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34  
IS YOUR BUSINESS READY 
FOR REGULATORY CHANGE?    
Every year, more and more 
regulations are passed 
in areas as diverse as 
consumer privacy and 
environmental protection. 
Can your business cope?

AND MORE…
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F uji Xerox announced the launch of the new ApeosPort-
VII/DocuCentre-VII Color series, designed to simplify 
document printing operations for SMEs. With the 

concept of “Smart Work Gateway for Digital Transformation” 
these new series aim to help Malaysian companies especially SMEs 
to accelerate growth, productivity and efficiency in the digital 

economy. Featuring a range of cutting-edge connectivity options, 
including near-field communication (NFC) and cloud printing, the 
newest range from Fuji Xerox allows business users to seamlessly 
integrate printing into their existing workflow. Security features, 
such as alerts for confidential documents left in the printer, prevent 
information leakage to the wrong parties.

FUJI XEROX LAUNCHES SME-TARGETED LINE OF PRINTERS

DYSON TO MOVE COMPANY HEADQUARTERS TO SINGAPORE 

D
yson, the UK electric appliances firm, is moving its 
company headquarters to Singapore. Hailed as one of 
Britain’s modern success stories, Dyson would now be 

referred to as a “global technology company”. Chief executive Jim 
Rowan said the move has “nothing to do with Brexit”, and is all about 
“future-proofing” the business. Founder Sir James Dyson, a proponent 
of Brexit, has also said that the move is to be closer to their core 
suppliers and fast-growing Asian markets. In 2017, 96 per cent of the 
firm’s sales came outside the UK.

AIRASIA TO DEVELOP NEW HUB IN LOMBOK 

L
ombok is set to grow its tourist arrivals as AirAsia Group 
confirms its intention to develop a new hub in Indonesia’s 
West Nusa Tenggara province. AirAsia said the 

announcement, which follows a series of post-earthquake recovery 
discussions, should be a welcome boost for visitors and the local 
tourism industry, helping to realise the Indonesian government’s 
sustainable tourism agenda to develop “10 New Balis”. AirAsia’s 
Indonesian affiliate expects to base two Airbus A320 aircraft in 
Lombok, with plans to double existing frequency to Kuala Lumpur 
as well as services to Perth, Yogyakarta and Bali.



DESAY SV AUTOMOTIVE TO DEVELOP AUTONOMOUS 
VEHICLE TECHNOLOGIES IN SINGAPORE

C
hina-based automotive electronics company Desay SV 
Automotive plans to establish new R&D teams to develop 
technologies in Level 4 and Level 5 vehicle autonomy and 

automotive cybersecurity exclusively in Singapore. In autonomous 
driving parlance, Levels 4 and 5 denote fully-autonomous driving 
systems, with no human input needed for safety and driving functions. 
Desay SV intends to develop manpower and capabilities in Singapore 
relating to autonomous driving by hiring and training up to 46 local 
research scientists & engineers, and forming collaborative alliances 
with local research organisations such as its recent research 
partnership with Nanyang Technological University.

MAHB AND MAJOR AIRLINES SUPPORT ‘LOVE MY PALM OIL’ CAMPAIGN

T
hree major airline companies and Malaysia Airports 
Holdings Bhd (MAHB) have agreed to come together 
with the Ministry of Primary Industries to promote 

Malaysian palm oil and provide a further boost to the ministry-
initiated “Love MY Palm Oil” campaign. Malaysia Airlines Bhd, 
Malindo Airways Sdn Bhd and AirAsia Bhd – have expressed this 
during meetings with Minister of Primary Industries, YB Teresa 
Kok when she met them to inform about her aspirations and plans 
to promote palm oil. They will spread the message to foreign 
visitors through various channels, such as carrying the messaging 
through their digital info screens, in-flight magazines and 
entertainment systems, art and product displays. 

5

TOURISM MALAYSIA FOCUSES ON EUROPEAN MARKETS TO STRENGTHEN ARRIVALS

M
alaysia continues its efforts to attract more European 
tourists, and improve the yield for leisure and MICE 
travellers to Malaysia with Tourism Malaysia’s 17th year of 

participation in the FITUR International Tourism Fair. Held in Spain, 
FITUR is one of the largest travel trade exhibitions in Europe. 

Malaysia’s presence at FITUR indicates its interest to increase the 
number of European tourists to Malaysia significantly, through 
promoting a greater awareness of Malaysia as a top-of-mind holiday 
destination, as well as fostering greater cooperation between tour 
operators and members of the tourism fraternity.
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P hilippine-based businesses are the most optimistic in Southeast 
Asia in terms of outlook on the local economy this year, 
according to Grant Thornton’s International Business Report. 

The report stated that 66 per cent of surveyed businesses in the country 
are positive about the Philippine economy this year, even higher that the 
optimism in ASEAN overall, which stood only at 42 per cent. The 

optimistic outlook in Indonesia continued at 61 per cent, Malaysia and 
Vietnam both at 38 per cent, and Singapore at 18 per cent. Businesses in 
Thailand were pessimistic about their local economy, as net optimism 
was recorded at -1 per cent. The global outlook for businesses this year is 
also “more reserved” with the cooling of economic cycle and political 
uncertainties around the world, the report also said.

PHILIPPINE BUSINESSES MOST OPTIMISTIC: SURVEY

FOREIGN INVESTORS POUR MONEY INTO VIETNAMESE F&B INDUSTRY 

T
he food processing and drinks industry in Vietnam has seen 
growth of 7 per cent in recent years, with more and more 
foreign investors deciding to pour money into the sector. In 

Ho Chi Minh City, food and drinks represented 17 per cent of total 
retail revenue last year. Export turnover for food processing and 
agricultural products totalled more than US$40 billion last year. For 
foreign investors, the abundance of agricultural products and 
foodstuffs in the country is an attraction. Vietnam is also considered 
one of the top five ‘food baskets’ in the world and one of the top 15 
largest countries by agriculture exports.

DJI EYES ENTERPRISE BUSINESS IN SHIFT 
FROM CONSUMER HARDWARE 

D
rone maker DJI, which holds a 70 per cent share of the 
world commercial drone market, is shifting more 
resources to developing industrial drones as part of a 

strategy to embrace enterprise customers to offset slowing growth 
in the broader consumer market. The Shenzhen-based company 
sees its latest drones, including the Mavic 2 and Agras MG-1, as 
being squarely aimed at industrial uses. Drones are being used in 
diverse sectors such as agriculture spraying, land surveying, and 
even drone delivery, which already accounts for more than half of 
the global US$9 billion drone market.



I
n today’s digital 
age, a compa-
ny’s most impor-
tant assets are 
not its equip-
ment or proper-

ty anymore. Instead, the data it 
generates is often the most valu-
able asset a company can have. 
Customer records, invoices, and 
other documents needed for the 
day-to-day running of today’s 
businesses are increasingly stored 
digitally instead of in paper form, 
both for space-saving and cost 
purposes. Digital records also en-
able data to be generated and re-
called quickly – a must in today’s 
fast-moving business culture.
        However, businesses have 
found it costly, difficult, or both 
to manage such data. With the 
advent of Industry 4.0, business-
es that can harness the power 
of data are in prime position for 
continued growth and profitabil-

ity. This is where AVM Cloud 
comes in. 
        AVM Cloud is a Malaysian 
homegrown solution for datacen-
tre management, data service 
provision, backup/disaster recov-
ery services, and cloud comput-
ing services. With today’s custom-
ers expecting businesses to have 
some form of web presence and 
fast-moving response time, AVM 
Cloud computing solutions can 
provide businesses with a robust 
backend to meet customer expec-
tations. 
        With over 9 years of experi-
ence, AVM Cloud has been at the 
forefront of building enterprise 
ready cloud services, offering the 
best value-added support pack-
ages among IT-service companies 
for its clients across multiple in-
dustries, including financial in-
stitutions, retailers, logistics pro-
viders and government bodies. 
Using flexible and scalable AVM 

Cloud services, businesses can have a complete one-stop shop for their 
cloud-based computing needs at various price points.
        As a Malaysian solution, AVM Cloud has listened to the local 
market and adapted its offerings accordingly. AVM Cloud Services 
employs a winning formula of data sovereignty combined with high 
speed networks. As a result, it is able to able to cater to private and 
public cloud for various requirements. All your business data on the 
AVM Cloud will remain in Malaysia, fulfilling industry compliance 
standards, while high speed, low latency networks allow AVM Cloud 
clients to access their data quickly with minimal downtime. In addition, 
24/7 support is available from a locally trained and certified team for 
that personal support touch.
        AVM Cloud assures step-by-step data integration, and can also draw 
up a data migration plan and mitigate risk through its methodology. 
As a four-step controlled method to assess each client’s environment, 
it is designed to address business challenges of the client and offer 
appropriate solutions at the optimal price point. AVM Cloud is also 
protected by Trend Micro’s specialist datacentre protection software 
for further peace of mind.

Visit avmcloud.net today, your enterprise cloud computing services 
provider! AVM Cloud representatives are also available for a call 
at +603 5631 2385, or email marketing@igsb.com.my for a 
free business consultation. 

YOUR ENTERPRISE 
CLOUD COMPUTING 
SERVICES PROVIDER
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C hina's outstanding yuan-denominated loans to the 
property sector grew at a slower pace in 2018 as 
government restrictions continued, data from the 

country’s central bank show. By the end of last year, outstanding 
loans from financial institutions to the sector reached 38.7 trillion 

yuan, up by 20 per cent year-on-year, according to a report from 
the People's Bank of China. The growth was down 0.9 percentage 
points from a year earlier, the report showed. Of the total, 
outstanding loans to individual purchasers rose 17.8 per cent to 
25.75 trillion yuan, down 4.4 percentage points from a year earlier.

CHINESE YUAN PROPERTY LOAN GROWTH SLOWS IN 2018 TO 38.7 TRILLION YUAN

EMBRAER SIGNS AGREEMENT TO SELL 
COMMERCIAL DIVISION TO BOEING 

B
razilian aircraft manufacturer Embraer on Thursday signed 
an agreement for the sale of its commercial division to 
Boeing. Under the deal with Boeing, the US company will 

take 80 per cent control of Embraer's civilian business. It set the date for 
a shareholders meeting to approve the tie-up in late February. With the 
acquisition of Embraer’s commercial division, Boeing can finally offer 
airlines planes of up to 150 seats – a lucrative niche for short-haul 
routes and one which Boeing never managed to penetrate successfully. 

TEN COMPANIES SHORTLISTED FOR YANGON 
ELEVATED EXPRESSWAY CONTRACT 

T
he Myanmar Ministry of Construction has announced a 
shortlist of pre-qualified companies as contenders for the 
contract to build an elevated expressway in Yangon, which is 

aimed at alleviating the city’s traffic woes. A total of 12 local and 
international companies submitted prequalification applications for 
Phase 1 of the project. Out of these, 10 companies were named 
prequalified bidders. The shortlisted companies include a Chinese-
Myanmar consortium, a Thai-Japanese-Myanmar consortium, a 
Thai-Chinese consortium, four companies from China and one each 
from France, Korea, and Japan. The planned four-lane ring road will 
connect downtown Yangon, Yangon Port, Yangon International Airport, 
Mingaladon Industrial Zone and the Yangon-Mandalay Highway.
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BOARDROOM 4.0
18-20 FEBRUARY 2019
GRAND MILLENNIUM HOTEL, 
KUALA LUMPUR
marcusevans-conferences-panasian.com

T
he coming years will be a 
new era for Malaysian 
boards. Companies now 

find themselves with innovative 
technologies, new talent pools and 
changing company cultures at their 
fingertips. To develop a winning 
strategy and come out on top, it will 
fall to the boardroom leadership to 
act decisively and precisely on each 
of these immense opportunities. At 
Boardroom 4.0 in Kuala Lumpur 
the best leaders from Malaysia and 
worldwide will come together to 
maximise performance during a 
time of great change. If you're a de-
cision maker, leader, a boardroom 
voice and a custodian of gover-
nance, this is the event for you.

DIVING & RESORT TRAVEL 
EXPO MALAYSIA
15-17 FEBRUARY 2019
PUTRA WORLD TRADE CENTRE, 
KUALA LUMPUR
malaysiadiveexpo.com

T
he Diving & Resort Trav-
el Expo is considered to 
be the largest gathering 

of diving enthusiasts, marine con-
servationists and anyone with a pas-
sion for the underwater world. The 
show has met an overwhelming re-
sponse as an important regional 
event. Supported by top-level exhibi-
tors, tourism boards, training sys-
tems, leading dive equipment manu-
facturers, water sport equipment 
manufacturers, dive resorts, marine 
conservation associations, and div-
ing organizations, the show greatly 
promotes trading and export busi-
ness and has become the most im-
portant diving event in Asia Pacific.

ISLAMIC FINTECH DIALOGUE
19-20 FEBRUARY 2019
SASANA KIJANG, KUALA LUMPUR
ifd.isra.my

T
he Islamic Fintech Dia-
logue (IFD) Conference 

attend event to understand the chal-
lenges and opportunities of our 
blockchain future.

WORLD DISRUPTIVE 
INNOVATION SUMMIT
11-13 FEBRUARY 2019
FOUR SEASONS, SINGAPORE
claridenglobal.com/conference/
disruptive-innovation-sg

B
uilding on the tremen-
dous success of the 2018 
Disruptive Innovation Fo-

rums in Australia and Singapore, 
Clariden Global is delighted to the 
2nd World Disruptive Innovation 
Summit in Singapore. Develop on 
your organization’s capabilities, and 
gain valuable insights about cutting-
edge techniques and solutions in the 
market to help your organization in-
novate and re-invent itself in the dis-
ruptive era. This event is a conglom-
eration of more than 100 top-level 
delegates coming from government 
authorities, regulators and key play-
ers across various B2B sectors 
(healthcare, energy & utilities, bank-
ing & finance, technology, trans-
port, telecommunications).

GLOBAL LEGAL CONFEX & LAW 
TECH EXHIBITION
21 FEBRUARY 2019
SUNTEC SINGAPORE CONVENTION & 
EXHIBITION CENTRE
events4sure.com/singapore2019

T
his event aims to bring 
together 300+ in-house 
counsel, law firm part-

ners, law tech professionals, tech 
vendors and selected service pro-
viders. Each lawyer participant 
should attend the event because 
he/she has some operational chal-
lenges to resolve such as: litigation, 
IP, technology, e-discovery, risk 
and compliance, GDPR issues etc. 
In order to find the solutions, they 
not only need the learning & edu-
cation but also the meetings with 
right service providers.

GUANGZHOU INTERNATIONAL 
TRAVEL FAIR
21-23 FEBRUARY 2019
CANTON FAIR COMPLEX, GUANGZHOU
gitf.com.cn/en

F
ounded in 1993, as the 
earliest large-scale inter-
national tourism exhibi-

tion in China, Guangzhou Interna-
tional Travel Fair (GITF) is one of 
the most influential B2B and B2C 
travel fairs in southern China. 
GITF2019 will continuously bring 
the latest tourism information, pro-
fessional events and quality services 
to the world, providing a perfect 
business platform for global exhibi-
tors and buyers. 

AUTOMECHANIKA 
HO CHI MINH CITY
28 FEBRUARY-2 MARCH 2019
SAIGON EXHIBITION AND CONVENTION 
CENTER, HO CHI MINH CITY
automechanika-hcmc.hk.messefrankfurt.
com/hochiminhcity/en.html

T
he third edition of Auto-
mechanika Ho Chi Minh 
City will open its doors 

on 28 February 2019. The three-day 
show aims to become Vietnam’s 
leading regional trade fair for the 
automotive service industry target-
ing trade visitors from Vietnam. 

PHILIPPINE HOSPITALITY SUMMIT
27-28 FEBRUARY 2019
SOLAIRE RESORT AND CASINO, MANILA
philippines-hotel.mykar-events.hk

T
he Philippine Hospitality 
Summit will gather over 
300 C-level executives 

from investing companies, regula-
tors, construction companies, archi-
tects, financial institutions and asso-
ciations to meet, network as well as 
exchange insights of investment 
strategies, operational efficiency in 
the Philippines hotel industry. 

is an event that focuses on the con-
vergence of the Islamic finance in-
dustry with the fintech industry. The 
inaugural IFD 2017 which was at-
tended by more than 300 partici-
pants from across the globe includ-
ing Canada, Japan, Singapore, 
Thailand, etc. became a trailblazer 
for dialogue on this convergence 
and IFD2019 promises more with 
enlightening sessions and captivat-
ing speakers. 

MONEYLIVE: INDONESIA 2019
20-21 FEBRUARY 2019
JW MARRIOTT, JAKARTA
marketforcelive.com/money-live/
events/Indonesia

A
t MoneyLIVE: Indonesia 
2019 you can join senior 
executives from across 

the Indonesian retail banking land-
scape and beyond as they discuss 
the transformative power of digital, 
game-changing FinTech, innovative 
cultures, new technologies includ-
ing AI, blockchain and data analyt-
ics, and more. With a population of 
over 250 million and nearly half be-
ing ‘unbanked’, technology is pro-
viding new opportunities for allow-
ing access to credit, payments and 
savings products. Be part of the con-
versation that will transform Indo-
nesian banking for years to come.

BLOCKCHAIN SUMMIT HONG KONG
28 FEBRUARY 2019
CYBERPORT 3, HONG KONG
blockchainsummithongkong.com

B
lockchain Summit Hong 
Kong is the leading block-
chain for business event 

in Asia. Connecting over 200 indus-
try leaders, business decision mak-
ers and tech innovators, Blockchain 
Summit Hong Kong is a 1-day con-
ference and exhibition dedicated to 
the business of blockchain and dis-
tributed ledger technology (DLT). 
Based on unrivalled content, 60 vi-
sionary speakers and exceptional 
networking opportunities, Block-
chain Summit Hong Kong is a must-
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PANASONIC SHOE DEODORIZER MS-DS100    

T
he Panasonic Shoe Deodorizer MS-DS100 will deodorize and freshen your stinky shoes while you sleep, using hydroxyl 
(OH) radicals-generating nanoe X ion technology to dissolve and eliminate odours. Slip the MS-DS100 into your 
sneakers or other shoes and let it deal with the buildup of isovaleric acid, an odorous substance produced by foot sweat 
and bacteria that is responsible for unpleasant shoe odours. Nanoe X is generated and diffused from the six outlets to 
every corner of the shoes to remove odours in the entire interior of your footwear, from the heels to the toes.

BY 
ONG XIANG 

HONG

SONY α6400     

T
he α6400 is Sony’s latest iteration of the midrange 
compact mirrorless DSLR. With a 24-megapixel 
APS-C sensor, 4K 30fps video and a flip-up touch 
screen, the α6400 is squarely aimed at video 
content creators, seeking to dethrone the venerable 

Panasonic GH5 and fend off Johnny-come-lately Fujifilm and its 
X-T3. Sony also overhauled the autofocus system, based on the 
professional Sony α9. Real-time Tracking autofocus claims to use 
'Speed X AI', with the AI portion really being an umbrella for a 
host of predictive and recognition algorithms, as well as machine 
learning trained face and eye detection.

