities like Chittagong, 
Sylhet, Rangpur, and Cox’s Bazar. 
Internationally, the Maitree 
Express connects Dhaka to its 
sister city Calcutta (Kolkata) in 
India’s West Bengal. 

GETTING AROUND
Dhaka suffers from some of the 
worst traffic on Earth. During 

       Arguably the best way of 
transport around Dhaka is either 
by taxi or auto-rickshaw. These 
can be hailed from the street, 
and prices should be negotiated 
beforehand. As a guide, an auto-
rickshaw ride from Old Dhaka 
to Gulshan should cost around 
Tk 250. Local ride-hailing apps 
like Uber or Pathao can also be 
used to hail a taxi, but drivers 
rarely speak English, so make 
your pick-up and drop-off point 
very clear.

OLD DHAKA
Old Dhaka is where 

the city started in the 
Mughal era – and it 

shows in its frenetic, 
crowded pace. Located 

next to the mighty 
Buriganga river, Old 

Dhaka is chock-a-block 
full of buildings from 
the Mughal, British, 

and modern periods. 
Therefore, most of the 

main architectural sights 
and tourist attractions 

are located here. Sights 
like Lalbagh Fort, Ahsan 

Manzil palace, and 
Sadarghat river port 
are highlights of the 

historic city.

rush hour, it can take hours 
to traverse a distance as little 
as 5km. The sheer amount of 
traffic coupled with terrible road 
conditions and questionable 
driving skills makes travelling 
around the city a challenge.
       Public transport in Dhaka is 
limited to buses. However, they 
are crowded, noisy, and signage 
is only in Bengali. There is no 
local metro or light rail system in 
Dhaka, although one is scheduled 
to open in 2021. 

GULSHAN Gulshan is the upscale 
neighbourhood of Dhaka. 
Gulshan and neighbouring 
Banani district were founded 
as planned model towns, and 
is now home to a number of 
the city’s high-end restaurants, 
shopping centres, schools and 
members’ clubs. The area is also 
where embassies and diplomatic 
missions can be found. 

DHAKA CANTONMENT
Just south of the airport, Dhaka 
Cantonment is where the 
headquarters of Bangladesh’s 
armed forces are located. 
Despite this, some of Dhaka’s 
more luxurious hotels and malls 
can be found here. There is also 
a golf course run by the army 
located in the Cantonment area. 
The Maitree Express to and 
from Kolkata terminates at the 
Dhaka Cantonment station. 

MOTIJHEEL
The commercial heart 

of Dhaka, Motijheel 
is where many of 

Bangladesh’s local and 
multinational business 

establishments have 
their offices. Many 
news, magazines, 

print and other media 
publishers are based 

here. Motijheel is close 
to Kamalapur Railway 
Station, Dhaka’s main 

railway hub to other 
parts of Bangladesh and 
an architectural wonder 

in its own right. The 
University of Dhaka, 
Bangladesh’s oldest 
institution of higher 

learning is located next 
to Motijheel.
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2
019 is rapidly 
coming to a 
close and the 
holiday season 
is here. It is 
time to hang 

up your suit, kick back, relax, 
and take a well-deserved break. 
While it is understandable that 
many will be excited to plan out 
their holidays’ stuffing every 
conceivable activity into their 
itinerary; such a rushed and fast 
paced vacation might only serve 
to tire you out even more.
       The first step is to slow 
down! You are on vacation! 
Better to take your time to visit 
and enjoy a few breathtaking 
locations than to sprint 
through every possible tourist 
trap in existence. Now that you 
have taken a step back to plan 
things out more reasonably, 
the following are some 
handy tricks to keep in mind 
when you go merrymaking; 
especially overseas.

TRAVEL VERY LIGHT
Bare essentials is the name of 
the game. This will help you get 
through security faster and avoid 
any pesky baggage fees you might 
incur. Additionally, if you are 
an avid shopper, it would make 
more sense to bring a large, 
mostly empty bag so that you 
have plenty of room to take home 
some souvenirs.

DRESS FOR SUCCESS AT SECURITY
Security checks and their noisy 
metal detectors. These are most 
likely the number one thing that 
slows down any immigration 
process. In order to avoid 
getting held up at the security 
checkpoint, dress lightly so that it 
looks like you are not concealing 
any extra baggage. Additionally, 
leave jewelry at home, wear a 
plastic buckle on your belts, and 
utilize slip-on shoes.

MAKE FULL USE OF 
CUSTOMER SERVICE
Seriously, if you are staying at 
a decent hotel, get the front 

desk to do your bidding (within 
reason, of course). Get them to 
call you a taxi, make a dinner 
reservation, organise a tour, to 
name a few. If you don’t mind 
a more ‘hands off’ approach to 
your vacation, sign up for an 
organized vacation package that 
includes accommodation, meals, 
transportation, and sightseeing.

