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ESSENTIAL BUSINESS SKILLS 
FOR EVERY ENTREPRENEUR    
No matter how well you can 
make a product, your business 
will fall flat if you don’t have 
the skills to manage it. In this 
issue, SME goes back to basics 
with essential business skills 
everyone should know.

AND MORE…

CONTENTS   JUNE 2019      

IN SME MAGAZINE THIS MONTH

14  
MARKET ACCESS AND 
DIVERSIFICATION     
Gaining market access and business 
diversification are important steps 
to ensuring a sustainable business. 
But how is it done? SME finds out.

30  
TERRY GOU: 
MAKER OF THE DIGITAL AGE 

14

30

20 
THE INTANGIBLE 

INDUSTRY: 
PROFESSIONAL 

SERVICES  



SME IS ALSO AVAILABLE AT THE ABOVE OUTLETS  (SELECTED LOCATIONS ONLY)

60 48

58

   JUNE 2019      

GROUP PUBLISHER / EDITOR-IN-CHIEF Dato’ William Ng
EDITORIAL Editor-at-Large Jennifer Lee Associate Editor (Indonesia) Tony Kusuma Associate Editor (Malaysia) Haley Wong Assistant Editor (Singapore) Kevin Tan 

Assistant Editor (Malaysia) Ong Xiang Hong Writer Jordan Low
DISTRIBUTORS MPH Distributors (M) Sdn Bhd, MPH Distributors (S) Pte Ltd, PT Dian Pasifik

MARKETING + BUSINESS DEVELOPMENT Operations Director Dato’ Ryan Ooi ryan@businessmedia.asia  Associate Publisher Rozita Shuib rozita@businessmedia.asia 
Assistant General Manager Tan Yong Keat yongkeat@businessmedia.asia Marketing Manager Andrei Galanov andrei@businessmedia.asia

Senior Marketing Executives Elly Kwa elly@businessmedia.asia Fahmie Juhanis fahmie@businessmedia.asia Chu Sin Yee sinyee@businessmedia.asia
Marketing Executive Dinie Zulkernain noordinie@smemagazine.asia  Administrator (Indonesia) Nurasiah Jamil amie@smemagazine.asia

ADVERTISING SALES Senior Account Manager (Malaysia) Eleen Wong eleen@businessmedia.asia  Account Manager (Singapore) Candice Lee candice@businessmedia.asia 
Account Manager (Indonesia) Richard Sugiarto richard@businessmedia.asia

SPECIAL PROJECTS Senior Project Manager Daniel Loo Project Managers Sam Hew, Ivy H’ng
ADMINISTRATION Senior Finance Manager Alex Yong Senior Accounts Executives Syarfa Wati, Carmen Foo

DESIGN Apogee Design PHOTOGRAPHY BMI Photo Unit PRINTER BHS Book Printing Sdn. Bhd. (95134 K) Lot 4, Lorong CJ 1/1B, Kawasan Perindustrian Cheras Jaya, 43200 Cheras, Selangor, Malaysia

EDITORIAL ENQUIRIES/ARTICLE SUBMISSION editor@smemagazine.asia
SUBSCRIPTION ENQUIRIES circulation@smemagazine.asia

SME & ENTREPRENEURSHIP MAGAZINE 
IS PUBLISHED BY BUSINESS MEDIA INTERNATIONAL. ALL RIGHTS RESERVED.
Wish To Contact Us? 

MALAYSIA The Campus, Level 6, Kelana Park View Tower, Jalan SS 6/2, 47301 Petaling Jaya, Selangor, Malaysia [T] +603 7880 3511 [F] +603 7880 3515
HONG KONG Unit 1704, 17/F, Tamson Plaza, 161 Wai Yip Street, Kwun Tong, Hong Kong [T] +852 5808 2366

SINGAPORE 1 Raffles Place, Tower One, #44-01A, Singapore 048616 [T] +65 3158 9809
THAILAND 331, 331/1-3, The Pilot Building, 9th Floor, Silom Road, Bangrak, Bangkok 10500 [T] +66 2235 0570 / 1 [F] +66 2636 7519

W W W.SMEMAGAZ INE .ASIA
LETTERS TO THE EDITOR must include the writer’s name, address and contact number and should be emailed to editor@smemagazine.asia. You may include a pseudonym if so desired. Letter may 
be edited for space and clarity. LOCAL EDITIONS of SME is published in Singapore and Malaysia every first week of the month. SME & Entrepreneurship Magazine is a publication of Business Media 
International. CONTRIBUTIONS are welcomed. Text and photos (hi-res, above 1MB) should be emailed to editor@smemagazine.asia with full contact details. REPRINTS & PERMISSION: reprints can be 
ordered (minimum 1,000 copies) from the publisher. No part of this publication, including photos and illustrations may be reproduced or used in any way without prior written consent of the publisher.

REGULARS
04  NEWS 
10  EVENTS  
12  IDEAS BAR 
14  COVER STORY 
20  INDUSTRY
24  STARTUP GUIDE
26  WHAT’S NEXT
30  PERSONALITY 
42  FRANCHISE 
44  TRADE 
46  TECHNOLOGY  
50  COLUMN 
58  BUSINESS TRAVEL
60  LIFESTYLE 
62  SEEN AND HEARD 
63  SUBSCRIPTION 
64  PERSPECTIVE 



READY FOREXPORT?ARE YOU

MALAYSIA EXTERNAL TRADE DEVELOPMENT CORPORATION (MATRADE)
www.matrade.gov.my MATRADE@matradeMATRADE HQ matrade_hq MATRADE

Find out your readiness through MATRADE’s
Export Readiness Assessment Tool (ERAT)

ERAT
(EXPORT READINESS
ASSESSMENT TOOL)

Click 

www.matrade.gov.my/erat 

SCAN HERE

Export
Resources01 Marketing

Methods02 Management
Commitment03 Product/Service

Potential04

ERAT will not only assess your readiness for export
but also assist you to better understand your:
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A ccording to the latest Dell Technologies Digital 
Transformation (DT) Index, Malaysia is ranked 
ahead of Singapore and Japan in terms of digital 

maturity. Despite this, approximately 85 per cent of business 

leaders in the country believe that digital transformation should 
be more widespread. Additionally, 51 per cent worry that they 
will not be able to meet evolving consumer demands within the 
next five years. 

MALAYSIA OUTRANKS SINGAPORE AND JAPAN IN DIGITAL MATURITY

DUBAI GOVERNMENT SHORTENS PAYMENT 
TIME TO SMES TO ENCOURAGE TENDER 

T
he Dubai government has said it 
plans to expedite payments to 
SMEs. It has made a commitment 

to pay SMEs within 30 days instead of 90 
days. SMEs make up for more than 90 per 
cent of the total enterprise population of the 
United Arab Emirates (UAE). It also plans 
to allocate about US$270 million worth of 
projects to joint ventures between public 
and private sectors.

CHINA VOWS TO ASSIST SMEs 
AMID TRADE WAR WOES  

C
hina is set to “remove all sorts of 
unreasonable barriers and 
restrictions” to help SMEs amid the 

trade war with the United States. Beijing plans 
to make it easier and cheaper for businesses to 
access credit through subsidies and certain 
bank loans. The government aims to create a 
level playing field for businesses, especially 
with regards to market entry and regulation

INDONESIA PROPOSES USING LOCAL CURRENCY 
FOR INTERNAL ASEAN TRANSACTIONS  

B ank Indonesia (BI) has proposed the 
use of local currencies for internal 
trade transactions within ASEAN 

countries to reduce dependency on the US 
dollar. Indonesia is currently cooperating with 
Malaysia, Thailand and the Philippines on the 
Local Currency Settlement (LCS) in the hopes of 
expanding the usage of local currencies for 
bilateral trade transactions. 



T he second Belt and Road Forum recently concluded on 27 
April with 37 countries joining Chinese President Xi Jinping 
in signing a joint communique promising to work together as 

the global project prepares to initiate its next phase of development. 

This is a noticeable improvement in approval compared to the 29 
nations that originally signed during the first forum in 2017. In March, 
Italy became the first G-7 country to sign up for the Belt and Road 
project, a big win for Beijing.

THE SECOND BELT AND ROAD FORUM CONCLUDES WITH GROWING SUPPORT

PHILIPPINES ATTAINS HIGHEST 
CREDIT RATING TO DATE 

T
he Philippines has earned itself 
an upgrade to “BBB+”, marking 
this as the highest credit rating in 

the country’s history. The upgrade was 
given by global debt watcher, Standard and 
Poor’s (S&P), which cited the country’s 
strong growth trajectory, healthy external 
position and sustainable public finances as 
factors for the grade improvement. 

MEATLESS MEAT TAKES ON THE 
CARNIVORE CITY OF HONG KONG  

B
eyond Meat and Impossible Foods, 
the two most prominent meatless 
meat producers, have drawn the 

battle lines and have begun fighting for market 
share in Hong Kong. Both companies produce 
plant-based meat substitutes that resemble 
burgers and sausages. Recently, they have 
received backing from a number of heavy-
weight investors in anticipation of a change 
away from animal meat consumption. 

JAPAN AND MALAYSIA TO COLLABORATE 
ON SME SMART MANUFACTURING  

M alaysia and Japan are set to increase 
collaborations on smart manufactur-
ing to assist Malaysian manufacturers, 

especially SMEs, in adopting smart manufactur-
ing technologies. Malaysian Deputy International 
Trade and Industry Minister Dr Ong Kian Ming 
said such a collaboration is aimed at preparing 
Malaysian suppliers within the Japanese 
manufacturing ecosystem to begin adoption of 
Industry 4.0.
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S ingapore's central bank is considering whether to allow 
financial technology firms to operate digital-only banks in 
the city-state. This comes after moves by regulators in other 

Asian markets to issue virtual banking licenses. Singapore is among 
several financial centres in the region, such as Hong Kong, Seoul and 
Tokyo, pushing to become a fintech hotspot. 

SINGAPORE CENTRAL BANK SCRUTINISES VIRTUAL BANK LICENSES

TOYOTA AND PANASONIC TO 
MERGE HOUSING BUSINESS 

T
oyota and Panasonic have 
announced a merger of their 
housing businesses to form a joint 

venture. The venture will focus on developing 
connected homes and services for next-
generation vehicles to complement the 
growing implementation of Internet-of-Things 
(IoT) devices. A joint statement released on 9 
May explains that rapid change in this sector 
is to be expected with the accelerated 
deployment of IoT. The new company, Prime 
Life Technologies Corporation, will be 
focusing on convenience through development 
of various mobility services.

INDONESIA IMPLEMENTS NEW REGULATION TO 
ACCELERATE INVESTMENT IN OIL AND GAS  

I
n an attempt to reduce a decade-
long oil trade deficit, Indonesia is 
facilitating oil and gas companies 

that have won contracts to accelerate 
investments in their blocks. Energy and 
Mineral Resources Minister Ignasius Jonan 
has issued new regulation on the operation of 
oil and gas blocks whose production sharing 
contracts are due to expire. 

IIT KANPUR PARTNERS WITH DESKERA 
TO HELP SMES ACROSS ASEAN 

D eskera has partnered up with IIT 
Kanpur in order to provide SMEs 
in Southeast Asia and India 

access to commercial and technical 
research opportunities. As part of the 
partnership, over 100,000 SMEs associated 
with Deskera will be able to benefit from 
the research facilities provided by IIT 
Kanpur for high-level study on critical 
industries such as manufacturing, aviation, 
logistics, and supply chain. 
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TECHCON SEA 2019 CONFERENCE & 
EXHIBITION AND CIGRE WORKSHOP
11-13 JUNE 2019
ANANTARA RIVERSIDE BANGKOK RESORT, 
THAILAND
techcon.asia

W
ilson Transformer Com-
pany together with 
TJ|H2b Analytical Ser-

vices are hosting TechCon SEA. 
The program will feature present-
ers who address the issues that im-
pact our industry ranging from 
practical case studies to the latest 
research on asset management 
strategies for the aging electrical 
grid infrastructure. 

VIETNAM AIRPORT AND AVIATION 
DEVELOPMENT SUMMIT 2019
12-13 JUNE 2019
PULLMAN HANOI, VIETNAM
vietnamairportsummit.com

T
he Vietnam Airport & 
Aviation Development 
Summit 2019 is set to at-

tract around 200 senior executives 
in the region to discuss the most 
concerning issues of the aviation 
market and tackle challenges 
through joint efforts and techno-
logical innovations.

MANUFACTURING EXPO 2019
19-22 JUNE 2019
BITEC (BANGKOK INTERNATIONAL TRADE 
EXHIBITION CENTER), THAILAND
reedtradex.com

M
anufacturing Expo 2019 
is an ASEAN machinery 
and technology event for 

manufacturing and supporting in-
dustries. With Industry 4.0 in full 
swing, attention is slowly drawn 
towards the manufacturing chain 
as well as smart manufacturing. 
Manufacturing Expo will feature a 
wide range of machinery and tech-
nologies from 46 countries, com-
ing together to empower potential 
buyers who are seeking answers on 

(TERA) is an international commu-
nity of researchers, practitioners, 
students and educationists for the 
development and spread of ideas in 
the field of teaching and education. 
Through ICTEL, TERA aims to 
bring together worldwide research-
ers and professionals, encourage 
intellectual development and to 
create opportunities for network-
ing and collaboration.

SEAMLESS ASIA 2019
25-27 JUNE 2019
SUNTEC CONVENTION CENTRE, SINGAPORE
terrapinn.com/exhibition/seamless

T
he 2019 edition of Seam-
less Asia brings together 
60 of Asia’s payments 

leaders to discuss and debate the 
future of payments in Asia. With 
the advanced pace of technological 
advancements, Seamless provides a 
platform for discussing digital 
transformation and financial inclu-
sion within the Asian commerce 
ecosystem. 

GLOBAL CONFERENCE 
ON PHARMACY AND 
PHARMACEUTICAL SCIENCE
26-27 JUNE 2019
GRAND INNA KUTA, BALI, INDONESIA
globalpharmaconferences.org

P
harmacy and Pharma-
ceutical Science 2019 is 
a global platform for 

pharmacists, clinicians, students 
and other healthcare professionals. 
The conference will have an inten-
sive 2–day program with a wide 
range of topics covering pharmacy 
practice, pharmaceutical science, 
drug recalls and shortages, and 
many more.

MALAYSIAN INTERNATIONAL FOOD 
& BEVERAGE FAIR 2019
26-28 JUNE 2019
KUALA LUMPUR CONVENTION CENTRE, 
MALAYSIA mifb.com.my

M
IFB is the largest Food 
and Beverage Focused 

Trade event in the country which 
offers a platform for businesses 
from the industry to showcase 
their products and services at 
an international level. The 20th 
edition of MIFB has attracted ex-
hibitors from 50 countries, all of 
whom are looking to introduce, ex-
change, and learn about the latest 
innovation and technologies from 
around the world. 

AGRI VIETNAM 2019
26-28 JUNE 2019
SECC HO CHI MINH CITY, VIETNAM
agriculture-exhibition.com

A
gri Vietnam Expo 2019 
provides a platform for 
agricultural profession-

als with a comprehensive range of 
product and services to meet all the 
needs of farms and all types of agri-
culture. The event also features the 
latest innovation and technology of 
all levels: the latest agricultural ma-
chinery and products, international 
conferences, workshops, and a 
business matching program. 

how to optimally harness the pow-
ers and capabilities of technology 
and digitalisation.

