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C onstruction firm Lendlease and TRX City Sdn Bhd (TRXC), 
which are co-developing the Lifestyle Quarter development at 
the Tun Razak Exchange (TRX), have secured a RM2.15bil 

financing facility for a period of five years. The financing facility was 

secured from a consortium of banks, comprising HSBC, Maybank, 
Standard Chartered and Sumitomo Mitsui Banking Corporation. The 
Government last year also agreed to provide TRX City up to RM2.8 billion 
additional funding to allow the company to complete the overall project.

LENDLEASE SECURES RM2.15 BILLION LOAN FOR TRX PROJECT

SHOPEE ANNOUNCES EDUCATION COLLABORATION WITH FPX 

I
n its quest to empower more Malaysians to kick-start their 
e-commerce journey, Shopee University is collaborating 
with FPX, the official online payment partner for Shopee, by 

launching online tutorials for sellers. As an alternative to participating 
in the workshops, sellers are now able to learn and gain knowledge in 
the comfort of their own home or even on-the-go through on-demand 
content. Similar to the workshops, the online tutorials will feature 
topics on how to get started, FPX step-by-step guide on making 
payments, maximise online marketing, how to fulfill and deliver 
orders through third-party logistics partners and more.

PROPERTY SECTOR MAY TAKE YEARS TO RECOVER 

T
he property sector may take two years to recover, contrary 
to earlier predictions that the market would rebound after 
the general election last year. This is according to Rahim 

& Co research director Sulaiman Saheh, who said uncertainties in 
the global and local economic environments have weakened 
consumer sentiment, adding that issues such as affordability and 
the property overhang in the country would require time to be 
resolved. According to the National Property Information Centre, 
the number of unsold houses in the country reached a record high 
of 30,115 units in the third quarter of 2018, valued at RM19.54bil, 
which was a 48.35 per cent increase from 20,304 units in the 
previous corresponding period.



SINGAPORE ANNOUNCES BUDGET FOR A ‘STRONG, UNITED SINGAPORE’

S
ingaporean Finance Minister Heng Swee Keat announced 
the country’s Budget for 2019, by urging Singaporeans to 
reflect on the “twists and turns” in the island's history to 

chart a path forward for an even better future. The 2019 Budget tackles 
four major shifts: the shift in global economic weight towards Asia; 
rapid technological advancements; changing demographic patterns; 
and the decline in support for globalisation, with some countries 
questioning its value. For businesses, around S$4.6 billion will be 
invested to boost businesses and support Singaporean workers over the 
next three years. There will be S$3.6 billion of this earmarked to assist 
workers during industrial disruptions while S$1 billion will enable 
firms to grow their deep enterprise capabilities.

8 IN 10 SMEs WANT MORE BUSINESS INCENTIVES TO HELP ADDRESS 
URGENT CHALLENGES

A
dipstick poll conducted by DBS that SMEs in Singapore are 
looking to the government to give them a leg-up in supporting 
their business growth this year. Eight in 10 said they want 

more business incentives, as because challenges such as manpower 
issues (26.5 per cent), high operational costs (21.5 per cent) and 
growing business revenue (21 per cent) in a difficult economic 
environment continue to plague SMEs. Despite Singapore’s domestic 
economy slowing and global trade uncertainties looming, 18 per cent of 
SMEs polled are looking to expand overseas this year. However, 55 per 
cent of SMEs cited the lack of market knowledge and understanding of 
regulatory requirements as the main challenges of overseas expansion.

5

WOMEN ENTREPRENEURS EMPOWERED THROUGH ASEAN-JAPAN PROGRAM

T
he ASEAN-Japan Centre organized the 3rd ASEAN-Japan 
Women Entrepreneurs’ Linkage Program (AJWELP) in 
Kuala Lumpur, co-hosted with SMECorp Malaysia. 

AJWELP aims to create an opportunity for women startup 
entrepreneurs in ASEAN whose business is less than 5 years old to 

network and link with support companies, mentors, and other peer 
women entrepreneurs. Participants are expected to bring back the 
knowledge and experiences gained from the program and reflect 
them in their business, and to become business leaders and role 
models to junior women entrepreneurs. 
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T hai banks continued to open up their loan books to the risky 
SME sector in 2018 as loans picked up pace to 7.2 per cent 
in September 2018 from 2.4 per cent in September 2017, 

according to Fitch Solutions. SMEs, which account for a little over a 
third (33.6 per cent) of Thailand banks' overall loans, failed to benefit 

from the upswing in exports as they still grapple with deteriorating asset 
quality. “Loans to consumer and small and medium-sized enterprises 
(SMEs) have both been the fastest expanding categories since at least 
the end of 2017, and we therefore believe that they pose the largest risks 
to the Thai banking sector,” the research firm said in a report.

THAI BANKS RAMP UP LENDING TO RISKY SMEs

INDIA CALLS FOR CLOSER TIES WITH ASEAN COUNTRIES 

I
ndian Commerce Minister Suresh Prabhu on Thursday 
expressed the hope that ASEAN member nations and India 
will collectively work in a determined manner to ensure early 

conclusion of a Regional Comprehensive Economic Partnership (RCEP) 
agreement. Inaugurating the 4th India ASEAN Expo and Summit 2019 
organised by FICCI jointly with the Ministry of Commerce, Prabhu said 
that India and the ASEAN region were set to outpace global growth 
which has been marked by a continuing slowdown. Prabhu also stressed 
on the imperative of close collaboration between India and the ASEAN 
region to counter the menace of terrorism and achieve the goal of 
progress, prosperity and peace enshrined in India-ASEAN relations.

VIETNAM AIMS TO IMPROVE BUSINESS’ VALUE CHAINS 

I
n a draft plan for sustainable development of Vietnamese 
private enterprises, the Ministry of Planning and 
Investment (MPI) aims to raise the rate of enterprises 

participating in regional and global production networks and value 
chains, equal to the leading countries in ASEAN 4 by 2030. 
Statistics from the MPI show that Vietnam has only 21 per cent of 
SMEs participating in global value chains, while this figure in 
Thailand is over 30 per cent and Malaysia is 46 per cent. Vietnam 
aims to improve this by investing in technology and attracting FDI, 
instead of relying on a labour cost advantage.



A s China’s property market cools, developers are looking 
ahead to stay at the top – through embracing tech. The 
Chinese government is embracing tech as the future of 

China’s economy, while curbing the red-hot property market 
through restrictions like price caps and resale covenants. Country 
Garden Holdings, China’s top residential developer by sales, says it 

will become a high-tech conglomerate, pouring 80 billion yuan into 
the robotics sector, which it notes will be a big cost-saver. In some 
examples, Evergrande Group, the country’s third-largest developer 
by sales, is experimenting with electric cars. Greenland Holdings, 
the sixth-largest China developer by sales last year, invested 300 
million yuan in AI and smart retail company DeepBlue Technology.

CHINESE PROPERTY DEVELOPERS DIVERSIFYING INTO ROBOTICS, AI, AND GREEN CARS

INDONESIA MULLS E-COMMERCE REGULATION 
TO PROMOTE DOMESTIC PRODUCTS 

T
he Trade Ministry is preparing a regulation on e-commerce 
that will promote domestic products, the ministry’s domestic 
trade Director General Tjahya Widayanti said. Under the 

draft regulation, e-commerce marketplaces would be required to 
display local products on their platforms. Tjahya said the number of 
domestic products offered on e-commerce platforms was limited, 
therefore the government had decided to require all e-commerce 
platforms to offer local products in addition to imported products.

RAKUTEN AND JD.COM TO TIE UP FOR UNMANNED DELIVERY IN JAPAN 

M
ajor Japanese and Chinese e-commerce companies 
Rakuten Inc. and JD.com Inc. announced will tie up and 
commercialise an unmanned delivery service in Japan to 

save time, cost and labour of parcel shipments in the wake of the 
explosive growth of online shopping. Rakuten will employ drones 
and unmanned ground vehicles of JD.com, which already operates 
them in commercial services in China, as it prepares to introduce 
autonomous delivery in Japan. The Tokyo-based firm has been 
conducting experiments and trial services of autonomous parcel 
delivery since 2016, seeing it as an effective solution to the ‘last mile’ 
issue of cutting the time and cost of shipping packages from 
transportation hubs to consumers’ doors.
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IR4.0 AND THE FUTURE OF WORK
3 MARCH 2019
BERJAYA TIMES SQUARE HOTEL, 
KUALA LUMPUR
nawemstem2kl.eventbrite.com

T
he IR4.0 and the Future 
of Work conference en-
ables people and organ-

isations to learn and take action on 
workplace transformations with the 
unfolding of the Fourth Industrial 
Revolution or IR4.0. The confer-
ence is one of NAWEM’s initiatives 
to address your concerns and engen-
der awareness among the local 
workforce, supplying the know how 
to tackle upcoming challenges. We 
also look to open people’s minds to 
new ideas by pushing boundaries.

AUTOMECHANIKA KUALA LUMPUR
21-23 MARCH 2019
KUALA LUMPUR CONVENTION CENTRE
automechanika-kl.com

T
he 2019 edition of Auto-
mechanika Kuala Lum-
pur will continue applying 

‘Sourcing, Training, Entertainment’ 
as the theme, serving as an ideal plat-
form for local and overseas industry 
players to build business networks 
and expand their business in ASE-
AN and other markets. The fair will 
also feature multiple fringe events 
highlighting the potential of Internet 
of Things (IoT) technologies to re-
duce maintenance costs and improve 
road safety, show organisers have 
announced. The trade fair, which is 
the leading event of its kind for the 
automotive industry in the ASEAN 
region, attracted 246 exhibitors and 
more than 5,600 visitors to the pre-
vious edition. 

EXPORT FURNITURE 
EXHIBITION MALAYSIA
9-12 MARCH 2019
KUALA LUMPUR CONVENTION CENTRE
efe.my

E xciting exhibitors await 
buyers with their latest 

and most prestigious annual event 
of its kind and the only one to bring 
together key stakeholders from the 
entire air cargo supply chain. Join 
over 1,000 air cargo leaders and 
more than 40 exhibitors in Singa-
pore, for this action-packed World 
Cargo Symposium.

KERAMIKA INDONESIA
14-17 MARCH 2019
JAKARTA CONVENTION CENTER
keramika.co.id

R
eturning for its eighth edi-
tion, KERAMIKA contin-
ues to be the dedicated 

marketplace for the ASEAN ceram-
ics industry to congregate in the larg-
est ceramic producing country in 
ASEAN and one of the largest ce-
ramic consumers in the world, Indo-
nesia. ASAKI, the Indonesia Ceram-
ic Industry Association will showcase 
top Indonesian ceramic manufactur-
ers in KERAMIKA and feature the 
latest design and technology of Indo-
nesian ceramic manufacturers.

TAIPEI SMART CITY 
SUMMIT AND EXPO
26-29 MARCH 2019
TAIPEI NANGANG EXHIBITION CENTER
en.smartcity.org.tw

T he Taipei Smart City 
Summit and Expo will be 
addressing the growing 

demand for sustainable develop-
ment and solving urban issues, 
bringing the industry and public sec-
tors together in the most compre-
hensive intelligent solutions event in 
Asia-Pacific. This B2B-oriented plat-
form is where cities and businesses 
meet their future opportunities. 
Highlights include a Mayors’ Sum-
mit with 120 city leaders from 
across the globe, as well as the 
World Telecom Smart City Confer-
ence on the sidelines.