UTILISE A TRAVEL AGENT
Following on from the previous 
tip, why not leave all the 
heavy lifting to someone else? 
Investing some time in finding 
a travel agent you can trust and 
communicate with will save 
you time (and maybe some 

money) over the long haul. Consider the difference between scouring 
countless websites for the best deal and itinerary, then making a 
purchase, then putting together your own travel itinerary versus 
placing one phone call or email to your travel agent — this could add 
up to hours of your life on every trip.

GET A SEAT NEAR THE FRONT OF THE PLANE
If you are going to be flying, try to get seats near the front. This means 
you will be getting in last, but getting on first. This eliminates some 
of the frantic boarding rushes. You can typically select your seat 
online at the time of booking or at check-in — this is the best way to 
guarantee yourself the seat you want.

MAKE A PACKING LIST, AND REUSE IT
If you’re the type of traveler that scribbles down a hasty packing list 
before every trip (and inevitably forgets some vital item each time), get 
organised by creating a single comprehensive packing list and saving 
it on your computer. Before each trip, customise the list as necessary 
and then print out a copy to refer to as you pack. 

FUSS-FREE TRAVEL 
THIS HOLIDAY SEASON

BY 
JORDAN

LOW



MUSIC MOVIEBOOK

THE INSTITUTE BY STEPHEN KING

R
enown horror and psychological 
drama writer, Stephen King, brings us 
The Institute. Like his previous work 

in Firestarter, this piece of fiction stars a young 
child with control over spectacular powers. 
Luke Ellis’ parents are silently murdered and he 
is kidnapped and brought to The Institute, along 
with many other children with paranormal 
abilities. In this most sinister of institutions, the 
director, Mrs. Sigsby, and her staff are ruthlessly 
dedicated to extracting from these children the 
force of their extranormal gifts. If you go along, 
you get tokens 
for the vending 
machines. If 
you don’t, 
punishment is 
brutal. As each 
new victim 
disappears, 
Luke becomes 
more and more 
desperate to 
get out and get 
help. But no 
one has ever 
escaped from 
the Institute.

DARE TO LEAD BY BRENÉ BROWN

L
eadership is not about titles, status, 
and wielding power.A leader is anyone 
who takes responsibility for recogniz-

ing the potential in people and ideas, and has 
the courage to develop that potential. Four-time 
#1 New York Times bestselling author Brené 
Brown has spent the past two decades studying 
the emotions and experiences that give meaning 
to our lives, and the past seven years working 
with transformative leaders and teams spanning 
the globe. In 
this new book, 
Brown uses 
research, 
stories, and 
examples to 
answer these 
questions in 
the no-BS style 
that millions 
of readers 
have come to 
expect and 
love.

IN THE HALL OF THE MOUNTAIN KING 
BY EDVARD GRIEG

A
n iconic piece of music, In the Hall of 
the Mountain King was composed in 
1875 by Edvard Grieg as incidental 

music for the sixth scene of act 2 in Henrik 
Ibsen’s 1867 play, Peer Gynt. Anyone who is up 
to date with film or music in today’s digital age, 
would most likely have come across this piece 
one way or the other. Not only has its unique 
and easily recognizable theme helped it attain 
iconic status in popular culture, it has also been 
arranged by many artists, with each arrange-
ment providing a different flavor to the classic.

ABBEY ROAD BY THE BEATLES

2
019 marks the 50 the anniversary of 
Abbey Road, the iconic album of 
English rockband, The Beatles. The 

band itself needs no introduction, being one of, 
if not the most recognisable artists in human his-
tory. Even after 50 years, this album is topping 
charts around the world as music enthusiasts 
come together to celebrate what is widely 
considered one of the best musical albums of all 
time. The album's cover features the four band 
members walking across a zebra crossing 
outside Abbey Road Studios and has become 
one of the most famous and imitated images in 
popular music.

JUMANJI: THE NEXT LEVEL
Cast: Dwayne Johnson, Kevin Hart, Jack Black, Karen Gillan

T
he third entry in the Jumanji series, 
the film sees many fan favourites 
reprising their roles from the previous 

Jumanji movie, which was in turn a soft-reboot 
of the 1995 classic. Spencer, the previous 
protagonist, is now the one in need of rescuing 
as his friends (and grandfather) dives into the 
paranormal game Jumanji to bring him home. 
The Jumanji series is well received for being 

light-hearted, 
comedic, and 
perfect for the 
whole family 
to enjoy. With 
big name 
comedic actors 
returning to 
reprise their 
roles, the this 
movie is 
gearing up to 
not disappoint 
fans.