TOPHOME CORD ORGANIZER  

E
arbuds are great to have on you, but having the 
cable become a tangled mess in your bag or pocket 
is no fun to deal with (and it always seems to 
happen no matter how neatly you tuck them away). 
The TOPHOME earbud holder and cord organizer, 

made of thick genuine leather, ensures you never have to deal 
with that hassle again. Just wind your earbud cords around your 
fingers, put it into the organiser, and clasp the buckle.
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LEXAR PROFESSIONAL 633X 1TB SD CARD     

A
terabyte of storage is a hyperbolic amount of storage. Ordinary mortals don’t need that much space, unless of course 
they’re shooting 500 hours of HD video. That’s the realm of professional YouTubers – but hey, anyone with a Sony 
α6400 can now claim to be one. As ever, there’s a price premium associated with this breakthrough in capacity; you’ll 
pay more for a single 1TB card than you would for two 512GB cards.

AMAZON ECHO PLUS (2ND GENERATION)     

T
he all-new Amazon Echo Plus has 
sleeker design and much better sound 
than its predecessor. The device's 
Dolby-tuned hardware delivers 
360-degree audio with a more robust 

bass, while seven built-in microphones ensure that 
Alexa will hear commands better than ever. The 
available fabric finishes for the speaker include 
charcoal, sandstone, and heather gray. The speaker 
comes bundled with a Philips Hue smart bulb, so 
it's perfect for smart home beginners.

DYSON CYCLONE V10 
CORDLESS VACUUM    

T
he range-topping 
variant of 
Dyson's latest 
Cyclone V10 
cordless vacuum 

is part cleaning tool and part 
technological marvel, capable 
of delivering up to an industry-
leading 60 minutes of runtime 
between charges. Lightweight 
and ergonomically designed, 
the vacuum can instantly 
transform from a handheld to 
a floor setup. It comes with a 
host of tools for cleaning any 
type of surface at home or in a 
car.to take off these earbuds.
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O
     ur economy is based on production and consumption. 

Linear "take, make, dispose" industrial processes and the 
lifestyles that feed on them deplete finite reserves to create 
products that are ultimately disposed of.
        This is how the economy has worked since the 
Industrial Revolution, when mass production took off and 
the workforce became more urbanised. However, by 2050, 
the world’s population will balloon to 9.2 billion from the 
current 7.6 billion. While busy consuming finite resources, 
we are producing vast quantities of waste, leading to 
unsustainable patterns of consumption and production. 
        Furthermore, resources are becoming ever more 
scarce. Global oil production is also expected to peak 

around 2050, and decline afterwards as we run out of oil. Rare earth minerals – essential for 
today’s high-tech devices – are also expected to run out if they are not recycled. Deforestation 
and pollution will also exacerbate the effects of climate change on vulnerable populations.
        In addition, our current model of economic growth is predicated on several assumptions: 
the population will keep increasing, resources are infinite, and technology will always be 
advancing. We know now that the first two assumptions are devastating to our planet, and in 
the long term will cause untold harm to our species. 
        Therefore, an alternative model has been developed: the circular economy. In short, the 
circular economy is built on the idea that everything keeps circulating and nothing (or very 
little) goes to waste. It also seeks to decouple the idea of resource consumption and economic 
growth, in contrast with the current linear economy.

WHAT IS THE CIRCULAR ECONOMY?
The circular economy looks beyond the current economic status quo. It focuses on positive 
society-wide benefits and environmental preservation. Underpinned by a transition to 
renewable energy sources, the circular model builds economic, natural, and social capital. It is 
based on three principles:
  Design out waste and pollution.
  Keep products and materials in use.
  Regenerate natural systems.

FROM A LINEAR TO A CIRCULAR ECONOMY



up to do much else than earning money from volume. 
        However, the circular economy also makes business sense. Businesses should think of 
the resources in their products as assets rather than inputs and their customers as users rather 
than buyers. There are two important challenges:
  How to maximize value along the chain.
  How to enable the assets to be continually re-introduced to markets.

Circular business models can be defined as business models that are closing, narrowing, 
slowing, intensifying, and dematerialising loops, to minimise the resource inputs into and 
the waste and emission leakage out of the organisational system. This comprises recycling 
measures (closing), efficiency improvements (narrowing), use phase extensions (slowing or 
extending), a more intense use phase (intensifying), and the substitution of product utility by 
service and software solutions (dematerialising).
        There are five considerations that every business should think of when participating in the 
circular economy:
  How can we design our products with asset recovery in mind?
  How can we develop product lines to meet demand without wasting assets?
  How can we source material in regenerative loops rather than linear flows?
  How can we develop a revenue model that protects value up and down the chain?
  How can we get our customers to cooperate with us?

New business models for the circular economy based on added value for existing clients are 
also emerging. Kooloos says: “By re-thinking the actual need of clients, new business models 
come up, which add much more value for clients and therefore have more earning potential for 
businesses.
        An often-used business model in the circular economy is Product-As-A-Service. We 
already know that business model from e.g., Spotify: nobody stopped buying CDs because 
the production needed natural resources. Consumers shifted to using music platforms such 
as Spotify because of its superior experience: you can use it seamlessly on any device, in any 
location. You do not need acquiring, changing and storing cumbersome CDs, you just want to 
listen to your favourite music.
        Just imagine that the same goes for cars: you don’t want a car, you want mobility; for 
washing machines: you don’t want a machine, you want clean clothes. The cumulative user data 
that Product-As-A-Service companies already gather and apply to these services allow them 
to better service their clients, reduce the overall life-cycle cost and have a constant feedback 
engagement with their clients, therein allowing them to sell other related services.
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Richard Kooloos, Director of Sustainable 
Banking, ABN AMRO Bank says: “The 
answer is that we need to use our existing 
natural resources much more efficiently: not 
use them once, but many times over. That 
means that we have to design our products so 
that they live longer and can be re-used after 
their economic life. It requires a wholesale 
re-engineering of business models, value 
chains, etc. The word used for such a new 
economic system is Circular Economy. This 
world urgently needs to move towards this 
new paradigm shift.”
        The European Commission also 
describes the transition to circular economy 
as follows: “In a circular economy, the value 
of products and materials is maintained for 
as long as possible, waste and resource use 
are minimised, and resources are kept within 
the economy when the product has reached 
the end of its life, to be used again and again 
to create further value”.
        The circular economy is increasingly 
gaining attention as a way of decoupling 
growth from resource constraints. The 
World Economic Forum (WEF) estimates 
that it is a trillion-dollar economy, with huge 
potential for innovation, job creation, and 
economic growth. It has great potential in 
realising a number of the UN’s Sustainable 
Development Goals, especially those relating 
to responsible consumption and production.
        An additional feature of the circular 
economy is that products are designed from 
the ground up to either be long-lasting, be 
easily repairable, or easily recyclable. Unlike 
the current trend of consumerism, where 
the economy relies on consumers constantly 
buying stuff, economic activity in the 
circular economy builds and rebuilds overall 
system health. 
        For example, electrical devices are 
designed in such a way that they are easier 
to repair. Mobile phones can be designed 
to be user-repairable, instead of needing 
specialised tools and parts. Another example 
is clothing. First, it is reused as second-hand 
apparel before crossing into the furniture 
industry as fibrefill in upholstery. Later, the 
fibrefill is reused in stone wool insulation 
for construction before the cotton fibres are 
safely returned to the biosphere. 

PARTICIPATING IN THE CIRCULAR ECONOMY
        We have become better at using virgin 
resources more efficiently while second-hand 
markets and recycling rates have improved, 
but this has not altered the fundamentals. 
Many companies’ business models are not set 

Key Elements of a Circular Economy
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proof of concept, which can potentially 
become greater as the circular economy 
gains traction.
        For example, ABN AMRO in 2017 
opened Circl, a concept building in 
Amsterdam’s business district made almost 
entirely from second-hand materials. 
ABN AMRO collected 16,000 pairs of 
old jeans from its employees which were 
incorporated into the ceiling and serve as 
insulation material. The window frames 
in the conference rooms were carefully 
removed from demolished office buildings. 
The furniture in Circl was previously 
used, and restored, by ABN AMRO. There 
are 500 solar panels on the roof, and the 
building uses direct current (DC) instead of 
alternating current (AC) to minimise loss of 
energy resulting from conversion.
        Besides conference rooms, Circl also 
has a restaurant, a rooftop bar and an 
exhibition space – all of which are open to 
the public. Circl’s circularity goes beyond 
the building itself. Circl employees wear 
uniforms produced from recycled plastic 

        On top of that, these companies have an incentive to design the machines for longevity, 
reusability, easy repairs and should therefore be less susceptible to virgin materials becoming 
more scarce. A more resilient and sustainable business is therefore created. It even offers a 
better client experience, which translates to better environmental, social and governance 
(ESG) performance and better financial performance.”

INDUSTRY 4.0 AND THE CIRCULAR ECONOMY
In addition, the coming of Industry 4.0 heralds new technological trends that have great 
potential to make the circular economy a reality. Big data and analytics will enable faster and 
smarter collection and analysis of large amounts of data. This will enable the production of 
higher-quality products at reduced costs and low wastes. It will pave the way for improved 
product life cycles and energy savings.
        The implementation of Internet of things (IoT), with re-use and re-purpose in the design 
and manufacturing of products, can also create products that can signal defects, determine 
when repairs are needed, and schedule product maintenance. Combined with modeling and 
simulation technologies, manufacturers can test and optimise parts and products before they 
are produced, thereby increasing precision and product quality as well as reducing waste.
        Horizontal and vertical system integration will enable systems integration that will make 
production capabilities become more cohesive through networking and integration among 
different production value chains. Such integration, which involves reverse logistics, product 
recovery and remanufacturing, can hasten the transition to a circular economy.

EXAMPLES OF CIRCULAR ECONOMY THINKING
The circular economy is currently little more than a concept, albeit a potentially powerful 
one. However, many organisations are implementing this thinking in their operations as a 

ABN AMRO’s Circl pavilion, Amsterdam
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bottles, and the catering services employ 
people with occupational disabilities. The 
venue will host lectures and meetings 
focusing on social and economic issues, 
including new possibilities and solutions 
relating to the circular economy.
        IBM is another company practicing 
the ‘reuse’ element of the circular economy. 
Through its Global Asset Recovery Service 
(GARS) programme, IBM leases out its 
used equipment to another customer for 
whom used equipment is good enough. 
After that, parts of the machine that can 
be repurposed will be done so. When 
all possible use has been extracted from 
the product, its components – and even 
the basic elements that make up the 
components – can be recycled.
        Even the financial industry is shifting 
the linear economy paradigm by adopting 
sustainable banking principles. Kooloos 
adds: “In conventional banking, you tend to 
look predominantly at the financial numbers 
of clients. With sustainable banking, you 
zoom out and also look at the broader 
picture: how do the activities of our clients 
impact society and the environment. That 
can be a positive impact, like companies 
involved in all kind of community supporting 
activities, or a negative impact where a 
company destroys important forests or are 
involved in corruption.
        [ABN AMRO’s] assessment of clients 
includes, therefore, (next to the financial 
numbers) the Environmental, Social and 
Governance (ESG) actions of our clients. 
That is not only better for society and the 
environment, but we believe that companies 
that take into account these ESG factors are 
also more ‘future-proof’ and therefore better 
companies to have as a client.”
        He further adds: “There’s a maxim: 
“What gets measured, gets done.” When 
we as a bank ask our clients to share their 
performance data on ESG activities as 
part of our formal assessments, we raise 
the importance of these subjects with our 
clients. In every company, people are busy 
trying to do the right thing. We help them by 
asking the financial director of a company 
to share the outcomes of that work with us. 
If more financiers and investors ask those 
questions, it then becomes more important 
for the company to work on those positive 
ESG actions.”
        It isn’t just Southeast Asia that is new 
to the circular economy scene – the whole 
world is still exploring it. But it is a field full 

of opportunity for those who are in early and develop early. The European Union is targeting 
to be a fully circular economy by 2050, which would require a wholesale change in thinking 
and mindset. But if business together with concerted government efforts lead the way, it can be 
done for the wellbeing of our planet and our future. 

RICHARD KOOLOOS, 
DIRECTOR OF SUSTAINABLE BANKING, ABN AMRO BANK

“WHAT GETS 
MEASURED 
GETS DONE. BY 
UNDERSTANDING 
WHERE YOU 
DESTROY OR 
CREATE ESG 
VALUE, YOU 
BECOME MORE 
AWARE OF 
WHERE THE 
VULNERABILITIES 
OF YOUR 
BUSINESS ARE.”



U
sing digital 
technologies to 
do business isn’t 
just a luxury – 
it’s an essential 
requirement in 

today’s fast paced business world. 
Customers, suppliers, and 
shareholders alike expect 
businesses to move fast and 
deliver results on time.
        At the core of digital 
technology is the computer, 
workhorse of the modern office. 
Although smartphones and other 
smart devices have stolen some 
of the thunder over the past few 
years, computers remain the 
main driver of productivity in 
any organisation.
        In this spirit, Acer offers 
computing solutions to SMEs 
who want to up their digital 
technology potential. Designed 
for the modern workplace, Acer’s 
hardware complements any 
office, with superior performance 
and versatility to keep up with 
business demands.

DESKTOP SOLUTIONS 
FOR SMEs AND SOHOS
Desktop PCs are the tool of 
choice for serious productivity 
work. With their power and 
big screen size, desktops are 
suitable for graphics design, 
large spreadsheets, and 
impressive presentations. 
        Acer offers the Veriton 
series of desktops for the 
SME and SOHO (small office/
home office) customer. With 
their elegant design to fit any 
setting, the Acer Veriton series 
also has the power for heavy 
duty enterprise productivity. 
The Veriton N series is a small, 
modular desktop unit with 
the flexibility to configure 
and upgrade to suit changing 
business needs. With its VESA-
ready mount, it is perfect for 
small work spaces, such as 
SOHO spaces, point-of-sale 
systems, call centres, as well as 
for customer-facing staff.
        Business-friendly features 
such as robust security, IT 

management tools, and remote wireless presentations also enable SMEs 
to better collaborate and unleash their creativity, while streamlining 
IT operations. In particular, the Veriton Z series, which is an all-in-one 
(CPU and monitor in one) solution designed to appeal to SMEs looking 
for a stylish alternative to traditional bulky ‘tower’ desktops.

LAPTOPS FOR THE ROAD WARRIOR
Every business executive worth their salt will be carrying a laptop. With 
connectivity at an all-time high, executives need to be available at a 
moment’s notice to attend to clients’ expectations. Furthermore, the 
option to work at locations other than the office expands the flexibility 
of an SMEs workforce, allowing employees the option to work from 
home if needed.
        Acer’s long-running TravelMate series of laptops has been updated 
for the latest generation of road warriors. Optimized for productivity, 
security, and reliability, the modern TravelMate series is a serious 
business-class laptop for true professionals. For those that value 
performance and portability in one package, the Acer TravelMate is a 
reliable, powerful device for multitasking and taking on the rigours of 
frequent business travel. 
        For those who prefer an alternative to Windows-based laptops, 
the Acer Chromebook 13 is a great solution especially in device-sharing 
environment. Running Google’s Chrome OS, the Chromebook 13 
features ease of use and a longer battery life. 
        Both the TravelMate  and Chromebook offer the same class-
leading features of Acer laptops: Intel CPU power and multiple ports 
for connectivity including full function USB 3.1 Type-C etc. A metal 
chassis construction adds toughness without sacrificing on weight and 
portability. Additionally, the TravelMate X3110 has been tested to US 
military standards, including repeated shock testing from drop heights 
of up to 122cm.

POWER UP 
YOUR BUSINESS 
COMPUTING 
WITH ACER

For more information, please visit Acer Malaysia’s Facebook page 
@AcerMalaysia, or call Acer’s Product Infoline at 1800-88-1288 
(9am – 6pm, Mondays to Fridays). 



O
nline learning has 
transformed every 
aspect of employee 
experience, having 
established itself today 
as a key determinant in 
the competitiveness of 
the modern corporation. 

In this regard, video technology holds 
tremendous potential for learning and 
development, across all the learning needs of 
the modern enterprise.
        Boosted by rapid digital adoption that 
has led to the creation of a technology-first 
audience, Asia Pacific has emerged as the 
world's largest market for video. With video 
playing an increasingly central role within 
enterprises, how can companies in Asia Pacific 
make sure their learning and development 
strategies pay off this year? 
        Here are 7 predictions for how video 
will become a major part of most companies' 
learning and development strategy in 2019.

1)  EXTERNAL CONTENT PROVIDERS WILL BECOME

BETTER INTEGRATED INTO LEARNING 
MANAGEMENT SYSTEMS (LMS) Companies 
are increasingly turning to educational 
content providers to fulfill many of their 
basic e-learning needs (for example, 
LinkedIn Learning provides training for 
common productivity tools). This often 
requires a separate login, making it difficult 
to integrate this external content into 
courses which is being offered through the 
company's LMS. Major LMS providers are 
working to allow these external content 
providers to integrate their content directly 
into the LMS, streamlining the way users 
access content.

 
2)  COMPANIES WILL ADOPT THEIR OWN

LIGHTWEIGHT VIDEO LEARNING PORTALS While 
it's possible to license plenty of e-learning 
content regarding common technologies 
and procedures, every organisation will 
have a great deal of company-specific 
information that it needs to train employees 
on. This includes everything from HR 
policies and compliance, to learning about 

the company culture, specific products 
and sales/marketing procedures. This kind 
of learning will have to be developed and 
delivered in-house. 
        While a traditional corporate LMS 
might be adequate for some forms 
of learning, an increasing number of 
companies are realising that their training 
needs – especially for instances where the 
message is better shown than said – could 
be more effectively served by a video-based 
learning format. For this reason, many 
companies are adopting a video-specific 
learning portal, a sort of "Khan Academy 
for the Enterprise." 
        These portals are also particularly 
effective for any business that requires 
their employees to quickly access specific 
information, such as how to repair a 
specific part on a specific model appliance. 
This kind of just-in-time "microlearning" has 
tremendous value for field work.

 
3)  LEARNING EXPERIENCE PLATFORMS WILL GROW

IN POPULARITY As more and more learning 

BY 
JEFF 

RUBENSTEIN

20



content exists in places outside the 
traditional LMS—in third party products, 
various corporate websites or intranets, 
video-specific learning portals, etc.—many 
companies will choose to adopt Learning 
Experience platforms such as Degreed 
or EdCast. These platforms provide a 
discovery and analytical layer on top of 
the various learning technologies in an 
organisation, enabling employees to easily 
find learning content in any system, access 
that content, and help keep track of their 
progress.

 
4)  PERSONALISED VIDEO EXPERIENCES WILL BECOME

COMMON Video technology has advanced to 
the point where it can deliver customised 
learning experiences. For instance, videos 
can now be personalised for a specific 
person, using their personal information 
to generate a unique video. These videos 
can also include an element of interactivity 
by inserting potential "paths" that branch 
into various outcomes, allowing the user 
to navigate through the video according to 

their interests. This makes the video more 
relevant, moving the viewer toward a more 
active engagement with the content, as 
opposed to a passive lean-back interaction.