RISK HONG KONG
21 JUNE 2019
THE RITZ-CARLTON, HONG KONG
riskhongkong.com

A
sia Risk presents Risk 
Hong Kong, a one-day 
conference with a focus 

on managing risk, regulatory risk 
and investment management, gain 
insights from expert speakers, 
share best-practices with col-
leagues and participate in innova-
tive sessions to learn the latest de-
velopments in the sector. Risk 
managers and buy-side firms will 
delve into regulatory trends and 
updates as well as advancements in 
quant investment, practical invest-
ment strategies, products and solu-
tions to make the most of the cur-
rent market.

ATS SINGAPORE 2019
24-25 JUNE 2019
MARINA BAY SANDS, SINGAPORE
exchangewire.com

A
TS returns to Singapore 
once more, bringing with 
it one of the largest audi-

ences of programmatic advertising 
and marketing technology industry 
experts, in the region. The event 
will focus on key issues affecting 
the industry as a full industry eco-
system event, providing attendees 
with the opportunity to learn, net-
work, and discuss the challenges 
facing the programmatic advertis-
ing and marketing technology in-
dustry today. 

INTERNATIONAL CONFERENCE ON 
TEACHING, EDUCATION & LEARNING 
(ICTEL) 2019
25-26 JUNE 2019
THE REGENCY SCHOLAR’S HOTEL, 
UNIVERSITI TEKNOLOGI MALAYSIA (UTM), 
KUALA LUMPUR
eurasiaresearch.org/tera

T
eaching and Education 
Research Association 
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THE PEN IS MIGHTIER THAN…  

T
he famous saying may be more figurative than literal, but tactical 
pens may at least save your life in a pinch. They feature heavy 
duty metal construction, and can impale your adversaries while 
taking notes on them.

EXTRA SPEED, EXTRA SMALL

J
PEG XS is set to be the 
standard for the next 
generation of Internet 
broadcasting and virtual 
reality. Developed by 

Fraunhofer IIS, JPEG XS is an 
ultra-lightweight image coding system, 
offering visually lossless quality, 
resolution up to 8K, and frame rates 
from 24 to 120fps.

BY 
JORDAN

LOW

MAKE YOUR OWN YOGURT    

O
nce upon a time, someone probably drank sour milk, and decided it tasted good. Now, 
commercial yogurt contains all sorts of sweeteners and thickeners. Yomee brings the yogurt-
making process back to its roots, complete with probiotics. Just add milk to start.to deliver 
this quality without sacrificing portability and comes with Kadon-tuned speakers built-in.



13

LAUNDRY ON THE GO     

F
or hikers, trekkers, and other adventurers, washing machines may be hard to come by. 
Scrubba makes a 13-litre wash bag that mimics the internal working of a washing 
machine while scrubbing manually. Best of all, it folds down into a pocket-sized square 
when not in use. 

REEF IN PEACE     

C
oral reefs are in decline worldwide. 
Eternal Reefs offers a unique memorial 
choice that replaces cremation with a 
permanent environmental living legacy 
as a gift to the environment. Reef balls 

made of ash offer loved ones a twist on ‘burial at sea’.

CHICKENING OUT    

C
hickens are smart, cute, and can lay eggs for breakfast. 
Unfortunately, they smell, cluck a lot, and produce a lot 
of waste. Belbeck's Family Farm offers chicken rentals, 
including hens, portable coop, feed, supplies and 
support. This allows you to try your hand at keeping 

chickens in almost any backyard without a long-term commitment.
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BY 
ONG XIANG

HONG



I
     magine you are a local SME that has been in operation for 

several years. Business is good, but you could always do 
better. Besides, costs have been rising for some time now. 
And there have been persistent rumours of new 
regulations that may slow down your business growth.
        So what will you do? The first strategy that comes to 
mind is exporting. Penetrating a new geographical market 
is the most common way SMEs increase their sales and 
spread their presence. Indeed, governments in ASEAN 
encourage local SMEs to export, through financial 
and advisory assistance provided by government trade 
agencies. 
        Another strategy that SMEs can take is product 

diversification. Instead of offering just one product, firms can branch out into offering multiple 
products (which are often related). Or they could market their existing products for use in 
another market segment.
        Such strategies are vitally important for businesses in today’s volatile, uncertain, complex, 
and ambiguous (VUCA) world. Companies that manage to diversification successfully are often 
companies that are best positioned to survive an economic downturn or take full advantage 
of a booming economy. This will allow SMEs to realise their potential and not lose out 
opportunities to established outfits.
        Moreover, constant innovation in products and processes is vital for businesses to thrive 
in this consumer-centric market. Mahadzir Aziz, CEO of Futurise elaborates, “It is important 

15

BUILD A WINNING MARKET ACCESS STRATEGY

Build a Winning Market Access Strategy 

	

Be	specific	about	what	you	
want	to	achieve	in	your	
new	market,	including	the	
level	of	sales	you	can	
expect	to	reach.		

	 	 	

Get	to	know	your	market,	
including	the	social,	
cultural	and	political	
climate.	Explore	all	of	the	
regulations	that	could	
affect	your	product.	

	
	

Most	businesses	
underestimate	the	degree	
of	competition	existing	in	
new	markets.	You	may	
need	to	modify	your	
product	or	service	to	
customize	it	for	that	
market.	

	 	
There	are	many	ways	to	
enter	a	new	market.	You	
can	use	the	services	of	a	
distributor	or	agent	
located	there.	You	might	
become	a	franchisee	or	
acquire	an	existing	
business.		

	 	 	
	

Find	out	if	you'll	need	to	
get	any	financing	to	
support	your	export	
venture.	You	may	also	
want	to	get	insurance	that	
protects	your	company	
against	losses	when	a	
customer	cannot	pay.	

	
	

Once	you’ve	worked	out	
the	details	of	your	
strategy,	you	need	to	be	
ready	to	write	it	out.	Once	
created,	this	document	
will	be	your	blueprint	
going	forward,	detailing	
your	goals,	research	
findings,	budgets,	major	
action	items	and	timelines,	
and	how	you’ll	monitor	
and	evaluate	your	success	
on	an	ongoing	basis.	
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for businesses to innovate constantly to create 
commercial opportunities and deliver high 
value-added products to accelerate growth for 
the company and the nation. The innovation 
in business processes too will reshape the 
nature of work in the company to improve 
competitiveness, growth and access to local 
and international markets.”

DIVERSIFICATION IS NO 
LONGER OPTIONAL
If you examine the customer list of most 
SMEs, you will find that the 80/20 rule 
applies; that is, 80 per cent of their sales 
are from 20 per cent of their customers 
(sometimes just one or two customers).
        But what if one of these big customers 
decides to force discounts to the point that the 
SME cannot make a profit? Or if the customer 
suddenly decides to source the products from 
China instead of buying from the SME? Or if 
the SME operates in a cyclical industry which, 
like housing, drops during a recession and 
business dries up for several years.
        The answer to all of these problems is 
market access and diversification.
Paranee Damodaran, Head of Market Access 
at Malaysia Digital Economy Corporation 
(MDEC) says, “Market access in the act of 
expanding one’s business into new countries 
or new business verticals. Both require lots of 
preparation, especially the second one where 
companies enter a new market segment. 
Because both explore new areas, if don’t have 
a proper strategy, market access can turn out 

to be very long and expensive exercise.”
        In Alice in Wonderland, Alice encounters the Cheshire Cat, where the path she takes 
diverges into three separate paths. This also illustrates the problems businesses encounter when 
going down an unknown path:

Alice asks: ‘Would you tell me, please, which way I ought to go from here?’
‘That depends a good deal on where you want to get to,’ said the Cat.
‘I don’t much care where…,’ said Alice.
‘Then it doesn’t matter which way you go,’ said the Cat.
‘—so long as I get SOMEWHERE,’ Alice added as an explanation. 
‘Oh, you’re sure to do that,’ said the Cat, ‘if you only walk long enough.

In other words, you must know where you want to go before you start down a path. But this is 
easier said than done.

LAY DOWN THE GROUNDWORK
So you may ask, “If it is so important, why isn’t everybody doing it?” Nothing important and 
effective is going to be simple. SMEs are challenged in terms of size, resources and management 
abilities. Appropriate market research and milestone planning is essential for success in market 
access and diversification.
        For example, when researching a potential export market, you could attend trade shows, 
make business contacts, and go to the country in person. These are all steps one must take in 
order to know what you’re getting into.
        And as you can imagine, such research takes up time and resources—something cash-
starved SMEs often do not have. Therefore, researching smartly instead of taking a scattergun 
approach will pay off. In particular, online research alone won’t cut it as the information on 
the Internet is too scattered and unreliable. Often, print publications make a good starting 
point for research. Government agencies can also offer useful advisory services, especially for 
export-oriented diversification.
        In addition, when developing marketing strategies, it is imperative to consider the new 
segment the company is trying to reach. Most companies conduct their own marketing research or 
employ a market research company to conduct such research. 
        Market research is made of two parts: target market research and competitive research. 
Target market research involves finding out everything there is to know about the new market. 
Information on potential customers includes who the customer is, how they think and feel, 
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What does it mean to be diversified? Here, we examine four 
types of diversification based on common risks that SMEs face. 

	 	 	 	 	 	
Client-diversified	businesses	have	a	sufficiently	diversified	revenue	base	such	
that	that	they	would	not	be	impacted	significantly	even	by	the	loss	of	their	
biggest	customer.	

	 	 	 	
	 	 	 	

This	is	sometimes	referred	to	as	“obsolescence	risk”—the	risk	that	the	firm’s	
products	are	no	longer	marketable	because	of	changes	in	tastes	or	technology.	
Product-diversified	businesses	protect	themselves	against	this	risk	by	offering	at	
least	two	major	product	or	service	lines.	

	 	 	 	
The	fortunes	of	these	firms	are	tied	to	the	sector	in	which	they	operate,	leaving	
them	exposed	to	the	risk	of	a	sudden	contraction	in	the	sector’s	activity,	or	
worse,	its	long-term	decline.	Sector-diversified	businesses	can	mitigate	this	risk.	

	 	 	 	 	 	
	

Businesses	serving	geographically-limited	markets	are	likely	to	perform	only	as	
well	over	the	long	term	as	the	area	in	which	they	operate.	Geographically-
diversified	businesses	have	regular	clients	in	at	least	two	countries,	and	are	less	
exposed	to	geographic	risk.	
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DEPENDING ON A SINGLE CUSTOMER OR CLIENT
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SERVING CUSTOMERS ALL LOCATED 
IN A SINGLE COUNTRY



what their needs and desires are, and how the company’s product or service can 
fulfil their needs and wants.
        When researching the competition, the company needs to uncover what type of 
customers the competition is attracting. The research aim also includes comparing 
the company’s product or service to the products or services being offered by the 
competition in order to determine how the products or services differ. 
        By uncovering information about the new target market and the competitors 
already operating in this market, the company trying to enter the market can create 
marketing strategies that take advantage of opportunities in the new market and pro-
mote itself in a way that appeals to the new target while differentiating the company’s 
product or service from those of the competition.
        In this regard, SMEs own the advantage of versatility when diversifying into 
new market segments. They are free from corporate bureaucracy and trade barriers. 

SMEs also have the option of starting with small scale entry 
to slowly build momentum. This allows them to identify 
starting key-clients with much higher efficiency, plus 
feedback from market data prior to full-scale investment.
        “Efficiency and effectiveness were frontrunners when 
companies decided to embark on transformation programs 
largely on operations to support their 5-year business 
strategies. Now most CEOs are singing a different tune. 
Customer experience, use cases, agility, unit of economics: 
these are some of the new clichés as signals to the market 
that they know what needs to be done to grow,” says Aiza 
Azreen Ahmad, Director of Strategic Development at 
Boost, an e-payments startup.
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MARKET ENTRY STRATEGIES
Direct exporting is selling directly into the market 
you have chosen using in the first instance you own 
resources. Many companies, once they have established 
a sales program turn to agents and/or distributors to 
represent them further in that market.

Licensing is a relatively sophisticated 
arrangement where a firm transfers the rights 
to the use of a product or service to another 
firm. It is a particularly useful strategy if the 
purchaser of the license has a relatively large 
market share in the market you want to enter.

Franchising works well for firms 
that have a repeatable business 
model (e.g. food outlets) that can 
be easily transferred into other 
markets. Your business model 
should either be very unique or 
have strong brand recognition 
that can be utilized internationally 
to be successful as a franchise.

Turnkey projects are particular to 
companies that provide services 

such as environmental consulting, 
architecture, construction and 

engineering. A turnkey project is where 
the facility is built from the ground 

up and turned over to the client ready 
to go—turn the key and the plant is 

operational. This is a very good way to 
enter foreign markets as the client is 

normally a government agency.

Partnering can take a variety of forms from a simple co-marketing 
arrangement to a sophisticated strategic alliance for manufacturing. 
Partnering is a particularly useful strategy in markets where the culture, 
both business and social, is substantively different than your own as 
local partners bring local market knowledge, contacts, and customers.

Two companies agree to work together 
in a particular market, either geographic 

or product, and create a third company to 
undertake this. Risks and profits are normally 

shared equally. 

In some markets acquiring an existing 
local company may be the most 

appropriate entry strategy. This may be 
because the company has substantial 

market share, is a direct competitor to 
you, or due to government regulations this 

is the only option for your firm to enter 
the market. This strategy is costly, but 

will immediately provide you the status 
of being a local company, as well as the 
benefits of local market knowledge and 

an established customer base.
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PITFALLS IN DIVERSIFICATION 
SMEs that are not focused enough in 
their quest for diversification often fall 
flat on their faces, eventually having to 
retreat from their venture prematurely. 
In particular, a company can run the 
risk of overextending itself. If a com-
pany’s management seeks to expand in 
too many directions at once, both old 
and new sectors of the company may 
suffer from lack of attention and insuf-
ficient resources.
        Furthermore, in an age of corporate 
takeovers, it’s not uncommon to see a 
company expand into a field that’s totally 
unrelated to its original operations. If a 
computer company takes over a furniture 
company, for example, it should retain 
proper expertise from the original 
company or it may find itself in trouble. 
The operations of different companies 
sometimes require entirely different 
skill sets. If, in the above example, the 
furniture executives are let go or leave 
voluntarily, the new owners may be in 
possession of an asset that they don’t 
know how to run.
        A large percentage of business 
innovation also happens in smaller 
companies that are tightly focused on a 
few technological or business goals. If 
these companies diversify too widely, 
this can lessen their focus, increase their 
bureaucratic inertia and reduce their 
ability to respond quickly and creatively 
to market changes. 

EXAMPLES OF SUCCESSFUL PRODUCT DIVERSIFICATION

APPLE
Before the iPhone, Apple found success with the iMac line of computers 
and the iPod mp3 players. By leveraging its strength in industrial design, 
Apple diversified into making the iPhone, which swiftly reshaped the 
mobile phone industry as we know it.

FUJIFILM
Fujifilm knew it had to do something to survive the last gasps of the film 
industry. The company took stock of its assets, and discovered that the 
collagen and nanoparticle formulation used in film development was 
almost identical to that of human skin. A line of anti-aging cosmetics was 
developed in-house, and thus the Astalift brand was born.

IKEA
Food and furniture have almost nothing to do with each other, but IKEA 
is almost as famous for their Swedish meatballs as they are for office 
chairs. Because of their size, IKEA’s stores are situated on city outskirts, 
far from regular restaurants. It took time to get there and shop and as 
Ingvar Kamprad, IKEA’s founder realised, “it’s difficult to do business 
with someone on an empty stomach”.