ASIA PACIFIC RAIL EXPO
19-20 MARCH 2019
HONG KONG CONVENTION & 
EXHIBITION CENTRE
terrapinn.com/exhibition/
asia-pacific-rail

W
ith more than 40,000 ki-
lometres of rail projects 

either planned or under construc-
tion, Asia Pacific is the most exciting 
rail market in the world. Asia Pacific 
Rail provides an excellent opportu-
nity for railway industry leaders and 
lead suppliers of systems and tech-
nology to exchange the latest news, 
views, and information on new tech-
nology and equipment. 

PROPAK VIETNAM 2019
19-21 MARCH 2019
SAIGON EXHIBITION AND CONVENTION 
CENTER, HO CHI MINH CITY
propakvietnam.com

P
roPak Vietnam 2019 is 
the largest and most in-
ternational trade event 

for the rapidly expanding processing 
and packaging industries in Viet-
nam and Indochina. This annual 
event is dedicated to technology sup-
pliers involved in the food, drink 
and pharmaceutical processing and 
packaging, plus the printing and la-
belling industries, bringing together 
thousands of industry leaders and 
professionals from all segments of 
the supply chain under one roof. 

GLOBAL FEED & FOOD CONGRESS
11-13 MARCH 2019
SHANGRI-LA HOTEL, BANGKOK
gffc2019.com

T
he 6th Global Feed & 
Food Congress (GFFC) 
will bring together lead-

ers from the global feed and food 
chain in Bangkok, Thailand, on 11-
13 March 2019 under the theme 
‘The future of Feed & Food – are 
we ready?’ Organized by the Inter-
national Feed Industry Federation 
(IFIF) with technical support pro-
vided by the Food and Agriculture 
Organization of the United Nations 
(FAO), the Congress links to the 
global challenge to provide safe, af-
fordable, nutritious and sustainable 
animal protein sources through in-
novative solutions to feed 9 billion 
people by 2050 and reflects our 
shared vision to achieve this for a 
growing world population now and 
for the future. 

display of top quality modern and 
contemporary furniture where the 
latest designs for bedrooms, living 
areas, kitchen, children, office, out-
door living, hotel lounges including 
furniture parts and accessories. The 
four-day event spreads over 35,000 
square meters and with more than 
350 exhibitors, you will find all the 
main Malaysian and many interna-
tional brands here – giving you a 
complete in depth representation of 
what’s available in the furniture and 
furnishings industry today. Don’t 
miss out on one of the biggest furni-
ture trade exhibitions of the year.

ETAIL ASIA 2019
5-7 MARCH 2019
SHERATON TOWERS, SINGAPORE
etailasia.wbresearch.com

E
Tail Asia is the destina-
tion event for large, estab-
lished e-retailers to share 

best practice, challenge convention 
and network among the leaders of 
Asian eCommerce and digital mar-
keting. The changing landscape of 
disruptive technologies and lacklus-
ter cookie cutter methods have also 
forced businesses to embrace 
change in recent years. To reap the 
benefits of fully, engaged customers, 
brands have to build affinity through 
personalisation and customisation 
where communication strategies 
have to be adapted accordingly to 
each individual based on their pref-
erence. eTail Asia addresses the nar-
rative in wielding marketing efforts 
around customers which helps them 
to resonate with a brand bringing 
about a revolutionary change in pur-
chasing decisions.

WORLD CARGO SYMPOSIUM
12-14 MARCH
MARINA BAY SANDS, SINGAPORE
iata.org/events

T
he World Cargo Sympo-
sium (WCS) is the largest 
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LG SIGNATURE OLED TV R9    

I
t’s not a small TV – it’s just rolled up. Dubbed the R9, it has a 65-inch OLED display that rolls up into 
a sleek metal box, which also houses a 100W Dolby Atmos audio system hidden behind Kvadrat 
fabric. While the entire screen can hide away inside the enclosure, the Line View mode leaves a 
quarter of it visible for tasks like music playback.

KITCHENAID COOK PROCESSOR CONNECT  

T
ired of cooking everyday? 
KitchenAid’s do-it-all machine 
automatically stirs veggies as they 
sauté, chops ingredients to your 
preferred size, kneads dough, 

steams food, measures weight, and more. It also 
comes programmed with 100 recipes with 
step-by-step instructions accessed through an app. 
It's like an Instant Pot, but pretty.

                 GERBER SHARD     

Y
ou never know when you’re going to need a tool to get the job 
done, but carrying around a tool bag with you everywhere you 
go is both impractical and unfashionable. That’s why the Gerber 
Shard keychain tool is one of the most useful gadgets out there. 
It comes with a miniature built-in prybar, a bottle opener, a 

screwdriver that does double-duty as a Philips and flat head, and unlike most 
other multitools, it doesn’t have a blade so it’s airline safe.

BY 
ONG XIANG 

HONG
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SONY GLASS SOUND SPEAKER     

S
ony’s quirky gadget somehow manages to be both mainstream and weird at the same time. It’s a wireless speaker 
(Bluetooth and Wi-Fi), producing a delicate, beguiling tone that is highly attractive. But what produces the sound is the 
actual glass vibrating – needless to say, don’t drop it. The inside also lights up with an LED light at the base, which can 
be set to flicker like a candle. Romantic.

GARMIN SPEAK PLUS     

A
dash cam that went to university, 
Garmin’s latest offering doesn’t just 
record what’s in front of you. It’s also 
constantly looking to see what’s in front 
of you. Since most of the time there 

won’t be anything worth recording, Garmin cleverly 
puts its camera to use in other ways. As you drive, the 
Speak Plus uses its camera to help you avoid future 
accidents (and instances of recording). That’s where 
the smart comes in: the Speak Plus will play a series 
of audible tones to alert you whenever you swerve out 
of your lane or get too close to the car in front of you.

PANASONIC LET’S NOTE    

T
he Panasonic Let's Note series is Japan’s answer to the 
popularity of Apple MacBooks and MacBook Air 
laptops in the US. As premium (and as expensive) as 
Apple’s finest, Panasonic’s laptop is proudly made in 
Japan, differentiating them from all the other brands 

which are made overseas. For that reason, Panasonic is not currently 
selling the Let’s Note line outside of Japan. Packing a slew of features 
that would make any other laptop jealous, Panasonic’s offering is also 
touted to be the lightest laptop available on the Japanese market.
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W
     hen people think about video games, they think of Space 

Invaders, Counter-Strike, Final Fantasy and their ilk. To 
the general public, gaming is a form of entertainment 
and relaxation.
        While the video game industry itself is becoming more 
important with the rise of e-sports and mainstream gaming, 
a curious new phenomenon is emerging. Organisations are 
incorporating gaming elements into their company strategies 
– be it HR, marketing, or sales.
        This phenomenon is known as gamification. It is the 
application of game-design elements and game principles 
in non-game contexts, employing game design elements 
to improve user engagement, organizational productivity, 

employee recruitment and learning, and more. 
        Gamification relies on psychological tricks to influence the target audience into participating 
in whatever task the ‘game’ sets out to do. In this issue, SME explores the burgeoning world of 
gamification, and whether it is suitable for your company.

WHAT IS GAMIFICATION?
Even before the advent of the television, games have been used for millennia to educate children 
in skills like counting, motor coordination, and social skills. They increase motivation through 
engagement – something which video games also seek to do.
        While the psychology behind gamification is still being studied, the basic gameplay loop 
is well-known to game designers. Game mechanics such as high scores, levels, missions, 
and badges are just some of the ways game designers use to engage with players. These 
mechanics give players a goal to work towards, while providing context and rules to the task 
they are undertaking. 

Psychologists break these down into three basic elements:

  AUTONOMY: You gain motivation when you’re in charge. When you feel like you’re in charge,
you tend to stick to your goals for a longer period of time.

  VALUE: You’re more motivated when you value a subject. If you think a goal is important
there’s a better chance you’ll complete it.

  COMPETENCE: The better you get at something, the more likely it is you’ll continue doing
it. Likewise, when you know that something takes hard work as opposed to some innate talent, 
you’re more likely to keep trying at it.
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This is vastly simplified, but these points 
help us understand how gamification taps 
into our innate motivations. In the context 
of gamification, this means the best games 
tap into your intrinsic motivation while 
providing rewards.
        For businesses, gamification is the 
process of taking something that already 
exists – a website, an enterprise application, 
an online community – and integrating game 
mechanics into it to motivate participation, 
engagement, and loyalty. Gamification takes 
the data-driven techniques that game designers 
use to engage players, and applies them to 
non-game experiences to motivate actions that 
add value to a business.
        Application of Gamification in Business
Despite what people might visualise when 
hearing the term ‘gamification’, it isn’t 
simply games that are built for business 
purposes. Gamification is all about expanding 
the implementation of an already existing 
experience or process in the business, rather 
than building something new from scratch. 
It isn’t a game – however gamification in the 
workplace can definitely be a game changer.
        To explain that, we shall focus on several 
major aspects that are highly and positively 
affected by gamification.

EMPLOYEE ENGAGEMENT
Employee engagement is firmly linked 
to key organizational outcomes. Lack of 
engagement is a major drawback in business, 
while engaged employees can save companies 
billions of dollars driving intrinsic motivation 
and a yearning to achieve more. With 
gamification, employees can easily track 
their own work progress, understand their 
strengths and weaknesses and be directed 
into the actions that will add to their progress 
and success. 

AS PART OF MARKETING STRATEGY
Businesses need creative marketing 
strategies to spread their company message 
and promote their brand. Gamification 
has become a popular strategy to reach 
consumers online and through connected 
mobile devices. Gaming techniques such as 
competition, ranking lists, scoring systems, 
and incentives are used to attract customers 
with the overarching goal of building brand 
loyalty, creating connections, and giving 
customers a reason to keep returning to the 
brand and purchase products and services. 
Gamification tools also aid in collecting 
customer data, increasing engagement, 
boosting the company brand and promoting 
repeat business. 

BOOSTING EMPLOYEE PERFORMANCE
Humans are naturally competitive, and friendly competition spurs improvement. Gamifying 
employee performance can be as simple as creating a leaderboard where employees can measure 
their performance against their co-workers. Rankings can be calculated by several measurable 
factors and by individual or team performance. However, if implemented incorrectly, it can 
damage morale and cause friction between colleagues.

SOLVING COMPLEX CHALLENGES
Game mechanics can also be used to crowdsource solutions to difficult problems. For example, 
in 2011, the University of Washington in Seattle launched Foldit, an online puzzle game to help 
researchers understand the structure of the AIDS virus. Tracking their competing scores through 
shared leaderboards, Foldit’s 240,000 players solved a problem in three weeks that had eluded 
scientists for 15 years.

THE GAMIFICATION PROCESS
Gamification can help or hinder your business. A well-designed game can increase engagement 
and motivate your target audience. Furthermore, it tracks many metrics at once. 
        It is an ongoing process and must be monitored actively. Done well, gamification can 
deliver KPI improvements for the stated objective.
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  Ride-hailing companies like Uber and Grab
employ gamification techniques to get 
drivers to stay on the road longer. For 
example, they use earnings goals, badges 
for driving achievements, and messages 
telling them to go to a certain high-demand 
area. This is aimed at decreasing waiting 
times for passengers and increasing the 
number of rides, ultimately increasing 
revenue for the company.