5)  PREVALENCE OF SIMULATIONS IN TRAINING
As the next generation of simulations 
and virtual labs tools mature, digital 
learning experiences will be powered by a 
number of different technologies—certainly 
including VR/AR, but also ordinary HTML-
based services and mobile apps for both 
displaying and capturing information in the 
field. These new simulations technologies 
will be highly instrumented, in order to 
collect a great deal of useful data about an 
employee’s engagement and understanding 
of the material.

6)  THE ABILITY TO CREATE AND CUSTOMISE RICH
MEDIA IN THE LMS While video creation tools 
exist today, they often comprise a separate 
application and involve a cumbersome, 
lengthy process. This workflow will 
increasingly be initiated directly from the 

LMS, enabling trainers and managers 
to easily create and share videos among 
their team, as well as track its usage. This 
information will be visible from the LMS, 
which will then allow the salesperson 
to more intelligently proceed with the 
interaction.

 
7)  LEARNING TECHNOLOGIES WILL BE INTEGRATED

INTO THE ENTIRE EMPLOYEE EXPERIENCE Taking 
the idea of "learning" to its widest extent, 
there are elements of learning that happen 
across the entire lifecycle of an employee. 
From the time someone applies for a job, to 
their on-boarding and their initial training, 
and through their ongoing professional 
development and collaboration with other 
employees, learning technologies have a 
role to play. It's for this reason that many 
of the more modern HCM (Human Capital 
Management) systems are integrated with, 
or include, e-learning features. 
        Data generated from learning 
technologies hold significant potential 
to help improve employee performance 
and guide their career path. For instance, 
during the onboarding phase, one can 
measure the effectiveness of, and employee 
satisfaction with, the onboarding process 
using standard learning technologies. 
Enterprises can leverage digital badges to 
indicate that employees are good resources 
to others on certain subjects; and can 
leverage data sources built into their 
platforms and tools to assess employee 
performance and remedy knowledge gaps.
        Companies have been employing 
online training for decades. However, 
the tipping point will come this year 
as organisations integrate what has 
traditionally been separate aspects into 
a more unified whole. Employees and 
their managers will increasingly have their 
learning and development needs met and 
tracked on a single platform, in increasingly 
personalised and effective ways.

As we head into 2019, we’re finally seeing 
some of the emerging trends of the last few 
years bear fruit. Video adoption within 
enterprises is anticipated to be driven by the 
continued efforts of business and IT leaders 
to meet the needs of today's digitally attuned 
audience. With video increasing perceived as 
a critical new data type, employers would do 
well to leverage video across multiple areas in 
their organisations to drive optimal learning 
outcomes. 

JEFF RUBENSTEIN IS VICE PRESIDENT 
OF PRODUCT STRATEGY AT KALTURA



T
o transform, you must 
be proactive. When it 
comes to being a 
trusted advisor, you 
must monitor your 
clients’ actions and 
advise them on what 
they need to improve, 

not just update them on the status quo. 
That’s the crucial difference. Companies 
that embrace a more value-oriented 
perspective can do financially better.
        Disruptive new technologies such as 
automation, data analytics and artificial 
intelligence promise to generate greater 
insights, result significant changes in 
efficiency and reduce costs for SMEs. At 
the same time, businesses also deal with 
customer expectations, the competitive 
landscape as well as the local and global 
economic and political outlook. While this 
adds risk and uncertainty, it also presents 
opportunities. But where does the role of 
accountants stand in all this today?

BEYOND THE BACK OFFICE
In the past, the finance department has 
been mainly seen as a back-office function. 
But the role of the accountant has shifted 
and is moving further away from the 
stereotypical image of shuffling through 
shoe boxes of invoices and expenses. 
Today, the accountant is someone who 
understands the DNA of the business, 
implements strategic moves to help lower 
risks and provides insights to discover 
hidden opportunities and solutions that 
weather economic shocks.
        However, we still encounter many 
SMEs that have accountants spend a chunk 
of their time on routine and transactional 
work that could easily be automated such 
as gathering and validating data, invoicing, 
reconciling and compiling reports. In 
this digital age, companies need to look 
at bringing their offline processes online 
and reduce repetitive operations that leave 
room for human errors. 
        If accountants want to join top-level 
strategic conversations, they need to 
spend less time on crunching numbers and 
reporting, and instead focus more time on 
understanding the ‘why’ and forecasting 
the ‘what next’.
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to share insights and cover issues 
such as potential overhead costs of 
developing and marketing new products, 
sustainability, additional financing 
and the efficiency of acquiring new 
technology over time. A disconnect 
between accountants and the wider 
organisation can result in costly mistakes 
and missed opportunities.

REALIGNING THE OPERATING MODEL
While accountants will always need a 
grounding in financial principles and 
techniques, they also need to develop new 
skills to be effective business partners 
and trusted advisors. As technology is 
undeniably becoming a more prominent 
role in their scope of work, accountants 
need to use new tools and the power of 
data to help clients, scale businesses, 
make accounting more efficient and gain a 
greater commercial edge.
        With general accounting, billing, 
management reporting, budgeting 
and forecasting being the most time-
consuming areas for accountants, a bulk 
of cost could be saved by automation 
and adoption of more effective and lean 
working techniques. 
        Integrating automation doesn't 
have to be a costly, time-consuming 
and complex project either. With 
cloud accounting, web-based tools for 
data analytics and the rise of robotic 
process automation, solutions can 
be put together rapidly and cost-
effectively, helping to transform the way 
accountants work and enabling them to 
focus on creating values for businesses. 
Accountants can expand their 
operational experience to encourage 
investments, drive profit-making 
decisions and progress across the entire 
organisation. 
        Letting go of old habits and adopting 
new ways of thinking is crucial to 
transforming the role of accountants. 
As a result, accountants will be able to 
use their commercial skills to focus on 
serving customers and drive businesses 
forward. 

        The role of the accountant has 
evolved to being key drivers of a 
business’ agenda. Companies need 
its finance function to be integrated 
and involved at every stage of the 
decision-making processes, not just 
at verification points. This is an area 
where many accountants and finance 
departments recognise the need to 
develop and evolve. This also necessitates 
a top-to-bottom understanding of the 
market, the customers, products or 
services, employees and channels that 
drive profitability and offer growth 
opportunities. 
        Accountants and finance teams 
need to be involved across the entire 
organisation, ranging from the very 
early stages of conducting research 
and investment approval processes 
to product developing conversations 
and pricing, and even marketing 
decisions. Involvement in these crucial 
conversations allows accountants 

PAUL CONWAY IS CEO OF 
ASIAN BUSINESS SOFTWARE SOLUTIONS
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A
s more and 
more idea labs 
and business 
incubators are 
founded by 
corporations, 
and many  
companies 

encourage employees to take time 
out of their work days to innovate, 
the idea of intrapreneurship – the 
practice of a company either 
establishing an umbrella group and 
funding startups helmed by 
employees, or investing in 
employees’ innovative ideas –  is 
becoming not just popular, but 
crucial to a business’s long-term 
plans.
        In this business landscape 
where constant disruption and 
evolving technology have become 
the norm, companies now view 
innovation as one of the most vital 
ways to remain relevant. Large 
multinationals have gone to great 
lengths to establish programmes 
and policies that foster greater 
innovation from employees, placing 
more emphasis on intrapreneurship 
and changing internal hierarchies so 
that creativity and innovation can be 
a more fluid, organic process. 
        But what about small 
businesses? Innovation is as 

necessary for small businesses 
as it is for larger companies. In 
Malaysia, SMEs account for 97% 
of operating businesses, provide 
67% of employment, and contribute 
36% of the annual GDP – facts 
that prompted the Malaysian 
government to allocate more money 
to their High Impact Programmes, 
which are designed to support small 
businesses.
        SMEs have an advantage 
over many corporations in that 
they likely do not have the same 
bureaucracy and hierarchies that 
can be a hindrance to creativity 
and slow-down the process. Where 
larger companies must work to 
reconfigure their approval systems 
in order to spur greater innovation, 
small businesses – with their smaller 
teams, agility and transparency – 
are generally already structured 
in the way that bigger businesses 
strive to replicate. What’s more, 
they usually already have in place a 
culture that fosters big thinking and 
rewards new ideas.
        To take this a step further, 
a small business that is not quite 
ready to fully fund a startup could 
provide opportunities for employees 
of any age and experience level 
who have strong visions for their 
ideas to run their idea as if it were 

a startup. By creating space for 
employees to shift at least part of 
their daily focus to developing new 
ideas for the company, and then 
providing them with the autonomy 
and responsibility to grow approved 
ideas from concept to launch, you’ll 
be allowing the type of career 
growth employees might otherwise 
seek elsewhere. For those who are 
especially adept and successful, 
providing them a stake in the 
business could be an appropriate 
compensation.
        But intrapreneurship doesn’t 
have to be only about launching 
new products. The ethos could also 
be leveraged to problem solve or 
reimagine the company’s operating 
procedures or customer service 
policies so that the innovation occurs 
within the company and allows 
team members to create a working 
environment that benefits them, and 
in turn, your consumers.
        Another option is using 
intrapreneurship to upskill your 
workforce. By providing workshops 
and training sessions on how 
to be an entrepreneur as well 
as opportunities for your staff 
members to pitch their ideas to 
the company executives or board 
of directors, your company will 
be helping staff become savvier 
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business people while allowing 
them to grow within the company. 
        This process could be especially 
useful for eager Millennials or Gen 
Z  employees who are often looking 
for ways they can make an impact 
while also advancing their careers, 
and are more likely to job-hop to 
secure roles in companies with 
better opportunities. But more 
specifically, Millennials tend to 
leave jobs when they feel there is a 
lock of growth opportunities and/
or recognition, while Gen Z workers 
leave if they feel they do not have 
a purpose or when they believe 
that are not financially secure. 
Through intrapreneurship, you can 
meet both generations’ workplace 
needs, providing them with growth, 
feedback, purpose, recognition, and, 
hopefully, financial rewards.
        By making intrapreneurship a 
cornerstone of your SME’s business 
plan, you’ll not only be ensuring your 
company’s ability to innovate, but 
will be investing in your employees 
and making them a more obviously 
integral part of your company’s 
success.  

ABHIJEET MUKHERJEE IS CEO OF 
MONSTER.COM, APAC & MIDDLE EAST
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THE PLATFORM FOR SME BUSINESS

INTELLIGENCE

FACTS

EXPECT CONSTRUCTIVE 
CONTENT

All SME CEO Forums follow 3 
basic components in content 
structuring: market-entry, 
financial platforms and business 
model transformations. All 
contents have been carefully 
tailored by the most prominent 
industrial influencers including 
MITI, SME Corp, MATRADE, 
MDEC, Google and IDEAS, just 
to name a few.

NETWORKING 
OPPORTUNITIES

How would you evaluate the 
opportunity to talk business 
with 400 other SME business 
owners across Malaysia? We 
provide the most conducive 
environment where business 
owners sharing the same 
priority congregate over 
intellectually stimulating ideas, 
pleasant lunch-exchanges 
and engaging networking tea-
sessions in the course of a day.

INNOVATIVE 
SOLUTIONS

We allow some of the most 
active business solution 
providers to showcase 
their capacity at specially 
arranged locations to allow for 
constructive exchanges. Our 
Forum also feature valuable 
one-day promotions offered by 
these owners, specially for SME 
CEO Forum delegates!

 IS COMING BACK IN MAY!

• Over 60 different individuals have spoken at the SME CEO 
Forum.

• We have played host to an average of 700 delegates every 
round.

• We have been continuously sold out for 3 rounds.
• The Forum have been identified as the most suitable platform 

for important announcements, including results of the World 
Competitiveness Report in Malaysia.

• Business Owners gets to attend our event FOR FREE
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MITI, SME Corp, MATRADE, 
MDEC, Google and IDEAS, just 
to name a few.

NETWORKING 
OPPORTUNITIES

How would you evaluate the 
opportunity to talk business 
with 400 other SME business 
owners across Malaysia? We 
provide the most conducive 
environment where business 
owners sharing the same 
priority congregate over 
intellectually stimulating ideas, 
pleasant lunch-exchanges 
and engaging networking tea-
sessions in the course of a day.

INNOVATIVE 
SOLUTIONS

We allow some of the most 
active business solution 
providers to showcase 
their capacity at specially 
arranged locations to allow for 
constructive exchanges. Our 
Forum also feature valuable 
one-day promotions offered by 
these owners, specially for SME 
CEO Forum delegates!

 IS COMING BACK IN MAY!

• Over 60 different individuals have spoken at the SME CEO 
Forum.

• We have played host to an average of 700 delegates every 
round.

• We have been continuously sold out for 3 rounds.
• The Forum have been identified as the most suitable platform 

for important announcements, including results of the World 
Competitiveness Report in Malaysia.

• Business Owners gets to attend our event FOR FREE
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THE SME CEO FORUM RETURNS IN 2019! STAY SUBSCRIBED FOR MORE UPDATES.

Do not miss the opportunity to sneak a peek of our Speaker’s content by visiting our official 
website at ceoforum.asia! Gallery includes pictures and interviews from the event!

WHAT'S NEXT?

4
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Visitors, Sponsors, and Exhibitors

Rate
SME CEO

Forum

Visitors, sponsors, and 
exhibitors alike rate the 
SME CEO Forum as 
8.5/10 on average.

The average delegate 
count at the SME CEO 
Forum is 700 delegates, 
with 35% business 
owners and 45% board-
level/C-suite executives.

We spend over 
RM500,000 annually 
to ensure quality 
organisation of the SME 
CEO Forum.

Over the last 4 years, 
we have hosted more 
than 50 speakers and 
panellists, and covered 
over 30 different topics.
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DIETRICH 
MATESCHITZ
THE WINGS BEHIND 
THE BULL



COMPILED 
BY ONG XIANG 
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F
or denizens of the late-night clubbing scene 
around the world – not to mention a legion of 
marathon runners, mountain bikers, fighter 
pilots, college crammers, and truckers hoping to 
cover the next hundred miles before turning in 
– energy drinks are a constant companion, 
representing a manifestation of one of mankind’s 
oldest stimulants: caffeine.
        We’ve known for centuries that caffeinated 

drinks work. They get you out of an energy slump and make you more 
alert. Coffee and tea are some of our oldest stimulants, but in the past 
few decades another beverage has come to wrest the caffeine crown away 
– the fizzy energy drink. Loaded with many times more caffeine than 
brewed coffee, and marketed towards sportsmen and people with active 
lifestyles, energy drinks have exploded in popularity. 
        The progenitor of the modern energy drink is arguably Red Bull, 
which also happens to be the most well-known of the species. Though com-
petitors like Monster and Relentless have appeared in recent years to steal 
its thunder, many of the product characteristics: sweet, refreshing taste; 
active lifestyle marketing; and target audience originated with Red Bull. 
        The genius behind Red Bull is Dietrich Mateschitz, the Austrian 
entrepreneur who risked his life savings to launch Red Bull. In this issue 
of SME, we take a look at the caffeine-filled life of Red Bull’s founder.

THE GENESIS OF THE BULL
Mateschitz was born in 1944 in Styria, Austria. He took 10 years 
to graduate from the Vienna University of Economics and Business 
Administration with a degree in marketing – but his first fortune came in 
a much shorter time than that. 
        While CEO’s often work behind the scenes, Mateschitz is a different 
being altogether. He has described himself as being “comfortable with 
risk”, whether he’s climbing a rocky cliff, helicopter skiing, or mountain 
hiking an impossibly steep trail in the Alps. 
        But the biggest risk of his life paid off spectacularly. Despite his 
difficulties in university, he has proved himself to be a marketing genius. 
Mateschitz’s first employer was Unilever, where he worked marketing deter-
gents. In the 1980s, He subsequently moved to Blendax, the German cos-
metics company (since acquired by Procter & Gamble) where he worked 
on, among other things, the marketing of Blendax toothpaste in Asia. 
        His regular overnight flights to the Far East from Frankfurt inevitably 
resulted in jet lag, which Mateschitz hated. He was a salesman, after all; he 
needed to be at the peak of energy to do his job right. But the long flights 
left him drained and worn. One day, after an exhausting flight to Bangkok, 
his taxi driver recommended he try a drink called Krating Daeng (literally, 
Red Gaur), a refreshment meant for the Thai working class.
        Lo and behold, Mateschitz found that his jet lag was cured. 
During his travels in Asia, he found that such tonics were available in 
shops up and down the country, and wondered: why doesn’t the West 
have something like this? Not long after, while sitting in the bar at 
the Mandarin Oriental in Hong Kong, he read in a magazine that the 
top corporate taxpayer in Japan that year was a maker of such tonics. 
Suddenly, the idea hit him: he would sell the stuff in the West.
        Mateschitz quit his job selling toothpaste and put his life savings into 
selling Krating Daeng in the West. He tracked down Chaleo Yoovidhya, 
who owned Krating Daeng, and proposed his plan to him. Shortly after, 
each invested US$500,000 to start Red Bull GmbH. Yoovidhya and 
Mateschitz each held a 49 per cent share of the new company (with the 
remaining 2 per cent held by Yoovidhya’s son), but they agreed to let 
Mateschitz run the company. Mateschitz then proceeded to alter the 
taste slightly to suit Western tastes, added carbonation, and changed the 
presentation from Krating Daeng’s brown medicinal bottles to silver-and-
blue aluminium cans. In 1987, Red Bull was launched in Austria.

“I DON’T 
BELIEVE 

IN 50 
FRIENDS. 
I BELIEVE 

IN A 
SMALLER 
NUMBER. 

NOR DO 
I CARE 
ABOUT 

SOCIETY 
EVENTS. 
IT’S THE 

MOST 
SENSELESS 

USE OF 
TIME.”



encouraged rumours about a key 
ingredient in Red Bull – taurine, 
which was supposedly derived 
from bull testicles or even bull 
semen. Mateschitz himself told 
Bloomberg: “It was a part of the 
strategy from the beginning. We 
would make the brand interesting 
enough that people wanted to get 

their hands on it.”
        Furthermore, Mateschitz’s marketing 
strategy for Red Bull also involved extreme 
sporting events to bolster the brand’s 
“energy” image. From kitesurfing, streetluge, 
and paragliding to its Flugtag 
championships (that is, human-
powered flying machines) and 
its own Seifenkistenrennen (or 
soap box derby), Red Bull’s street 
cred soared with the youth crowd 
of the late 80s and early 90s. 
Together with the optimism of 
the era, Mateschitz was a billionaire before the 
turn of the millennium.
        Red Bull arrived in the United States in 
1997, promoting a series of extreme sporting 
events and hiring “social superstars” on 
college campuses to serve as Red Bull brand 
managers – precursor to today’s social media 
influencers. Today the product is in more than 
a hundred countries, selling close to 4.2 billion 
cans a year, including more than a billion 

in the US alone. This makes 
Mateschitz Austria’s richest 
man, and the biggest thing to 
come out of the Alpine country 
since Arnold ‘The Terminator’ 
Schwarzenegger.