DISNEY
Mickey Mouse and Donald Duck may be stalwarts of Disney 
programming, but the media giant’s portfolio also includes Marvel 
Comics, television network ABC, and cable sports channel ESPN. And 
that’s not including its theme parks, cruise lines, and lines of merchandise.

SAMSUNG
Consumers outside of South Korea normally associate Samsung 
with electronics. But in their home market, Samsung is a diversified 
conglomerate involved in everything from healthcare to shipbuilding and 
credit cards. This is thanks to founder Lee Byung-chul’s relentless drive to 
diversify in the post-war economy of South Korea.
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a motivator for the Government to promote their international trade agenda.
        MATRADE has prioritised the engagement of SMEs and MTCs with the aim of helping 
them to build their capacity in competing globally. MATRADE has announced that its 478 Export 
Development Programmes and Export Promotion Programmes will be centred around SMEs and 
MTCs. The programmes aim to provide greater access to markets around ASEAN and the globe. 
Their expansion globally is supported through grants and funds such as the Market Development 
Grant and Services Export Fund.

KEY GROWING SECTORS IN EXPORT
A bright spark that is rising in the horizon, especially for Malaysian SMEs and MTCs is the 
Services Sector. Malaysia has a vibrant and highly professional services sector – largely driven by 
a stable base of skilled work force with relevant intellectual and inter-personal skills. Malaysian 
service providers are well sought after in foreign markets, with growing demand in a broad 
spectrum of service categories, including retail, consulting, professional services, healthcare, and 
also IT. 
        MATRADE has identified key growth areas that present tremendous opportunities for 
Malaysian companies – based on our inherent advantages, mainly available resources. In the 
products manufacturing sector, the E&E (electronics and electrical) products category leads 
the way with Malaysia maintaining a strong level of global leadership. Strong opportunities 
also abound for palm oil products, chemicals, petrochemicals, plastic derivatives, medical 
products and devices, as well as food products. 
        Meanwhile, the fast growing services sector is presenting new areas of opportunity 
for Malaysian companies. Apart from the Tourism sector, Malaysian service providers have 
been making headlines with the education sector as well as healthcare. Our companies are 
also well regarded in the oil & gas industry support services, as well as in the construction 
industry. In addition, sectors such as Creative Content and Lifestyle are also showing stronger 
performance. One of the remarkable success stories for Malaysia has been the successful 
establishment of the country as one of the global hubs for halal. Ranging from manufacturing 
to services and consulting – our companies are well regarded around the world when it comes 
to the assurances of compliance and safety for “halal” standards. 
        In today’s business climate, e-Commerce is the talk of the town. E-Commerce is an excellent 
vehicle to help small traders be part of international trade by providing them access to buyers. 
MATRADE along with many other government agencies is a strong proponent to the adoption of 
e-Commerce among SMEs. We even introduced a programme dedicated to e-Commerce which is 
called the eTRADE Programme.  

MATRADE – MALAYSIAN COMPANIES’ INTERNATIONALISATION SUPPORTER 
Malaysian exporters, particularly SMEs and MTCs can benefit by leveraging on MATRADE’s 
broad spectrum of services and facilities that cover the areas of Exporters Development and 
Export Promotion.
        Companies are encouraged to register with MATRADE so that they will be kept in the loop 
and receive necessary market updates, trade visit invitations as well as assistance in gaining trade 
leads that may be translated into export revenue opportunities for enterprising entrepreneurs. 
        Malaysian companies keen to expand globally need their set of eyes and ears on the ground 
to gather the market intel they need. This is why MATRADE has its own trade offices around 
the world – to discover what works and what doesn’t work for Malaysian companies. Currently, 
MATRADE has 46 trade offices in main cities around the world. These offices help gather, 
categorise and analyse the market intelligence and find high potential buyers for local companies, 
especially for SMEs  that lack the means to find the buyers for their brands. 
        Now is the time for Malaysian businesses to draw on the advantage of long-term value 
creation from developing a sustainable export marketing business model. This holds true 
especially for the SME and MTC community, as they have a reliable and functional partner to 
help them in these efforts. MATRADE will continue to focus its strategic facilitations to help our 
Malaysian companies in international trade. 

O
 ver the years, Malaysia has 

established various 
institutions as well as a 
world-class infrastructure 
for international trade. Its 
road, rail, sea and air 
transportation networks 

provide a viable conduit for trading. This 
network has also contributed towards a 
globally competent logistics system, which 
functions to facilitate and enable global trade 
supply chain. 
        Based on this, the nation has established 
itself as a manufacturing hub with excellent 
strengths. Outputs from our factories have 
generated a strong sustainable platform for 
exports to the world. 
        Several key factors will sustain the 
appeal of “Made in Malaysia” products. 
These include the strong tradition of quality 
and standards control instilled and adhered 
to by our manufacturers, the versatility 
of our companies to have the capacity for 
customisation to meet customer demands, 
and also the cost and pricing advantage. 
        Augmenting this feature is the network 
of financial institutions that help to fuel 
industry and drive global trade. Thanks largely 
to the network of banks and other financial 
institutions that have been well-governed. 
Malaysia has also become a regional hub for 
Islamic financing. The fundamental principles 
of this system present a compelling driver 
for a driving economic growth with positive 
human development. Islamic financing is also 
progressively being accepted around the world 
– not just in Islamic countries – as a financial 
system for trade. 
        There has also been a bearing on various 
aspects of industry. The IoT revolution has had 
a profound impact on business. It can be said 
that Industry 4.0 is not just limited to manufac-
turing efficiencies, but also how we market our 
products and services. This has presented an 
opportunity to exploit global markets with de-
ployment of ecommerce as a trading platform. 
For the smaller businesses, SMEs and Mid-tier 
Companies (MTCs), the IoT is indeed a major 
boon as it enables penetration into the world 
markets in a much cheaper way, with less 
capital investment requirements. 

SMEs AND MTCS TO THE FORE
Some 98 per cent of companies registered 
with the Companies Commission of Malaysia 
are SMEs whereas MTCs account for one 
per cent of Malaysian companies. But both 
groups contribute 37 per cent and 30 per cent 
to the country’s GDP respectively reflecting 
their importance to the economy.  A greater 
participation by these companies in exporting 
will generate a multiplier effect to the national 
economy from higher export revenues. This is 

CREATING GLOBAL CHAMPIONSCOURTESY 
OF 

MATRADE 
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they won’t necessarily get the direct expertise of the senior managers. It’s the lower-paid 
juniors who often perform most of the hands-on work. Clients then meet for a limited time 
with higher-paid senior managers, who oversee quality and offer advice. This allows the 
firm to charge a high fee to clients, and still keep a high profit margin. Not all professional 
services organizations operate this way, but many—particularly the larger firms—do.

THE UNIQUE CHALLENGES OF INTANGIBLE PRODUCTS
Unlike other types of organizations, professional services firms sell knowledge and 
expertise—not tangible, physical products. So these firms have different needs, and face 
different challenges.
        For example, consider a manufacturing plant. Once a product has been designed, 
mass production can create units 24 hours a day on machinery that’s monitored by 
employees. Manufacturing managers emphasize the importance of standardization, 
quality, and productivity in their teams.
        But how does this compare with, say, an accounting firm? While managers should 
still stress quality and productivity, they can’t standardise or “mass-produce” their 
services. Their profitability comes from billable hours with clients—all of whom have 
different needs and demands. If team members don’t meet with clients or work on specific 
projects, they don’t earn money for the firm.
        Furthermore, managers at a professional services firm need to manage human capital 
more than any other industry. Staff need to be kept motivated and productive—more so 
as their knowledge and expertise is the product being sold. Firms must spend time and 
energy coaching their teams, and actively ensuring that the most talented workers stay 
with them.
        In the past, the goal of most juniors was to become a partner. This usually created a 
competitive environment that, in turn, led to high-quality work. As time passed, the “stars 
of the firm”, or strongest workers, were promoted—and the weaker team members either 
left or gave up.
        Nowadays, junior professionals are questioning the long hours, heavy workloads, 
and difficult clients. And they have far more options than they used to. It’s no longer 
considered unethical for a young lawyer or engineer to change firms every few years in 
pursuit of better opportunities.

W
hat type of 
organization 
sells no 
products, and 
yet charges 
some of the 
highest prices 
anywhere? 
Where can 
the “items” a 

company sells simply walk out the door? 
And what kind of company finds it almost 
impossible to achieve economies of scale 
on the “cost of goods sold”?
        The answer: professional services 
firms. The unique nature of these 
organisations creates management and 
leadership challenges that many other 
companies typically do not deal with.
        How Professional Services Work
Professional services firms exist in many 
different industries. They include lawyers, 
advertising professionals, architects, 
accountants, financial advisers, engineers, 
and consultants, among others. Basically, 
they can be any organization or profession 
that offers customized, knowledge-based 
services to clients.
        Many professional services are 
regulated by a body that, among others, 
regulates entry to the profession, upholds 
members’ standards of practice, and 
provides continuing education to its 
members. Examples include the Bar 
Council for lawyers, the Association of 
Chartered Certified Accountants (ACCA) 
for accountants, and regulatory boards 
for architects.
        With these regulations in place, the 
professional services organization can 
be compared to a medieval craftsman’s 
shop, as David H. Maister does in his 
book, Managing the Professional Service 
Firm. Today, just as in the Middle Ages, 
there are “apprentices” (junior managers 
or new hires), “journeymen” (mid-level 
managers or experienced professionals), 
and “master craftsmen” (senior partners 
or upper management).
        Most professional services firms 
use a leveraging system to maximize 
profitability. For instance, junior 
employees (“apprentices”) usually earn a 
relatively low salary. They accept lower 
pay because they want to gain experience, 
and have the opportunity to work closely 
with senior partners (“masters”) to 
acquire their valuable knowledge. 
        And when clients hire a firm, they 
generally do so because of that firm’s 
credibility and reputation. But unless 
the client is of particularly high value, 
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        Because of this challenge, professional services firms must create ways 
to attract and retain the best and brightest. Thus, an increasing number of 
work-life balance innovations are being driven by these firms, including remote 
working, flexible hours, and generous leave allowances.

DISRUPTION REVOLUTION
Like every other sector, the professional services industry is not immune 
to disruption. The traditional professional services industry will likely 
be radically different in ten years. Changing client demands, employee 
expectations, rapid technology developments and other external factors will 
change the nature of jobs and skills required in the future.  Ultimately, these 
factors, with technology in the lead, may even challenge the very nature of the 
expertise that professionals deliver.
        But technology can also be an opportunity to improve the way and the 
quality of services provided to clients. Firms will increasingly use AI and big 
data for their projects. As such, AI and machine learning will be applied more 
and more to highly complex tasks, processes and decisions in many fields 
including medicine, accounting, legal and consulting. 
        For example, the exponential growth in computing power combined 
with increasingly sophisticated approaches to AI mean that systems like 
IBM’s Watson can potentially do the hard work of reading and analysing vast 
amounts of legal opinions or medical research.
        In turn, clients will increasingly use Internet platforms for obtaining 

services and knowledge. This can be in the form of 
marketplaces for services, via knowledge sharing and 
crowdsourcing models or via virtual advisors backed 
by AI. Compared to clients of the past, modern clients 
are more sophisticated. The knowledge gap between 
professional and client is decreasing, and clients will 
expect results at a fair price.
        Conversely, the rise of the Internet has also 
resulted in a deluge of professional services 
‘freelancers’, who operate as little more than 
individuals dispensing advice via freelancer 
advertising sites like Upwork or LinkedIn. Sorting 
through their expertise for the problem at hand is 
like finding the proverbial needle in a haystack of 
resumes—you’ll never be sure if the advice you receive 
at the end is the correct one.
        Consequently, in order to stay relevant, legacy 
players need to modernise their services to make it 
more accessible to clients. This includes finding clients, 
engaging with them, and billing them. Ultimately, there 
is a time and place for traditional professional services 
firms—even if they do have to reorganise themselves in 
the face of digital disruption. 

TRENDS THAT 
ARE TRANSFORMING THE PROFESSIONAL SERVICES MARKET

• Increased	pressure	to	reduce	costs,	as	well	as	increasing	smartphone	adoption	is	making	the	concept	of	virtual	
firms	more	and	more	attractive.	

• By	hiring	contract	employees,	placing	the	entire	infrastructure	in	the	cloud,	and	utilizing	a	small	number	of	
physical	offices,	professional	services	firms	can	cut	their	costs	and	help	increase	their	revenue.		

	 	

• Traditionally,	professional	services	firms	have	been	charging	their	customers	on	an	hourly	basis.		
• In	line	with	increasing	wages	and	rapid	pressure	from	clients	to	decrease	pricing,	many	professional	firms	are	

shifting	towards	value-oriented	billing.		
• Examples	include	basing	prices	on	a	percentage	of	savings	achieved;	agreeing	to	a	fixed	price	upfront;	and	

providing	a	guarantee	for	reimbursement	of	the	fees	should	clients	not	be	satisfied	with	the	service	provided.	

	

• Services	are	now	being	split	into	several	individual	components	and	sold	separately	rather	than	bundled	
together.	A	growing	number	of	clients	prefer	to	pick	and	choose	service	elements	that	can	be	executed	in	house	
and	allocate	the	rest	to	specific	service	providers.		

• Alternatively,	the	client	may	want	to	break	down	the	project	into	various	small	components	that	can	be	
allocated	to	specialized	professional	firms.		

	

• Professional	services	firms	are	increasingly	using	social	media	to	find	and	engage	clients,	market	their	services,	
and	monitor	competitors.	An	enhanced	social	media	presence	helps	professional	services	firms	to	improve	
brand	awareness,	increase	their	client	base,	boost	client	satisfaction,	and	deepen	client	relationships	

• An	exception	to	this	are	professionals	that	historically	have	restrictions	on	advertising,	such	as	lawyers	or	
doctors.	However,	the	rules	are	ambiguous	on	this	matter,	and	it	remains	to	be	seen	how	this	will	be	affected	
by	social	media.	
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TAX  INVOICE
ABC Trading Sdn Bhd (Co No. 00001)

GST ID No. 010101010101

Invoice No. A00001Date : 20 July 2016D/O No. 10100

To : MACHINERY & CO BHD
67, Jalan Berjaya, 10100 Kajang, Selangor

Malaysia

Item No
Description

Quantity
Unit Price (RM)

Total (RM)

1

2
INDUSTRIAL MACHINERY 

SPARE PART
  2

10 100,000.00        500.00 200,000.00     5,000.00
ABC Trading Sdn Bhd

Discount @ 10%

GST @ 6%
Total Value

205,000.00  20,500.00
184,500.00  11,070.00

195,570.00

Reduce Payment Delays !
Get Paid Faster....

Get Paid Faster !

Automate Reminders via SMS, Emails, Le�ers, Calls, etc.

Reduce untraceable payments in suspense G/L  accounts by 
leveraging ‘Self-Care’ capabili�es via the web

Facilitate payments online via the payment gateway

Manage Teams & KPI Tracking Be�er

Work with Exis�ng Accoun�ng, Billing & Invoicing Systems

Generate Customer level single e-Statement from mul�ple  
Invoicing systems (e-Invoicing)

KollectValley helps companies with Accounts Receivable & Collec�ons to:

VISIT OUR BOOTH #CF1008 !
Find out more at SME CEO Forum 2019 !