  Domino’s Pizza experimented with the
gaming app Pizza Hero, increasing 
sales revenue by 30 per cent by letting 
customers create their own pizza with an 
app. The gameplay of the pizza-making 
simulates daily work life at Domino’s, and 
the best players actually got a chance to 
work at their local store.

  Sportswear maker Nike created NikeFuel,
a unit of measurement for tracking 
fitness activity for its Nike+ products. All 
products under the Nike+ brand allow 
the user to earn NikeFuel, including the 
Nike+ FuelBand wristband, Nike+ apps 
for smartphones, and the Nike+ Kinect 
Training exercise game for the Xbox.

MAKING GAMIFICATION WORK
If gamification is to prove its doubters wrong, then businesses must take greater care before 
introducing the concept. First of all, organisations need to commit resources to analysing the 
business areas that could stand to benefit from game mechanics. Introducing gamification on a 
whim, simply because other companies are doing so, is a waste of time and money.
        Businesses should also ensure they have the right company culture in place before they 
explore game-like applications in the workplace. Organisations that are open-minded towards 
new ideas are likely to benefit, but businesses already existing within a high-pressure environment 
should be wary of bringing another competitive element into their employees’ lives.
        And while it may sound obvious, it is important that newly introduced game elements are 
actually fun. In order to achieve this, businesses need to think creatively about the ways they use 
gamification. Conversely, simply promising your administrative employees a certificate for the 
fastest worker won’t actually make their duties any more engaging.
        Most importantly of all, gamification efforts must focus on developing intrinsic motivation 
within employees rather than just concentrating on extrinsic rewards. In practice, this is difficult 
because intrinsic motivations are often deep-rooted and psychological. They are driven by a 
person’s innate desire to explore, learn and realise their full potential – not points on a league 
table. One way for businesses to tap into these intrinsic motivations is by ensuring that corporate 
objectives do not become the main focus of their gamification proposals.
        As this trend develops further, it is likely that more and more businesses will adopt 
gamification as a way of improving their bottom line. In the offices of the future, employees 
shouldn’t be surprised if they are asked to not only work hard, but play hard, too.

GAMIFICATION CASE STUDIES
  Hong Leong Bank’s e-learning mobile app for employees, ‘SmartUp’ provides bite sized

learning programs to employees to facilitate continuous acquisition of new knowledge 
and development of their skills base. It encourages active participation by staff through 
gamification elements like point scoring, quizzes, polls, and leaderboard competitions.
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GAMIFICATION: 
CHANGING THE NAME OF THE GAME FOR CONSUMER ENGAGEMENT

BY 
JEROME 

KIM 

G
amification, the use of 
game thinking and 
game mechanics in 
non-game contexts, is 
becoming the core 
engagement strategy for 
many leading brands 

and businesses even in Malaysia.
        Not surprising, as experience businesses 
is growing in demand and gamification is 
ultimately a strategy to leverage on consumer 
behaviour to deliver meaningful experiences 
across various platforms that keeps customers 
coming back for more. 
        With technological innovations, such 
as Adobe Experience Cloud, global brands 
and local SMEs alike have the capabilities to 
gain insights into customer behaviour and 
deliver personalised omni-channel experiences 
throughout the entire customer journey. 
        Thus, there’s a huge benefit for SMEs 
to leverage on this opportunity to apply 
gamification across multiple platforms when 
engaging with the modern customer to have 
that competitive edge. 

COMPELLING AN AUDIENCE TO ACT
LinkedIn, the world's largest professional 
network, displays a progress bar that assigns 
users with a rating, such as from beginner or 
intermediate, to reflect the user’s progress. 
It plays to that competitive itch that gaming 
scratches, egging users on to reach the coveted 
all-star status.
        This is a classic gamification tactic 
of employing game-design elements and 
principles. Essentially, this means adding fun, 
motivation, and the stimulus of reward into 
the sales pipeline. For LinkedIn, this means 
gamifying everything from profile views to 
skills and endorsements.
        Businesses harness these principles for a 
myriad of different purposes. Grab maintains 
customers’ consistent use with GrabRewards 
points. Waze keeps its map up to date with 
“mood icons” for incident reports as well 
as a progress bar with public leaderboards. 
Insurance companies make its customers 
become better drivers by increasing the total 
sum-assured in proportion to years without 
reported accidents.

BUILDING CUSTOMER LOYALTY
While building brand loyalty may be a 
daunting task for even global brands, 
businesses are utilizing gamification to keep 
their customers coming back for more. 

        Malaysian leading e-commerce companies, such as Lazada, have already adopted 
gamification within their customer engagement strategy, as seen from the recent Lazada ‘Slash 
the Leng Chai’ campaign. Users were required to take part in a reverse auction by acquiring 48 
“slashes” needed to bring down prices from RM8,888 to RM0. Shopee, on the other hand, has 
an equivalent to Lazada’s ‘Slash It’ game, known as the Shopee Shake game.
        Every aspect of the experience is designed to keep customers coming back, earning more 
rewards, and spending more money.

INCREASING ENGAGEMENT, AWARENESS, AND SALES
Game-based content appeals to the gamer in us all, so it naturally stands out. That said, the 
gameplay and incentives must appeal to the target audience, while the content and flow of the 
game should be built around the motive of the individual consumer on various platforms. 
        Despite this, local SMEs may not have the additional resources to maintain multiple platforms.
        However, with innovative solutions such as Adobe Experience Cloud and Adobe Experience 
Manager, businesses can engage customers and increase conversion by bringing together media, 
content, and data to deliver seamless experiences across every channel.
        Businesses can also utilise artificial intelligence, to uncover data on various platforms that 
drive conversion and loyalty. “Data and analytics provide insights into which calls-to-action 
resonates the most with users,” stated Michael Hodgson, Adobe Product Manager, Adobe Cloud 
Platform. This enables businesses to weave in those insights of customer motivation within the 
gamification strategy. 
        With the increasingly-digital business landscape in Malaysia, the gamification strategy is 
a viable avenue for local SMEs to even out the playing field and remain competitive, even with 
global companies foraying into the vibrant Malaysian market. However, for gamification to be 
effective, a deep understanding of customer behaviour through data is imperative. Without it, 
gamification can easily fall into the trap of just being bells and whistles – distracting customers 
from the product, rather than engaging them. 
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ferent from consumer software. In enterprise 
software, the cost of ownership and return on 
investment are big factors that drive sales. 
        Engineering requirements for enterprise 
software also have special needs depending on 
the client. The requirements around hardware, 
localisation, security, scalability, and interoper-
ability are factors that need to be taken into 
consideration early on in the product develop-
ment cycle. As a result, enterprise software is 
highly customisable by the organisation seek-
ing to deploy it – a trait that most distinguishes 

it from consumer software.
        A further innovation in enterprise 
software distribution is the concept of 
software as a service (SaaS). SaaS models 
licence software to the client on a subscription 
basis and is centrally hosted. Compared 
to the traditional one-time purchase and 
on-site deployment, SaaS allows for greater 
flexibility both for the vendor and the client. 
As mentioned, it eliminates the need for 
physical deployment, negating the need for 
middlemen. High-speed Internet also allows 

S
oftware is the language 
that humans use to 
speak to computers. 
When we interact with 
our PC or our 
smartphone, we do so 
through software. 
Whether its typing using 

a word processor, playing games on your 
phone, or surfing the Internet, the digital 
world is interfaced through software.
        Our personal devices, such as our 
computer at home or smartphone, use 
consumer software. Consumer-focused 
applications usually place a premium on 
usability and ease of use. They can be used for 
leisure, social media, or personal business. 
        On the other hand, enterprise software is 
used to satisfy the needs of businesses rather 
than individual users. They focus on one 
thing and one thing only: productivity. The 
underlying technology that powers enterprises 
has the complexity, security and failover 
requirements comparable to an airliner. 
These mission critical systems power the 
infrastructure that thousands of firms, big and 
small, rely on for their daily operations. 

WHAT IS ENTERPRISE SOFTWARE?
The most visible use of enterprise software 
to the average consumer would be in the web 
pages we browse through daily. The one-
click shopping, Facebook likes, and Internet 
videos are all powered by scripts, directives, 
databases, and other automated functions 
performed by server-side software. By viewing 
the web page source in a text editor, the 
user can see the underlying code running 
commands to this software.
        Of course, enterprise software 
goes much deeper than that. For many 
organisations, enterprise software automates 
many repetitive tasks that take time and 
manpower to perform. Automated billing 
systems, email marketing campaigns, and 
information management are just some of the 
tasks enterprise software can automate. 
But many software solutions can also extend 
business capabilities. Enterprise applications 
are about the display, manipulation, and 
storage of large amounts of often complex 
data – and modern software is designed to 
make sense of this data. The rise of Big Data 
and AI algorithms can also assist business 
decision makers in looking at enterprise 
resource planning and customer relationship 
management, among others. 
        Such software can be developed and 
deployed in-house, but in the vast majority of 
situations, companies engage third-party ven-
dors to develop and deploy it for them. Here, 
pricing and packaging needs can be very dif-
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together with their tech partners. 
        She adds, “SMEs can, over time, take 
bite-sized pieces of technology. For example, 
if an SME says ‘I want to do Big Data and 
AI’, it can be quite daunting, like swallowing 
an elephant all at once. So, SMEs should 
take technology on in manageable chunks, 
and monitor and measure how effective that 
technology is doing for the business. Even in 
the decision on ‘what should I invest in’, ask 
how it will add value to the company. When 
the newly integrated technology is working 
well, take another bite, take another step, 
and introduce more advanced tech into the 
business. Think about the RoI, and the reach 
of your products and services.”  

for instantaneous access after purchase.
        In addition, the SaaS vendor can more 
easily manage updates and troubleshoot 
user complaints. For the customer, access 
to the software can be done through a thin 
client machine, allowing for greater savings 
on hardware. Moreover, compared to the 
larger cost of a one-time purchase, the SaaS 
subscription model permits clients greater 
flexibility in managing cash flow.

ENTERPRISE SOFTWARE AND SMEs
It is undeniable that firms which embrace tech-
nology in their processes are more agile, pro-
ductive, and ultimately more profitable than 
firms that don’t. However, SMEs in the region 
often have reservations adopting technology. 
        Arlene Wherrett, Vice President and 
Managing Director of Sage Asia says: “The 
reluctance among business owners is that it 
takes time, money, and effort to implement 
technology. Furthermore, it also takes a 
certain mindset to change, as SMEs like to do 
things the way things have been done. They 
are very comfortable with this, especially the 
older generation of SME owners.”
        “According to our research, only 50 per 
cent of SMEs are using enterprise software. Of 
those that are using software, they’re probably 
only using a small fraction of the functionality 
that they signed up for,” adds Wherrett. 
        Consequently, SMEs are finding that 
adopting enterprise software is a hard sell, 
preferring instead to stick with consumer-
grade software that they might be familiar 
with. On the other hand, the capabilities 
of enterprise software far outstrip that of 
consumer software, if used for the same 
task. The productivity gains are there to be 
unlocked. Wherrett says: “When it gets right 
down to it, get good at the basics. Make 
sure that you’re actually using the functions 
inherent in the software.”
        A further concern that SMEs may have, 
especially with SaaS software is data security. 
As more and more data is stored offsite in the 
cloud, the security practices of their vendors 
may become a concern. Therefore, SMEs 
should undergo thorough research before 
choosing a technology partner that they are 
comfortable with. While no system is 100 
per cent secure, best practices by both the 
vendor and client can minimise the risk of 
a data breach. Besides, the proliferation of 
data privacy laws like the European Union’s 
General Data Protection Regulation (GDPR) 
gives teeth to regulators, further strengthening 
vendors’ commitment to data security.
        Ultimately, the return on investment 
is what makes enterprise software worth it. 
Though it may seem daunting, SMEs need not 
go straight into the deep end. For Wherrett 
and Sage Asia, it’s a journey for SMEs, 

“SMEs can, over 
time, take bite-sized 
pieces of technology…
Think about the 
RoI, and the reach 
of your products and 
services.” 