THE MAN BEHIND THE BULL In 
contrast with Red Bull’s youth-
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ful, sporty image, Mateschitz is a private man. 
His lifestyle is full of contradictions. Regard-
less of his wealth he appears down to earth 
- stubble, jeans, and an unbuttoned shirt is his 
usual look. But his hobbies are more exclusive. 
He owns the beautiful South Pacific island of 
Laucala. His greatest passion is planes – some 
of his collection is exhibited at his museum at 
Hangar-7, Salzburg. Mateschitz holds a pilot’s 
license and enjoys flying a Falcon 900 and a 
Piper Super Cub.
        His other, more visible sporting passion 
is Formula One. F1 has seen a succession of 
Red Bull teams since 2004, when Red Bull 
formally entered as a works team. Although 
Red Bull Racing took some time to hit their 
stride, they were a tour de force at the start of 
the 2010s, claiming consecutive drivers’ and 
constructors’ doubles between 2010 and 2013, 
with Sebastan Vettel emerging as the sport’s 
youngest quadruple champion. Red Bull also 
entered a second team in F1, named Scuderia 
Toro Rosso (literally ‘Red Bull’ in Italian). 
Toro Rosso functions as a junior team to Red 
Bull Racing, developing members’ driver and 
engineering skills before moving on to the 
senior team.
        Mateschitz himself is also heavily involved 
in football, buying sports teams and rebranding 
them in the Red Bull image. Unlike F1, Red 
Bull’s football efforts are more concentrated 
on grassroots teams, rather than top-flight 
stars. He bought the Austrian football club SV 
Austria Salzburg and American Major League 
Soccer (MLS) club MetroStars; both clubs 
were subsequently renamed after his famous 
drink, as Red Bull Salzburg and New York Red 
Bulls, respectively. In 2007, Red Bull founded 

Red Bull Brasil, a football team 
based in Campinas, Brazil. 
        With this strategy, Red Bull 
not only markets the product, it 
generates interest as well. Rather 
than traditional advertising, Red 
Bull has built a brand based on 
word of mouth and street appeal. 

The sporting activities of Red Bull teams also 
generate a huge amount of publicity content, 
expanding awareness of the product indirectly 
through media coverage of sports.
        Despite all this, Herr Mateschitz is rarely 
seen at society events. He shuns the media 
circus that is F1 – preferring to watch races 
on TV despite owning two teams. “Whenever 
I go out, it just convinces me that actually 
I’m missing nothing,” he told Bloomberg. 
Mateschitz modestly plays down his own 
role in the success of Red Bull and gives all 
the credit to the “formula.” He told National 
Geographic: “In marketing, you differentiate 
from existing products. Pleasure was a good 
thing to market, but we saw that there was 
a place also in that market for efficacy, for a 
pleasurable drink that serves a function. This 
is the niche; this is Red Bull.” 

“THE MOST 
DANGEROUS 
THING FOR 
A BRANDED 
PRODUCT IS 

LOW INTEREST.”

“BRANDS 
NEED TO TAKE 
THE PHRASE 
'ACTING LIKE 
A PUBLISHER’ 
LITERALLY.”

“IT IS A MUST 
TO BELIEVE 

IN ONE'S 
PRODUCT.”

THE BULL CHARGES FORTH At 
first, stores didn’t know what to 
do with an energy drink. There 
was no such product, and thus 
no market for it. Mateschitz 
solved that problem with a 
brilliant marketing campaign. 
“You don’t drink Red Bull. You 
use it,” the ads proclaimed. 
“You’ve got better things to do than sleep.” 
“Red Bull gives you wings.”
        In addition, Mateschitz adopted an 
innovative pricing strategy. In Thailand, 
Krating Daeng is popular with blue-collar 
workers; Red Bull was positioned as a 
premium, trendy, upscale drink. Mateschitz 
priced Red Bull to match, sold (at the time) at 
about US$2 a can – by far and away the most 
expensive canned drink on the shelves.
        The target market was Europe’s educat-
ed, well-paid young urban professionals, who 
spent their days in the office, evenings in the 
gym, and nights on the dance floor. Soon, the 
hottest new cocktail among Europe’s clubbing 
set was the Vodka Bull, Red Bull mixed with 
vodka. (You can also buy a Bullgarita, which 
is Red Bull with tequila, a Chambull, which is 
Red Bull with champagne, or a Bullmeister, 
which is Red Bull with Jägermeister).
        Part of Red Bull’s success was that 
there was no such product like it. With its 
carbonation and soft drink-like taste, it was 
refreshing and energising at 
the same time, unlike coffee 
or tea. Other soft drinks 
are refreshing and thirst 
quenching, but they offer no 
energising benefits. Served 
chilled in a can, it could be 
cracked open and swigged 
like a beer. The company also 
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R
egulations are in 
place for businesses 
all over the world. 
But many 
companies remain 
unprepared for 
these regulations, 
or unsure of how 
to address these 

requirements. This is doubly so for SMEs, who 
would devote more resources to sales, instead 
of worrying about regulations.
        In this vein, compliance 
responsibilities have increased enormously 
for organisations in ASEAN and Asia-
Pacific over the past few years. In an 
attempt to improve global financial 
transparency, many countries have adopted 
new rules and requirements in this area. 
        To put the challenge in perspective, an 
average of 200 regulatory changes a day were 
recorded around the world in 2016. That is 
over 70,000 changes that businesses need 
to account for and this doesn’t include the 
countless regulations already on the table.
        In addition to dealing with regulations 
from other jurisdictions, such as the US 
Foreign Account Tax Compliance Act (FATCA) 
and the European General Data Protection 
Regulation (GDPR), more APAC countries 
are also signing up to global initiatives such as 
the Organisation for Economic Co-operation 
and Development-led Common Reporting 
Standard (CRS) and the Base Erosion and 
Profit Shifting (BEPS) project. 

WHAT IS FATCA?
FATCA is a US federal law, 
enacted in 2010 that requires 
foreign (non-US) financial 
institutions to disclose details of 
their US customers, including 
their assets and identities. It is 
intended to detect and deter 
the evasion of US tax by US 
persons who hide money outside 
the US. These rules come with 
hefty implementation costs – 
estimates range from US$25,000 
for smaller firms, all the way to 
US$1 million for larger firms.



“FATCA very much established the 
groundwork for later regulations,” says 
Leila Szwarc, global head of compliance 
and strategic regulatory services at TMF 
Group. “Although it was very US-driven and 
US-focused, it triggered a global response, 
and those organisations already aware of it 
could add other regulations such as CRS to 
their package of requirements,” she explains. 
“There is no one-size- fits-all solution for 
complying with these regimes as they have 
differences, but much of the data they require 
is similar.”
        However, while APAC organisations 
are generally aware of growing regulatory 
requirements, a survey conducted in October 
2018 by Asia Risk in collaboration with TMF 
Group concluded that many are struggling 
to keep up with the new rules. Almost 40 
per cent of more than 100 respondents to 
the survey – which polled senior legal and 
compliance professionals at financial services 
and other corporates in the APAC region 
– see changing local and global regulatory 
requirements as a major challenge. And, 
while some organisations have already 
implemented strategies in response – including 
conducting internal reviews, hiring new staff 
and outsourcing to experts – a worrying 

majority have not taken any action in 2018 
(57 per cent) and do not currently have any 
action planned for 2019 (62 per cent). This 
is potentially down to resource allocation 
conflicts or strategies that fail to integrate 
compliance, says Szwarc.
        Organisations in the APAC region must 
embrace this issue, not least because failure 
to comply may result in penalties including 
heavy fines and prison sentences. And, while 
a top-down approach is optimal, it is also 
the responsibility of legal and compliance 
professionals to properly communicate 
this message throughout the company and 
provide the necessary road map towards full 
compliance. It may be a tough line to deliver, 
but it cannot be ignored if companies wish to 
remain competitive.

OUTLOOK ON COMPLIANCE
According to Asia Risk’s survey, respondents 
gave an average score of 6.6 out of 10 when 
asked to consider the increasing volume and 
complexity of global and local regulations 
and rate their level of confidence in their 
organisation’s ability to remain compliant in 
2019. More than one-fifth said their confidence 
level was 5 out of 10 or less.
        In addition to the increased complexity 

of regulations in APAC, firms also have 
to contend with new areas of regulation 
– much of which is not clear as regulators 
themselves are still grappling with 
enforcement issues. According to the survey, 
APAC organisations see data privacy as the 
main regulatory compliance challenge, with 
more than half of respondents ranking this 
first out of the top three challenges their 
organisation faces. 
        The concern around data privacy can 
almost certainly be linked to the European 
Union GDPR rules implemented in 2018. 
However, Szwarc notes that data privacy 
is also a local concern, as many countries 
already have legislation in place relating to 
the issue. Examples of this can be seen in the 
raft of personal data privacy laws passed by 
jurisdictions in the past 5 years, including 
Malaysia, Singapore, and Hong Kong.
        Recent high-profile data breaches 
have also brought cybersecurity to the 
forefront of attention – and it seems that 
regulators are also clamping down. Millions 
of customers affected by the high-profile 
data breaches also now seek greater control 
over the collection, use, and retention of 
their personal information causing firms, 
independent of regulatory requirements, 
to reconsider policies regarding opt-in and 
opt-out procedures and the transparency 
of disclosure regarding the data to be 
collected. This is reflected in the survey 
data as the third biggest regulatory 
challenge firms are facing.

KEY REGULATORY CHANGES TO 
LOOK OUT FOR IN 2019
Fueled by rapid emerging technologies, 
global interconnectedness, changing 
economic and jurisdictional factors, 
competition and consumer demand, firms 
are innovating: by embracing new business 
models and adopting automation to support 
their operations and regulatory obligations. 
As firms pursue greater agility and resiliency, 
they are expanding their use of advanced 
data analytics, artificial intelligence, and 
innovative technologies, triggering further 
risk governance adjustments and regulatory 
attention in areas including safety and 
soundness and consumer protections.
        According to KPMG, the key trends 
in regulatory changes are a continuation 
of the theme set in 2018. Data privacy and 
cybersecurity remain high on the list for 2019, 
but financial regulations are also coming to 
the fore. Though there have been calls for 
a simplified financial regulatory structure, 
inertia on the part of regulators, as well as its 
fragmented nature undercuts efforts to simplify 
and innovate. Companies must also maintain 
governance and controls within their risk 
management frameworks for sustainability, 
resiliency, and efficiency.
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HOW CONFIDENT ARE YOU IN YOUR 
ORGANISATION’S ABILITY TO REMAIN FULLY 
COMPLIANT WITH REQUIREMENTS IN 2019?

Source: Asia Risk survey, in collaboration with TMF Group



        In particular, there will be increased 
governance expectations for the board of 
directors. Authorities in ASEAN, especially 
Malaysia and Singapore, have announced 
that they view compliance breakdowns 
as weaknesses of governance and board 
oversight. They will thus hold the board 
accountable for its responsibilities. However, 
increased market competition and operating 
costs will make this a challenge, so firms 
will likely converge their risks and controls 
across operational and business units and 
also across governance, risk, and compliance 
levels, enabling leadership to gain one 
consistent view of enterprise-wide risks.
        Ethics and conduct are also an ongoing 
theme for regulators. Although professional 
trades such as lawyers, doctors, and 
engineers have had ethics and disciplinary 
tribunals for a long time, the idea is just 
starting to trickle down to businesses. 
Key areas of concern include consumer 
data privacy, suitability of products sold to 
consumers, sales/trading practices, as well 
as general expectations for strong ethics 
and conduct in the offering and delivery of 
retail consumer and investment products 
and services. This supervisory focus is 
forcing firms to enhance governance, 
oversight, and monitoring activities across 
multiple processes, including trading 
activities, incentive compensation plans, 
and sales practices, in order to ensure 
they are not inadvertently incentivizing 
improper behaviour.

Source: Asia Risk survey, in collaboration with TMF Group

THE MAIN REGULATORY CHALLENGES WHEN 
DOING BUSINESS IN THE APAC REGION

KEY REGULATORY CHALLENGES FOR 2019

Source: KPMG

KEY TRANSNATIONAL 
REGULATIONS AFFECTING 
BUSINESSES IN APAC
COMMON REPORTING STANDARD (CRS)
Approved by the (OECD), this 
global reporting standard aims to 
facilitate the automatic exchange of 
information gathered by financial 
institutions between countries 
to provide tax authorities with 
visibility of the overseas assets and 
income of residents.

BASE EROSION AND PROFIT SHIFTING 
(BEPS) ACTION PLAN
Another OECD-led initiative, BEPS 
also aims to enhance transparency 
for tax authorities. It focuses on 
tax avoidance strategies that help 
entities artificially move profits 
to low or no-tax jurisdictions. 
According to the OECD, more 
than 115 countries are currently 
participating in the plan.

GENERAL DATA PROTECTION REGULATION (GDPR)
GDPR dictates how people, 
companies or organisations must 
handle personal data belonging to 
European Union individuals. It also 
covers data handled outside of the EU 
region, so APAC organisations with 
EU customers are affected.



ACCEPTING THE REGULATORY CHALLENGE
Though SMEs may not be thrilled about 
compliance, it is nevertheless crucial that they 
abide by the rules. In particular, when SMEs 
grow beyond a certain size, or are looking to 
expand overseas, they need to get their house 
in order. 
        Lawyer Lim Wei Jiet says: “The new 
Companies Act 2016, in force for close to 2 
years, has brought a wave of new corporate 
regulatory requirements for Malaysian SMEs. 
Directors and officers of the company are 
also liable to more punitive criminal sanctions 
(including imprisonment) on a wider range 
of issues. With greater scrutiny on corporate 
governance post-GE14, it is prudent for SMEs 
to ensure maximum compliance. 
        He further adds: “The [Asia Risk] report 
also highlights that data privacy is the main 
regulatory compliance challenge. Whilst the 
Personal Data Protection Act 2010 has been 
around for some time, compliance is low. 
Similarly, business owners are exposed to 
criminal sanctions (including imprisonment) 
if there is breach of customers’ data privacy. 
Malaysia has faced a slew of privacy breach 
scandals lately – SMEs should expect the 
MCMC to be tough on this in 2019.”
        The Asia Risk survey further shows that 
an internal review to ensure compliance with 
local and global requirements was one of 
the top activities undertaken in the past 12 
months, with 60 per cent of respondents rating 
this as a first priority. This step is crucial 
when it comes to enabling the organisation 
to address the readiness of the previously 
discussed elements: assessing the data needed 
to comply with new regulations, the gap 
and the internal availability of the necessary 
information and expertise. It can also form the 
core of a robust global compliance framework.
        However, the survey also shows that 
more than half of respondents (57 per cent) 
say no action has been taken to ensure 
compliance with local and global regulation 
over the past 12 months. This alarming 
response can perhaps be traced to the modest 
level of senior management awareness of the 
importance and consequences of regulatory 
non-compliance – for which respondents rated 
their organisations an average of 7.4 out of 10 
in the survey, with nearly one-fifth assigning a 
rating of 5 or less out of 10.
        Szwarc adds: “It is unsurprising that 
compliance can sometimes be pushed to one 
side, because companies have other things 
to prioritise day by day that are focused on 
revenue generation. The irony here is that 
investment in this area can not only save 
money in the short and long run but also 
generate profit for these organisations. It’s 
a balancing act that boards need to carefully 

understand, engage with and support.”
        As such, organisations need to be ready 
to deal with compliance, wherever they may 
be operating. A base level of understanding is 
needed, both of the rules and how to support 
compliance internally. Regardless, companies 
must take a top-down approach to compliance 

and regulatory issues. They need to ensure 
compliance is part of the overall business 
strategy. Regulatory consultants and legal 
professionals can only take the compliance 
agenda so far – employees also need to 
embrace the idea that compliance enables 
speed and flexibility. 
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WHAT ORGANISATIONS HAVE DONE IN THE 
PAST 12 MONTHS TO ENSURE COMPLIANCE

Source: Asia Risk survey, in collaboration with TMF Group





More than 40 years ago, a Nestlé employee named Eric Favre observed an 
Italian barista in Rome and tried to recreate his tricks at home. This led 
to the birth of Nespresso, which quickly became the top choice for coffee 
lovers with its rich yet subtle taste and ease of use.
        Now, as more and more cafés are also opening alongside workplaces 
in the Klang Valley and beyond, Malaysians are starting to acquire a 
taste for high quality coffee, which has led to a growth in the specialty 
coffee market. With its Nespresso coffee selections packed in convenient 
aluminium capsules, Nespresso Professional is well-placed to cater for 
Malaysians’ craving for a cuppa at the office or workplace.
        As coffee is an integral part of office life, a Nespresso Professional 
coffee machine can simplify brewing premium coffee without having to 
resort to hiring a barista. Simply pop in a capsule of your choice into the 
machine, and let it do the work for you. A great cup of coffee will then be 
ready in only a minute or two – ideal for a quick break in the pantry. 
        When it comes to the coffee itself, Nespresso Professional ensures a 
strict quality and aroma profile for its coffee beans – a prerequisite which 
only 1–2 per cent of the worldwide coffee crop is available to meet. The 
beans are then hermetically sealed into the aluminium capsules to ensure 
freshness. This way, the aroma of the beans does not degrade over time 
– unlike ground coffee beans stored at home which may be exposed to 
light, air and humidity.
        With this combination of brewing precision and coffee bean 
processing, every aroma from the coffee can be expressed without 
compromise, giving it body as well as a thick and pleasing mouthfeel. 
There are various selections in the coffee range to choose from, each 
with its own distinctive aroma profile. From subtle to intense, potent 
to complex, there is a flavour for every coffee lover in the office. 
Furthermore, the Nespresso Professional coffee machine integrates 
perfectly into a business environment, allowing customers, business 
partners, and employees the chance to have high quality coffee.
        Nespresso Professional machines for your office are available from 
Lyreco, who provide tailor-made coffee solutions for the workplace. In 
addition, Lyreco also provides on-site tastings, Nespresso capsules and 
after-sales machine servicing for complete peace of mind.

FIND OUT HOW NESPRESSO CAN 
ENHANCE YOUR WORKPLACE

To get the taste that captivated Mr Favre all those years ago in your 
office, visit lyrecocoffeesolution.com.my and begin your coffee 
journey today! 
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DOBIQUEEN
D

obiQueen is a coin-operated laundry 
franchise that targets the middle 
segment of the market. Offering 

24-hour self-service machines for under RM11, 
dobiQueen positions itself as a laundromat for 
busy people that value their time and space 
over doing laundry at home. In addition, 
dobiQueen attendants can handle washing, 
drying and folding for an additional RM8.
        Franchisees are provided with help 
such as location and financing support, as 
well as a promotional kit as part of support 
for their outlet opening. Once the outlet is 
up and running, the franchisor will support 
and work with the franchisee to keep sales 
trending upward. 
        A notable feature that dobiQueen 
practises is a buy back guarantee for machines 
owned by the franchisee. For example, if the 
franchisee decides to exit the business or is in 
need of cash, the dobiQueen franchisor will 
buy back their machines, offering franchisees a 
worry-free exit, enabling them to recoup some 
of their initial costs.