Date : 25 June 2019 
Time : 8am - 6pm

Venue : Matrade Exhibition and Convention Centre, K.L.

We are proud to serve :

Email: info@kollect.my
Tel: +603 8605 3378  
www.kollectvalley.my 



professional services that are more 
naturally suited to the SME profile (such 
as compilations, agreed-upon procedures, 
client accounting services, advisory and 
consultancy services) SMPs can help SME 
owners to produce more credible financial 
information and gain access to better advice 
in order to make important decisions about 
the growth of their businesses.
        In addition, arguably SMPs themselves 
can be considered enterprises in their own 
right. They constitute the vast majority of 
accountancy practices worldwide and, in many 
areas of the world, are believed to employ 
the majority of professional accountants 
working in practice. The emergence of 

S
mall- and medium-sized 
practices (SMPs) are a 
critically important part 
of the SME ecosystem. 
In general, SMEs do 
not start out with 
in-house finance staff; 
they tend to rely on 

external practitioners for most professional 
services and day-to-day advice. As SMEs grow, 
they build in-house capabilities and engage 
accountants in business to support their 
finance operations. However, they often still 
need the external support of SMPs, especially 
when seeking external funding.
        By offering a range of non-assurance 
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advisory and consultancy services has been 
driven by the growing demand from SME 
owners for specialist advice to help them 
achieve a competitive advantage in a complex 
marketplace. Much of this advice originates 
from traditional forms of services and is 
requested from SMPs’ audit clients.
        Alan Chang, founder of OA 
International, says, “When I first started my 
career as an auditor, I realised that I was 
being paid to audit the books and financial 
records of companies, and I often had the 
opportunity to speak to the accountants of 
these companies on why certain entries or 
transactions were made in relation to the 
business transactions. As I advanced in my 
auditing career, I had the opportunity to hear 
from business owners on the rationale and 
justification of how to keep a business afloat. 
This provided me with the utmost valuable 
opportunity to absorb from all these business 
owners, especially tips and tricks on how to 
successfully grow the business.”

EXPANDING OVERSEAS
The globalisation of services has also 
prompted SMPs to internationalise their 
services. Chua Soo Rui, director of CA Trust 
PAC says, “One of my first clients was a 
holding company with the main operations in 
Shandong province, China. Together with my 
audit senior and audit partner, I had to travel 
to China to review the component auditors’ 
working papers in compliance with the SSA 
600 accounting standards.”
        “I was pleasantly surprised that the 
accounting and auditing standards applied 
were similar. I then realised that the skillsets 
of an auditor are adaptable and international. 
I also realised that since Singapore is usually 
the first to adopt international standards and 
practices, we are in a good position provide 
cross-border professional services and my 
firm has since made some progress in this 
area,” she added.
        Lynn Phang Lay Koon, partner with 
Ardent, elaborated, “We don’t have an 
international affiliation, but we do tap on 
other international networks. We would 
work with the network’s overseas offices 
very closely and obtain their advice on the 
jurisdiction where they are located as they 
are definitely more knowledgeable on the 
regulations of their jurisdiction.”

CLOSING THE TECHNOLOGICAL GAP
Many SMPs are revisiting their practice 
models to adjust to technological 
advancements, evolving needs of their clients 
and the changing business environment in 
order to benefit from the potential offered by 

providing a range of professional services.
        Reuter Chua, national office head of ACCA Singapore says, “The availability of 
innovative technology today has simplified processes and costs traditionally associated with 
internationalisation. Therefore, there is no better time than now for SMPs to take advantage 
of opportunities that have been created for them to expand their offerings and to enter 
international markets. It is vital for SMPs to know that change does not happen overnight, and 
with support available in the market today, it is easier now for them to gain a foothold in the 
industry and compete among giants.”
        In particular, SMPs can tailor their services to SMEs, and sidestep the big accounting firms 
which are rigid and hierarchical. Chang says, “It is important to pick the right battlefield. The big 
giants may be able to spend far more resources to develop multiple service lines, and employ or 
deploy resources to serve their clients. However, they may not be able to serve everyone in the 
professional services industry. SMEs need SMPs as we understand the challenges face by these 
small business owners due to the nature of our businesses.”
        Finally, Chua advises prospective auditors that, “If I am advising a young accountant who 
is intending to make a career in the public accounting sector, my frank advice is – acknowledge 
that technologists are overtaking many professionals in the Industry 4.0 era. An accountant 
must be ready to acquire and embrace the latest IT skills. Then, marry these IT skills with our 
core accounting knowledge to always stay one-step ahead our competitors and stay relevant to 
our clients.”

ARDENT 

A
rdent is a 
Singapore-based 
SMP offering 
various SME-

related services, covering 
audit, tax, accounting, 
business advisory, out-
sourcing, corporate 
recovery, risk and gover-
nance, and IT infrastruc-
ture and solutions. Ardent 
is a member of Kreston 
International, a global 
network of independent 
accounting firms to better 
serve clients’ global needs.

CA 
TRUST PAC 

C
A Trust 
PAC 
offers 
audit, 

tax and advisory 
services to SMEs, 
MNCs, government 
and non-profit 
organisations alike. 
Using technology 
and innovative 
solutions, the firm 
saves their clients 
both time and 
money.

OA 
INTERNATIONAL 

O
A 
Interna-
tional is 
an SMP 

with a pan-ASEAN 
outlook. With 
clients spanning 
China’s Belt and 
Road project, OA 
has taken the bold 
step of opening an 
office in Nanning, 
China. 
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ACCESSMARKET
FOR SMEs
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Come and join our key opinion leaders, influencers and 
industry experts in this interactive and comprehensive 
forum. We will address your business challenges and 
provide insightful ideas to gain from a comprehensive 
Market Access and Diversification strategy.

Azwan Baharuddin / Country Managing Director, Accenture

Aiza Azreen Ahmad / Director Strategic Development, Boost

Lau Kin Wai / Chairman, Fat Fish

Dr Mazlan Abbas / CEO, FAVORIOT

Mahadhir Aziz / CEO, Futurise

Nasir Baki / Managing Director, IPSB

Paranee Damodaran / Head of Market Access, MDEC
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MAKER OF THE DIGITAL AGE

W
e live in a digital age. Through rapid advances in 
technology and telecommunications, we are now 
more interconnected than ever before. Children 
today are now technologically savvy from an 
early age. Some are even more familiar with a 
tablet as opposed to the traditional book. 
Computers have become personalised and have 
made education, leisure as well as work easier, 
more streamlined and efficient. However, if there 

is one technological marvel that has come to epitomise this digital age, it 
would be the smart device.
        Almost everyone has a smartphone today, not out of want, but 
because of need. Sure, the smartphone is one of the most versatile and 
convenient pieces of technology ever created; however, the need for 
constant communication, be it for personal use or for work, has made 
it an indispensable device. With it, we can contact others over large 
distances, browse the internet for new information, listen to music, watch 
videos, take pictures, plan your day, et cetera, et cetera. Its functions are 
almost limitless and yet, designers are adding even more functionality 
with each new iteration.
        Smartphones may be the most iconic smart device in the world, 
but it certainly isn’t the only example. Tablets, video game consoles, 
personal computers, the list goes on. Today, we might take these devices 
for granted due to their wide availability; but each and every one of these 
devices come from a manufacturing facility where employees toil away, 
producing thousands of components every day to build these devices.
        Foxconn is one such manufacturing company and is arguably the 
most well-known. It was established as Hon Hai Precision Industry by 
Terry Gou, who is now worth billions. Gou and Foxconn is responsible 
for providing the necessary components for assembling iPods, iPhones, 
iPads, Playstations, Xboxes, Xiaomis and many more. Without 
manufacturing companies like Foxconn, we would not have reached the 
digital renaissance we live in today. In this issue of SME, we cover the 
story of Terry Gou and how went from US$7,500 and ten elderly workers, 
to a world-renowned manufacturing giant.

THE AVERAGE JOE
Terry Gou was born in on 8 October, 1950 in Banqiao, Taiwan. He had 
a fairly average childhood, being born into a middle-class family. His 
parents lived in Shanxi province in China before fleeing to Taiwan in 
1949. There, Gou’s father made a decent living as a career policeman. He 
is the eldest of three children, with his two brothers becoming successful 
businessmen themselves later in life.
        He successfully completed his high school education, which was 
subsequently followed by his college graduation. All-in-all, Gou was able 
to enjoy his early life just like any other average youth. Upon graduating 
college, Gou went out into the world and joined the labour force, trying 
his luck in all sorts of jobs before settling into a position at a rubber 
factory. He continues to work at the factory, which included working at 
a grinding wheel and medicine plant, until he was 24 years old; when he 
decided that he wanted to start his own company.

COMPILED 
BY 

JORDAN 
LOW
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        Gou would find even more success in the 
years to come. In 1996, Hon Hai would begin 
building chassis for Compaq desktops. Desktops 
were becoming increasingly popular both at home 
and at work. The opportunity to manufacture and 
learn the ins-and-outs of these computers were too 
good to pass up.
        Eventually, Hon Hai would also start building 
bare bones chassis for other high-profile customers 
including HP and IBM. When Gou inked a deal 
with Apple Inc, it all but assured unprecedented 
growth and profitability for the company.
        Hon Hai, which was soon re-christened with a 
trade name ‘Foxconn’, became a giant in consumer 
electronics production. With a clientele comprising 
top brands under its belt, it rose phenomenally, 
becoming the world's largest contract electronics 
manufacturer. Even today, it remains the go-to 
manufacturer for many of the world’s most well-
known IT and electronics brands.
        In 2012, Foxconn acquired a 10 per cent 
stake in the Japanese electronics company Sharp 
Corporation, for US$806 million, and purchased 
up to 50 per cent of the LCDs produced at Sharp's 
plant in Sakai, Japan. Four years later, Foxconn 
bought the company outright. This was a historical 
feat as this marked the first foreign takeover of 
a major Japanese electronics company. Another 
notable acquisition would be Nokia’s mobile 
division that was bought out in 2016.

NEVER-ENDING STORY
Thanks to his eye for detail, aggressiveness and 
focus on quality, Gou has clawed his way to the 
top and dragged Foxconn with him all the way. 
His ambitious plans only continued to grow 
as he expressed his intention of expanding the 
company into telecommunications and software 
development.
        One particular quirk of Gou is his dislike 
of publicity. He believes that fame only attracts 
competitors, preferring instead to quietly secure 
deals and conducting business without the need 
to let the world know what he was up to. He is 
unable to escape the fame however, especially in 
the interconnected world we live in today. Be it 
praise for his success of infamy from controversies 
surrounding his company, there is little he can do 
to stem the media.
        Despite this, forty-five years after the founding 
of Foxconn, Gou is still indisputably one of the 
leading entrepreneurs of our time.
        Recently, Gou announced that he will be 
stepping down as leader of the company’s board; 
telling Bloomberg that he was “100 per cent sure” 
of his decision. He has also expressed interest 
in running for the Taiwanese presidency, which 
could be a factor for his announced resignation. 
Could Gou bring Taiwan up the way he did with 
Foxconn? Only time will tell. 

STARTING SMALL
In 1974, with only a small starting capital of just US$7,500, Gou founded his own 
company, Hon Hai. His staff at the time comprised of only 10 elderly workers. The 
company itself conducted business by manufacturing plastic parts of television sets in a 
rented shed in Tucheng, a suburb of Taipei.
        Things would move slowly for a time. The company would continue filling in orders 
from minor clients while waiting for their big break. Said break would eventually find them 
in 1980 when Gou managed to bag a deal with Atari to manufacture joystick parts for 
them. The importance of this deal cannot be understated. The video games industry was 
young in 1980 and Atari was a visionary company in that sector and arguably the industry 
leader at the time.
        With such an important client, it is no surprise that Hon Hai’s success graph only went 
up from there; in no small part thanks to Terry Gou’s incredible marketing strategies. Hon 
Hai had finally gained the success that Gou dreamt of, but he was not done yet. Gou had a 
new goal now, one of expansion and even greater renown. 
        Sensing an opportunity, Gou embarked on an 11-month trip across the United States. 
While he was there, he went around promoting his company and bagging sales deals one 
after the other. His aggressive and spontaneous marketing style resonated with his US 
clients, often taking the initiative to call them or showing up uninvited to push his company 
and products. His strategy worked and order after order kept coming in, expanding the 
company exponentially in a very short span of time; despite Gou having been detained and 
removed on several occasions by security.

RISE OF AN EMPIRE
Hon Hai would enjoy even more success for years to come. In 1988, Gou would open 
his first factory in Shenzhen, China. Even today, this same factory remains the largest 
manufacturing site among the many he now owns. His operations in China would 
significantly improve thanks to his implementation of vertical integration to the assembly 
process and worker facilities.
        Through vertical integration, Gou turned his factory into a miniature, self-
sustaining city. The campus where the factory was located also sported its own housing, 
hospital, dining, a chicken farm to replenish the cafeteria, and even a burial ground for 
worker death care.
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Y
ou want to 
start a 
business. 
        
Perhaps 
you’ve 
stumbled 
upon the 
Next Big 

Idea—the one that will change the 
world and make you the next Thomas 
Edison/Bill Gates/Steve Jobs. Or 
maybe you have a solution to solve a 
longstanding industry problem.
        Whatever it may be, innovation 
is nothing without business savvy to 
back it up. Though you can ‘build a 
better mousetrap, and the world will 
beat a path to your door’, without 
essential business skills, you will burn 
through money faster than the world 
can buy your mousetraps. 
        Every entrepreneur needs to 
know about the less glamorous side 
of running a business—the back-office 
and administrative jobs that take 
up the bulk of your time. There’s a 
reason they exist. Even businesses 
with great products and hungry 
markets can fail if you don’t take care 
of the boring stuff. 
        Furthermore, as a business 
owner, you need to know basic skills 
like cash flow management, market 
analysis, and managing staff. These 
skills will be the same whatever 
business you run—whether you're 
a sole-trading graphic designer or 

you head a manufacturing company 
employing dozens of people.
        To avoid joining the league 
of companies that didn’t quite 
make it, business owners need 
to pay attention to these tasks 
that keep operations running 
smoothly. Modern businesses 
face a minefield of problems that 
can blow up in an entrepreneur’s 
face. A missed payroll, bungled 
marketing, and irate customers 
can quickly sink operations if not 
dealt with immediately.
        So take care of these ‘boring’ 
basics first. Then you can focus on 
the fun part of growing your business.

SALES AND MARKETING
Every business needs sales to 
survive. So strategies to increase 
sales need to be at the top of every 
entrepreneur’s skillset. 
        Importantly, pricing is key. Too 
expensive, and no one will buy from 
you. Too cheap, and you’ll bleed 
money in costs. There are several 
factors that determine price and 
every industry has a different set 
of pricing strategies. Research the 
market, research the competition, 
and find out what customers are 
willing to pay. Exploit niches and 
customer needs that can enable you 
to charge more for your product.
        Next, the right marketing can 
drive sales for your product. Going 
back to the ‘better mousetrap’ idiom, 

Key elements of a successful marketing 
strategy 
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TARKETING AND POSITIONING PROMOTIONAL TACTICS MONITORING AND EVALUATION
You should aim to sell to the 
market segments that will be most 
profitable for your business.

You should decide which 
marketing activity will 
ensure your target market 
know about the products or 
services you offer, and why 
they meet their needs.