Arlene Wherrett, Vice 
President and Managing 
Director of Sage Asia
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S
ales are the lifeblood of 
every business. That’s 
why it is critical that the 
business owner and his 
or her team understand 
the importance of 
bringing in sales. Not 
only that – making sales 

plans and putting them into action are as 
important as the executing the sale itself. 
        It used to be that companies relied 
on salespeople to do local sales and 
‘relationship sales’ to people that they 
know. However, with the proliferation of 
data analytics and customer relationship 
management (CRM) tools, planning a 
sales strategy now involves crunching the 
numbers, looking at sales cycles, working 
with a marketing campaign, etc.
        This is where Konsyg comes in. 
Konsyg is a global provider of on-demand 
sales services for technologies – ideal for 
organizations looking to boost conversions 
for underperforming products or companies 
looking to build sales teams. Konsyg allows 
leaders to focus on the core business while 
acting on the behalf of the client.
        With a fully trained team ready to 
launch a four-quarter plan to overhaul an 
existing sales strategy or build a new one 
from the ground up, Konsyg aims to take the 
guesswork out of one of the most difficult 
aspects of a new business: hiring a sales staff 
and implementing a sound strategy to earn 
revenue and attract investors.
        Konsyg was founded by William 
Gilchrist, an ex-Google regional sales 
manager and Head of Knowledge for 
the APAC region. He says: “Konsyg was 
inspired from identifying gaps in the sales 
process, training and general leadership 
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across a variety of tech organizations. 
After working in sales over the last decade, 
I noticed patterns in sales departments 
that are not being addressed due to legacy 
policies forcing archaic outlooks and/or 
lack of personal interest from management 
to make improvements. All of which have 
been holding companies back from creating 
scalable and logical sales campaigns across 
their targeted regions.”
        “The vast majority of companies have 
misunderstood what sales representatives are 
fully designed to do within organizations. It 
is not as simple as the common, “salespeople" 
are there to make money for us,” which 
is the root cause of the common vibe of 
under-appreciating and under-developing 
internal sales resources. It is a more complex 
combination of not only sales representative 
training, but sales management training 
in order to inspire revenue generating 
headcounts to bring sustainable revenue 
targets. In my experience, the level of sales 
management training in the technology space 
has been next to non-existent. Everyone 
seems to be ‘figuring it out’,” he adds.
        When Konsyg started out, their first 
client was a cybersecurity company that 
also started out around the same time. They 
needed assistance in building out their sales 
functions and ultimately a sales process in 
order to showcase their services. They were 
without a sales team, leadership or process. 
According to Gilchrist, this campaign was a 
huge learning experience for Konsyg in terms 
of client management. With this particular 
campaign, the team began learning how to 
develop the proper data points a client would 
want to see on a weekly basis. 
        Salespeople naturally struggle with 
good CRM hygiene and this forced Konsyg 
to hire a full data team just to constantly 
record the activities of the field and inside 
sales teams. It was also the first time the 
team began recording and writing down 
activities for the client – which is a practice 
carried on until today.
        In addition, Konsyg has also struggled 
with companies’ impatience. Gilchrist says: 
“Companies tend to have a difficult time 
understanding how sales actually works. 
Being misunderstood in this trade is by far 
the biggest challenge and leads to client 
over-forecasting, or not committing to 
expectations that have been set in terms of 
developing realistic sustainable revenue. 
The misconception is that salespeople are 
magicians that can magically predict how 
your product will sell tomorrow and be able 

to forecast the sell-ability of any product.” 
        He adds: “Every time we speak to a 
prospect I always hear the question, ‘How 
much do you think you can sell for us in the 
next 4 weeks?’ as if we had a crystal ball. 
Or the best one is, ‘I have been able to sell 
a few of these to people within my personal 
network and that took about a month, so I am 
assuming you guys can start closing business 
for us in 48 hours.’ Baseless understanding 
of how conversions work or what a true sales 
cycle prediction can do for anyone’s business. 
It takes time to develop these answers, time 
that a lot of companies are not willing to give 
to a sales team.”
        Nevertheless, Konsyg has found success 

with their formula. Various MNCs and 
unicorn startups are clients of theirs and 
would hate to let others know that they 
need assistance from William's team. The 
majority of Konsyg's portfolio are MNCs and 
a selected number of fast-growing startups. 
The majority of their clients have between 
20-100+ staff. 
        Lastly, Gilchrist has some advice for 
anyone seeking to enter this field: “Get an 
outbound new business cold calling sales role 
(inside sales, where you have to also do your 
own prospecting). If you start by cold calling, 
(which is the hardest job I ever had), you will 
understand what it takes to be a salesperson 
within about six months.” 
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Only the best 100 can stand on the SME100® Malaysia Fast Moving Companies 2018 red-
carpet! In its tenth year, SME100® announced new winners, new categories and new 

awards!

At the Kuala Lumpur Convention Centre Grand Ballroom, prominent figures at the Gala 
Dinner include Guest-of-Honour Yang Berhormat Dr Ong Kian Ming, Deputy Minister of 
International Trade and Industry, VVIPs Puan Wan Suraya Wan Mohd Radzi, Secretary 
General for the Ministry of Entrepreneur Development, Mr Rizal Nainy, Acting CEO of SME 
Corp, Dato William Ng, Managing Director of Business Media International, Mr Koay Chiew 
Guan, President of SAMENTA, Mr Eric Chin, CEO of CTOS Data Systems Sdn Bhd, Dato’ 
Lock Peng Kuan, Partner and Co-leader of Baker Tilly (Malaysia), En. Kamarul Ariffin Bin 
Mohd Jamil, Group CEO of AffinBank Berhad, and Datuk Paul Chan, Co-founder, Vice-

chancellor and President of HELP University.

ANNOUNCEMENT!
THE TOP 100 FAST MOVING 

COMPANIES OF MALAYSIA FOR 2018

THE ULTIMATE RECOGNITION FOR SMEs
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The SME100® CTOS Credit Excellence Award and the Golden 
Abacus is awarded for consistent credit excellence including 
history of business, viability and sustainability based on financial 
reports, credibility and reputation of the 
business owner and overall growth of the 
company.

Believing strongly that business is built 
on trust, SME100® partners with CTOS to 
validate companies within the SME100® 
programme under this groundbreaking 
category to instill trust, transparency and 
integrity among our SMEs. 

#trustisgold

Talents win the race. 

The CEO Academy is introduced this year by Business Media 
International to help SMEs and their founders to narrow the 
gap between changing market demands and their perceived 
capability as part of the SME100® Growth Partnership Agenda 

The SME100® CEO Academy this year is held in partnership with 
HELP University, and includes:
• Intensive 1-day courses spread across the year
• Real-life, industrial driven syllabus suitable for entrepreneurs 

with any educational background
• Flexible candidate selection: CEO to attend, or nominate any 

employee to attend, or a mix of both - fully flexible.
• Compact and interactive groups for optimum learning
• Learning accreditation for individual 

subjects and course completion

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

Fast growing SMEs can only thrive in a strong ecosystem. 

As such, SME100® launches the SME100® Contribution to SME 
Award to recognise an organisation or individual for efforts in 
developing and supporting the SME sector over an extended 
period of time.

This year, there are five nominees, 
comprising of four organisations 
and one individual, selected by 
SME Magazine which are then 
opened to voting by past and 
current SME100 recipients.
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SHUFU



MOVING CHINA AND 
THE WORLD

T
he history of the automobile is scattered with 
brilliant entrepreneurs. Karl Benz’s horseless 
carriage, Henry Ford’s mass production 
techniques, and Soichiro Honda’s dream of 
getting post-war Japan mobile again – these are 
some of the enduring names in automotive 
history that live on through their cars.
        On the other hand, Li Shufu’s name is not 
on any of his cars. But the company that he 

founded – Geely Automobile – may well be the name that transforms 
the automotive world to face its next era. Emissions-free vehicles, self-
driving cars, and even flying cars are some of the mobility solutions 
explored by Geely. 
        But how did the son of a farming community find his way in the 
cutthroat world of automotive manufacturing? How did Geely rise to the 
challenge and outmaneuver many of its bigger domestic rivals? In this 
issue of SME, we explore the contemporary rags-to-riches story of China’s 
most visionary auto magnate.

ENTREPRENEUR FROM DAY ONE
Li Shufu was born in 1963, the third son out of four siblings in a poor 
rural family. Back then, owning a car was beyond the dreams of many 
Chinese people. Only high-ranking government officials had ‘Red Flag’ 
limousines, which passed by Li’s village frequently on the way to the 
nearby military airport. The young Li was enamoured by those machines, 
building models out of sand. 
        As his family was too poor to support his further education, 
Li did not go on to university. At the age of 19, Li was forced to be 
an entrepreneur, using a loan of 120 yuan from his father to start a 
photography business. At first, he was an itinerant photographer, using an 
inexpensive camera to take pictures of tourists at scenic spots. 
        Soon, he earned enough to open a studio of his own. His experience 
in the photography business also led him to try extracting gold and silver 
from used equipment. However, increasing competition forced him out of 
the business.

FEELING LUCKY
Li’s second venture was into manufacturing refrigerators and refrigeration 
components. It was here that Li truly honed his business skills, and he 
regards this venture as ‘year zero’ of his entrepreneurial journey. 
        At the time, owning a refrigerator was a status symbol in Chinese 
cities. Demand for refrigerators in newly-developing China was sky-
high, and producers could not keep up with demand. Li decided to join 
the bandwagon and start a company named Geely, which means ‘lucky’ 
in Chinese.
        Initially, Geely made refrigeration components, then moved on to 
making full-fledged refrigerator units under the ‘Arctic Flower’ brand. Li 
managed to build Geely from nothing to having a total value of 400-500 
million yuan. In his mid-twenties, Li was already a multimillionaire.
        However, in 1989 the Chinese government started giving out 
production licenses for refrigerators, and Geely was not one of the lucky 
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licensees. Li then departed the business and 
entered university. His undergraduate studies were 
in management engineering at Harbin University 
of Science and Technology, while his postgraduate 
degree was in mechanical engineering from 
Yanshan University.