N
o one wants to stand next to someone 
wearing dirty clothes. Consequently, laundry 
services have been around since man started 
wearing clothes.
        Firstly, it was washerwomen that took 
the laundry of others, charging by the piece. 
Then, mechanised washing machines took 

over the role, both commercially and in the home.
        But in today’s city apartments, space is at a premium. 
The space normally occupied by a washing machine has 
disappeared. Still, dirty clothes are not socially acceptable – 
much to the dismay of hobos and college students everywhere. 
        Therefore, modern laundry services have appeared to meet 
the demand for clean clothes. They don’t just target city dwellers 
with limited space; increasing numbers of business travellers 
and tourists are also relying on laundry services.
        Many laundromats, as they are known, are now self-
service, coin-operated affairs to cut down on staffing costs. 
However, some facilities employ staff to provide folding, 
ironing, or dry-cleaning services to customers. Value-added 
services like pick-up/drop-off services, complimentary laundry 
bags, and specialist fabric cleaning are also common offerings 
by laundry franchises.
        In this issue of SME, we explore the laundry franchises 
available in the ASEAN region.
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LAUNDRYMART
L

aundryMart is a Singaporean 
self-service laundromat franchise 
with several added services. For 
example, it offers 24-hour dry 

cleaning, island-wide pickup and delivery, 
and 2-hour express wash, dry and fold. 
LaundryMart has also pioneered the 
Fetch! concept, which allows customers 
round-the-clock access to their dry 
cleaning even without counter staff on 
site. With increased customer service and 
expanded service locations, this will allow 
franchisees higher market visibility. 
        There are two options that the 
LaundryMart franchisor offers to 
prospective franchisees: an entrepreneur 
package or a package for existing laundry 
owners. The entrepreneur package 
includes franchising fees, factory support 
for machinery, as well as advertising 
support. Existing laundry owners can add-
on LaundryMart’s dry cleaning services 
on top of their existing laundry, allowing 
for a greater variety of customers.

NOTHING BUT LAUNDRY
N

othing But Laundry and Dry 
Cleaning Services is a Filipino 
laundry franchise. It targets not 
only individual customers, but 

bulk customers as well, such as hotels, 
spas, and fitness clubs. Therefore, 
franchisees are also offered two types of 
franchise options: a ‘Lite Package’, for 
mass market laundromats, and ‘Plant 
Package’, for institutional customers. 
        The initial franchise fee for the Lite 
Package is Php200,000. It includes the 
use of the trade name, training for the 
franchisee and staff, as well as assistance 
in running the business. The initial term is 
five years, and renewable for another five. 
        On the other hand, the Plant Package 
has an initial franchise fee of Php400,000. 
This includes all the items for the Lite 
Package, but Plant Package franchisees 
are awarded an operating territory, as well 
as bigger machines for bigger loads. The 
initial term for the Plant Package is six 
years. 
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as ASEAN’s fourth largest trading partner and second largest 
source of foreign direct investment.

JAPAN’S MODEL ECONOMY
The strength of Japan’s economy has been an endless source of 
study by economists and politicians, both in ASEAN and in the 
West. Many ASEAN countries have looked up to Japan as an 
economic model – for example Malaysia’s ‘Look East’ policy, and 
Laos’ and Singapore’s ‘Learn from Japan’ model.
        These development policies were an attempt to break 
away from the traditional perspective of Western countries as 
role models, and to look to Japan (and South Korea) as models 
for economic development. Being closer both culturally and 
geographically to ASEAN, Japan’s economic growth complemented 
the economies of ASEAN. The underlying assumption was also 
that ASEAN countries had much to learn from the experiences 
of Eastern economies, rising out the ashes of war to achieving 
remarkable economic progress.
        With the establishment of such policies, Japanese-style 
export-oriented economic models were set up throughout ASEAN. 
Japanese FDI and knowledge transfer kick-started many projects 
and enterprises throughout the region. Local students also 
furthered their studies in Japan, to study not only academics and 
technical know-how but also to learn labour ethics and discipline of 
the Japanese people.
        The ‘Look East’ policy had the effect of increasing the 
interdependence of the ASEAN and Japanese economies. This 
economic cooperation culminated in the signing of an FTA with 
Singapore in 2002, with more being negotiated. Several ASEAN-

T
he economic powerhouse of the Rising Sun has 
long, established ties with Southeast Asia. As 
trading partners, diplomatic allies, and admirers 
of the Japanese way of work, ASEAN countries 
have always welcomed Japanese trade and 
investment. So too, have Japanese firms 
appreciated ASEAN as an export market and 

manufacturing base.
        Japan’s path to industrialisation started long before World 
War II, when the Meiji reforms of the 19th century opened up 
the country to Western ideas and inventions. After the war, 
the American occupation liberalised the economy and spurred 
economic growth. Japan’s industrial capabilities and technical 
knowledge, coupled with the famous Japanese work ethic saw 
exports skyrocket throughout the 20th century, culminating in 
Japan’s ‘Economic Miracle’ of the 1980s.
        At the same time, the Japanese government was making a 
concerted effort to enhance its diplomatic stature, especially in Asia. 
Prime Minister Toshiki Kaifu's much publicized 1991 tour of five 
Southeast Asian nations: Malaysia, Brunei, Thailand, Singapore, 
and the Philippines – culminated in a major foreign policy address, 
in which he called for a new partnership with ASEAN and pledged 
that Japan would go beyond the purely economic sphere to seek an 
“appropriate role in the political sphere as a nation of peace.” As 
evidence of this new role, Japan took an active part in promoting 
negotiations to resolve the Cambodian conflict at the time.
        In 2018, ASEAN and Japan celebrated the 45th anniversary of 
friendly relations, by reaffirming the economic, cultural, diplomatic, 
and security ties between the two regions. As of 2017, Japan ranked 
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Official Name: Japan  Population: 126,168,156 (July 2018 est.)  Capital: Tokyo  Major Language: Japanese, English understood occasionally  Currency: Japanese Yen (JPY)   Major 
Industries: among world's largest and most technologically advanced producers of motor vehicles, electronic equipment, machine tools, steel and nonferrous metals, ships, chemicals, 
textiles, processed foods.  Major Export Commodities: motor vehicles, iron and steel products, semiconductors, auto parts, power generating machinery, plastic materials (2014 est.) 

Major Export Partners: United States, China, South Korea, Thailand  Major Import Commodities: petroleum, liquid natural gas, clothing, semiconductors, coal, audio and visual apparatus Major Import 
Partners: China, United States, Australia, South Korea, Saudi Arabia  GDP: US$5.443 trillion (2017 est.)  GDP Per Capita: US$42,900 (2017 est.)
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Japan economic partnerships are also in effect, seeking to reduce 
customs duties and cooperate in several technical and knowledge 
areas. Among these are the ASEAN-Japan Comprehensive 
Economic Partnership (AJCEP).

TRADE WITH THE RISING SUN
In 2015, a total of US$113.7 billion worth of exports and US$124.4 
worth of imports flowed between the two regions, consisting of 10.5 
per cent of ASEAN’s total trade volume. 
        Japan is also the third biggest economy in the world – bigger 
than the UK and Germany combined. The amount of personal 
wealth is high, and personal financial assets are one of the largest 
asset bases in the world. In 2014, US$12 trillion in financial assets 
was held by households. Furthermore, Japan has the fourth highest 
spend worldwide on research and development (R&D) at 3.475 per 
cent of GDP. 20 per cent of the top global R&D spenders are based 
in Japan.

  hunger for new trends and 
  technologies
  high levels of disposable 

  income, particularly older 
  people and young singles 
  living with their parents

It is now easier to enter 
the Japanese market 
due to changes in the 
business culture, as well as 
recognising the importance 
of cost-cutting. Many 
younger people now speak 
English to some degree, 
though many of their seniors 
either do not understand 
English or are unwilling 
to speak it, due to fear of 
embarrassing themselves. 
While large companies 
do have the resources to 
enter the Japanese market 
directly, SMEs will tend 
to find local partners to 
navigate the waters.

Despite economic issues 
over the past 20 years, the 
Japanese market remains vast. 
Japan is one of the world’s 
largest exporters and one of 
the largest overseas investors. 
The Japanese government 
under Prime Minister Shinzo 
Abe has been tackling low 
levels of foreign direct 
investment into Japan. He has 
done this by implementing 
a wide range of economic 
reforms and policy initiatives 
to promote growth in Japan. 
These include:
  new economic stimulus 

  packages
  a boosted monetary policy
  signing new free trade 

  agreements
  breaking down barriers 

  through de-regulation

The service sector accounts 
for 75 per cent of Japan’s 
economy, with manufacturing 
accounting for 22 per cent. 
SME enterprises make up 
99.5 per cent of all Japanese 
companies. Japan is also 
witnessing a new wave 
of start-up culture with 
significant focus on emerging 
technologies. One of the 
world’s largest funders of tech 
startups, Softbank, is also 
based in Japan. 

        In 2018, Japan was ranked 
39th in the world for ease of 
doing business by the World 
Bank. It is not difficult to do 
actual business in Japan, but the 
complexity of starting a company 
and the tax structure may put off 
potential investors. On the other 
hand, the Japanese strength in 
R&D and manufacturing mean 
easy access to technological and 
export partners in the country.

Incentives for ASEAN businesses 
exporting to Japan include:
  stable place to do business
  strategic stepping stone for 

  other Asian markets
  strong political, trade and 

  social ties 
  highly educated consumers 

  who are early adopters of 
  new products and services
  large and rich consumer 

  market based in urban areas
  Tokyo conurbation is the 

  world’s largest at around 
  35 million

Strengths of the Japanese market 
include:
  a huge, open economy
  a cutting edge business culture
  an increasingly globalised 

  outlook
  strong intellectual property 

  (IP) protection

JAPAN'S COOPERATION ON ASEAN CONNECTIVITY
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apan is a land 
where business 
dominates, and 
Tokyo is at the 
heart of it all. 
        The 
capital of 

Japan, Tokyo is the pulsating, 
frenetic political and economic 
core of the country. Depicted as 
it has been in countless movies 

and feature animations, Tokyo 
is adept at blending futuristic 
neon-and-glass facades with ultra-
traditional Japanese sensibilities. 
        Formerly named Edo, Tokyo 
was the centre of the merchant 
class in old Japan. During the Edo 
period, it grew into one of the 
largest cities in the world with a 
population topping one million by 
the 18th century. Subsequently, it 
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new city was showcased to the 
world during the 1964 Summer 
Olympics. 
        Modern Tokyo is now 
home to modern skyscrapers, 
expensive shopping streets, and 
more entertainment options 
than you can shake a stick at. 
With new hotels and co-working 
spaces opening in Tokyo, 
everything a business traveller 

became the capital city of Japan 
when the Meiji Emperor moved 
his seat from the old imperial 
capital of Kyoto in 1868. 
        Tokyo was almost completely 
destroyed by two calamities in the 
20th century: the Great Kanto 
Earthquake, and the bombing of 
the city by Allied forces in World 
War II. However, post-war Tokyo 
was a chance to rebuild, and the 

J
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may need is within easy access in 
this hotspot of Japanese business. 
        Yet, traces of the old world 
remain. Thousand-year old 
shrines are frequently found 
wedged between gleaming office 
buildings. Manicured public 
parks are enjoyed by visitors and 
Tokyoites alike. And old houses 
are repurposed into cafés or 

The core of Tokyo is divided 
into 23 municipalities, known 
as ‘wards’. Here are some of the 
more interesting ones for the 
business traveller.

SHINJUKU When people think 
of futuristic, skyscraper Tokyo, 
they’re visualising Shinjuku. 
Home to the busiest train 
station in the world (Shinjuku 
Station), Shinjuku is also the 
entertainment and shopping 
centre for Tokyo.

exclusive restaurants.
        The famously etiquette-
bound Japanese are also 
notoriously hard to read, yet 
in practice, Japanese business 
etiquette is not so different 
from good business etiquette 
elsewhere. After all, politeness, 
sensitivity to others, and good 
manners are the pillars of good 

MINATO Minato-ku is the natural 
habitat of the salaryman, as the 
headquarters of many major 
Japanese and multinational 
companies are located here. 
Tokyo’s embassy district is also 
in Akasaka, a residential area 
of Minato. In addition, Minato 
also houses the artificial island 
of Odaiba, a major shopping and 
entertainment centre.

        But above all, travelling 
in Tokyo is an experience in 
and of itself – regardless if it is 
for business or leisure. See the 
sights, revel in the atmosphere, 
and eat the food: Tokyo is home 
to more Michelin stars than any 
other city on the planet. Enjoy 
the Japanese experience and 
drink in the rush that is Tokyo.

CHUO Literally meaning ‘Central 
Ward’, Chuo-ku is historically 
Tokyo’s main commercial centre. 
Ginza, Tokyo's most expensive 
shopping district is located 
in Chuo-ku. Tokyo’s famous 
wholesale fish market, Tsukiji 
was also based here before 
relocating to Toyosu in October 
2018.

SUMIDA Old Tokyo, with its 
temples, townhouses, and 
workshops is in Sumida-ku. But 
that is not to say it’s a museum 
– Sumida is home to Tokyo 
Skytree, the futuristic broadcast 
tower that is also the second 
tallest tower in the world (after 
the Burj Khalifa).

business etiquette everywhere. 
        Fortunately for foreigners 
doing business in Japan, Japanese 
businesspeople will not hold 
them to the same strict standards 
expected of their Japanese 
colleagues. Minor transgressions, 
which would doom a Japanese 
salesperson, might even help to 
break the corporate ice. 

CHIYODA The political centre of 
Japan, Chiyoda-ku is home to 
the Imperial Palace, the National 
Diet, the Prime Minister's Official 
Residence, the Supreme Court, 
ministries, and other government 
agencies. The main railway 
station, Tokyo Station is also 
located in Chiyoda – directly west 
from the Otemon Gate of the 
Imperial Palace.

BUSINESS ETIQUETTE IN JAPAN

T
he Japanese are sticklers for 
etiquette and formality – though 
they may not be as strict if you 
are a foreigner. But this does not 

excuse poor manners, especially if a business 
deal is on the line. Here are some do’s and 
don’ts for business etiquette in Japan.

DO: Bring your business card, or meishi. 
Make sure you have plenty as the Japanese 
see the business card as an extension of the 
person. Formal exchange of business cards 
is crucial – present with two hands, name 
facing up, and receive in the same way, 
taking care to look at the card and study it 
rather than just shoving it in your pocket.

DO: Greet the most senior person in the room 
first. Age equals seniority equals rank in Japa-

nese companies. Treat older executives with a 
more marked deference than you do younger 
ones in the group you're interacting with.

DO: Bring a gift for your hosts. Omiyage, or 
gift-giving is an important part of Japanese 
business protocol. The emphasis in Japanese 
business culture is on the ritual of gift-giving, 
rather than the gift itself. But be prepared 
with a beautifully wrapped, quality gift, 
preferably something imported.

DON’T: Make small talk about politics, 
religion, or family. These topics are intensely 
personal, and Japanese people are famously 
closed about their private life. A Toyota 
executive also once said that Japanese usually 
do not begin to trust a person in business 
until having known them for at least 10 years.

DON’T: Dress casually. Every Japanese 
executive wears the same uniform – dark 
suits, white shirt, subdued tie. Standing out 
in a T-shirt is a big no-no, given Japanese 
adherence to group conformity. In the hot 
and humid Tokyo summer, half-sleeve shirts 
without ties are allowed, but salespeople 
often dress conservatively to show respect to 
their customer.

DON’T: Be tardy. Japanese businesspeople are 
also sticklers for punctuality, as they often 
have packed schedules and need to rush off 
to another meeting. Always arrive 10 minutes 
early for a meeting; 20 minutes if senior 
executives will attend. If you are unavoidably 
late, call at least half an hour prior to allow 
for rescheduling. 

GUIDE TO AREAS OF TOKYO



this murkiness - especially when more 
audiences are choosing to use adblock 
tools to filter ads out entirely. 
        During this year, more brands and 
advertisers have thus been striving to 
give more context to their ads by making 
messages more relevant to the content 
viewed. This is because they find that their 
messages can be more impactful when 
audiences are engaged during the right 
moment and with privacy, for example, 
if you are watching replays of last night’s 
football match where Lionel Messi is 
playing and the ads appearing are of sports 
apparel brands endorsed by him.
        With brands needing to clamour 
over viewers attentions, the importance 
of engaging them via ‘micro-moments’ 
is more important now than ever before. 
Marketing messages now need to be 
delivered clearly and concisely to pique 
the viewer’s interest within the span of 

A
s we approach the end 
of 2018, we’ve 
witnessed more 
businesses across 
various industries 
leverage on new 
technologies to raise 

the efficiency and reach of their marketing 
strategies. With once-novel technologies 
such as artificial intelligence (AI), machine-
learning and chatbots becoming more 
mainstream, new technologies for 
advertising are becoming more affordable 
and accessible to a wider range of brands 
and advertisers.
        While we can expect those trends to 
continue in 2019, what else can we expect 
to come next year that further shift today’s 
ad landscape even more dramatically? As 
brands and advertisers are adapting better 
to the ever-evolving Internet ecosystem, 
here are the areas that we see as having 
great potential impact for 2019.

IT’S ALL IN THE (MICRO) MOMENT
To say that today’s audiences are saturated 
with content is an understatement. With 
the ubiquity of video content now being 
available on our TVs, PCs and mobile 
devices, it’s easier for branding messages 
to get lost within a sea of information. 
Even when they’re being displayed 
alongside content, the fact that many of 
those messages aren’t directly linked to 
the content being viewed just adds to 

a few seconds. Advertisers who can 
also contextualise those ads by directly 
relating them to the content will be 
better placed to achieve more lucrative 
results. 
        2019 is set to be an exciting year 
for brands operating at the intersection 
between contextual marketing and video 
and we anticipate more brands will focus 
on capturing these micro-moments. 

AUDIENCES WILL BE PLACED 
AT THE FOREFRONT
While contextuality can generate more 
impact for engagements, such marketing 
strategies may be curtailed if they 
don’t factor the targeted audiences into 
account properly and truly understand 
their viewing patterns.
        To illustrate, the US is facing 
a growing cord-cutting problem; 
whereby more people are opting 
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AI TO FUEL NEXT YEAR’S 
ANTICIPATED TRENDS
When it comes to adtech, 2018 was a big 
year for AI and machine-learning. In 2018, 
it was estimated that the value of AI in the 
marketing market is worth USD6.46 billion 
and will likely grow to USD 40.9 billion by 
2025. With the developed and emerging 
economies in the Asia-Pacific constantly 
growing in terms of internet and smartphone 
penetration rates, ad tech based on this 
technology is set to explode.
        Thanks to increased sophistication 
in this area, we’re likely to see more of AI 
technology to form the basis of audience 
engagement methods – namely in chatbots 
and visual search tools. 
        For chatbots, AI will help to make 
real-time interactions with audiences even 
more intuitive – as continued innovations 
in this space will make engagements 
more responsive, prompt and accurate. 

to ditching their satellite and cable 
subscriptions in lieu of over-the-top 
(OTT) providers. This means that large 
audience pools are now more likely to 
watch content via Netflix on their PCs 
instead of traditional networks on TV. 
        But while this conundrum is now 
more apparent for advertisers on the other 
side of the world, the entry of more global 
and regional on-demand platforms in the 
Asia-Pacific means, in light of this emerging 
paradigm shift towards relevant content 
viewing, advertisers here also need to focus 
on a more target-audience specific ads over 
the next couple of years.
        It is only after understanding the 
changing preferences between audiences 
that advertisers can then make their ads 
more contextual in the markets they’re 
disseminating their messages in. Essentially, 
the money is where the audiences are; 
everything else will then follow. 