Monitoring and evaluating how effective 
your strategy has been is a key element, 
yet often overlooked. This control element 
not only helps you see how your strategy 
is performing in practice, it can also help 
inform your future marketing strategy.
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Are you considering taking on
your first employee to help you 
grow your business or handle
an increasing workload?

Has your workload increased? 
If so, is the workload likely 
to continue or is it just a
temporary increase?

Are you replacing an employee 
who has left? If so, why did the 
previous employee leave and
what skills and experience have 
you lost? Do you need to
control staff turnover?

What will be the impact of
taking on a new staff member? 
Do you have somewhere for
them to sit? Will you need to
buy new equipment for them?

Do you need to bring in a new 
skill or skills to your business
that none of your existing
employees possess?

Do you need cover for yourself 
in the long term?



no one will beat a path to your 
door if they don’t know your better 
mousetrap exists. This is where 
marketing comes in.
        The focus of your strategy should 
be to communicate the benefits of 
your products and services and how 
they can meet your customers' needs. 
This can then help you develop a 
long-term and profitable relationship 
with them.
        You will also need to create a 
flexible strategy that can respond to 
changes in customer perceptions and 
demand. It may also help you identify 
whole new markets that you can 
successfully target.

MANAGING STAFF
Staff are the backbone of any 
business. Unless you are a sole trader, 
just about any business will need staff 
for various functions.
        The first and most important 
rule is: pay your staff on time. No 
matter how lean your company runs, 
employees must have their pay checks 
on time, every time. The moment 
people have to ask about the status 

of their direct deposits is the moment 
your best performers start looking for 
new opportunities.
        But do you need to recruit 
more staff in the first place? Before 
spending time and money on 
employing someone new, you should 
weigh up whether you really need to 
recruit new staff. To do this, look at 
your staffing needs in relation to the 
wider objectives of the business.
        However, once you have staff 
to manage, you need to manage 
them effectively. To do so, you will 
need to be able to set clear goals and 
objectives, and provide regular and 
constructive feedback to your staff. 
Effective performance management 
can bring about many benefits to your 
business, including improved staff 
performance, greater productivity 
and stronger employee engagement.

COMMUNICATION SKILLS
Whether you like it or not, you 
communicate with every stakeholder 
in some way in the course of running 
your business. Your employees, 
suppliers, customers, competitors, 

investors—their relationship with 
you depends on how well you 
communicate with them.
        Many entrepreneurs take 
communication for granted. But 
good communication is crucial. 
Communication is how you will be 
able to cultivate loyal employees, 
charm customers into coming back 
time and time again, and court 
investors and other sources for 
increasing revenue for your business. 
        This skill can also come in 
handy when dealing with negotiation. 
Almost everyone negotiates informally 
on a daily basis without even being 
aware of it. Negotiation is a skill that 
can be learned through experience 
and practice, and successful 
businesspeople are often shrewd 
negotiators. They are more likely to 
know what to say, when or when not 
to say it, or when or when not to make 
concessions. The key is to know how 
to develop a win-win approach in 
negotiations with all parties, but at the 
same time keeping in mind that you 
also want to obtain the most favourable 
outcome possible for yourself.

	

	 	 	
	 	 	

	 	 	
	 	 	

	 	 	 	

	 	 	

	

	 	 	
	 	 	 	 	

	 	 	 	 	
	 	 	

	 	
	 	

	 	 	
	 	 	

	 	 	 	
	 	

	

	 	 	 	
	 	 	

	 	 	 	 	
	 	 	 	

	 	 	
	 	 	

	 	 	 	
	 	 	

	 	 	 	
	 	

	 	 	 	
	 	 	 	

	

	 	 	

	 	 	
	 	 	 	

	 	
	

	 	 	
	 	 	 	

	 	 	 	
	 	 	 	

	 	
	 	 	

KNOW HOW TO NEGOTIATE BETTER
PREPARATION OPENING OFFER BARGAINING CLOSING THE DEAL

  Preparation is the most
important skill of them  
all. Know what you  
want; know what you  
can give; and crucially,  
know where your ‘no- 
deal’ position is.

  The secret of a good
opening offer is to 
be firm and clear. The 
offer should be realistic  
without appearing 
too one-sided. You 
don’t need to disclose  
everything at this stage,  
but be prepared to field  
any counter-offers.

  This is the heart of
negotiations, where you  
make or break the deal.  
Ideally, you should aim  
for a win-win outcome.  
Listen carefully to what  
the other side wants/
is  offering, and don’t be  
afraid to ask questions.  
Remember what your  
own position is, and don’t 
be scared to walk away.

  Closing a deal requires
a sense of timing 
and anticipating your 
counterpart’s next  
moves. Formalise 
the deal in writing 
before working on the 
deal, and be open to 
re- negotiation should  
things go awry.
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MANAGING CASH FLOW
Cash flow is generally acknowledged 
as the single most pressing concern of 
SMEs. In its simplest form, cash flow 
is the movement of money in and out 
of your business. Cash flow is the life-
blood of all growing businesses and 
is the primary indicator of business 
health. The effect of cash flow is 
real, immediate and, if mismanaged, 
totally unforgiving. 
        Ideally, you will have more 

money flowing into the business 
than out. This will allow you to 
build up cash balances to deal with 
short-term costs—such as bills or 
expenses—as well as funding growth 
and reassuring lenders and investors 
about the health of your business.
        However, income and 
expenditure cashflows rarely occur 
together—cash inflows often lag 
behind, so it is important to maintain 
enough cash in your business to 
deal with day-to-day running costs. 

Your aim should be to speed up the 
inflows and slow down the outflows 
wherever possible.
        Many of your regular cash 
outflows will need to be made on 
fixed dates. So you must always be 
in a position to meet these payments 
in order to avoid large fines or a 
disgruntled workforce.

IT AND COMPUTING SKILLS
IT is vital to businesses of all sizes. 
The productivity gains from IT are 

Business Cash Flows 

Cash	inflows	
• Payment	from	customers	
• Receipt	of	bank	loan	
•  Interest	on	savings	or	investments	
• Shareholder	investments	

Cash	outflows	
• Purchase	of	stock	
• Wages,	rent,	and	other	daily	operating	expenditure	
• Purchase	of	fixed	assets:	machinery,	PCs	etc	
• Loan	repayments	
• Taxation	of	income	
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too much for any company to ignore. 
Furthermore, having an official website 
and e-mail are crucial to reach out to new 
customers. The rise of e-commerce is also 
an additional platform for savvy businesses 
to exploit.
        But good technology management 
shouldn't be reserved for technology 
companies. Any business with a computer in 
the building needs an IT plan that can scale 
with the company's needs.  
        Many businesses find that fragmented 
systems slow their growth. You can avoid 
this by planning your technology and 
communications needs from the outset and 
getting the right IT infrastructure in place. 
You should also develop an IT strategy to 
meet your specific requirements.
        Businesses that use customer data 
should be especially proactive in this area. 
Nothing can tank a promising startup 
more quickly than an early data breach 
that kills customer trust. Furthermore, 
many governments now have customer 
privacy laws in place, with steep fines for 
those that breach them. 
        So having the right technology in 
place is a critical line of defense when 
faced with hackers, malware, and other 
cyber threats. The upfront costs may be 
steep, but the long-term protections are 
more than worth the investment. 

Develop an IT Strategy 

	 	 	
	 	 	

	

	 	 	
	 	
	 	 	 	

	

	 	 	
	 	 	 	

	 	 	

	 	 	 	
	
	 	 	
	 	 	 	

	

	 	
	

	 	
	 	 	 	

	 	

	 	 	 	
	 	 	 	 	

	 	 	

DEVELOP AN IT STRATEGY
Define the strategy’s
purpose, lifespan and 
stakeholders.

Allocate budget and 
resources.

Review existing IT
systems and 
infrastructure for gaps 
or inefficiencies.

Set realistic timeframes 
and milestones for the
technology projects.

Identify the technical
capabilities you will need 
to support your business.

Decide on key metrics
and KPIs to monitor new 
technology over time.

Aim to identify all 
possible requirements— 
dividing them into 
‘critical’ and ‘nice to have’.
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I
n a world that is 
constantly 
changing, it is 
imperative that 
workplaces too, 
evolve to meet 

the demands of the modern 
worker. While the needs of every 
business differ, it is undeniable 
that the modern workforce 
favours flexibility, efficiency and 
simplicity. And even though 
owning a workplace can offer a 
sense of belonging, the operation 
costs could significantly affect a 
business’ profit and loss.
        What if you could operate 
out of a modern office without 
worrying about electricity costs, 
water bills, property tax and 
furniture?
        Enter co-working spaces, 
which are offices located in 
strategic locations across the city 

for businesses that do not want to 
be tied down with high operating 
costs – an ideal for digital nomads 
who are constantly on the move. 

THE NEW NORM
According to research conducted 
by leading flexible workspace 
provider IWG earlier this year, 
65% of businesses say flexible 
workspace helps them reduce 
capital expenditures and 
operation expenses, manage risk 
and consolidate their portfolio. 
Not only do more than half of 
workers globally report that they 
regularly spend half the week or 
more outside one of their main 
office locations, but also three 
out of four report that flexible 
working is now ‘the new normal’. 
        According to Mark Dixon, 
founder and CEO of IWG, the 
survey results show a clear shift in 

power towards the employee especially when it comes to dictating what 
an average working day entail. 
        “We are seeing now that flexible working is considered the new 
norm for any business that is serious about productivity, agility and 
winning the war for top talent,” Dixon explained, pointing out that 
half of respondents polled claimed to work outside of their main office 
location for at least half the work week.

A NEW SPACE TO EXPLORE
Among the many co-working spaces in the world today is a brand 
that stands out as a pioneer – Spaces, who celebrated its 10th year 
anniversary in 2019 and grew from a single location in Amsterdam to 
become a market leader with 200 centres around the globe, including 
the Americas, Europe, Oceania, Asia and Africa. 
        Among the perks for Spaces members are 24-hour accessibility to 
their facilities, seven days a week, with full high-speed Internet access 
at any time. This privilege is not restricted to their own countries, and 
in fact is open to anyone with a Spaces membership. This allows for 
flexibility not just in employees’ schedules, but also in the way business 
owners choose to set up their working spaces. 
        One of the latest locations to join the ever-expanding list of Spaces 
centres is Spaces Platinum Sentral, an inspiring, creative office in the 
heart of Kuala Lumpur. SPACES Platinum Sentral consists of five floors 
of beautifully designed and vibrant office space. Members enjoy 24-hour 
accessibility, high speed unlimited internet connection, an on-site deli 
and cool temperature controls. It also comes with designer furniture 
that will make your working experience even more pleasant. 
        What makes Spaces the preferred working environment for 
thousands of individuals across the world is a brand image that 
resonates well with entrepreneurs. At the heart of every Spaces centre 
is community. Its very culture is built on the energy of the community 
that it houses – interesting people do exciting things and the amount 
of opportunities that are open to you to achieve these exciting things is 
almost limitless. All you need to do is say hello to your neighbours.

For more information on Spaces Platinum Sentral and other Spaces centres, visit www.spaceswork.com.  

SPACES – 
THE NEW FRONTIER IN 

WORKING ENVIRONMENTS
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AA PHARMACY
A

A Pharmacy has made a name for itself 
since opening its first store in Malaysia 
in 1999. They pride themselves in their 
dedication to serving the customers by 

providing the latest in affordable healthcare.
        The pharmacy is known for its relatively 
lower prices on medical products, especially 
when customers sing up for its membership 
programme. Their competitive prices are 
maintained via efficient bulk purchases and 
they stock one of the widest ranges of medical 
products and services to meet customer 
healthcare needs.
        The Company is also enthusiastic about 
its CSR activities, which include donations to 
non-profit organisations, providing first-aid kits 
to children’s homes, supplement donations and 
school engagement programmes.
        As Malaysian drug laws are very strict, 
those interested in a pharmaceutical franchise 
are advised to conduct extensive research before 
committing to the venture.

H
ealthcare has become an integral part of 
human society. Doctors and physicians are 
constantly studying and researching new 
methods of curing ailments and extending 
our lifespan. We have expended a vast 
amount of effort and resources in the attempt 
of prolonging our existence.

Pharmacy found its roots in 17th century England with the 
apothecaries’ guild. These apothecaries were early community 
pharmacists who prepared and dispensed remedies while 
offering front-line medical advice to their customers. 
Apothecary traditions travelled to the New World with the 
English colonists, where they flourished for centuries.
        Today, hundreds of pharmacies can be found all over the 
world. They are our go-to store for over-the-counter drugs 
and medical products. With the progress of technology and 
medicines, many illnesses and discomforts have now become 
minor issues that can be solved with non-prescription drugs that 
we can easily find in a pharmacy.
        Furthermore, pharmacies nowadays sell more than just 
drugs. They sell many other lifestyle items like cosmetics and 
perfume. In rural communities, pharmacies may also offer 
services, like postal services, house calls, and bill payment.
        In this issue of SME, we will take a look at several 
pharmaceutical franchises that provide us with the ever-
important medications that we often take for granted.

BY 
JORDAN 

LOW
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THE GENERICS PHARMACY (TGP)
T

he Generics Pharmacy has a storied history, starting out as a 
small pharmaceutical company in 1949. They recognised the 
dire need for quality medicines but at affordable prices, the 
company focused on generic medicines to provide the 

Filipino population with a more affordable alternative.
        The company began its venture into retail in 2001. Starting with 
only a single outlet, TGP decided to make their medicines more acces-
sible by expanding to the far reaches of the country through franchising.
        Since then, TGP has spread across the archipelago, making 
healthcare accessible to every Filipino. TGP has established itself as a 
major advocate for generic medicine, persevering through the initial 
struggles and birth pains until the healthcare landscape had embraced 
and accepted generic medicine as it has proven to be effective and of 
high quality standards.
        Franchisees who are interested in TGP are offered plenty of 
benefits. Along with its huge market potential stemming from brand 
strength and a broad line of affordable and value-added generic medi-
cines, the company also offers a strong operational and support system.
        TGP’s website also conveniently breaks down total franchising 
capital costs and operating fees. Franchisees can expect an initial total 
capital of ₱674,000 (approx. US$12,800) with an additional ₱96,000 
(approx. US$1,830) in monthly operational expenses. 

APOTEK K-24
A

potek K-24 is a 24-hour national franchise 
pharmacy chain of Indonesia. It offers a 
wide-spanning range of affordable medical 
products. It’s mission statement includes a 

dedication to serve customers with a modern 
management and price policy.
        The pharmacy was established in 2002, and in just 
17 years, it has developed into more than 450 outlets 
which are spread across 115 cities and 24 provinces in 
Indonesia. This makes it the most widely known and 
most popular pharmaceutical brand in the country.
        The company has also attempted to branch out 
into e-commerce, providing for customers’ medicine 
needs practically through K24Klik online pharmacy. 
This makes it easier for people to order medicine by 
application and the medicine will be delivered to the 
address from the nearest Apotek K-24 outlets.
        Apotek K-24 is open to franchisees, offering low 
royalty fees, unified support to establish outlets, staff 
recruitment and training, and many other perks to help 
you get started. Those interested can fill out a form on 
their website or call them for more information.
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economy. Ireland ranks amongst the wealthiest countries in the 
world in terms of GDP per capita, and in 2018 was ranked the 
fourth most developed nation in the world by the United Nations’ 
Human Development Index.
         After the collapse of the construction sector and the 
downturn in consumer spending and business investment during 
the 2008-11 economic crisis, the export sector, dominated by 
foreign multinationals, has become an even more important 
component of Ireland's economy. In particular, technology 
firms like Google, Facebook, and Uber have their European 
headquarters in Ireland.
         Ireland’s low corporation tax of 12.5 per cent and a 
talented pool of high-tech workers have been some of the key 
factors in encouraging business investment. Loose tax residency 
requirements have also made Ireland a common destination for 
international firms seeking to pay less tax. 