GETTING INTO MOBILITY
After his studies, Li moved into the motorcycle 
business. In 1993, he revived the Geely name 
and acquired a state-owned motorcycle factory in 
Zhejiang Province. Li took the lead in developing 
a refined four-stroke engine, in an era where 
Chinese two-wheelers were using noisy and 
polluting two-stroke engines. Within the year, 
Geely motorcycles led sales throughout China, 
and were exported to 32 countries, including 
Europe and the United States.
        With the motorcycle business secure, Li 
looked towards automobile manufacturing. Before 
Geely was producing motorcycles, Li was already 
looking at making cars. But initial consultations 
with government bureaus left Li without easy 
access to automobile production, due to limitations 
placed on the industry. Now though, Li felt that the 
time was right for Geely to enter car production. 
        As a private company, Geely could not 
rely on government support for his car making 
venture. Furthermore, Geely needed a licence 
to produce cars. Geely’s existing plant in 
Zhejiang lacked that licence. For that, Li located 
a defunct prison factory in Sichuan province 
which produced trucks, but still held its licence. 
Li struck a deal with the prison factory they 
would invest 24 million yuan, take 70 per cent 
of the shares and create the Sichuan Geely Boyin 
Automotive Company. After the elderly prison 
director passed away, Li bought the remaining 30 
per cent and moved the factory equipment back to 
Zhejiang.
        Li loved Mercedes-Benz cars, and dreamt 
of creating the ‘Chinese Mercedes’. He acquired 
and disassembled a Benz E-class sedan, then 
went to state manufacturer FAW to buy their Red 
Flag platform, engine, and gearbox. As the Benz 
E-class and Red Flag’s sizing were about the same, 
Li created his first Geely car, named the Geely 
Number One. The body was made of reinforced 
fiberglass plastic. Li took his prototype downtown, 
and took out several ads in local newspapers. He 
received a lot of attention and queries about info 
and prices, but quality control became a major 
issue.
        Li quickly realised that making a luxury car to 
compete with Mercedes-Benz was beyond Geely’s 
limited capacity. So he decided to start out with 
small, cheap runabouts for everyday use. Based 
on the Daihatsu Charade and licenced from FAW, 
the first Geely Haoqing hatchback rolled off the 
Zhejiang assembly plant line in 1998. 
        But quality control issues still plagued the 
fledgling car maker. Geely’s initial production 
run was unsatisfactory, and Li decided not to 
sell it. The second batch was also scrapped by 
Li – while the third batch finally met his approval. 



up with rising fuel prices and overdependence 
on SUV sales. Volvo itself was also a drag on 
Ford’s finances: aging platforms and a staid 
image did not help sales among the coveted 
younger demographic.
        When Li next met senior Ford executives 
in 2008, the financial crisis was in full swing. 
The American auto industry was headed for 
a crash, and Ford CEO Alan Mulally was 
ready to listen to offers for Volvo. As talks 
dragged on over the deal, Ford’s Detroit 
rivals GM and Chrysler both filed for Chapter 
11 bankruptcy within a month of each other. 
In October 2009, Geely was named preferred 
bidder for Volvo.
        In January 2010, Li returned to the 
Detroit Auto Show in triumph, having reached 
a deal with Ford to acquire Volvo for US$1.8 
billion – less than a third of what Ford paid for 
it. It was (and remains) the largest overseas 
acquisition by a Chinese automaker, and a 
coup for Li, who once dreamed of making the 
luxury cars Volvo makes. 
        But the daunting task of turning Volvo 
around remained for Geely. Under Ford’s 
ownership, Volvo was left to languish, with 
very little capital pumped into the brand for 
developing new models and capturing market 
share. It did little to shed its reputation of 
‘boring but safe’ cars. In addition, many feared 
Geely would break up Volvo and ship it to 
China – hollowing out the brand and using it 
as a plastic badge.
        None of that happened. Instead, Li 
allowed Volvo to retain Swedish identity and 
remain autonomous. Along with the US$1.8 
billion purchase price, Geely also paid into 
Volvo an additional US$900 million in 
investment as part of the deal with Ford. This 
cash injection allowed the Swedish automaker 
to launch a product offensive aimed at the 
Chinese market, which values safety. 
        Furthermore, Volvo still does all of 
its R&D and testing in Gothenburg under 
extreme weather conditions. Its aim is to 
make a ‘deathproof’ car by 2020, with the 
commitment that no one should be seriously 
injured or killed in a new Volvo. 

A VISION FOR THE FUTURE
Li Shufu’s leadership style is unlike many 
Asian magnates. He undertakes a democratic 
leadership style, consulting with experts and 
stakeholders before making a decision. His 
emphasis on enterprise efficiency and material 
efficiency has helped him overcome setbacks 
and race ahead. 
        Since its acquisition of Volvo, Geely has 
further expanded its portfolio, acquiring the 
London Taxi Company outright, a 49.9 per 
cent stake in Malaysian automaker Proton, and 
British sports car manufacturer Lotus (as part 
of the deal with Proton). It has also acquired 
American flying car producer Terrafugia.
        Above all, Li has a vision that each 

In 2000, another poor-quality batch of cars 
from Geely’s second plant at Ningbo was also 
scrapped. It wasn’t an especially auspicious 
start for the manufacturer whose Chinese 
name meant ‘lucky’.
        In 2001, on the eve of China’s accession 
to the World Trade Organisation, the 
government finally gave Geely a licence to 
produce vehicles. Finally, Geely could design 
and make its own vehicles without relying on 
outside help. 

EXPANDING OVERSEAS
In 2002, a strange new vehicle appeared at the 
Detroit Auto Show by an unknown Chinese 
car maker. Visitors could hardly pronounce the 
car’s name, known as the Geely Ziyoujian, or 
‘Freedom Cruiser’. It was priced at less than 
US$10,000, and was quickly dismissed by the 
other automakers as ‘cheap Chinese junk’. 
The chrome detailing was unevenly applied, 
the tyres were deflated during transport 
to the auto show, and the interior was 80s 
plasticky. Engineers came not to gawk at the 
cheap sticker price, but more at the cheapness 
at which the car was assembled. As a result, 
Geely was widely panned in America. ‘You get 
what you pay for’, people said.
        Li then scrapped his plans to enter the 
US market after that fiasco. But Geely had 
several legs up on its domestic rivals when it 
came to expanding overseas. For one, Geely 
was small and nimble compared to the state-
run automobile giants. The Chinese model 
of automobile manufacturing also made its 
automakers fat and lazy, reliant on technology 
transfer from their Japanese, European, or 
American partners. As a private car maker, 
Geely had to innovate or die.
        Domestically, Geely was doing well. In 
2005, Geely was listed on the Hong Kong 
Stock Exchange – the first Chinese automotive 
manufacturer to do so. Geely first made waves 
in the overseas market by establishing a joint 
venture with the ailing London Taxi Company, 
shifting production of the iconic London 
black taxicab to Geely’s plant in Shanghai. In 
2009, Geely acquired drivetrain manufacturer 
DSI, an important step in increasing Geely’s 
knowhow in next-generation continuously 
variable transmission (CVT) technology.

COURTING A SWEDISH BRIDE
But Li also realised that Geely had to acquire 
a renowned luxury brand to gain credibility. 
It could not be a partnership – Geely needed 
to purchase the brand lock, stock, and barrel. 
After researching numerous targets, Li zeroed 
in on Volvo.
        The Swedish car manufacturer was 
owned by Ford since 1999. In January 2007, 
Li first approached Ford to acquire Volvo. 
The first visit barely registered on the radar of 
senior management, but what Li didn’t know 
was that Ford was bleeding cash, trying to keep 

of Geely’s subsidiary companies develops, 
designs, manufactures and sells vehicles that 
exceed customer expectations. They aim to 
do so with market-leading technologies, low 
or zero emission powertrains, class-leading 
designs, and an overriding commitment to 
quality and safety.
        The Geely Auto Group will consolidate 
its brands into a unified Geely Auto business 
that will serve the Chinese domestic and 
export markets with fuel-efficient, reliable, 
safe and high-value models. In October 2016, 
Geely launched its new global brand: LYNK 
& CO. This new brand aims to satisfy a new 
generation of consumers that are looking for a 
new type of mobility solution that allows cars 
to be shared, rented or bought outright. The 
first LYNK model 01 was launched in China in 
late 2017.
        In 2017, the London Taxi Company 
was renamed the London Electric Vehicle 
Company (LEVC). The company was renamed 
to transform it from a traditional vehicle 
manufacturer into a cutting-edge developer 
of new technologies. LEVC recently unveiled 
their first new product: the TX5 which is a 
zero emissions capable vehicle that utilizes 
technology from across the wider Geely group.
        Volvo, which is managed independently, 
is pursuing a global expansion strategy that 
builds on its well-deserved reputation for 
outstanding safety, leadership in autonomous 
drive, Scandinavian design and care for the 
environment. As a sign of their success, Volvo’s 
performance car division, Polestar split off 
into their own independent brand under 
the Volvo Car Group. The brand which was 
formed by engineers from multi-title winning 
racing group, Polestar Racing will continue 
their mission of finding out how race winning 
technologies can be applied to electrified 
performance road vehicles.
        As strategic partner of Malaysia’s 
DRB-Hicom, Proton is also within the Geely 
family of vehicles. The first Proton SUV, the 
X70, is based on the Geely Boyue. Under the 
partnership deal, Geely is committed to seeing 
a full revival of Proton to returning as the 
number one Malaysian domestic brand and 
a leading brand in the Southeast Asia region. 
At the same time, Geely also took a majority 
ownership of Lotus Cars, opening up a path 
to the revitalisation of the iconic British sports 
car brand.
        The next era in automotive technology 
is here for the taking, and Geely isn’t the 
only player in the market. The established 
automakers, upstart Tesla, and even tech 
giants Google and Baidu are racing to develop 
autonomous driving vehicles. Finding new 
energy sources to divest our need for fossil 
fuels is also a high priority. Can Geely do 
it? With founder Li Shufu’s experience and 
guidance, they just might be able to. A little 
dash of luck will also help. 
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A
ll eyes are on the 
public finances of 
Singapore once 
again as it is time 
for Budget 2019 to 
be presented. With 
global challenges as 
well as 
technological 

advancements on the horizon, Singapore’s 
Government has used the Budget to introduce 
a slew of incentives for businesses and the 
public alike.
        In his Budget speech, Finance Minister 
Heng Swee Keat emphasised the need for 
businesses to “stay competitive and grow” as 
they are the “heart of [our] vibrant economies” 
and encouraged owners to embrace digital 
innovation and scale up. He further urged 
Singaporeans to reflect on the “twists and 
turns” in the island's history to chart a path 
forward for an even better future.
        The previous year saw the Government 
working to pivot and/or challenge three 
major shifts: the rise of Asia, emerging tech, 
and ageing society. On top of these three 
shifts, 2019 adds one more: the decline in 
support for globalisation. As we move into a 
different phase of globalisation, Heng notes 
that while some countries are benefiting from 
globalisation, others are questioning its value. 
        On the global stage, the trade frictions 
between the US and China are developing 
into a deeper strategic competition of strength 
and of governance systems. But closer to 
home, ASEAN has enjoyed over 50 years of 
peace and stability. Together, the 10 ASEAN 
economies are projected to become the fourth 
largest in the world by 2030, with the size of 
the middle class doubling.
        Heng also noted that in recent years, 
Southeast Asia has grown several ‘unicorn’ 
startups, or companies with valuations 
in excess of US$1 billion. These include 
ride-hailing firms Grab and Go-Jek, online 
shopping giant Lazada, and e-sports platform 
Sea. These startups are either headquartered 
in Singapore or have substantial operations in 
the city-state.
        On the domestic front, Heng said longer-
term challenges need to be addressed. These 
include ageing, social mobility, inequality, 
economic transformation, and climate change. 
        Hence, Singapore’s 2019 Budget has five 
main pillars:
  Keeping Singapore safe and secure.
  Transforming and building a vibrant 

  economy.