1917
Cast: George MacKay, Dean-Charles Chapman, 
Benedict Cumberbatch

F
ans of dramatic action rejoice! 1917 is 
a fictional war film based on the 
battles  of World War I. A rarely 

explored setting in film these days, the movie 
tells the tale of two British soldiers who are 
tasked with making their way through enemy 
lines to reach a friendly battalion in order to 
call-off an attack. Failure will mean the loss of 
1,600 lives. From the director of the critically 

acclaimed 007 
Skyfall, Sam 
Mendes, the 
film is 
expected to be 
filled with 
heart-pound-
ing suspense, 
with scenes 
heavily 
featuring the 
claustrophobic 
confines of the 
iconic WWI 
trenches. 
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T
he World Islamic Economic Forum (WIEF) Foundation and South East Asian Co-operation Foundation (SEACO) jointly organised the 
Dhaka Roundtable on 29 October 2019 at the Radisson Blu Dhaka Water Garden in Dhaka, Bangladesh. The Roundtable discussed 
issues affecting Bangladesh and the Islamic world, ranging from infrastructure to financing and the Fourth Industrial Revolution.

4
9 Malaysian companies have been named the Best Companies to Work for in Asia by the human-resource publication, HR Asia. The 
awards night was held on 8 November at the Grand Hyatt Hotel, Kuala Lumpur. Winners include leading regional and global brands 
like RHB Bank Berhad, Coca-Cola Bottlers Malaysia Sdn Bhd, Top Glove, Lee Kum Kee, and many others. 

WIEF-SEACO FOUNDATION DHAKA ROUNDTABLE 2019

HR ASIA BEST COMPANIES TO WORK FOR IN ASIA AWARDS 2019, MALAYSIA
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William Ng is Group Publisher and Editor-in-Chief of Business Media International.  He can be reached at 
w.ng@businessmedia.asia or connect with him at 

www.facebook.com/williamngpage

I
like to think that among 
car owners, there are 
two groups of people: 
those who would buy a 
Mercedes Benz, and 
those who would get a 
BMW. And they are 

rarely the same person. They are both 
aspirational brands. Every few years or so, 
many of us would itch to have a new ride – 
and often, the choice comes down to these 
two. But there are also many among us who 
realise that neither is a good choice – a 
Toyota or Honda works just as well, at 
one-third the price tag. 

       Most of us who run businesses 
understand that a car is a terrible financial 
investment. But some would argue they 
make important first impressions. And 
if nothing else, an excellent salve for our 
brittle ego. 
       So which is which?
As entrepreneurs, we are human after all. 
The need for self-assurance, and a little 
indulgence whenever we can, are perfectly 
acceptable. It is our money, after all.
       But if history is a lesson, and those who 
are truly successful are a measure, then 
modesty and frugality trumps flamboyance 
and extravagance. Financial discipline is a 

lifelong passion, not a temporary persuasion.
       The late billionaire and IKEA founder, 
Ingvar Kamprad reportedly drove a 25-year 
old Volvo. And no fancy chauffeur either. 
Facebook’s Mark Zuckerberg drives a Honda, 
as does the world’s richest man, Jeff Bezos 
of Amazon. These are just a long list of very 
successful entrepreneurs who understand 
that you don’t need a car to signal that you 
have made it in life. 
       If there is any rule to anything, it is 
that our choice is ours and ours alone. We 
need not deride those who choose to spend 
on luxury; nor should we ridicule the more 
frugal among us. 
       This is true across everything else we 
do in business. Many companies got caught 
up with the need to spend for the sake of 
spending. Ultimately, as business owners, we 
need to decide at which point our spending 
on enhancements would cross the line from 
being a necessity to being wasteful.
       Remember this all-important Law 
of Splurging: you are the only one who’s 
impressed with what you’ve spent on; 
everyone else is just being polite. 
       Now have a great, well-deserved break. 
Happy holidays. 

BEEMER 
OR 

BENZ?
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If you have connection time of more than 20 hours between two flights in İstanbul,
Stopover free hotel service invites you to explore the city and stay at a premium hotel.

FREE HOTEL
1 NIGHT IN A 4 STAR HOTEL FOR ECONOMY CLASS

2 NIGHTS IN A 5 STAR HOTEL FOR BUSINESS CLASS

America Region, Europe, Middle East and Africa
Stopovers are valid for the following destinations when flying from Malaysia:

BEST PART OF THE JOURNEY

IN ISTANBUL
STOPOVER

+60 3 2164 0849   FREEHOTELMALAYSIA@THY.COM
For more information about our Stopover service, please visit our website. 
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