On the other hand, advancements 
of AI in visual search will improve 
the identification of selected items in 
video content – thereby helping brands 
contextualise their messages more 
effectively to appeal to more audiences 
during key moments.
        All in all, the modern ads landscape 
in 2018 has seen it turning novel tech 
innovations – which people thought were 
merely confined within the realm of sci-fi 
– into real and actionable tools that can 
improve audience engagement. While 
we have seen successful test-cases of this 
happening this year, the next is where 
we’ll see these innovations really taking 
off. 
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a deeper level. This means they can track 
student performances to design and deliver 
more engaging lessons. In the long run, it 
will lead to better learning experiences and 
student outcomes.
        Of course, it’s not enough to just deliver 
on expectations. Consumers want to be 
delighted at every turn. They want experiences 
that stand out for being particularly smooth, 
unique, or personalised. Retailers need to 
automate their process, and that’s where 
artificial intelligence (AI) and machine learning 
can be powerful. 
        Machine-learning algorithms allow 
businesses to automatically identify 
relationships between data and learn the best 
experiences to provide based on that data, 
without having to be explicitly programmed. 
From a grocer that provide customers with a 

A
As consumers, we crave 
consistent and 
personalised experiences. 
They set our expectations 
and help build our sense 
of loyalty to a brand. 
While many marketers still 

struggle to figure out the Millennials, a new 
generation—Generation Z (Gen Z)—are 
growing up and, by 2020, they will account for 
40% of all consumers.
        Not only that, there’s a critical nuance 
that some companies might overlook, which 
is that the concept of personalisation evolves 
with age. Consumers in different generations 
have grown up with different needs, 
different expectations, and different levels of 
familiarity with technology. The Adobe Digital 
Insights—a study helping brands understand 
current consumer expectations, how they’re 
evolving, and what to anticipate— reveals that 
Generation Z have much higher expectations 
of brands than older generations. 
        Gen Z are the mobile-first generation that 
places a big emphasis on personalisation and 
relevance. They value individuality and search 
out brands and products that align with their 
values. For them, personalised and consistent 
digital experiences are table stakes. 
        To cater to this, businesses first need to 
break down the barriers to consistency in their 
own organisation. It’s not enough to roll out 
a slick new mobile app or interface. These 
services need to be built on a complete behind-
the-scenes understanding of their audience, 
which comes down to a more unified approach 
to customer data throughout the company.
        For example, Taylor’s University, one of 
the top private universities in Malaysia have 
partnered with Adobe to transform their 
marketing approach to design engaging student 
experiences. Through analysing data collected, 
Taylor’s will be able to better understand the 
different preferences of its diverse base of 
students. For instance, the university will have 
visibility into the countries from which their 
streams of web visitor traffic originate—be it 
Indonesia, India, China, or other parts of the 
world. The actionable insights they gain will 
allow them to design, optimise and personalise 
web pages for students.
        The solutions across Adobe’s platform 
will also help Taylor’s achieve better 
student performance. The university can 
understand student learning patterns on 

voice assistant to help them navigate its aisles, 
to a hotel that allows its guests to use their 
mobile phone as a room key, to an airline that 
sends passengers timely updates on the status 
of their checked bags—it’s the little things 
brands do that delight us and make us come 
back for more.
        No matter what industry that brands 
are part of, they must ensure that they are 
delivering on consistent and personalised 
digital experiences. It’s a big ask, but one 
that no company can afford to ignore to 
stay relevant in today’s evolving consumer 
landscape. 
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Sue Barrett is a sales expert, 
writer, business speaker and 

adviser, facilitator, sales 
coach, training provider and 

entrepreneur. Sue founded 
Barrett in 1995 to positively 

transform the culture, 
capability and continuous 

learning of leaders, teams and 
businesses by developing sales 

driven organisations that are 
equipped for the 21st Century. 

you need it.
4. The earlier you give away

concessions in the sales 
process the less impact they 
will have.

5. Be mindful of giving
salespeople the authority 
to discount. All too often 
this is a licence to give away 
your margins too soon and 
too often. We see this when 
people ‘cave in’ on price too 
soon for fear having to deal 
with potential conflict which 
usually doesn’t eventuate if 
the sale is done effectively. 
However, they never let the 
sale run its course to find out.

6. Discounting is a negotiation
tool that should only be 
applied as a last resort and 
should have a trade off in it 
for your business so can you 
benefit from the deal as well. 
This is different from volume 
pricing which rewards people 
for buying bulk from you.

7.  If you postpone tough
negotiations whenever 
possible you will miss learning 
about new things, getting new 
ideas, new ways of pulling 
your offer together as well 
as creating potential conflict 
down the track.

No negotiating skills training 
and talent can make up for poor 
selling skills.
 Remember everybody lives by 
selling something. 

W
e are regularly asked by 
sales managers to 
provide negotiation 

skills training for their 
salespeople. However, after 
talking with them about their 
team’s situation and development 
priorities, it is quite clear, 90% of 
the time, that their people do not 
need negotiation skills training, 
what they really need is 
consultative solution selling skills 
training instead.
        The reason many sales 
managers and sales teams find 
themselves in this situation is they 
think every time their salespeople 
hit an objection they must 
negotiate. Far from it. The easiest 
way to eliminate objections is by 
taking the time to understand 
your client’s needs and priorities 
first then showing them how you 
can help address their situation 
and what the pathway forward 
with you looks like. If the client 
is working with you and happy 
to proceed, there should be no 
need for negotiations. We must 
not confuse prioritising client 
project tasks and activities with 
negotiating either. Prioritising is 
what happens first, second and 
so on.
        Selling and negotiating are 
both important skills to master; 
however, not all sales situations 

require negotiations and not all negotiation situations are sales related.
        What we do need to know is how they are applied in the correct 
situations.

YOU SELL WHEN YOU:
  Identify clients’ real needs and priorities, discuss, create and agree

upon viable solutions that are of value to the client and outweigh the 
cost of purchase.

  Gain mutual agreement to move forward to close the deal and do
the work.

  Ask and answer questions about misunderstandings, processes,
product/service questions, general questions, risk mitigation, the 
benefits, and so on.

  Can vary the terms. If you can’t vary terms and the client won’t
agree to move forward with you on the current plan then it is a ‘no 
sale’. Move on rather than give things away. Giving something away 
for nothing is not negotiating, it is giving something of value away 
which costs you and your business. If you give something away for 
nothing, it’s worth nothing.

YOU NEGOTIATE WHEN YOU:
		 Need	to	trade	off	something.
  Need to respond to demands for concession by analysing the

situation and the demands being placed on you; then by developing 
a	proposal	with	clear	guide-lines	and	trade-offs.

  Need to stop a customer from ‘fragmenting’ your proposal and
diminishing the real value and losing relevance.

  Present a total proposal that ‘adds up’ to a win/win solution where
all	trade-offs	are	clear	and	agreed	to.

		 Present	a	fall-back	trade-off	position	(if	necessary).
  Find that both parties vary the terms and you need to negotiate new

terms to get common ground and agreement.
  Find that resources are scarce.
  Find that agreement and conflict exit simultaneously.

KEY GUIDELINES FOR NEGOTIATION IN SALES:
1.  Unless you have the power or authority to change or modify terms,

create new product solutions, you cannot negotiate.
2. Negotiation should never be a substitute for selling. You need to be

able to sell well first and foremost.
3.	 Negotiation	is	an	effective	strategic	tool	that	you	use	ONLY	when
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W
hen my friend, Chris 
Cuomo, journalist and 
news anchor on CNN’s 

Cuomo Prime Time, and I met 
recently, Chris asked me about 
my coaching style. I love this 
question, because in asking it 
and reflecting on it, Chris 
comes to the answer himself 
with just some brief explanation 
from me. I didn’t have to 
explain much at all. That’s how 
coaching should work, I think. 
What do you think?

CHRIS: Chris Cuomo here with 
Marshall Goldsmith. So, how 
did we meet? I was trying to 
decide whether or not to leave 
ABC News and go to CNN. I 
was torn. I got so lucky for you 
to give me some time, Marshall. 
I said to myself, ‘This is great. 
I’ll sit down with Marshall 
Goldsmith. He’ll give me the 
pearls that I’ve read in his books, 
and I’ll make my decision.’ We 
meet. I’m doing most of the 
talking. I start thinking to myself, 
‘I’m wasting my opportunity 
with Marshall.’
        Here’s the question 
Marshall. Part of your magic, 
part of your genius is you do not 
dominate the session getting me 
to understand what you think I 
should do. How does that work?

MARSHALL: Well you know, 
I think I’m much more of a 
facilitator than an expert. 
The reality is, I don’t know 
that much about the news 
business. I’m not an expert 
on CNN. I’m not an expert on 
ABC. Look who my coaching 
clients are. I’m not an expert on 
Walmart, the World Bank, the 
Mayo Clinic, or Ford. I can’t 

gets better.
        In my coaching, most of 
what my clients learn, they don’t 
learn from me. I’m a facilitator 
who’s helping them learn from 
themselves and everyone around 
them. I’m not a little God that’s 
giving them all the right answers. 
The thing I’ve learned as a coach 
is, it’s not about me.

CHRIS: You’re like a mirror. You 
put a mirror up to people. And 
you let them see how they’re 
perceived and what’s going on 
around them. And they get a 
clear picture of themselves.

MARSHALL: That’s it. Thank you!

CHRIS: Thank you, Marshall. 

know about all these companies. I don’t even pretend to. I never 
pretended to know anything about your business. You know about 
100 times more than me.
        My job is to ask, listen, and learn, and figure out what it is that 
you want. My job as a coach, at least my type of coaching, is I’m 
not here to tell you who you want to be. I’m here to help you be the 
person that you want to be. And that’s hard enough.

CHRIS: That is hard.

MARSHALL: Yes, that’s hard in and of itself. So that’s really my job. 
I’m much more of a facilitator. In my coaching, people get feedback 
from everyone around them. It’s confidential. They find out what 
everybody thinks, and it’s often not easy to hear. My clients feel 
good about somethings they hear and think about what they want 
to get better at. They pick important behaviours to improve. If 
they’re not the CEO, the CEO agrees with what that behaviour is. If 
they are the CEO, the board agrees. The client always gets sign off 
on the behaviour they will work on. Then they talk to people. They 
apologize for their mistakes. They follow-up with their stakeholders 
on a regular basis. We measure their improvement, and the client 
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list titled Surfacing runway: yes 
or no? It was brilliant and full 
of great examples, but one, from 
a company that had stalled but 
then went on to be extremely 
successful, stood out to me. The 
CEO of that company said that 
during their stall period:
        “We shared with all 
employees both income statement 
and balance sheet (including 
cash position) to make clear that 
we needed to better control our 
expenses so that we could control 
our own destiny re runway (it was 
also in context of decelerating 
growth rate – our rule of 40 was 
in the teens). We slowed hiring 
considerably and created programs 
called “Save to Reinvest” to drive 
home a sense of fiscal discipline. 
We showed the company at each 
monthly All Hands how the 
financials were changing from our 
collective activities.”
        The solution here was people. 
Not money. Like it usually is. 

O
ne of our favourite VC 
firms to work with is True 
Ventures. I’ve made many 

investments over the years with 
both Jon Callaghan and Tony 
Conrad, and I love being a 
co-investor with them.
        Recently, Tony told me a great 
Jon Callaghan quote.
         “Money doesn’t solve 
problems. People solve problems.”
        I’ve learned this lesson 
7,345,123 times.
        Every successful company I’ve 
been involved in had a least one 
near-death experience. Most of the 
successful companies I’ve been 
involved with have had at least one 
stall period, where growth slowed 
dramatically for some time. Lots 
of successful companies I’ve been 
involved in were tight on cash for 
extended periods. Some successful 
companies I’ve been involved in 
looked like they were doing well 
if you looked at their top line 
revenue and growth numbers, but 
were a disaster below the surface.
        Note that I repeated 
“successful companies I’ve been 
involved in” for each sentence. 
Each of these companies that 
I’m referring to ultimately were 
successful. I’m separating them 
from companies I was involved in 
that failed.
        In all of these cases, Jon’s 

statement is correct. The solution was not to throw money at the 
company and hope things at the company got better. Instead, the 
successful companies had a functional leadership team and board 
that was able to figure out the problems and solve them. While the 
issues often included some members of the leadership team (including 
occasionally the CEO), in each case, it required focusing on what wasn’t 
working, where the problems were, and taking aggressive and decisive 
action to address them.
        Assuming the people addressing the issues were the right people, 
and the extended team (management and board) focused on the correct 
problems, and then the team gave each other enough time to see whether 
or not what they were doing addressed the issues, more often than not 
things ended up in a happy place. While sometimes the issues were 
intractable, or the dynamics between the people were ineffective, most of 
the time the focus on people solving the problems resulted in spending 
less money.
        I have a corollary to Jon’s statement which is: “When things break 
or stall, slow down your spending.” The momentum of growth often 
results in expense growth regardless of what is happening in the rest 
of the business. A lot of this expense growth is headcount but also 
includes a substantial (and often surprisingly large) mix of variable 
and discretionary spending. While cutting headcount can be part of 
the approach, taking a hard look at all expenses, eliminating what is 
unnecessary or ineffective, and communicating clearly with everyone in 
the company, can often have an immediate and dramatic impact.
        It’s scary to tell everyone in the company exactly what is going on 
when you are in distress. We recently had a long thread on our CEO 
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Ron Kaufman is the 
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THIS POST IS FROM RON 
KAUFMAN’S BOOK, THE JOY OF 
SERVICE. PART ONE CAN BE READ 
IN THE PREVIOUS ISSUE OF SME.

E
very time you consume 
something, you create a 
customer experience 

– you have an opportunity to 
connect and contribute to someone 
else’s experience of life. The extent 
or degree of connection – and its 
effect on the other person – is 
entirely up to you. Do you only 
take, or do you also give back? Do 
you experience each consumer 
transaction as one more moment 
for “me” or as another experience 
to create and contribute to “we”?

Here’s what this might look like:
  You are dining at a restaurant

where you heard the food is 
good. But rather than focusing 
intently on the food, you focus 
more inclusively on the food 
and on contributing to the spirit 
of the waiter. You ask her which 
items on the menu she recom-
mends and why. Perhaps you 
even compliment her on the way 
she explains your choices. Your 
constructive attention raises her 
energy and raises her game. She 
enjoys serving you more, and 
you enjoy dining more.

  A salesperson brings several
sizes of shoes for you to try on. 
Instead of immediately slipping 
a shoe onto your foot, you pause 
and give the salesperson a warm 
smile and a sincere “thank 
you.” The salesperson smiles 
back and you are connected. 
Your whole experience of trying 
on and selecting new shoes is 
transformed.

  After you usher a repairman
into your home to make a 
repair, you notice that he looks 
exhausted. Instead of observing 
silently as he goes to work, you 
offer to bring him a glass of cold 
water and engage in a moment 
of friendly conversation. 
Suddenly the repairman in your 
home is not a rude intrusion, 
but an opportunity for mutual 
appreciation.

  You overhear the customer
ahead of you in the grocery 
checkout line responding rudely 
when the cashier explains that 
some of their coupons have 
expired. The cashier cringes at 
the outburst but says nothing 
more. When your turn comes, 

you tell the cashier that you admire how she operates with integrity. 
Your cashier’s dignity is restored and she serves you with greater 
pride and pleasure.

In each of these scenarios, you found a way to pass acknowledgement 
and appreciation to the people from whom you were consuming, 
instead of treating them as a mere means to an end. That’s what 
conscious and connected contribution looks like in action. It doesn’t 
have to be big or flashy or grandiose, but it is a two-way street.

CONSUMPTION BEYOND THE “STUFF” Consumption isn’t limited to 
things you buy. Sometimes, we can act like consumers in our personal 
and professional lives as well by taking a lot without giving much back.
        Usually, we don’t set out to hurt other people by acting like 
consumers in our relationships—it’s just a consequence of losing 
ourselves in a “me-me-me” focused culture. On a shallow level, it feels 
good to behave as though the world revolves around us, but in the long 
run this attitude can be isolating and destructive.
        For example, you might take for granted some of the things your 
spouse or partner does, like preparing meals, doing the dishes, mowing 
the lawn, or taking the kids wherever they need to go. But at the same 
time, you complain about all the things you are dissatisfied with in the 
relationship.
        Perhaps you know someone else who is a consumer of your 
time, energy, and goodwill. Activities and events are always on their 
timetable. The topic of conversation revolves around what’s going on in 
their life. They don’t seem to ask, or really care, about how you doing.
        Consumer attitudes can be found in the workplace, too. We’ve 
all encountered team members who contribute with as little effort as 
possible yet gladly accept praise for the group’s accomplishments.
        Each of these situations can be resolved for the better. At home, at 
work, and in the community, the key is shifting your perspective from 
“me” to “we”, transforming “What can I get out of this relationship?” 
to “How can I make this relationship richer and more meaningful for 
all of us?”

REDUCING CONSUMPTION INCREASES CONTRIBUTION Most of us 
will not stop being consumers in the usual sense of the word or in the 
course of our daily lives. Whether we consume mindlessly, however, 
is up to us each day. Mindless consumption breeds more mindless 
consumption. How many objects are gathering dust inside your closet? 
Why are storage facilities one of the fastest growing industries?
        Take a close look at what you are consuming and ask yourself: Do 
I really need all this stuff? Why am I really buying it? What am I going 
to do with it once I own it? Will I still be glad I bought it in a week, a 
month, a year?
        When you become a conscious consumer you will naturally acquire 
what truly meets your needs. You’ll end up with more time, energy, 

and money that you can use to 
live a life of joyful service. And 
best of all, you will discover that 
consumption and contribution 
have an inverse relationship: the 
more meaningfully you connect 
with others, the less you’ll feel 
driven to consume.
        Will you consume mindlessly 
or contribute meaningfully? Will 
you primarily “take” for yourself, 
or will you “give” to the experience 
you share with others?
        How do you want to 
live today? Unconscious and 
compulsive consumer or conscious 
and connected contributor? You 
choose. 
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AskGaryVee     GARY VAYNERCHUK

E ntrepreneurship has had 
an incredible rise in 
culture in the last 10 

years, and so much good has come 
of it.
        The rise of the internet has 
made becoming an entrepreneur 
so practical. We are all living 
through incredible, historic times 
right now.
        However, when something 
becomes “cool”, we see an 
awful lot of people aspire to be 
something that often they are 
not. So many people aspire to 
become entrepreneurs, but they 
overlook self-awareness. That’s 
why everyone jumps in. Everyone 
thinks they are gonna be the next 
Kevin Rose, Mark Zuckerberg, or 
Sara Blakely.

        It’s my belief that we are coming to an end of this “golden era” 
of the “new age” entrepreneur. But I’m optimistic.  What will rise is a 
“cleaning up” and a “reset.”
        Many of you here reading this will be able to focus on building a 
long-term business and company instead of focusing on raising rounds 
from VC’s and playing the role of CEO. You’ll actually become one.
        The entrepreneur life is amazing. It’s all I’ve ever known. But 
my favourite part is the storms and tough times. I went through them 
in 2000 and 2001 with Wine Library, and I went through them again 
when we started VaynerMedia in 2009.
        I’m excited to be a wartime general again sooner than later.