  Building a caring and inclusive society.
  Making Singapore into a global city, and 

  home for all.
  Preparing for the future in a responsible, 

  fiscally sustainable way.

ENSURING COMPETITIVE BUSINESS 
TRANSFORMATION
The government once again shared the need 
for businesses to innovate and promised to 
support firms and workers in getting more 
opportunities as global trade economies face 
tension following Brexit and the US-China 
trade war.
        Heng said that changing global and 
domestic landscape presents both challenges 
and opportunities, so Singapore must 
always respond to challenges with “grit and 
determination”. The Government wants 
Singapore to be a Global-Asia node of 
technology, innovation, and enterprise. 
        “Like Sang Kancil, the small but quick-
witted mousedeer, Singapore can make its 
way in the world,” said Mr Heng, adding that 
Singapore has turned its size and location into 
an advantage.
        Building on the foundation of previous 
budgets, it extends successful programmes 
such as the SME Go Digital programme 
and Automation Support Package, sharpens 
initiatives such as the Productivity Solutions 
Grant after industry feedback, and phases in 
measures such as tightening of foreign worker 
limits in the services sector to allow businesses 
time to adjust.
        This year, the Budget introduces 
three new key thrusts to support industry 
transformation: 
  building deep enterprise capabilities, 
  building deep worker capabilities, and 
  encouraging strong partnerships, within 

  Singapore and across the world.

In driving deep enterprise capabilities, Heng 
stated that Singaporean businesses can only 
thrive if they scale up and venture into new 
markets. To do that, the Government will 
support them in three ways.
  The first way is through providing

customised assistance, as part of that move, 
Enterprise Singapore will launch a Scale-up 
SG Programme in partnership with the 
private and public sectors where high-
growth firms will get guidance and tools to 
innovate, grow, and internationalise.

  Next, Heng said better financing options
will be made available to startups. Noting 
that firms can more effectively scale up if 



they have smart, patient capital that attracts 
investors, the Government has worked 
on improving access to private capital for 
startups and SMEs.

    The Monetary Authority of Singapore
(MAS) has simplified regulations 
for venture capital managers, and 
launched a US$5 billion private markets 
programme to encourage international 
private equity players to invest in local 
enterprises.

    S$400 million has been set aside
since 2010 by the Government into the 
Co-Investment Programme (CIP) to 
invest in SMEs and private sector.

    To make it simpler for companies, the
Government will streamline existing 
financial schemes by Enterprise 
Singapore into one Enterprise Financing 
Scheme.

    Furthering support for startups in their
daily operations, the Government will 
extend the SME Working Capital Loan 
scheme for two more years, till March 
2021, and this scheme will fall under 
the Enterprise Financing Scheme from 
October.

  Finally, in supporting technology adoption,
Mr Heng announced the expansion of the 
SMEs Go Digital Programme where the 
accountancy, maritime, and construction 
fields will get their own industry digital 
plans. To boost technology adoption among 
SMEs, the programme will have more cost-
effective, pre-approved digital solutions. 

MAKING FULL USE OF 
SINGAPOREAN TALENT
Aside from businesses, Singaporean workers 
also got a boost under the Budget. To ensure 
Singaporean talent remains competitive in 
the new age of globalisation, the Budget 
contains provisions allowing for reskilling of 
professionals, as well as support for those 
made redundant.
        Enabling people and deep worker 
capabilities is as important as supporting the 
growth of local firms. Heng has promised 
that the Government will continue to invest in 
citizens across all stages of their lives. On the 
Adopt and Grow initiatives and the national 
SkillsFuture movement, he reported that the 
percentage of residents in the labour force who 
participated in training grew from 35 per cent 
in 2015, to 48 per cent in 2018. 76,000 job-
seekers found employment through the Adopt 
and Grow initiative between 2016 and 2018.
        Over the years, the Singaporean 
Government has also provided many support 

measures available for workers, including 
the Workfare Income Supplement, Special 
Employment Credit, and Professional 
Conversion Programmes (PCPs), to name a 
few. In particular, the PCP covers 30 sectors, 
and is available for mid-career professionals 
who want to expand their skillset. Starting this 
year, the PCP will cover new growth areas like 
blockchain, embedded software development, 
and pre-fabrication.
        The Career Support Programme, which 
was initially launched in 2015, will also be 
extended for two years, further providing 
wage support for employers to hire eligible 
Singaporeans who are mature and retrenched, 
or are in long-term unemployment. 
        Furthermore, Heng also stressed the 
importance of enhancing the capabilities 
of Singaporean workers, while decreasing 
reliance on foreign labour. He noted that S 
Pass and Work Permit holders have increased 
by 34,000 people (3 per cent) every year for 
the past three years in the service sectors. 
        However, Heng acknowledged that 
Singapore needs to have a sustainable 
inflow of foreign workers to complement the 
workforce. Therefore, the Government will 
adjust the workforce quota for the services 
sector by reducing the Dependency Ratio 
Ceiling (DRC) from 40 per cent to 35 per cent 
in the next two years. 
        The services sector S Pass sub-DRC 
will also be reduced from 15 per cent to 10 
per cent in the next two years. The DRC 
will remain unchanged for other sectors, 
such as construction, processing, and 
marine shipyards.
        Until 2022, to help firms as they adjust 
to these changes, the Government will 
extend the 70 per cent funding support level 
for the Enterprise Development Grant for 
three more years, up to 31 March 2023. 
The Productivity Solutions Grant will be 
expanded to support up to 70 per cent of the 
out-of-pocket cost for training.
        Managing manpower growth while 
encouraging companies to revamp work 
processes and redesign jobs will ultimately 
lead to a sustainable workforce. Relying on 
more and more foreign workers is not the 
long-term solution – other economies are 
developing too.

BUILDING PARTNERSHIPS 
WITH THE WORLD
In keeping with Singapore’s spirit as a mari-
time entrepot, Heng noted that companies 
should build deeper partnerships within Singa-
pore, and across the world. He also noted that 

Singapore’s trade associations and chambers 
of commerce (TACs) have done well in helping 
local companies forge partnerships overseas 
with the G3 economies of US, Europe and 
Japan, as well as China, India and ASEAN.
        The Government will bolster their 
support for TACs through the Local Enterprise 
and Association Development (LEAD) 
programme and will continue to develop global 
partnerships at Government-to-Government 
and Business-to-Business levels. Free trade 
agreements (FTAs) that the Government has 
signed with partner economies will also be 
streamlined and digitised to raise efficiency.
        For Singapore’s next phase of growth, 
the Government will continue to build the 
city-state’s position as a Global-Asia node 
of technology, innovation and enterprise. 
This will open up new opportunities for 
Singaporeans to ride on the wave of the 
Fourth Industrial Revolution. Three key 
thrusts will spearhead this plank of economic 
transformation:
  investments in research and innovation 

  by universities, research institutes, and 
  private firms,
  investments in developing Singaporean 

  talent, and
  building global partnerships.

For 2019, the Budget has set aside S$19 billion 
as part of a five-year Research, Innovation, and 
Enterprise 2020 plan. To strengthen this R&D 
push, Budget 2019 has also announced centres 
of innovation in aquaculture and energy to 
translate R&D into deployable solutions in 
these strategic areas of importance.
        Beyond the emerging champions, the 
Government is looking to capitalise on the 
increased venture capital and startup activity 
in Singapore to identify the next wave of win-
ners. Building on Singapore’s success in the 
fintech arena, more startups, incubators, ac-
celerators and investors will be gathered from 
across the world through events such as the 
Singapore Week of Innovation and Technology 
(SWITCH) and Singapore Fintech Festival, 
with the hope that this culture of innovation 
can permeate the Singaporean economy.
        This year, the government is getting more 
proactive in cultivating local businesses, so 
budding startups and aspiring entrepreneurs 
should take advantage of these benefits, 
wherever possible, to get a boost in growth 
or expansion. In building a strong, united 
Singapore, the Government has planned for 
economic and technological transformation 
amidst a changing geopolitical landscape. 
What will 2020 bring? Only time will tell. 
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REACTIONS TO SINGAPORE BUDGET 2019

LIM FANG HOW
REGIONAL DIRECTOR FOR SOUTHEAST ASIA, 
ZEBRA TECHNOLOGIES

W
e laud the Singapore Govern-
ment’s efforts to help local 
businesses gain competitive 
edge to contest abroad. The 
next critical step will be in 

ensuring that local businesses have the 
confidence and knowledge needed to execute 
their digital transformation, and to know what 
the right technological solutions are to adopt.
        Today, advanced technology come in 
various forms including connected sensors, 
digital twins, 5G and blockchain, which can 
help businesses collect and visualize the right 
data from endpoints, thereby adding intelligent 
value to respond effectively to business needs.
        Naturally, the most relevant solutions 
to adopt will vary across industries. For 
instance, in the retail sector, the shift to 
omnichannel retail has resulted in the rising 
importance of mobile solutions. Based on 
the 2018 Zebra Shopper study, 60 percent of 
the globally surveyed shoppers believe that 
store associates who use mobile devices for 
customer assistance improved their shopping 
experience. Meanwhile, 62 percent of retail 
associates surveyed across Asia Pacific viewed 
their employers more positively when they 
were provided mobile devices for work-related 
activities, according to Zebra’s 11th annual 
Global Shopper Study. 
        The logistics industry, which is also an 
integral part of Singapore’s economy, is also 
undergoing a digital transformation to support 
omnichannel retail and last mile delivery 
capabilities. Based on the Asia-Pacific edition 
of Zebra’s Future of Fulfilment Vision Study 
in 2018, up to 55 percent of the surveyed 
organizations were still using inefficient, 
manual pen-and-paper based processes. But 
this is set to change, with up to 99 percent 
of the surveyed organizations expected to 
be using handheld computers with barcode 
scanners for omnichannel logistics by 2021.”

LIEU YEW FATT
MANAGING DIRECTOR, 
OMRON ELECTRONICS SINGAPORE

T
he extension of the Automation 
Support Package by two years, 
as announced at Budget 2019, 
will be beneficial in helping 
SMEs as they explore the 

adoption and benefits of new technologies, 
such as in automation and robotics, in view of 
today’s competitive business landscape. 
        Automation and robotics can provide 
respite to SMEs as they face daily challenges 
in areas like high operating costs, lack of 
resources and competitive global business 
environments. SMEs also stand to gain 
a competitive edge by leveraging new 
technologies and innovation, which can 
help them raise productivity levels, identify 
opportunities faster and create better 
experiences for their customers.
        Besides government initiatives, SMEs in 
Singapore also have access to a collaborative 
business ecosystem that allows them to derive 
value from advanced technologies. The 
OMRON Automation Centre, for example, 
provides SMEs with a facility to test new ideas, 
tap on the expertise of industrial automation 
and robotics specialists, and experience first-
hand how these technologies can positively 
transform their operations.”