IRISH TRADE WITH ASEAN
Within ASEAN, Malaysia and Singapore are two of the most 

I
reland has been settled by the Celtic people 
since time immemorial. But subsequent 
English colonisation, famine, and 
emigration have shaped the political destiny 
of the island. As a result, the island is 
divided politically between the independent 
Republic of Ireland (officially named 

Ireland), which covers five-sixths of the island, and Northern 
Ireland, which is part of the United Kingdom.
         The Irish famine of the mid-19th century was responsible 
for a drop in the island's population by more than one quarter 
through starvation, disease, and emigration. For more than a 
century afterward, the population of the island continued to fall, 
only to begin growing again in the 1960s. Over the last 50 years, 
Ireland's high birth rate has made it demographically one of the 
youngest populations in Europe.
         Today, Ireland is part of the EU and the eurozone currency 
union. Its economic miracle in the 1990s earned it the nickname 
of the ‘Celtic Tiger’, shaped around a modern, trade-dependent 

IRELAND:BY 
ONG XIANG
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   TRADE      

Official name: Ireland  Capital: Dublin  Land area: 68,883 sq km  Population: 5,068,050 (July 2018 est.)  Languages: English (official), Irish Gaelic 
(official)  Currency: Euro  GDP: US$331.5 billion (2017 est.)  GDP per capita: US$73,200 (2017 est.)  Main exports: machinery and equipment, 
computers, chemicals, medical devices, pharmaceuticals; foodstuffs, animal products  Main export partners: United States, United Kingdom, 

Belgium, Germany, Switzerland, Netherlands, France  Main imports: data processing equipment, other machinery and equipment, chemicals, petroleum and 
petroleum products, textiles, clothing  Main import partners: United Kingdom, United States, France, Germany, Netherlands  Country code top-level domain: .ie
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combined €994 million in 2017, 
while trade in services was 
€3.72 billion that same year.
         Education in particular 
is an important sector, where 
students from the region 
are willing to choose Irish 

universities as their preferred 
choice for tertiary education. In 
2015, there were over 32,000 
international students studying 
full-time in Ireland, so it is a 
very important part of the third 
level sector for Ireland. 

important trading partners 
with Ireland. Singapore 
and Ireland share many 
similarities from small, open 
economies focused on exports 
to comparable economic 
strategies. Furthermore, 
Singapore is currently home to 
approximately 2050-3000 Irish 
expatriates with over 10,400 
EU companies operating on its 
territory, serving as a hub in the 
Asia-Pacific region.
         FDI inflows from Ireland 
to ASEAN have been increasing 
year-on-year, growing from 
US$174 million in 2013 to over 
US$8 billion in 2016. To put 
this into perspective, more than 
90 per cent of EU FDI flows 
came from the Netherlands, the 
United Kingdom, Luxembourg, 
France, Denmark, Ireland and 
Germany; in that order.
         In turn, about 300 firms 
from Asia-Pacific now operate 
in Ireland, with close to one-
third of them hailing from 
either Australia or ASEAN. 
Bilateral trade between Ireland 
and ASEAN is an important 
component of overall Irish 
trade—for example, the bilateral 
trade in goods between Ireland 
and Singapore was worth a 



applications won’t load, printers won’t print 
– and in fact all functions which you rely on 
to work are unavailable, otherwise known as 
‘downtime’. In today’s increasingly connected 
world, this can not only cause you huge 
amounts of inconvenience and stress, but can 
also severely impact your bottom line and 
your reputation. 
        And if recent cyber hacks, including the 
largest data breach in Singapore’s history and 
global ransomware attacks like NotPetya and 
WannaCry, have taught us anything, it’s that 
no business (even SMEs) are immune to these 
threats. In today’s data-driven economy, 
data has become more valuable than oil, and 

 

D
igital transformation has 
become something of a 
buzz word in recent 
years. Defined by 
Wikipedia as “the novel 
use of digital technology 
to solve traditional 

problems”, businesses of all sizes are now 
turning to technology to improve their 
products, services and operations.
        For SMEs looking to thrive in 
today's digital age, it makes sense that 
transformational technologies should run 
in parallel with a change in operation 
and mindset. However, that's easier said 
than done. According to the World Digital 
Competitiveness Ranking, published by 
the International Institute for Management 
Development (IMD) business school, 
Singapore trails the region in terms of future-
readiness, coming in at 15th place. Future-
readiness measures how well an economy is 
prepared to digitalise based on the way its 
society responds to and incorporates new 
technologies on a daily basis, as well as the 
adaptiveness of businesses to integrate these 
technologies into their operations.
        Digitalisation can pave the way for 
more sophisticated business processes, from 
the way you manage your inventory to your 
customer relationships and point of sale. 
Trouble is, without the right mindset, you 
might find your business being left by the 
wayside, while competitors embracing the 
digital wave, move to front-position.

WHY FIX IT IF IT ISN’T BROKEN?
Many SMEs still have a ‘why fix it if it 
isn’t broken’ attitude, which sends them 
rushing for IT support only after disaster 
strikes. When this happens, suddenly the 
office grinds to a halt, emails won’t send, 

everyone from the highest black-hat hackers 
to the lowest-level DIY online fraudsters is 
out to get a piece, and they don’t care how big 
or small your business is. Similarly, time and 
time again we see businesses bent on saving 
costs by putting-off upgrades on old hardware 
and software, and paying a hefty price when 
things suddenly go horribly wrong.
        In addition to this, it’s important 
to ask yourself, “Do I have the right IT 
solutions and strategy in place to carry 
my business forward and support it as it 
grows? How can new technology help me to 
boost my business, streamlining operations 
and increasing efficiency?” Asking these 
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this task to a Managed Service Provider 
(MSP), who can manage everything from the 
way your data is stored and backed-up to your 
network security requirements could provide 
you with huge cost savings, while leaving 
you free to relax in the knowledge that your 
business is in safe hands.
        Your business is unique, so choosing the 
right MSP for your business is essential for 
a long and profitable partnership. Do they 
have a robust product and service offering to 
keep your business up and running if you’re 
hit when a cyberattack? Are they offering the 
most cutting-edge solutions and can they be a 
good long-term partner to guide you through 

questions now is important, as it’s those 
companies who embrace change that will 
reap the rewards in the long-run.

TIME TO OUTSOURCE YOUR IT?
As SMEs, it’s normal to wear many 
hats, often with too many overlapping 
responsibilities to count! As technology 
continues to evolve, keeping up-to-speed on 
new technologies and meeting the growing IT 
requirements of your business can seem like a 
daunting task and a full-time occupation. It’s 
rare for SMEs to have a dedicated IT person, 
let alone a team to manage the network and 
your IT requirements. Instead, outsourcing 

your digital journey? 
        Ultimately, there’s no one-size-fits-
all when it comes to Managed Service 
Providers, but it’s crucial to find one 
who understands your business and your 
client’s business while offering skilled 
personnel armed with the most up-to-
date technology to provide you with the 
business-critical support you need to stay 
on top-of-your-game. 

JAMES BERGL 
IS DIRECTOR OF DATTO ASIA-PACIFIC.



excessive high-tech systems that don’t 
improve the client’s experience might signal 
to your clients and investors that you’re not 
spending your money responsibly. It’s only 
progress if you’re making a difference in 
your customers’ lives.

DO MORE THAN INSTALL
Come up with a plan to implement your new 
tech solution. Rather than coming up with 
its most obvious possible use or reducing it 
to a new aesthetic component, imagine how 
it could fix your clients’ problems. Imagine 
browsing through your website or using 
your product or service, and figure out what 

Y
ou might have the coolest 
marketing automation 
platform on the planet. It 
can slice, dice, and even 
personalize messages 
based on past user 
activity. During the early 

stages of development for artificial 
intelligence, smart internet searches, and 
other high-tech functions, businesses 
clamoured to make their investment in 
technology robust and visible. But now, the 
usefulness of technology for the sake of 
technology is coming to a halt.
        Customers demand value, not hype. 
Digital marketing expert, Mitch Joel, suggests 
that it’s time to reboot your business to meet 
their changing demands. 

AVOID COMMON MISTAKES
The only thing worse than having technology 
in-house, collecting dust, is using technology 
without a plan, just to show that it’s in use.
        If you purchase technology like 
marketing automation, customer 
relationship management, salesforce 
automation, or web analytics, there might be 
instant pressure to start using it. If you don’t 
use it, you’re also letting unfulfilled potential 
stick around in your business without doing 
anything about it. The important step some 
miss is to have a specific plan and associated 
schedule before you make the purchase. 
Unless you can figure out a step-by-step plan 
to implement a tech solution, in a way that 
adds value, don’t buy it. As Joel says, “Before 
you buy technology ask one simple question: 
How will this allow us to better connect with 
our customers?”
        It can be very easy to fall into this trap. 
More technology seems like it indicates 
more progress and more innovation, but 
that’s not necessarily true. In fact, having 

problems exist or what could be improved. 
That gap should be where you apply your 
technology, if possible.
        In essence, you need a more complex, 
nuanced perspective when applying and 
implementing a technology. In addition to 
a creative, comprehensive understanding 
of the new item itself, you should develop 
an understanding of the real effect it will 
have on your typical client. In this vein, 
Joel says, “You can have the technology, 
but if you don’t have the layers of data and 
information and will and desire to produce 
something interesting for customers, having 
the technology doesn’t solve the problem.” In 
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they’ve built with you and the company, not 
your latest technology. Software only matters 
if it improves the life and outcome for your 
client. Period. 
        Technology should also augment 
human interactions instead of replacing 
them. An AI process, for instance, should 
act as a means of preparation for a meeting, 
not a replacement for the meeting itself. 
Whenever possible, you want more face-to-
face time with your customers; this helps 
you notice any problems or hesitancy and 
more importantly helps you build stronger 
relationships with each individual customer. 
If the technology enhances the customer 

fact, it can make matters worse. 

BUILD CUSTOMER RELATIONSHIPS
An important point to consider is the 
difference between a customer and a 
purchaser. The purchaser thinks you might 
be able to fulfil a temporary need; the 
customer is someone who buys from you 
multiple times and has genuine loyalty to 
you and your business. Your job is not just 
to make sales, it’s to gain customers,  and 
keep them.
        Based on that philosophy, your 
customers should remain focused on the 
value you provide and the relationship 

experience, then you’ve succeeded. If it 
makes your life easier but doesn’t impact the 
client, then it might be a waste of money.

IT’S YOUR TURN
Technology can be your best friend or your 
worst enemy, depending on how it’s used. 
It’s more likely to be your friend when 
you use it as an augmentation to human 
interaction and customer satisfaction, not a 
way to avoid it. 

IAN ALTMAN IS AN AUTHOR AND 
STRATEGIC ADVISOR ON B2B SALES AND GROWTH.
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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. 

  CLIENT ACCOUNT REVIEW: look into
each account for opportunity. 
Ask: What’s possible with this 
account this year? What do 
they want and need from me? 
Don’t forget many will want 
support and help in knowing 
how to navigate in these 
uncertain times. Make sure it 
is you they turn to.

  PROSPECT: nothing happens until
you get in touch with prospects 
and clients. Call them, get 
in front of them. Ignite 
opportunities. Don’t wait for 
the phone to ring.

  PRACTICE SOLUTION SELLING: bring
your very best listening and 
questioning skills and find 
out what is important to your 
clients and prospects. Then 
help them solve their problems 
with what you can do for them.

  WATCH WHO YOU LET NEAR YOUR MIND: 
the doom and gloom is 
contagious. Look for facts and 
evidence and don’t rely on 
hearsay.

  PERSISTENCE: keep on going. Do
not give up. Remember selling 
is a quality numbers game.

Remember everybody lives by 
selling something. 

H ere we go again.
Global disarray, 
government elections, 

political scandals of betrayal and 
corruption. How do we keep our 
head when everyone else around 
us is losing theirs? How are we 
supposed to lead business and 
keep selling better when there’s a 
general feeling of uncertainty that 
makes decision making so difficult?
        There are those of us who 
have been around in business 
for some time now. Many of us 
have been through a few major 
crises before such as the GFC and 
the major recession we had in 
the early 1990s. Things weren’t 
pretty, for sure, and yes there was 
a lot of pain but back then the 
smart business and sales leaders 
and salespeople did not go under 
the doom and gloom feeling like 
everyone else, instead they looked 
at their markets, their situation, 
their people, their offerings and 
refocused and doubled their 
efforts to go to the market in a 
proactive, positive manner looking 
to build really effective and strong 
relationships with new and existing 
clients. They didn’t sit there 
waiting for the phone to ring or the 
crisis to pass.
        Selling in the good times is 
easy, it’s only when things turn 
down that the good salespeople 
really stand out.  Even in down 
markets there is opportunity.
        So how are we going to sell 
better in these uncertain times? 

Here are some tips that we have shared before and are relevant today:

For sales managers:
  SALES STRATEGY AND OPERATIONS AUDIT: Do an audit on your current sales

strategy and operations. Does it suit the current market place? 
Does it need tweaking or an overhaul? Involve senior management, 
marketing, and key people in your sales team to develop a sales 
strategy that will deliver the results you need in this market and, de-
clutter your sales operations making it easy for salespeople to sell and 
deliver results.

  MARKET SEGMENTATION: move from broad to micro. Look for where the
pockets of value and growth lie within markets and kit your sales 
force up to sell real value in these micro-segments and own those 
spaces. If there are commodity segments then run your sales efforts 
with the lowest cost of operation that will deliver volume sales.

  DEMONSTRATE VALUE AND A POINT OF DIFFERENCE: find your clear water where
others cannot copy you for some time. Be really clear about what you 
stand for and make it easy for your clients to engage and relate to you. 
Check your sales messaging. Is it client facing and does everyone in 
your sales team, at least, know how to convey this message?

  GO-TO-MARKET PLAN: give your sales team a very clear plan they can take
to market and implement in their local sales plans.

  SALES PROCESS: make sure that your sales teams have a clear and 
  consistent sales process they can learn and apply in the field.
  REGULAR SALES TRAINING & COACHING: support your salespeople with a mix

of classroom, field and online training to keep them focused and 
‘sales fit’

  REVIEW, RECALIBRATE, RECONNECT.

For salespeople:
  SALES PLANNING: review your current sales plan and see that it aligns to

the grand sales strategy. Make adjustments as required and then get 
out there and implement the plan.