You can’t love this game 
when it’s just about parties, 
selfies, headlines, and 
cash. You have to equally 
love it when you have to 
“captain” your company 
through choppy waters, 
fire people, change your 
model, and live humbly.
        I can’t wait.
You? 

FREEHOLD

high-end student lodging with commercial 
opportunities for the ultimate investment package



B ecoming great at selling - 
or anything else for that 
matter – is about making 

adjustments. In order to make an 
adjustment you need feedback – 
something you see, hear or feel that 
informs your ability to adjust.  Take 
Baseball for example.  When I 
watch my son hit he receives 
instant feedback from every swing 
of the bat.  He usually crushes the 
ball and that suggests that no 
adjustment is needed.  If he tops 
the ball or pops it up it is probably 
an issue with timing.  If he peels 
the ball to the right, he probably 
opened his front shoulder too 
early. If he squares the ball up but 
doesn’t drive it he probably failed 
to use his legs. He also has 5 
private coaches who coach him or, 
in other words, provide feedback. 
        That brings us back to selling.  
Salespeople need feedback too.
Suppose a salesperson completes 
a sales call and the prospect says, 
“Thank you for your time” or “It 
was nice meeting you” or “We’ll let 
you know.”  Those are examples of 
lack of feedback.
        What would it sound like 
if they did get feedback?  A 
prospect who is not responding 
or reacting might be providing 
tremendous feedback.  While it is 
surely negative feedback, it is very 
useful feedback.  It suggests that 
the salesperson failed to get the 
prospect engaged and the required 
adjustment would be to ask more 
effective questions. 
        An engaged prospect is also 
a form of feedback, suggesting 
that the questions were effective 
and the prospect is interested.  A 
prospect who says, “We’re not 
interested” is providing feedback 
too.  Again, it’s negative feedback 
but a salesperson can work with 
that.  The adjustment requires 
changing the questions that are 
being asked.  A prospect who is 
very interested is also providing 
feedback - that the salesperson 
got close but isn’t quite there yet.  
Perhaps some additional questions 
are required.  A prospect who 
asks, “What are the next steps?” 
is providing feedback that they 
are ready to do business and the 
salesperson was effective in their 
call or meeting.
        The feedback above is 
positive.  Compare that with a 

meeting that you think went well because you had a nice conversation.  
If you didn’t get specific positive feedback, then there aren’t any 
positives to take away from that meeting.  For example, in the last 3 
months my son has been showcasing his baseball talent at colleges. In 
the first 4 showcases he didn’t get any specific feedback.  No feedback 
is negative feedback. In the 4 most recent events, coaches have taken 
time to tell him how much they liked his skills and how well he 
performed.  Positive feedback.  
        Another powerful form of feedback happens when salespeople 
record their phone calls and listen to the recordings.  They’ll hear 
several coaching moments as they identify openings where they could 
have asked great questions, where they failed to listen, where they 
jumped ahead with their own agenda,  or where they simply said stuff 
that sounded stupid.  Salespeople tend to respond more effectively to 
self-identified coaching moments because they own those moments.
        Only 10 per cent of all sales managers are both consistent and 
effective with their coaching.  For salespeople who wish to improve and 
become great, most of them will need to accomplish some or all of that 
work on their own, either by recording calls, signing up for training or 
getting a sales coach.
        Salespeople will go through several transitions if they pay attention 
to feedback: 
  They aren’t very good.
  They are just like everyone else.
  They are a vendor.
  They are adding value.
  They are a resource.
  They are a trusted advisor. 

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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occur. The cycle is a finite period with distinct start and end points 
within which a series of motion elements are performed.
        The second step is to break down the function into simple, definable 
elements, which are typically groups of basic motions that are long 
enough to be conveniently timed (such as stocking a shelf or unloading a 
pallet from a truck).
        The next step is to determine the time standard for each element of 
the function, using actual stopwatch timing.
        This is followed by determining the frequencies of occurrences for 
each element in the operation. These frequencies are largely dependent 
upon the volume flowing through the operation.
        Finally, personal fatigue and delay must be factored in. This 
allowance factor accounts for the percentage of time that the operator is 
unable to continue at a normal pace because of personal reasons, such 
as fatigue, restroom or other breaks, and other delays. By identifying and 
defining these parameters, an accurate and reliable measurement can be 
obtained and customized to the specific environment.
        Developing the labour standards for a particular operation or series 
of operations is typically just a portion of the requirement for resolving 
an overall operational issue.
        The following are a series of applications in which labour standards 
can be crucial:
  Estimating Labour Requirements – The developed time standards can

be applied to each job function in an operation. Once established, 
each standard has to be multiplied by the average volume for each 
function. Dividing this number by the available working hours will 
determine the amount of labour and therefore staff required.

  Creating labour and or job budgets. Once one knows the amount of
labour required, one can multiply this number by the cost of labour 
per hour to determine the labour cost of a job or to create accurate 
budgets for hiring workers for each task or for specific projects.

  Scheduling Jobs and the Workforce – Determining time standards
for each operation will also help in scheduling jobs and allocating the 
workforce. Knowing the time it takes to perform all operations, the 
manager can allocate workers in advance to utilize them better and to 
reduce idle worker time.

  Providing Measures of Productivity – The performance index, one of
many measures of productivity, bases its calculation on time 
standards. The number of pieces or jobs that the worker finishes 
daily is multiplied by the standard time to finish a piece or job. The 
performance index is the ratio of the total standard time to the actual 
number of available labour hours.

    Pieces Finished X Standard Time/Piece
    Performance Index = Available Labour Hours

  Evaluating Alternative
Operations – Another effective 
application for labour standards 
is the evaluation of alternative 
methods of performing 
warehouse tasks. An example 
would be picking orders to 
carts vs. picking to a takeaway 
conveyor system. Standards can 
be developed for each potential 
operation to determine the 
labour required and compare 
that cost to the cost of 
installation

  and maintenance of the
conveyor system. Another 
example would be comparing 
the potential productivity to 
be gained by using a paperless 
picking system with bar code 
scanning vs. a conventional 
paper based system.

  Improving Warehouse/
Production Operations – 
With an element-by-element 
breakdown of a task, 
establishing time standards 
requires the analyst to 
scrutinize any task and perform 
a methods study. Obstacles 
to productivity can then be 
determined. Labour standards 
for alternative processes, 
equipment and/or information 
systems upgrades can be 
evaluated to determine the 
benefit of the improvement. 
Best practice for all jobs can 
also be determined and used to 
train the team.

  Providing Values For Simulation
Analysis – Statistical 
distributions of different 
parameters, such as arrival rates 
of trucks, profiles of orders, 
picking times, etc., provide the 
data to run simulations. To 
approximate reality, labour time 
standards of basic elements are 
used to provide the time value 
input into the simulation.

  Creating future budgets. Labour
costs are essential to budgeting. 
Therefore the labour 
productivity standards x rate 
per labour hour x number of 
workers x the time period will 
produce the cost of labour for 
the budget period.

CONCLUSION
By implementing labour standards 
a company will be able to plan 
better, improve efficiency, reduce 
costs and very often outperform 
the competition. 

WHAT THEY ARE

L
 abour standards involve 
the use of objectively 
derived standards of job 

performance to evaluate the 
efficiency of operations. These 
standards are to represent work 
being performed by an average 
worker under normal operating 
conditions over the length of time 
the work will be performed for a 
work shift.

WHY THEY ARE NEEDED
Business managers use labour 
standards to assist with a 
variety of applications in 
virtually any type of working 
environment. These applications 
include estimating labour 
requirements, scheduling jobs 
among operators, providing 
measures of productivity, 
evaluating alternative operations 
or alternative methods of 
performing manufacturing and/
or warehousing tasks, improving 
warehouse and/or manufacturing 
operations, and providing values 
for simulation analysis.

THE PROCESS STEPS
The first step in the development 
of labour standards is to define 
the functions to be studied and the 
cycle time in which these functions 
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N
ever travel faster 
than the speed of 
a camel, lest you 
leave your soul 
behind,” warned 
legendary 

explorer Ibn Battuta. But modern 
conveyance has allowed us to 
travel at speeds far exceeding that 
of a camel’s gallop. Indeed, air 
travel has given us the potential for 
us to travel at great speeds over 
great distances. 
        But air travel is also 
overwhelming and exhausting 
to the human body. Business 
executives who fly constantly 
describe detrimental effects to 
their health after spending long 
hours in flight. Furthermore, 
crossing hemispheres and time 
zones means jet lag – which as far 
as the human body is concerned, is 
a sojourn to hell.
        So what should frequent fliers 
do to stay healthy and mitigate 
the rigours of air travel? Here are 
some of SME’s top tips for staying 
healthy while travelling.

STAY HYDRATED The atmosphere 
in a plane’s pressurised cabin is 
dry. It has a humidity level of 10 
per cent – drier than the Sahara 
desert. Consequently, being in this 

environment for an extended period of time will cause the body to dry 
out. The symptoms often described after flying, e.g. dry eyes, taut skin, 
dry mouth etc. are due to the dry atmosphere on board the aircraft. 
        These symptoms may be exacerbated by drinking excessive 
amounts of tea, coffee and alcohol which cause the body to pass 
more urine. 
        However, simple measures such as applying moisturiser and 
drinking water should alleviate the symptoms. Taking a bottle of water 
with you past security is a good idea, as airplane water sources (if 
not bottled) tend to be less than hygienic. Flying on newer generation 
aircraft (like the Boeing 787 or Airbus A350) have more comfortable 
cabins with higher moisture levels.

STAY ACTIVE Sitting in a cramped seat for hours is a sure-fire recipe 
for bad health. So standing up and stretching is a good way to get 
your blood circulation pumping. While there is no conclusive link 
between deep vein thrombosis (DVT) and air travel, prolonged 
inactivity is definitely a factor in causing it. 
        Learning some basic seat stretching exercises is also a good way 
to avoid inactivity – many airlines publish these exercises in their 
inflight literature. Choosing an aisle seat is best for stretching your legs, 
but if you are stuck at a window seat, these seat stretching exercises 
can help greatly. Best is to take a walk to the lavatory and back.

EAT LIGHT MEALS It can be very tempting to snack on flights, 
especially if you are bored and the plane is loaded with snacks. 
However, this will result in a bloated feeling – not something you’d 
want 40,000 feet in the air. Furthermore, to compensate for changes in 
our sense of taste at altitude, airline food is loaded with salt and sugar 
– and potentially served at times inappropriate to our body clock.
        So eat a light meal on the ground before flying. Good 
suggestions include fresh fruit, whole grains, and vegetables (avoid 
salads as they may be prone to contamination). In addition, not 
eating during the flight resets your body clock somewhat, which may 
help in staving off the effects of jet lag. 

BY 
ONG XIANG 

HONG STAY HEALTHY WHILE 
TRAVELLING

WHAT 
IS DVT?

DVT occurs when a blood 
clot forms in a vein in your 
legs. It can cause leg pain 

and swelling, but sometimes 
may present no symptoms. 
DVT can be very serious 

because blood clots in your 
veins can break loose, travel 
through your bloodstream 
and lodge in your lungs, 
blocking blood flow. 99 
per cent of ordinary air 

travellers need not worry 
about DVT, but if you are 
pregnant or have a history 
of poor health, the risk of 

DVT increases. 
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T
he SME100 Awards is the 
pinnacle of achievement for the 
country’s SME enterprises. 
Winning the SME100 Award is 
proof that an SME has what it 
takes to compete at the highest 
level, as a fast-moving business 
in Asia’s most dynamic market.
        Organised by SME 
Magazine, 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). With a systematic 
and impartial scoring system, 
nominees are also audited by 
the Awards’ official auditor, 
Baker Tilly and creditworthiness 
checked by CTOS Data Systems 
Sdn Bhd. 
        In 2018, despite global 
economic uncertainty, the 
recipients of the SME100 Awards 
registered a 73.1 per cent growth 
in revenue, and a 97.67 per cent 
growth in profit. This astounding 
growth rate signifies a healthy 
economic situation, as well as 
the ability and resilience of the 
SME100 Award winners.
        The 2018 Awards were 
officiated by Dr Ong Kian 
Ming, Deputy Minister of Trade 
and Industry in a glittering 
ceremony held at the Kuala 
Lumpur Convention Centre. 
Dato’ William Ng, Group 

history of business, viability 
and sustainability based on 
financial reports, credibility 
and reputation of the business 
owner and overall growth of 
the company.
        Dennis Martin, CEO 
of CTOS Data Systems Sdn 
Bhd said, “We hope that 
this award will encourage 
SMEs to be proactive instead 
of reactive when it comes 
to managing their credit 
risk exposure and ensuring 
healthy business cash flow.”
        Also present at the 
SME100 Awards ceremony 

Publisher of Business Media 
International (publishers of 
SME Magazine) said, “We saw 
a lot of uncertainties last year 
leading to the general election. 
However, from June onwards, 
we can see visible signs of 
reinvestments and growth 
among our SMEs.”
        Ng added, “We trust 
that with the budget having 
been announced, there will be 
greater certainty, which will 
lead to more robust growth and 
stronger consumer sentiments. 
This in turn, hopefully, will 
translate into stronger growth 
across all sectors.”

IT, PROFESSIONAL 
SERVICES WIN BIG
Among the industry sector 
winners at the SME100 Awards, 
the Professional and Business 
Services sector made up the 
highest number at 17 per 
cent, followed closely by the 
Telecommunications and ICT 
sector at 15 per cent. Tied at 
joint third place is the Food 
and Beverages sector and 
the Construction, Property 
Development and Building 
Materials sector at 8 per cent.
        Rapid growth of the 
technology sector has kept the 
sector among the top 3 sectors. 
The Professional and Business 
Services sector took a great leap 
to the first spot, propelled by its 
relative resilience and variable 
costs structure.

NEW AWARD CATEGORIES 
FOR 2018
SME100, together with CTOS 
Data Systems Sdn Bhd, also 
announced its new category, 
the SME100-CTOS Credit 
Excellence Award. The title 
is awarded for consistent 
credit excellence including 

was SMECorp Malaysia’s 
Deputy CEO (I), Rizal 
Nainy, who attended to 
receive the SME100-
SAMENTA Contribution 
to SMEs Award 2018. 
This special Award is to 
recognise SMECorp’s role in 
developing and supporting 
the SME sector over an 
extended period of time.
        The SME100 Awards 
are sponsored by Affin Bank 
Berhad, CTOS Data Systems 
Sdn Bhd, Malaysia Airlines 
Berhad and Acer Sales and 
Services Sdn Bhd.

  
A home-
grown, 
locally 
incorporated 
company 
with at least 
30% local 
equity;

  
Annual 
turnover of 
between RM1 
million and 
above, or full 
time employees 
between 20 
to 200 for 
manufacturing, 
manufacturing 
related and 
agro-based 
industries, 
and annual 
turnover 
of between 
RM500,000 
and above, 
or full time 
employees 
between 10 to 
75 for services, 
primary 
agriculture and 
ICT industries;

  
Can either 
be a holding 
company or 
a subsidiary. 
If the 
holding 
company 
participates, 
all 
subsidiaries 
will not be 
eligible; and

  
Have 
audited 
financial 
statements 
for the 
three latest 
financial 
years

SMEs CELEBRATED 
AT SME100® AWARDS
REVENUE AND PROFIT GROWTH OF SMES DEFY EXPECTATIONS

AWARDS OUTLINE

ELIGIBILITY The Awards is open to SMEs in Malaysia. To be eligible, 
your company needs to fulfil the following criteria:

   SME100TM      
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SME100® CEO ACADEMY

SME100® ASEAN BUSINESS ACCELERATOR

In partnership with trade agencies across ASEAN, we will be hosting 
the SME100 ASEAN Business Accelerator programme, which 
combines a Trade and Investment Mission and follow-up workshops 
and business networking to help SMEs in Malaysia to rapidly 
understand the host markets, find opportunity and business gaps, and 
connect with the right partners.

Both quantitative and qualitative benchmarks are used to 
determine the winners and their rankings within the list.

JUDGING BENCHMARK

TALENTS WIN THE RACE.
The CEO Academy is introduced this year by Business Media 

International to help SMEs and their founders to narrow the gap 
between changing market demands and their perceived capability as 

part of the SME100® Growth Partnership Agenda.

The SME100® CEO Academy this year is held in partnership with 
HELP University, and includes:

80%    QUANTITATIVE CRITERIA

   NET OPERATING PROFIT BEFORE TAX
   ANNUAL TURNOVER
   GROWTH IN OPERATING PROFIT
   GROWTH IN TURNOVER
   RETURN ON ASSETS
   EXPORT REVENUE/TURNOVER
   INVESTMENTS IN CAPITAL/TRAINING AND RESEARCH & DEVELOPMENT

20%    QUALITATIVE CRITERIA

   MANAGEMENT OUTLOOK
   MAJOR INNOVATIONS
   MARKET PRESENCE AND SHARE
   INFORMATION TECHNOLOGY USAGE
   CORPORATE SOCIAL RESPONSIBILITY ACTIVITIES
   EXPORT ACTIVITIES
 

www.smemagazine.asia

www.magzter.com

www.getscoop.com www.rockstand.in my.ookbee.com

Get Business Media International Publication on your digital devices.
Go to App Store / Google Play / Windows Store to download Digital Magazine

Reader and Subscribe.

SME100® by Industry

Chemical and Plastics

Construction, Property Dev and Building Materials

Consumer Goods

Education and Training

Electrical and Electronics

Financial Service

Food and Beverages

Furniture and Woodbased Manufacturing

Healthcare, Pharmaceutical and Biotechnology

Hospitality, Food Service and Tourism

Industrial and Commercial Products

Oil & Gas, Mining and Energy

Personal Services

Professional and Business Services

Retail

Telecommunications and ICT
Trading and Wholesaling

Transportation and Logistics

1 8

2

7

1
2

8

1

7

4
5

1
17

8

3

15

3
7

The Awards is given in 20 selected
industry grouping, and is ranked
across all groupings in 1 to 100
order, with no more than 20
winners from any of the industry
groupings.

336336

SME100 BY INDUSTRY

Real-life, 
industrial 
driven 
syllabus 
suitable for 
entrepreneurs 
with any 
educational 
background

Intensive 
1-day 
courses 
spread 
across the 
year

Compact 
and 
interactive 
groups for 
optimum 
learning

Learning 
accreditation 
for individual 
subjects 
and course 
completion

Flexible 
candidate 
selection: 
CEO to 
attend, or 
nominate any 
employee to 
attend, or a 
mix of both – 
fully flexible.

SME100® BY INDUSTRY



QUOTES FROM OUR WINNERS

WISEYES SOLUTIONS 
SDN BHD
“In order to 
succeed, you 
need to first 
believe that 
what you wish 
is attainable.”

KIM ONG SENG 
PLASTIC PRODUCTS 
SDN BHD
“Winning the 
SME100 Awards 
is a distinct honour 
and reinforces 
our commitment 
to deliver cutting-
edge technology in 
our products.”

AMBANG ANGKASA 
SDN BHD

“The SME100 
Awards is a 

recognition of 
our achievements 

towards quality 
and integrity that 

we build.”

64    SME100TM      

SMART SF SDN BHD
“The SME100 
Awards is 
unattainable 
without the 
hard work of the 
entire team. Let’s 
keep striving for 
Smarter Results.”