ARLENE WHERRETT
VP AND MANAGING DIRECTOR OF SAGE ASIA

T
his year’s Budget is SME-
friendly, with a continued 
focus on enhancing SMEs’ leap 
into embracing technology. 
Beyond the expansion of the 

SMEs Go Digital programme, the Info-
Communications and Media Development 
Authority (IMDA) and the Monetary Authority 
of Singapore will pilot a cross-border 
marketplace powered by artificial intelligence 
to help SMEs find global buyers and suppliers. 
The decision to extend the Automation 
Support Programme (ASP), to 2021, to help 
SMEs gain better access to loans for deploying 
impactful, large-scale automation such as 
robotics, Internet of Things solutions and 
other Industry 4.0 technologies is another 
positive move as such technology can help to 
improve productivity and enhance human 
performance. The new Professional 
Conversion Programmes (PCPs) relating to 
blockchain, embedded software and 
prefabrication will prepare Singaporeans to 
move into these new growth areas and 
highlights the continued focus of the 
government in supporting SMEs to take 
advantage of the regional economic growth, 
despite the headwinds in today’s economic 
climate.
        In particular, the expansion of the SMEs 
Go Digital programme could not have come 
at a more suitable time to help SMEs compete 
more effectively in the digital economy. Its 
latest expansion to include new sectors such as 
accountancy, sea transport and construction, 
will deliver a much-needed boost. With many 
of the tasks performed in these sectors being 
disrupted by artificial intelligence, machine 
learning and robotic process automation, 
businesses will need to recalibrate to 
survive in the rapidly transforming business 
landscape. Adopting digital solutions and 
shifting themselves further up the value 
chain through integrating technology and 
re-engineering business processes will be an 
important step for SMEs to improve on their 
efficiency and innovate in product and services 
development.” 
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PETRONAS
A

s Malaysia’s national oil and gas company, Petronas is 
involved in fuel retail through its subsidiary, Petronas 
Dagangan Berhad. With over 1000 stations throughout 

Malaysia, it has the second-largest retail network in Malaysia, 
behind Shell.
        Petronas has also teamed up with local food and beverage 
companies, banks and transportation companies to provide 
better services at their petrol stations. These companies 
include McDonald's, Kentucky Fried Chicken, Dunkin’ Donuts, 
Konsortium Transnasional Berhad, Maybank, and CIMB Bank.
        Franchisees will also enjoy all the benefits of being a part of 
the nation’s leading petrol retail network, receiving crucial support 
and services to extend market reach, boost profitability and exceed 
customer’s expectations.
        To become a franchisee, the applicant needs to be a 
Malaysian citizen, committed to work on a full-time basis as a 
sole proprietor. He or she must also have a minimum working 
capital of RM170,000 in the form of liquid assets; and collateral 
of RM100,000.

T
he invention of the car brought with it several 
changes to our landscape: paved roads, 
parking lots, and petrol stations. The latter are 
ubiquitous all over the urban landscape, 
helping motorists refill their machines with 
petrol or diesel.
        The very first petrol station was actually a 

pharmacy in Wiesloch, Germany which sold ligroin, a petroleum 
distillate used for cleaning. Bertha Benz stopped by this pharmacy 
to refuel in her husband Karl’s prototype horseless carriage in 
1888, on her way in the world’s first long-distance journey by 
automobile. Shortly thereafter, pharmacies sold gasoline as a side 
business to early motorists.
        Now, petrol stations are more than just refuelling stops. 
Many petrol stations also have non-fuel retail businesses, such 
as convenience stores, selling snacks, soft drinks, and in some 

cases, grocery items like milk and bread. Some even have a 
small selection of hot meals for sale. Larger restaurants are more 
common at highway rest stops. In addition, some petrol stations 
also have car repair and service centres attached to them.
        Most filling stations are built in a similar manner, with 
most of the fuelling installation underground, pump machines 
in the forecourt and a point of service inside a building. Local 
regulations and environmental concerns may require a different 
method of fuel storage, with some stations storing their fuel in 
container tanks, entrenched surface tanks or unprotected fuel 
tanks deployed on the surface. 
        The basic fuel retail experience has persisted for decades, 
and has added few innovations. However, with cashless 
transactions on the rise, petrol retailers are increasingly 
embracing the digital experience. Furthermore, today’s consumer 
expects personalization and speed. They want the human touch 
of the bricks-and-mortar experience with the perfect digital 
experience – the so-called ‘clicks-and-mortar’ experience.
        Petrol retailers are responding by offering even more services 
alongside just refuelling. Banking services, full-service restaurants, 
and cafés are now being integrated into petrol stations. In this 
issue of SME, we explore the franchise world of retail petrol 
stations, with a focus on regional players.
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PERTAMINA
P

ertamina is Indonesia’s state-owned oil and gas 
corporation, based in Jakarta. It runs the largest 
network of retail petrol stations in Indonesia. 
Along with the petrol stations, Pertamina also 

has a café and convenience store chain, branded as Bright 
convenience stores. They are integrated with their gas 
stations and self-governed by PT Pertamina Retail.
        Retail petrol stations are known as Stasiun Pengisian 
Bahan Bakar Umum (SPBU). They are broadly divided 
into two types: SPBU Regular and SPBU Mini. SPBU 
Regular stations are built on land with a minimum area 
of 1500m2, based on plans and technical specifications 
agreed on with Pertamina. Though it is optional, 
franchisees are highly encouraged to have a non-fuel retail 
business on site.
        On the other hand, SPBU Mini are built on land with 
a minimum area of 600m2. As their name implies, these 
mini stations are highly popular in densely populated 
cities, where they can be set up in lots with limited space.

PHOENIX PETROLEUM
P

hoenix Petroleum is an independent oil 
company from Davao in the Philippines. It is the 
first independent oil company to be listed in the 
Philippine Stock Exchange after the Oil 

Deregulation Law was passed in 1998.
        Part of Phoenix’s growth strategy was to franchise its 
outlets. Boxer Manny Pacquiao is the owner of the 100th 
Phoenix station in General Santos City. 
        Franchisees can obtain technical training, equipment, 
and marketing support from Phoenix. Starting from 
PHP3.5 million, prospective franchisees can recommend 
a site to Phoenix. If the site is not suitable, Phoenix has a 
pool of other sites to choose from. Franchise contracts are 
for 5 years, and renewable for another 5 years.
        In addition, Phoenix encourages its franchisees to 
have a non-fuel retail business attached to the station. 
Ideas suggested by Phoenix include service bays, 
convenience stores, ATMs, auto repair shops, restaurants, 
and coffee shops, among others. 
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during its struggle for independence.

AUSTRALIA’S RELATIONSHIP WITH ASEAN Australia’s most 
significant economic and political ties are those with ASEAN, given 
its geographic proximity to the land Down Under. These ties go 
much deeper than just formal bilateral relations – Australians and 
the people of ASEAN share a special relationship second only to 
Australia’s ties to Britain. 
        Australia’s prosperity and Western values have long made 
it an attractive destination for migrants from Southeast Asia. 
During the Vietnam War, large numbers of Vietnamese refugees 
escaped to Australia, leaving their mark on cities like Melbourne 
and Brisbane. As many as 100,000 students from across ASEAN 
also boost Australia’s behemoth education industry. In return, 
Southeast Asia has been an attractive tourist destination for 
Australians, which contributed to the reputation of places like 
Bali and Phuket. Australia also became the first of ASEAN's ten 
dialogue partners in 1974.
        In cultivating its relationship with ASEAN, Australia's 
foreign policy is guided by a commitment to multilateralism and 
regionalism, as well as to strong bilateral relations with its allies. 

A
ustralia is known to many as the land Down 
Under. But to economists and other analysts, 
Australia is known as the Lucky Country.
        Blessed with an abundance of natural 
resources, historic ties to Britain, an 
industrious population, and an agreeable 
climate, Australians have some of the highest 

standards of living in the world. In addition, Australia’s distance 
from the rest of the world has insulated it from political turmoil 
happening in Europe and North America.
        But modern Australia is neither isolated nor isolationist. 
In recent decades, Australia has become an internationally 
competitive, advanced market economy due in large part to 
economic reforms adopted in the 1980s and its location in one of 
the fastest growing regions of the world economy. 
        Australia engages in global trade for her mineral wealth, in 
exchange for the bounty produced by the rest of the world. As a 
member of the Anglosphere, Australia maintains close ties with 
the Commonwealth and the United States. Australian soldiers 
have also fought overseas in both World Wars, as well as in 
regional peacekeeping efforts, such as deployment to East Timor 
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   TRADE      

Official Name: Commonwealth of Australia  Population: 23,470,145 (July 2018 est.)  Capital: Canberra  Major Language: English  Currency: Australian 
Dollar (AUD)   Major Industries: mining, industrial and transportation equipment, food processing, chemicals, steel.  Major Export Commodities: iron 
ore, coal, gold, natural gas, beef, aluminum ores and conc, wheat, meat (excluding beef), wool, alumina, alcohol  Major Export Partners: China, Japan, 

South Korea, India  Major Import Commodities: motor vehicles, refined petroleum, telecommunication equipment and parts; crude petroleum, medicaments, goods vehicles, 
gold, computers  Major Import Partners: China, United States, Japan, Thailand, Germany, South Korea  GDP: US$1.38 trillion (2017 est.)  GDP Per Capita: US$50,400 (2017 est.)
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commence biennial leaders’ 
summits in 2015, with the 
first of these held in Vientiane 
in November 2016. In March 
2018, Australian Prime Min-
ister Malcolm Turnbull also 
welcomed ASEAN leaders 
to Sydney for the ASEAN-
Australia Special Summit. 
        At the summit, 
Indonesia President Joko 
Widodo proposed Australia 
be given “full membership” in 
ASEAN. While it may seem 
like a far-fetched idea at first, 
it reflects an ongoing debate 
over great power rivalry in the 
region. As the United States 
seeks to withdraw from its 
role as ‘world police’, and an 
ascendant China unnerving 
the region, Australia and 
ASEAN now seek closer ties 
independent of the 
great powers. 
        For now, both Australia 
and the ASEAN are fast 
realizing the necessity to 
step up to plate lest great 
power rivalry undermine 
decades-long prosperity and 
stability in the Asia-Pacific. In 
a bid to become captains of 
their destinies, Australia and 
ASEAN signed the Sydney 
Declaration, where they 
“reaffirm[ed] our support to 
enhance trade and investment 
as well as resisting all forms 
of protectionism to improve 
regional development and 
prosperity.” 