Brad Feld has been an 
early stage investor and 

entrepreneur for over 20 
years. Prior to co-founding 

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

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

software companies. He is also 
the co-founder of TechStars. 
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your own drink.”
        Ian and I are in Knoxville grinding through getting our draft 
of The Startup Community Way (now at 65,000 words) into shape. 
A core part of the construct of the book is the notion of a complex 
adaptive system which we are using as the framework for explaining the 
behaviour of a startup community.
        To understand how a startup community evolves, you have to 
understand how complex adaptive systems work. SCW (our TLA for 
the book The Startup Community Way, as compared to SC1, which is 
our TLA for the book Startup Communities) has two chapters on this 
(currently Chapter 5: The Science of Startup Communities and Chapter 
6: Practical Implications of Complex Adaptive Systems).
        But even before you get to this point, it’s important to understand 
the difference between Simple, Complicated, and Complex systems. As 
a starting point, I thought I’d try to describe them in simple language, 
rather than dig into the extended theory around them.
        A Simple system is one that has a single path to a single answer. If 
you want to get to the solution, there is one, and only one, way to do it.
        A Complicated system is one that has multiple paths to a single 
answer. To get to the answer, you have multiple different choices you 

can make. However, there is only 
one correct solution.
        A Complex system is 
one that has multiple paths to 
multiple answers.
        When you toss in the word 
“adaptive”, you end up with a 
system that changes based on the 
choices that you make, and as a 
result of these choices, the answers 
change.
        Startup communities are 
complex adaptive systems. Ian and 
I have been wrestling that notion 
to the ground for a while (I credit 
him with coming up with the idea) 
and we are getting closer, even 
though the answer keeps changing 
as we learn more about it (see 
what I did there?) 

A
Simple, a Complicated, 
and a Complex system 
walk into a bar.

Simple says to the bartender, “Can 
I have a drink?” The bartender 
gives Simple a glass of water.
        Complicated says to the 
bartender, “Can I have a Rum 
Martinez?” The bartender smokes 
some rum and mixes it with sweet 
vermouth and Angostura bitters 
(trust me it’s a lot more exciting 
watching it live).
        Complex says to the 
bartender, “Can I have a Startup 
Community?” The bartender 
escorts Complex to the spot behind 
the bar where the bartender was 
previously standing and says, “You 
now have all the tools to make 
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Ron Kaufman is the 
world’s leading educator 
and motivator for upgrading 
customer service and uplifting 
service culture. He is author 
of the bestselling “UP! Your 
Service” books and founder of 
UP! Your Service. 

D
uring 2018, I heard 
several service issues 
repeated in organizations 

across the United States, Canada, 
and Latin America.
        One common and concerning 
issue is differing service attitudes 
and mindsets of team members 
in different locations. I heard 
this concern as our clients and 
prospects spoke about their 
employees, branch locations, 
franchises, partners, and affiliates.
        Here’s one example:
Sarah has been leading her team 
at a mid-sized casino for more 
than 30 years. She understands 
the local area better than anyone 
and knows that 90% of her guests 
come from the surrounding area. 
The pace is slow and the friendly 
atmosphere puts customers at 
ease as Sarah’s team cater to their 
preferences.
        To Sarah’s customers, this is 
great service!
        But recently a group of new 
employees transitioned to Sarah’s 
casino from another location that 
is much busier and faster paced. 
These new employees are known 
for delivering great service at their 
previous location.
        But will they understand 
Sarah’s different customers and 
different service standards? Will 
these new employees retain their 
enthusiasm for service even as 
they must change their style of 
service delivery?
        Sarah needs a solution to 
bring everyone into agreement, 
and doesn’t want to rely on 
situational examples only. She 
needs a common service language 
to help all of her employees 
understand what different 
customers want, need, appreciate, 
and value. This is important in 
her casino, in service, and in life; 
because different people value 
different things.
        One customer may want 
super-fast service and no-
nonsense answers to their 
questions. The very next customer 
may enjoy a slower pace of 
delivery, and lots of friendly 
chatter. One casino patron 
may want to be engaged and 
encouraged, while another prefers 
a feeling of privacy while gaming.
        What these different 
situations have in common is that 
each customer desires a certain 
kind of service – and wants the 

service provider to understand that and adjust accordingly.
        When employees come to work with different ideas about “What 
is good service?”, this can lead to confusion and may limit your 
organization’s ability to create an excellent service experience for a 
wide range of customers, and an aligned company culture with a wide 
range of employees.
        But when Sarah can explain that she wants her team to deliver 
desired service to each and every customer, this use of “common 
service language” aligns everyone around the need to truly 
understand the preferences of each and every customer.

Does your team have, or need, a Common Service Language?
  Do different groups of employees use different words or phrases

when discussing service levels, issues, complaints, compliments 
and suggestions?

  Is there any slang used to describe your customers or jargon about
your service that is unique within different departments?

  Do you have a common set of terms for defining and achieving
Service Excellence that apply to all your customer groups, and to 
all your internal service?

If you notice that different groups use different language to speak 
about similar service situations, you have identified an area of 
disconnect that may be bridged with a better and more useful 
Common Service Language.
        What did you discover? What problems is this creating? What 
changes can you imagine achieving? 
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AskGaryVee     GARY VAYNERCHUK

I remember sitting in Mr. 
Mulnar’s 4th grade 
science class when I 

started to figure out if college was 
really worth it.
        That day I got an F on a 
science test.
        I was definitely not interested 
in being punished, so I hid it under 
my bed. It sat there for two days, 
but my conscience still had too 
much power. I got scared and told 
my mom about it.
        Three years later I was 
flushing every test and report card 
directly down the toilet.
        But no joke. I distinctly 
remember sitting down in my small 
bedroom, crying and debating 
in my own head trying to make 
sense of why I was having such an 
intense reaction to this test.
        And then it hit me. The 
thought that changed everything:
        “Screw school. I’m a 
businessman.”
        From then on I decided to just 
punt school and take punishments 
four times a year when report cards 
came out. I decided to fail almost 
daily at school for years.
        It’s not that I didn’t care. It 
was actually the opposite. I honed 
in on my skills, to concentrate on 
what made me happy and what 

fulfilled me. I learned more about selling baseball cards and then wine. 
It led to me building Wine Library, VaynerMedia and everything else 
that I’m so proud of today.
        I decided to fight what society expected of me and deliver on what 
made me happy.
        And that’s ultimately what I wish for all of you — to do what makes 
you happy.
        My intent is not to stop everyone from going to college or tell 
everyone that they can fail school and do what I did. That’s just not true 
and it’s not what I’m saying at all.
        I’m saying kids need to be self-aware and have a difficult 
conversation with themselves about whether a college degree would 
really put them in the best position to succeed.

IF YOU’RE COLLECTING COLLEGE DEBT TO BE AN 
ENTREPRENEUR, THAT’S PROBABLY A BAD IDEA
If you live, breathe and sleep entrepreneurship, and you have shown that 
ability before the age of 18, you should really consider whether or not it 
makes sense to go to college.
        Entrepreneurship takes execution. You get good at it by “doing.”
It’s like tennis. You can read all you want about how to hit the ball, 
but until you actually start practicing, you’re not going to get any 
good. You’re not going to find out whether you truly have the talent to 
be great.
        On top of that, there are many new ways to get the information 
you might need to know about business at a fraction of the cost. The 
information is out there and likely free.
        The problem is getting society to accept and validate that truth. 
This might be a reason why it could be valuable to get a degree – it 
could be useful in getting a job somewhere. Especially at more old 
school companies and institutions. But when you’re an entrepreneur, the 
market doesn’t care where you got your degree from.
        So many people think they want to be entrepreneurs. Then they 
go to college, collect $100,000 in debt, then start over at 25 once they 
realize how hard it really is.
        That’s why I push so many entrepreneurs to “do.”
If they want to consume information and learn about business, I push 
them to do it through resources online that are free or much, much 
cheaper than a college education. Or better yet, go work for free for an 
entrepreneur they admire and learn by getting close to him or her.  
        I understand how college can be beneficial for those in certain 
fields and how it can provide ROI, but I just don’t see that for 
entrepreneurs.

PRESSURE FROM PARENTS IS 
NOT A GOOD ENOUGH REASON TO 
COLLECT ENORMOUS DEBT
This is the one that really 
bothers me.
        Parents are out here 
forcing their kids to collect debt 
just so they can feel good about 
their kids going to a “brand 
name” university.   
        We saw this in 2019 with 
the college admissions scandal. 
Parents were buying their kids’ 
way into colleges because they 
wanted to use it as a way to fix 
their own insecurities. Many 
other parents come with a 
similar mindset, pressuring their 
kids to go to school and collect 
debt just so they can brag to 
their friends at the country club.
        If parents are paying for 
their kids to go to college, I get 
it. But pushing kids to take on 
crippling debt that they can’t 
even declare bankruptcy to get 
out of is just not something I 
believe in.

THE BRAND OF COLLEGE 
WILL COLLAPSE IN THE NEXT 
RECESSION
I genuinely believe that student 
loan debt will tear down this 
economy.
        There are so many kids 
out there in tens of thousands, 
even hundreds of thousands 
of dollars in debt on insane 
interest… making $34,000 / 
year… and still getting big loans 
to buy cars and apartments.
        The math just doesn’t 
add up. I really think it’s 
just a matter of time until 
everything collapses.
        When it hits, it’s going to 
hit hard.
        And just like the 2008 re-
cession when everyone blamed 
the banks for tearing down the 
economy, next time people are 
going to blame colleges.
        I believe that my 
generation’s kids will be the 
first generation of parents that 
doesn’t blindly believe in college 
as a whole.
        Ultimately, it’s not a 
conversation about whether 
college is “bad” or not worth it. 
It’s about collecting enormous 
debt if you want to become an 
entrepreneur. If you’re taking 
on college debt to eventually 
start your own business, you are 
not in a good place. 



I coach a lot of sales 
managers and sales 
leaders and when I ask 

them what they want help with 
today, it's rarely a big opportunity, 
it's seldom coaching best practices, 
it's hardly ever targeted metrics for 
their team, and it's almost unheard 
of for them to request that I help 
them improve as sales managers,  
Oh no.  
        They almost always want 
help with their biggest problem 
child.  Every sales team has a 
maverick—the person that can't be 
managed, but leads the company 
in sales.  Over the past 33 years, 
I've met a lot of mavericks and 
the best advice I can give a sales 
manager is to ignore and thank 
your mavericks but don't let them 
near the rest of your salespeople!  
This article is not about managing 
your mavericks!
        This article is about the 
ineffective salesperson who is lazy, 
or has an attitude problem, or is 
stubborn, or isn't making the calls, 
or can't close any deals, or has an 
empty pipeline, or won't adapt to 
the new way of selling, or can't 
seem to grasp the importance 
of getting traction, or claims not 
to know what's expected in the 
way of performance.  While you 

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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can objectively read the description in the prior sentence and say, 
"Easy. Terminate and move on," when the sales manager is emotionally 
involved, they aren't objective, think they can fix this person, and believe 
that giving up will reflect poorly upon them.
        We can spend many hours over many weeks and months working 
on ways to motivate, change, improve, coach up or fix these salespeople.  
The problem is that most of these problem children can't be fixed.  It's 
not that poor performers in general can't be coached up; it's that poor 
performers who are problem employees usually can't be fixed.
        50% of all salespeople are weak and these salespeople definitely 
fall into the weak category.  But there's something else that makes them 
problematic.

I usually take the following steps to make my case to their managers and 
senior executives:
  We review the sales evaluation for the problem salesperson—the root

cause of most issues can be found right in the summary and 
usually have little to do with the 10 selling competencies and more 
to do with the 5 competencies in Will to Sell (grit) and/or the 6 
competencies in Sales DNA (strengths or weaknesses that support or 
sabotage the 10 selling competencies).

  We develop a plan for the sales manager's next coaching conversation
with the problem salesperson.  This is usually one where we attempt 
to change the offending behaviour or move toward replacement.

  We present the plan to the sales manager's VP Sales and/or CEO for
buy-in.

  In most cases, the problem salesperson is managed out, not 
coached up.

Even though we can manage the problem salesperson out in a fairly 
short period of time, most sales managers misdirect their energy on 
their problem salespeople instead of using that same, limited energy to 
support and coach up their cooperative and more effective salespeople.  
Make good use of your time!  Don't waste it on people you will end 
up terminating and don't fall into the trap of believing that you can fix 
people! 
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SUPPLY CHAIN PROFITABILITY     WITH ROY STRAUSS

Roy Strauss, president 
of The Strauss Consulting 

Group, LLC www.scg4u.com 
has been helping companies 

increase their profitability and 
competitive edge by improv-

ing customer service while 
reducing costs since 1983. SCG 

has expertise in all aspects of 
supply chain including space/
layout, software, automation, 
equipment, staffing as well as 

the complete design and imple-
mentation of distribution and 

manufacturing centers.

25 per cent in a year? Based on providing systems and resources to 
accommodate 10 per cent a year (if they even did that), at what point 
will they fail to meet their customer’ requirements and lose business? 
What happens when we have an unexpected recession and there is low 
or minus growth, will the company be able to survive? If the average 
growth actually does occur at 10 per cent over the next 5 years, there 
is no guarantee that the growth will be linear. There is the possibility 
the growth can be 20 per cent, 20 per cent 5 per cent, 3 per cent, and 2 
per cent and still average 10 per cent over 5 years. Might the company 
first fail customers and then fail to survive?
        To increase the odds of achieving the goals, and meeting customer 
service requirements in a timely manner and within budget, the 
aforementioned process must be changed. Marketing should provide a 
goal growth percent and also include reasonable high and low possible 
contingencies. Once sales goals are submitted, operations must establish 
production goals and determine if and how they can be met. If there 
is a resource shortfall (space, equipment, staff, speed, IT), one must 
determine which resources, and then what additional resources and 
associated costs are required to meet the goals. The company then has a 
choice whether to provide additional resources, scale back growth plans, 
or choose a compromise solution.

Example:
  The company presently manufactures and/or distributes 100,000

units a month and the growth plan is 10 per cent a year for the next 
five years.

  If the anticipated growth rate is 10 per cent per year, in five years the
company must be capable of shipping 161,000 units per month.

  If however the actual growth rate is 15 per cent per year, in five years
the company must be capable of shipping 201,000 units per month.

  And if the actual growth rate is 5 per cent, in five years the company 

must be capable of shipping only 
128,000 units per month.

Operations must therefore 
determine which processes and 
systems are required to achieve 
each of the 3 volumes in the future 
and then for each calculate:
  New processes and systems

required to achieve higher 
shipping volumes

  How much space (and layout
change) is required and at what 
cost

  How much equipment and
level of automation is required 
and at what cost

  What are the new staffing
requirements and at what 
capability and cost

  What IT support, staff,
software, and hardware are 
required and at what cost

The operations staff can then 
determine required resources 
and estimated budget costs 
for all studied scenarios so a 
growth model can be chosen and 
management can provide the 
resources required to achieve 
growth goals successfully. 

W hen many companies 
prepare their growth 
plans, the plans are often 

conceived by the executive staff 
and/or marketing staff without 
consulting with the operations staff 
or determining the company’s 
operational requirements vs. 
capabilities. The growth plan is 
memorialized and new goals are 
set. It was not determined if and 
how well those goals can be 
achieved with available resources, 
or what resources are required vs. 
those available to achieve them. 
The growth plan usually is a single 
percentage number and does not 
consider contingencies for better or 
worse than anticipated results. 
Growth goals are often not 
achieved, customers are 
disappointed, and the company’s 
competitive position and 
profits suffer.
        Using the above scenario, 
if a company determines they 
will grow 10 per cent a year for 
5 years that will be the number. 
What happens though when they 
have unexpected large increases 
in sales growth, e.g. growth of 
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Jim Stovall has been a 
national champion Olympic 
weightlifter, president of 
an Emmy Award-winning 
television network, and a 
highly sought after author 
and platform speaker. He was 
chosen as an International 
Humanitarian of the Year, 
joining Jimmy Carter, Nancy 
Reagan, and Mother Teresa as 
recipients of this honour.