IBPO GROUP 
SDN BHD

“Great things 
in business are 
never done by 

one person. 
They're done 
by a team of 

people.”

ENNIS MANUFACTURING 
SDN BHD
“Ennis-Flint 
is happy to be 
awarded the 
recognition of 
SME100 Awards 
2018. Improving 
road safety which 
helps to save lives is 
our business.”
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MSE DOTNET 
SDN BHD

“Opportunities 
are only given to 

those who are 
ready with the 
right mindset. 
So always be 

ready.”

KPRJ BUILDERS 
SDN BHD
“The SME100 
Awards is a 
significant 
milestone for 
KPRJ in our 
quest to be the 
best construction 
company in the 
Southern region.”



AWARDS NIGHT

66    SME100TM      



SME100® CTOS CREDIT EXCELLENCE AWARD

SME100® AWARD WINNERS

INDUSTRY

HEALTHCARE, PHARMACEUTICAL & BIOTECHNOLOGY

RETAIL

HOSPITALITY, FOOD SERVICE, TOURISM

FOOD & BEVERAGE

TRANSPORTATION & LOGISTIC

CONSTRUCTION, PROPERTY DEVELOPMENT, BUILDING MATERIALS

FINANCIAL SERVICES

CONSTRUCTION, PROPERTY DEVELOPMENT, BUILDING MATERIALS

ICT & TELECOMMUNICATIONS

ICT & TELECOMMUNICATIONS

INDUSTRY

FOOD & BEVERAGE

PROFESSIONAL & BUSINESS SERVICES

ICT & TELECOMMUNICATIONS

FOOD & BEVERAGE

EDUCATION & TRAINING

INDUSTRY

EDUCATION & TRAINING

ELECTRICAL & ELECTRONICS

HEALTHCARE, PHARMACEUTICAL & BIOTECHNOLOGY

PROFESSIONAL & BUSINESS SERVICES

FOOD & BEVERAGE

PROFESSIONAL & BUSINESS SERVICES

HEALTHCARE, PHARMACEUTICAL & BIOTECHNOLOGY

CONSUMER GOODS

RETAIL

PROFESSIONAL & BUSINESS SERVICES

ICT & TELECOMMUNICATIONS

CONSTRUCTION, PROPERTY DEVELOPMENT, BUILDING MATERIALS

PERSONAL SERVICES

EDUCATION & TRAINING

CONSTRUCTION, PROPERTY DEVELOPMENT, BUILDING MATERIALS

TRADING & WHOLESALING

PROFESSIONAL & BUSINESS SERVICES

ICT & TELECOMMUNICATIONS

FOOD & BEVERAGE

TRANSPORTATION & LOGISTIC

CONSTRUCTION, PROPERTY DEVELOPMENT, BUILDING MATERIALS

PROFESSIONAL & BUSINESS SERVICES

HEALTHCARE, PHARMACEUTICAL & BIOTECHNOLOGY

FOOD & BEVERAGE

ELECTRICAL & ELECTRONICS

ICT & TELECOMMUNICATIONS

INDUSTRIAL & COMMERCIAL PRODUCTS

EDUCATION & TRAINING

PERSONAL SERVICES

ICT & TELECOMMUNICATIONS

TRADING & WHOLESALING

ICT & TELECOMMUNICATIONS

HEALTHCARE, PHARMACEUTICAL & BIOTECHNOLOGY

CONSTRUCTION, PROPERTY DEVELOPMENT, BUILDING MATERIALS

INDUSTRIAL & COMMERCIAL PRODUCTS

EDUCATION & TRAINING

SME100® AWARDS TOP 10 RANKING
COMPANY

AGAPE SUPERIOR LIVING SDN BHD

BRILLIANT WATCH SDN BHD

CORE HOME MANAGEMENT SDN BHD

FEDERAL OATS MILLS SDN BHD 

KONSORTIUM E-MUTIARA BHD

MFE FORMWORK TECHNOLOGY SDN BHD

MYWORLD REWARDS (M) SDN BHD

SOURCE CODE ASIA SDN BHD

TECHLAB SECURITY SDN BHD

WISEYES SOLUTIONS SDN BHD

COMPANY

BACCUS MARKETING SDN BHD

EZ FLEX CONSULTING SDN BHD

FTK SOLUTION SDN BHD

KLUANG COFFEE POWDER FACTORY SDN BHD

SMART TRENDS INTERNATIONAL SDN BHD 

COMPANY

AKADEMI KRUNZ SDN BHD

AMBANG ANGKASA SDN BHD

ANUGERAH SAINTIFIK SDN BHD

AVANGUARDIA GROUP SDN BHD

BACCUS MARKETING SDN BHD

BEANS MEDIA SDN BHD

BEVERLYLIFE SDN BHD

BIDOR KWONG HENG SDN BHD

BIG BATH SDN BHD

BLACK POINT ASSOCIATES (M) SDN BHD

BLUETECH SOLUTIONS SDN BHD

DE NATURA DACHE SDN BHD

DERMIQUE COSMECEUTICALS SDN BHD

DIGITAL MARKETING CONSULTANCY SDN BHD

DM MAJU UTAMA SDN BHD

DURA-MINE SDN BHD

EDM RESOURCES GROUP SDN BHD

ELEPOINT SOLUTIONS SDN BHD

EMPIRE SUSHI GROUP SDN BHD

EMPIRE WORLD EXPRESS SDN BHD

ENNIS MANUFACTURING SDN BHD

EZ FLEX CONSULTING SDN BHD

FARMASI OK SDN BHD

FIRST MARSHAL (M) SDN BHD

FLUX POWER ENGINEERING SDN BHD

FTK SOLUTION SDN BHD

GAIA PLAS SDN BHD

GAIN FORLIFE SDN BHD

GEN ARENA SDN BHD

GETRIGHT MALAYSIA SDN BHD

GLOBAL STEEL ENGINEERING (M) SDN BHD

GLOBALCOMM SOLUTIONS SDN BHD

HANA CLINIC GROUP SDN BHD

HARMONY ADVISORS SDN BHD

HELIPRO ENTERPRISE SDN BHD

I WORLD TECHNOLOGY SDN BHD
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FINANCIAL SERVICES

ICT & TELECOMMUNICATIONS

CONSUMER GOODS

PROFESSIONAL & BUSINESS SERVICES

PROFESSIONAL & BUSINESS SERVICES

FURNITURE & WOODBASED MANUFACTURING

TRANSPORTATION & LOGISTICS

ICT & TELECOMMUNICATIONS

CONSTRUCTION, PROPERTY DEVELOPMENT, BUILDING MATERIALS

TRADING & WHOLESALING

FOOD & BEVERAGE

CONSTRUCTION, PROPERTY DEVELOPMENT, BUILDING MATERIALS

PROFESSIONAL & BUSINESS SERVICES

CONSTRUCTION, PROPERTY DEVELOPMENT, BUILDING MATERIALS

CONSTRUCTION, PROPERTY DEVELOPMENT, BUILDING MATERIALS

CONSTRUCTION, PROPERTY DEVELOPMENT, BUILDING MATERIALS

PROFESSIONAL & BUSINESS SERVICES

CONSTRUCTION, PROPERTY DEVELOPMENT, BUILDING MATERIALS

CHEMICAL & PLASTIC

CONSTRUCTION, PROPERTY DEVELOPMENT, BUILDING MATERIALS

EDUCATION & TRAINING

INDUSTRIAL & COMMERCIAL PRODUCTS

ICT & TELECOMMUNICATIONS

PROFESSIONAL & BUSINESS SERVICES

RETAIL

PROFESSIONAL & BUSINESS SERVICES

CONSTRUCTION, PROPERTY DEVELOPMENT, BUILDING MATERIALS

INDUSTRIAL & COMMERCIAL PRODUCTS

PROFESSIONAL & BUSINESS SERVICES

TRADING & WHOLESALING

ICT & TELECOMMUNICATIONS

EDUCATION & TRAINING

EDUCATION & TRAINING

PERSONAL SERVICES

PROFESSIONAL & BUSINESS SERVICES

ICT & TELECOMMUNICATIONS

OIL & GAS, MINING & ENERGY

RETAIL

PROFESSIONAL & BUSINESS SERVICES

TRADING & WHOLESALING

FINANCIAL SERVICES

EDUCATION & TRAINING

CONSTRUCTION, PROPERTY DEVELOPMENT, BUILDING MATERIALS

OIL & GAS, GREENTECH, MINING

CONSTRUCTION, PROPERTY DEVELOPMENT, BUILDING MATERIALS

CONSTRUCTION, PROPERTY DEVELOPMENT, BUILDING MATERIALS

FOOD & BEVERAGE

CONSTRUCTION, PROPERTY DEVELOPMENT, BUILDING MATERIALS

FOOD & BEVERAGE

HOSPITALITY, FOOD SERVICE, TOURISM

EDUCATION & TRAINING

RETAIL

TRANSPORTATION & LOGISTIC

PROFESSIONAL & BUSINESS SERVICES

CONSUMER GOODS

FOOD & BEVERAGE

ICT & TELECOMMUNICATIONS

PROFESSIONAL & BUSINESS SERVICES

INDUSTRIAL & COMMERCIAL PRODUCTS

TRANSPORTATION & LOGISTIC

IBPO GROUP SDN BHD

IDEAL CONSULTING SDN BHD

IKSING HARDWARE & MACHINERY SDN BHD

INNEONUSA SDN BHD

INNO MIND WORKS SDN BHD

INTECH KITCHEN SDN BHD

INTERLOGISTIC ASIA PACIFIC SDN BHD

ISHANTECH (M) SDN BHD

IWC ASIA SDN BHD

KIM ONG SENG PLASTIC PRODUCTS SDN BHD

KLUANG COFFEE POWDER FACTORY SDN BHD

KPRJ BUILDERS SDN BHD

KUJAYA MANAGEMENT SDN BHD

LATITUDE DESIGN SDN BHD

LEADING GLOBAL ENGINEERING SDN BHD

LIEN HO ROLLER SHUTTER ENT. SDN BHD

MANTRA EXPERIENTIAL SDN BHD

MARIMO LAND SDN BHD

MASTER ADDITIVES SDN BHD

MAXXAN REALTY SDN BHD

MEGATECH EDUCATION SDN BHD

MODU SYSTEM (M) SDN BHD

MSE DOTNET SDN BHD

MUN SHUNG & PARTNERS SDN BHD

MYS ULTRON SDN BHD

NAGA REKA IMPIAN SDN BHD

NATURAL DELUXE SDN BHD

NOVA FRP SDN BHD

OFO TECH SDN BHD

OPTIK PRIMA SDN BHD

ORISSA WICOMM (M) SDN BHD

OTC TRAINING CENTRE SDN BHD

PAN ASIA PUBLICATIONS SDN BHD

PUSAT LATIHAN MEMANDU SHAH BANDAR SDN BHD

QLIC SOLUTION SDN BHD

SEESHARP SOLUTIONS SDN BHD

SENARI SYNERGY SDN BHD

SHONG HENG HOME CENTER SDN BHD

SIGMA WATER ENGINEERING (M) SDN BHD

SIN HING HUAT AUTOCARE SDN BHD

SMART SF SDN BHD

SMART TRENDS INTERNATIONAL SDN BHD 

SOLARCREST SDN BHD

SOLARVEST HOLDINGS BERHAD

STATEIGHT SDN BHD

STRAMAS SDN BHD

SWEET HEART FOOD INDUSTRIES SDN BHD

TARAS PROPERTIES SDN BHD

THE ONLY ONE BEVERAGE SDN BHD

THEMEPAKTU SDN BHD

THRIVING TALENTS SDN BHD

TOTAL BEAUTY FOR YOU SDN BHD

UNIFY SHIPPING SERVICES SDN BHD

UNIPEQ SDN BHD

UNIQUE SPECIFIC SDN BHD

UTARA 5 FOOD AND BEVERAGE SDN BHD

VC TELECOMS SDN BHD

VICTORY ADVERTISING & MARKETING SDN BHD

WIITRAC ELEVATOR SDN BHD

YUNLY EXPRESS (M) SDN BHD
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MUSIC MOVIEBOOK

THE FRONT RUNNER
Cast: Hugh Jackman, Vera Farmiga, JK Simmons

G
ary Hart, a US senator from Colorado, is 
the widely accepted front-runner in the 
race for the Democratic presidential 

nomination. After losing the 1984 nomination to 
vice-president Walter Mondale, Hart decides to run 
for President of the United States. At one point during 
his campaign, against the will of his manager Bill 
Dixon, Hart challenges the press and public to "follow 
him around" while he's not campaigning on weekends. 

This proves to 
be a mistake 
when in 1987, 
photos of him 
and journalist 
Donna Rice 
are published 
by Miami 
Herald 
Reporters. 

SNOW FLOWER (YUKI NO HANA)
Cast: Hiroomi Tosaka, Ayami Nakajo, Saki Takaoka

M
iyuki Hirai is physically weak and she has 
been like that since she was a child. She 
then receives the diagnosis that she only 

has a little time left to live. Miyuki Hirai still dreams 
of going to Finland to see the Northern Lights. One 
day, Miyuki Hirai is the victim of a theft. She can't 
make a sound and drops down to the floor. At that 
time, Yusuke Watabiki appears in front of her. Yusuke 

is honest and 
a blunt young 
man who aims 
to become a 
glass 
craftsman. 
Predictably, 
Miyuki falls in 
love with 
Yusuke, and 
the movie 
charts their 
romance, 
which leaves 
an indelible 
mark on both 
Miyuki and 
Yusuke. 

THE LIFE-CHANGING MAGIC OF TIDYING UP
BY MARIE KONDO

T he best way to choose what to keep and 
what to throw away is to take each item in 
one’s hand and ask: ‘Does this spark 

joy?’” Herein lies the question asked by the latest 
domestic guru, Marie Kondo, whose decluttering 
philosophy has taken Japan and America by storm. 
Now the subject of a hit Netflix show, Kondo 
advocates tidying your house on a whole new level, 
promising that if you properly simplify and organize 
your home 
once, you’ll 
never have 
to do it 
again. To 
anyone 
struggling 
with excess 
in today’s 
material 
society, 
perhaps this 
book will 
inspire the 
change you 
need.

THE PILLARS OF THE EARTH BY KEN FOLLETT

I n the Middle Ages, building a cathedral 
took at least 30 years – oftentimes longer 
due to financial problems or military 

invasion. Ken Follett’s epic novel recounts the 
ambitions of three men, who merge, conflict and 
collide through 40 years of social and political 
upheaval. Internal church politics, corruption, court 
intrigue, and murder contrast with the pious, loving 
people who 
look to the 
Church for 
spiritual 
guidance. Set 
in the brutal 
world of 
medieval 
England, 
Follett’s 
masterpiece 
sets up one 
drama after 
another, and 
ties it all 
together in 
an ending 
that needs to 
be read to 
believed.

WHY HASN'T EVERYTHING ALREADY 
DISAPPEARED? BY DEERHUNTER

A
 quick scan of Deerhunter's body of work 
– which includes album and song titles like 
Fading Frontier and "Memory Boy" – 

serves as a reminder that the fleeting nature of life is 
something that has fascinated Bradford Cox and 
company for years. Until the band's eighth album, 
these meditations on ephemerality were deeply 
personal. On Why Hasn't Everything Already 
Disappeared?, Cox looks at the world around him 
with the same intensity that he used to examine his 
own life on earlier albums. Though this shift in 
perspective was brought on by the political climate of 
the late 2010s, Deerhunter's version of resistance isn't 
to rail against only the injustices of that era, but 
against a 
seemingly 
endless 
history of 
inhumanity 
and death 
with songs 
that sound 
deceptively 
life-
affirming.

ASSUME FORM BY JAMES BLAKE

J
ames Blake's arrival in the early 2010s was 
exciting, in no small part because no one 
sounded quite like him. His collision of 

ghostly, dubstep-informed production and quiveringly 
sad piano balladry should have been jarring and 
awkward, but it worked so well it catapulted Blake 
into near-iconic status. Fourth album Assume Form 
finds Blake shedding much of his older self, leaving 
behind distant melancholy and spacious production 
and offering his most emotionally open, hopeful, and 
at times almost cheerful work. Blake's work with rap 
superstars has grown over the course of his career, 
notably collaborating with Kendrick Lamar and Travis 
Scott multiple times in 2018. Assume Form frontloads 
its track 
listing with 
songs that 
borrow 
from radio 
rap trends 
and feature 
guest spots 
from bigger 
names in 
rap and 
pop.
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I
n conjunction with Chinese New Year, Shopee held a luncheon at Shangri-La Kuala Lumpur with its 
vendors, celebrities, and partners to launch its Shopee Kongsi Fa Cai campaign. With discounts, giveaways, 
and social media contests, Shopee customers can use the platform for their Chinese New Year shopping.

D
igital Twins refer to a digital replica of physical assets that can be 
used for various processes. To expand on this concept, a conference 
was held on this subject at GTower Hotel, Kuala Lumpur. 

SHOPEE KONGSI FA CAI LUNCHEON

DIGITAL TWINS CONFERENCE
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ought degrees including 
MBAs and doctorates 
are rampant in this 
country. Indeed there is 
a really thin line 
between what’s genuine 
and what’s not, given the 

dismal standards of some of our local 
colleges. If you pay for your college degree 
for which you do study for – but with a 
passing mark in the low twenties – would 
that count as a real degree or a fake degree?
        Similarly, our obsession for royal 
titles – including Datukships is well known. 
Decades ago, being bestowed such a title 

by one of the Sultans, state Governors or 
the Agong is very prestigious – and the 
culmination of a life in public service. Today, 
it is not uncommon to see Datuks in their 
twenties, proudly displaying the Datukship 
crest on the front of their car. 
        To make matters worse, there are people 
going around offering Datukships from 
defunct royal houses from Indonesia and the 
Philippines, and the ‘buyers’ happily pass 
them off as regular Datukships from Malaysia.
        I’m a believer of lifelong learning. So 
I don’t really care if a ‘leader’, even if he’s 
unelected, has zero degrees – as long as 
he’s a firm believer of continuous learning. 

And is honest about it. Some of the most 
successful people I’ve met have no formal 
education, let alone a college degree, but 
their wisdom and mastery on issues far 
surpass those with multiple degrees.
        Similarly, being a Datuk in a field of 
Datuks must no longer be seen as a sign 
of success or of a person’s contribution to 
society. Again, some of the most successful 
people I know are without titles and happily 
go by their given names. 
        I’m perfectly happy to see fellow 
businessmen going to unaccredited 
courses, obtain a degree through some 
simple short courses while learning 
something in the process. 
        But don’t parade such degrees around as 
if they will help in your business. They won’t. 
        I am happy to address anyone by 
whatever titles that they may have – Dato’, 
Dato Sri’ and so on. Many of them have 
earned the title after long years of public 
service. But whether or not I do business with 
them is highly dependent on their reputation 
and track record – regardless if such titles are 
the result of politics, public service or money. 
        Sustainable businesses are founded on 
solid ideas and relentless implementation; not 
glossy facades built on hot air.
        Your reputation should be built on 
honesty and hard work, not hubris and 
haughtiness. 

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

www.facebook.com/williamngpage

72

OF DATUKSHIPS 
AND 

DOCTORATES