R ecently, I was being 
interviewed for the 
release of my book The 

Art of Optimism. The interviewer 
asked me, “What’s the best piece 
of success or personal development 
advice you ever heard?” I thought 
a lot about this, and it’s not an easy 
question to answer as I have read 
hundreds of books on the topic and 
have heard most of the success and 
personal development speakers on 
the scene today.
        As my mind was racing to 
come up with a good answer on 
the live talk show, my memory 
harkened back to my friend 
and colleague Larry Winget. I 
met Larry through the National 
Speaker’s Association, and we have 
collaborated on several projects. 
While most people in the success 
or personal development field label 
themselves as a “motivational” 
speaker, Larry is fond of branding 
himself as an “irritational” speaker. 
Larry believes that human beings 
change when the status quo gets 
bad enough to get them to move. I 
would be the first to admit there is 
a lot of wisdom in Larry’s position.
        He and I created an audio 

project entitled Motivation vs Irritation, the thought being that people 
change to either gain pleasure or avoid pain. It comes down to the 
proverbial carrot or the stick. While I would prefer to motivate and 
encourage people to perform, I’ll admit that there are some people that 
you cannot reach without invoking at least the thought of a stick.
        As the interviewer was waiting for my response regarding the best 
advice I had ever heard, I remembered Larry recounting to me the 
story of his son leaving home to go to college. It was apparently a very 
emotional time as Larry’s son would be, at least temporarily, moving 
away from the family. They finished loading the car, and Larry turned to 
tell his son goodbye. I could almost feel the emotion as Larry shared his 
memories with me. I asked, “Did you have any sage advice for him as he 
was leaving to pursue his education and build his future?” Larry chuck-
led and repeated the advice he had given his son: “Don’t be an idiot!”
        While my initial thought was This advice was a bit abrupt or 
flippant in the situation, after further reflection, I saw the wisdom 
behind the words. “Don’t be an idiot” is a simple thought with 
wide-sweeping impact. If you were to closely examine most of the 
circumstances and conditions that keep people from succeeding and 
pursuing the life they want, often those conditions or circumstances 
were created or persist because someone was an idiot or at least acted 
like an idiot.
        While I certainly realize that we are all subject to natural 
disasters, terrible diseases, or conditions beyond our control, far too 
often, failure is a do-it-to-yourself proposition. People don’t choose 
to fail nor do they choose to get into the circumstances that promote 
failure. They too often simply ignore reality, dismiss the future, or 
fail to consider the consequences of their actions. This is a textbook 
definition for being an idiot.
        As you go through your day today, remember the sage advice, and 
don’t be an idiot.
        Today’s the day! 
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f cobbled 
streets and 
classic pubs; 
wooden 
libraries and 
stone 
mansions; 

legendary breweries and tech 
companies, Dublin is an 
ancient city that is reinventing 
itself for the next millennium.

        Colonised by the English, 
ravaged by famine, rocked by 
the Troubles, Dublin in many 
ways reflects the trials and 
tribulations faced by the Irish 
people over their long history. 
Its narrow cobbled streets and 
Dublin Castle are remnants 
of its medieval past. Georgian 
architectural wonders recall 
a time when Dublin was the 

BY 
ONG XIANG

HONG

   BUSINESS TRAVEL      

British Isles. While Dubliners 
hold fast to their ale and 
Irish beef stew, the city has 
always looked beyond Irish 
shores for inspiration. Once 
the second city of the British 
empire, Dublin has always 
maintained a cosmopolitan 
outlook. In the last two 
decades it has embraced a 
diversity of cultures while 

centre for the wool and linen 
trade with England. And the 
dock area (known as Silicon 
Dock) is home to many global 
tech companies’ European 
operations.
        With a mild climate, 
vibrant nightlife, and 
welcoming locals, Dublin is 
one of the most highly-rated 
tourist destinations in the 

O
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staying true to its Celtic roots.

GETTING IN AND AROUND
Dublin Airport is located 
approximately 10 kilometres 
north of the city centre. 
Ireland’s flag carrier, Aer 
Lingus flies to Dublin from 
many European, Middle 
Eastern, and American 
destinations.
        Europe’s largest low-
cost carrier, Ryanair also has 
Dublin Airport as one of its 
main hubs—making travel 
to and from many European 
cities affordable. Alternatively, 
Dublin can be reached by 
sea—regular passenger ferries 
connect Dublin and the United 
Kingdom. The main departure 
ports to Dublin from the UK 
are Liverpool and Holyhead in 
Wales.
        Getting around Dublin is 
also easy and affordable. The 
LUAS (a tram/light-rail system) 
runs frequently and reliably, 
and is handy for getting around 
the city centre. On the other 
hand, the DART is a suburban 
rail service runs along the coast 
servicing commuters to Dublin.

SEE AND DO
Dubliner James Joyce famously 
described Dublin as “Dear 
Dirty [Dublin], foostherfather 
of fingalls and dotthergills”. 
Dubliners today will also 
readily admit theirs isn’t the 
prettiest city, but it’s probably 
because they’re too used to 
seeing the city day in, day out. 
        The 18th century was 
the heyday of Dublin’s 
trading days—and it shows 
in its handsome Georgian 
architecture. The Four Courts, 
the Custom House, Temple Bar 
and Grafton Street are some of 
the many fine examples of the 
style reflecting the aspirations 
of Dubliners of the time.
        But Dublin’s layers of 
history extend much deeper 
than just the Georgian era. 
Medieval castles and towering 
cathedrals are on display next to 
modern restaurants and classic 
working men’s pubs. Here are 
just some of Dublin’s most 
famous things to see and do.

  St Patrick’s
Cathedral is the 
largest church in 
Ireland. Named 
after its patron 
saint, it dates 
back to 1191 
and hosts a 
number of Irish 
public national 
ceremonies.

  The Guinness
Brewery is the 
home of Dublin’s 
most famous 
export, Guinness 
stout. Visitors 
can visit the 
brewery, learn 
about the history 
of Guinness, and 
of course enjoy a 
pint or three.

  Trinity College
was modelled 
after Oxford 
and Cambridge. 
Its ancient 
architecture and 
stunning library 
are thought to 
be the finest 
examples of their 
type in Ireland.

  Grafton Street
is the principal 
shopping street 
in Dublin’s city 
centre. The street 
is pedestrianised, 
with a number 
of international 
and national 
brands being 
represented. 

  Dublin Castle
formed the heart 
of medieval 
Dublin. Today, 
the castle is open 
to public tours, 
and concerts are 
occasionally held 
on castle grounds.
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T
he year is 2019 
and technology 
shows no signs 
of slowing down. 
The past few 
decades have 

seen such a rapid advancement in 
tech and communications that it 
would not be an exaggeration to 
say we live in a completely 
connected world. We might often 
joke that today, a baby’s toy has 
now been replaced by an iPad; 
however, this is closer to the truth 
than one might expect.
        In today’s digital age, the 
internet is pretty much indispens-
able. It is very much a necessity 
for work as well as serving as an 
invaluable fount of information. 
All things should be taken in mod-
eration however. Since most of us 
tend to spend ten to twelve hours a 
day online, be it for work or social 
media, it might be a good idea to 
lay-off the internet for awhile so 
as to not become overly reliant. 
Perhaps try avoiding the internet 
outside of work for a week.
        ‘What would be the point 
of doing that?’, one might ask. It 
is quite simple if you really think 
about it. The internet has made 
us rather one dimensional. We 
wake up, check social media, go 
to work, come home, cook dinner, 
surf the web, watch Netflix, then 
sleep. If we keep this up, we risk 
becoming one dimensional and 
lacking creativity.
        The goal of this week-long 
internet fast is to improve our 
efficiency elsewhere without the 
online distractions. Instead of 
hastily putting together a quick 
meal so that we can get back to the 
web, take the time to go through 
a good cookbook and make some 
food fit for a king. 
        Rather than relying on online 
resources, tear your eyes away 
from the screen and pick up a 
book. Do research the old-fash-
ioned way to stimulate the brain, 
instead of using a search engine.
        There really is no real reason 
for trying out this activity. Rather, 
treat it as an experiment to see 
what you can achieve without rely-

ing solely on the convenience of 
the internet. Hopefully, this activ-
ity will help people find alternative 
methods for doing things; find 
enjoyment elsewhere and become 
less reliant on the web for huge 
portions of your life. 
        As a generation, we have 
become over reliant and obsessed 
with the web and are as a result 
less dynamic in the way we do 

things. Unless we can set an example, the next generation will be left 
even more vulnerable, as they are the ones who will grow up to become 
the true digital citizens of the world; who may become completely igno-
rant of who things are done before the internet. This may seem like an 
overdramatization of things, but it truly is a self-challenge, especially in 
this digital age.
        If everything goes well, hopefully we will realise that not everything 
revolves around the computer screen. There are plenty of healthier, 
more productive things to do than chain watching video after video on 
YouTube. We don’t have to do this every week. Maybe once every two 
months would strike a decent balance to keep us on our toes. 

A WEEK WITHOUT 
THE WEB

BY 
JORDAN

LOW



MUSIC MOVIEBOOK

LONG SHOT
Cast: Seth Rogan and Charlize Theron

L ong Shot is a romantic comedy that 
dips into the world of politics and 
media. In world where ruled by 

digital media and politicians, disgruntled 
journalist Fred Flarsky (Rogan) quits his job 
after his media outlet is bought by a larger firm 
with questionable ethics. His childhood friend, 
Charlotte Field (Theron) is running for the US 

presidency 
and hires 
Flarsky as 
her speech 
writer. The 
story unfolds 
as they 
struggle to 
decide what 
is more 
important, 
political 
approval or 
ethical 
decision-
making.

BRIGHTBURN
Cast: Elizabeth Banks, David Denman and Jackson A. Dunn

W
hat if a child from another world 
crash-landed on Earth, but instead of 
becoming a hero to mankind, he 

proved to be something far more sinister? 
Producer, James Gunn’s horror-themed 
superhero story wears its inspiration on its 
sleeves. It is a retelling of the Superman story, 
except with a darker twist. Rather than 
becoming the good, kind and compassionate 

individual he 
was meant 
to be, the 
’hero’ 
instead 
becomes 
dark and 
twisted. 
When he 
begins acting 
on these 
dark urges, 
his friends 
and family 
are the first 
to face 
danger. 

THINKING FAST AND SLOW 
BY DANIEL KAHNEMAN

F
rom Nobel Prize Winning 
psychologist, Daniel Kahneman, 
comes this New York Times 

bestseller that explores the two systems 
that drive the way we think. System 1 is 
fast, intuitive, and emotional; System 2 is 
slower, more deliberative, and more 
logical. 
Kahneman 
reveals 
where we 
can and 
cannot trust 
our 
intuitions 
and how we 
can tap into 
the benefits 
of slow 
thinking.

THE BOOK OF AWESOME 
BY NEIL PASRICHA

I
t’s the little things that really count. 
This is a saying that many of us have 
heard before. According to the Book 

of Awesome, it is absolutely true! With a 24/7 
news cycle reporting that the polar ice caps are 
melting, hurricanes are swirling in the seas, 
wars are heating up around the world, and the 
job market is in a deep freeze, it's tempting to 
feel that 
the world 
is falling 
apart. 
However, 
the little 
things that 
truly 
matter, 
that makes 
us smile, is 
all round 
us. This 
book is a 
celebration 
of those 
little 
things.

1 
BY THE BEATLES

1
 is a classic album that all music lovers 
should listen to at least once. It is a 
compilation album, consisting of the 

greatest hits by English rock band, The Beatles. 
While the band itself needs no introduction, the 
album consists of 27 top-chartered songs, 
remastered for our listening pleasure. The tunes 
of the best-selling band in history are guaranteed 
to keep you relaxed while you handle your 
work, cooking, exercise, or any other activity 
you need to focus on.

KIND OF BLUE 
BY MILES DAVIS

T here are many different types of 
jazz, and much of it is really 
upbeat and fun to listen to. There 

are some great songs within this genre and 
there are so many sub-genres you can 
experience that you would be spoiled for 
choice. Kind of Blue by Miles Davis is one 
of the best-selling jazz albums of all time, 
and for good reason. The album showcases 
some legendary jazz musicians, the songs 
are simple and easy to listen to.
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S EMICON Southeast Asia was held from 7-9 May at MITEC, Kuala Lumpur. It is the region’s premier industry gathering for 
connecting people, products, technologies and solutions across the global electrical and electronics (E&E) supply chain.

4
7 Hong Kong companies have been named the Best Companies to Work for in Asia by the human-resource publication, HR Asia. 
The awards night was held on 3 May at the JW Marriott Hotel, Hong Kong. Winners include leading regional and global brands like 
Coach, China Mobile, Lee Kum Kee, Melco Resorts & Entertainment, and many others. 

SEMICON SEA 2019

HR ASIA BEST COMPANIES TO WORK FOR IN ASIA AWARDS 2019, HONG KONG
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any of us are 
entrepreneurs by choice. 
But just as many are 
entrepreneurs by 
circumstance. 
        Some of us have 
harboured hopes to be 

entrepreneurs from a young age. Perhaps 
we were encouraged by the success of our 
parents or siblings. And some of us decided 
after some years that employment is just not 
for us – and being an entrepreneur is the only 
way to get to where we want to be.
        Yet, there are those among us who are 
entrepreneurs because it is thrust upon us. 
Some of us were misfits at work and wouldn’t 

have lasted long in employment. Some of us 
were deemed untrainable and perhaps even 
given the boot. Some of us had little or no 
formal education – and entrepreneurship 
could have been the only option we had. 
        All of us have worked hard to reach 
varying degrees of success. And we should be 
proud of that. 
        However, whether it’s by fate or choice, 
it is important to understand that staying still 
is not an option in business.
        Complacency, like the other C, cancer, in 
our lives, is a silent killer, and the number one 
reason businesses fail to succeed. And why 
successful businesses fail. 
        There are many examples of great 

companies that are now reduced to a 
shadow of their former selves. Blackberry 
is a prime example. Two decades ago, on a 
business dinner table for 10, you would see 
9 Blackberrys (or BB, as many of you would 
remember) on the table (the 10th would be 
either a Nokia or an Ericsson). Today, that 
would be zero. 
        The Chinese believe that family wealth 
will not last beyond three generations. The 
first generation makes the money, the second 
spends most of it, the third uses up the rest 
of it. This too, has proven accurate in many 
cases. And while each generation is better 
educated than the previous, and each having 
the benefit of a stronger head start, the 
deterioration still happens. Some credit it to a 
diminishing entrepreneurial spirit. But I think 
it’s more likely due to complacency. 
        It is easy to be lulled by success. In 1969, 
psychologist Laurence Peter studied and 
observed that as employees rise higher up in 
a corporate hierarchy, the more incompetent 
they become. Not just because the skills 
needed in the more senior roles is different 
from those required in their previous roles, 
but also because as one moves higher up, one 
becomes more complacent. 
        Success becomes one’s worst enemy. 
Staying still is not an option.
        For every businessman or entrepreneur 
reading this: when you think you’ve covered 
all bases, go through the bases again. Keep 
learning. Even if you have a thousand 
salespeople to do the legwork for you, 
spend some time to meet up with clients to 
understand what they need. Even if you have a 
thousand employees to pack those boxes to be 
shipped, go to the factory floor once in a while 
to see if there are ways to make things better. 
And when you think you’ve mastered a market 
or a niche, think bigger and see what else you 
can do. Never stay still.
        As Steve Jobs has so eloquently said: stay 
hungry, stay foolish. 
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