Key concerns include free trade, 
terrorism, refugees, economic co-
operation with Asia and stability 
in the Asia-Pacific. 
        In 2017, Australia's trade 
with ASEAN countries grew by 
9 per cent over 2016 to reach 
A$105 billion, which is greater 
than Australia’s two-way trade 
with Japan and the United 
States. In 2016, Australia was 
ASEAN’s 7th largest export 
destination, and 9th largest 
import source. These strong 
trade links are supported by 
regional and bilateral free trade 
agreements that act as pathways 
for Australian businesses to tap 
into ASEAN and the ASEAN 
Economic Community.
        Furthermore, Australia, 
Malaysia, Singapore, New 
Zealand, and the United 
Kingdom are members of the Five 
Power Defence Arrangements 
(FPDA). The FPDA are a series 
of defence relationships, whereby 
the five powers are to consult 
each other ‘immediately’ in the 
event or threat of an armed 
attack on any of these five 
countries. In practice, Australian, 
Malaysian, and Singaporean 
security forces cooperate closely 
on threats facing the region. 
There are close links between 
Australian and Malaysian police, 
security, counter-terrorism and 
immigration agencies.
        In 2014, Australia and 
ASEAN entered into Strate-
gic Partnership and agreed to 

AUSTRALIA’S TRADE 
AND INVESTMENT 

RELATIONSHIP 
WITH ASEAN
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ydney, draped 
around its 
famous 
harbour, is a 
vibrant global 
city. It is also 
the most 

populous city in Australia, and 
the economic centre of the 
region (though Sydney is not the 
capital city – that honour 

belongs to Canberra). 
        With an enviable reputation 
as one of the world’s most 
liveable cities, Sydneysiders enjoy 
a mild climate throughout the 
year, moderated by the ocean. 
Long-term immigration has 
also led to the city’s reputation 
as one of the most culturally 
and ethnically diverse cities in 
Australia and the world. 

BY 
ONG XIANG

HONG

   BUSINESS TRAVEL      

cultural and economic centre.
        Following a series of 
economic reforms in the 1980s, 
Sydney rose to prominence 
as a truly global city. Flying 
to Sydney became easier as 
airlines adopted jumbo jets 
with longer ranges than before. 
Today, the city is among the top 
fifteen most-visited cities in the 
world, with millions of tourists 

        Sydney was founded by the 
British as a penal colony, which 
was also the first European 
settlement in Australia. Convicts 
ceased to be transported to 
New South Wales in the mid-
19th century. A gold rush soon 
occurred in the colony, and 
over the next century, Sydney 
transformed from a colonial 
outpost into a major global 

SYDNEY: 
VIBRANT CITY, 

EASY LIVING

S
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coming each year to see the 
city's landmarks. 
        Sydney and its sprawling 
suburbs boast some of the most 
iconic attractions and breath-
taking coastlines in the world, 
making it a dream destination 
for both locals and business 
travellers looking to tag on some 
sightseeing after their long flight. 
Sydney is home to more than 
4 million people and can be 
described as having ‘cities within 
cities’, each with its own distinct 
character. Its notable natural 
features include Sydney Harbour, 
the Royal National Park, Royal 
Botanic Garden and Hyde 
Park, the oldest parkland in the 
country. Built attractions such as 
the Sydney Harbour Bridge and 
the World Heritage-listed Sydney 
Opera House are also well known 
to international visitors.
        A diverse, multicultural 
city, Sydney makes it easy for 
international business travellers 
to meet new people and conduct 
successful business. Aside from 
the great weather, must-see 
tourist attractions and welcoming 
locals, Sydney also serves up 
some of the best food (and coffee) 
of anywhere in the world.

GETTING AROUND Sydney’s 
Kingsford-Smith Airport is the 
main port of entry for most inter-
national visitors. Direct flights are 
available from most East Asian 
and Middle Eastern airports. 
Flights from Europe and North 
America usually require a stop-
over before continuing to Sydney 
due to its distance. However, 

Qantas hopes to run a London-
Sydney direct flight by 2022.
        Kingsford-Smith Airport 
is only 9 kilometres from the 
central business district (CBD) 
with plenty of connections, 
making it convenient for visitors 
to jump straight into business 
after landing. Sydney’s public 
transport system consists of 
commuter rail, bus, ferry and 
light rail. Combined, they can get 
you virtually anywhere within the 
metropolitan area.
        With the Opal Card, visitors 
and residents alike can use one 
mode of payment for Sydney’s 
historically poorly integrated 
public transport system. Like 
London’s Oyster Card or Hong 
Kong’s Octopus Card, the Opal 
Card is a touch-and-go contactless 
card that is preloaded with value. 

SEE THE SIGHTS The Sydney 
Harbour Bridge and Sydney 
Opera House are two of the 
city’s most renowned landmarks. 
But don’t let them steal the show 
– Sydney’s city centre has a host 
of less famous buildings and 
structures that are worth a visit.
        Visitors can explore 
Sydney’s past at The Rocks, 
the historical precinct of 
central Sydney where the first 
European settlement was 
located. Sydney’s multitude of 
museums also preserve much of 
pre-European Australia. 
        Bondi Beach is also world 
famous as Sydney’s most famous 
stretch of sand – attracting thou-
sands of visitors per year. Surfers, 

conscious, Sydney's multicul-
tural demography means plenty 
of quality ethnic cuisine for 
cheap prices, particularly Asian 
restaurants. In addition, while 
Australia's cafe culture may have 
its roots in Melbourne, Sydney 
has well and truly taken up the 
joys of good coffee and tasty, 
easy food. It is a source of great 
pride that most cafes are locally 
owned.
        At the other end of the 
scale, Sydney is also home 
to some of the world’s best 
restaurants. Gourmet spots can 
be found in The Rocks or in the 
CBD. The Sydney Opera House 
is also home to Bennelong, an 
iconic restaurant serving pre- 
and post-theatre meals. Thanks 
to Sydney’s multicultural mix, 
modern Australian cuisine 
is usually characterised by a 
fusion of cultures. Think entrées 
spiced with a Thai-inspired chilli 
dressing, mains with a hint of 
a Chinese-style ginger-based 
marinade or sunny Tuscan 
flavours – all in the same menu. 
Many of Australia's celebrity 
chefs are of ethnic backgrounds, 
and many have trained overseas, 
bringing with them a world of 
experience back home. 

swimmers, and sunbathers 
congregate year-round at Bondi 
Beach for its blue waters and find 
sand. If you’re not a swimmer 
don’t fret – Bondi offers golfing, 
hiking, and whale watching, or 
dine out at one of the vibrant 
cafés and bars overlooking the 
beach on Campbell Parade and in 
nearby streets.

EAT OUT  Just about every suburb 
in Sydney has a restaurant or two, 
a cafe or coffee shop, and a place 
that sells takeaway food.
        For the more budget-



WHAT CAN F&B MANUFACTURERS DO IN 
VIEW OF THESE CHALLENGES?
Today’s F&B manufacturers need to run 
machines and production lines that are 
designed and configured to cope with the ever-
increasing demand for product range diversity. 
One key area that many manufacturers 
have been making improvements on is at 
changeover time. Modern production lines 
allow manufacturers to quickly and flexibly 
integrate sequential operations into an overall 
manufacturing system, ensuring that even 
small batch-sized production runs can be 
accomplished with minimum waste of time 
and resources.

VISUALISATION AND PRODUCTIVITY 
Manufacturers need to drive productivity 
like never before. Directly linking production 
to retailer demand is a growing issue. As 
a result, pressure on line productivity is 
increasing, meaning downtime must be 
constantly reduced to avoid production 
disruption and potential penalties.
        Manufacturers today want clear 
visualisation on their entire production 
system. Managers need to have a view on 
everything on the factory floor, so that they 

 

I
n November 2018, over 
400 people in Singapore 
suffered food poisoning 
in three separate 
incidents. Among the 
cases, one involved 
kindergarten-age 

children, and in another, sadly, a 38-year-old 
man died from his illness. All the cases were 
related to people having consumed food 
supplied by caterers.
        Understandably, hygiene and food safety 
are serious business for companies in the food 
and beverage (F&B) industry. F&B businesses 
face tremendous pressure ensuring that they 
are running a profitable and tight ship.
        Some of the challenges F&B 
manufacturers face today are: 

  STRICT REGULATIONS – 
Regulations can be imposed by external 
agencies, government authorities, or 
regulatory boards within the F&B industry 
itself. F&B manufacturers and product 
handlers need to ensure that they comply 
with environmental legislation, factory 
audits, etc.

  EXPANSION AND GLOBALISATION – 
Manufacturers face the challenge to 
standardise production in terms of 
cost, productivity and quality control 
when manufacturing under different 
circumstances or at different locations as 
their business grow.

  POPULATION AND SOCIETY – 
An ageing, more health conscious and 
diversified population creates means fast 
changing consumption patterns, which 
leads to requirements for new material and 
labelling and so on.

  ENVIRONMENT FRIENDLINESS AND SUSTAINABILITY – 
Numerous drivers exist in this area, 
from adoption of eco-friendly material to 
new packaging designs. Manufacturers 
are always in a constant drive to reduce 
wastage to be cost effective.

can immediately make adjustments and 
solve problems as they arise. Be it deploying 
engineering support or continuous production 
analysis, enhanced visualisation is key as a 
basis for line improvement programs.

INFORMATION MANAGEMENT 
AND VERIFICATION
Ensuring a production facility runs at 
optimum capacity and quality levels requires 
a lot of information. Data must be gathered 
in real time from multiple devices onto one 
platform, and directly communicated to 
the manufacturer’s information network, 
thereby saving additional hardware costs 
and complexity.
        For instance, controllers deliver plantwide 
monitoring and control capabilities, and 
in-built database functionality that provide a 
secure, robust and easy to implement system.
        These controllers allow manufacturers to 
inspect, measure, store and analyse production 
data, and share it within the supply chain 
where required. Automatic data collection can 
be employed to achieve accurate and reliable 
monitoring and recording, providing detailed 
production information in the event of a recall 
being required, thereby minimising financial 
losses and protecting brand reputation.
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inspection projects at much higher accuracy 
and speed than human workers can achieve.
        Furthermore, F&B manufacturers must 
record and present, as well as share with 
the supply chain, traceability information of 
their production. Automation and robotics 
technologies adopt serialised numbers, or 
unique codes, vision sensors and controllers 
as well as RFID systems to allow for the 
effective tracking of products and production 
processes. Manufacturers can easily recall 
items if required, which helps to build 
confidence among consumers, enhancing 
brand reputation.

ROBOTIC PRODUCT HANDLING 
AND SAFETY SERVICES
Robots are playing an ever increasingly 
important role in the F&B sector. They 
provide a safer, more flexible, efficient and 
hygienic solution to a growing number of 
diverse projects. A growing trend is for 
robots to be deployed on the factory floor 
working effectively and efficiently right next 
to human workers.
        Equipped with built-in integrated 
hardware and software controls, as well as 
vision and safety capabilities, OMRON’s 
delta-type robots are a good example. These 

        A view into data and information also 
extends to better energy management. It is 
vital for manufacturers to monitor and analyse 
where and when energy is used and to base 
decisions on this information, such as reducing 
extract fan or conveyor speeds to idle while 
production is halted for short periods of time.
        Manufacturers need to ensure that 
they have automated energy monitoring 
solutions in place. Solutions that include 
sensors for electrical, airflow and temperature 
measurement, where all data is shared with 
the line controller.

QUALITY INSPECTION 
AND TRACEABILITY
There are many facets of quality in 
manufacturing -- product, primary and 
secondary packaging, correct product/pack 
combination and code verification such as 
date codes -- within the factory environment. 
A system that allows 100 percent in-line 
inspection systems to check all product 
parameters is a vital part of reducing scrap 
and maintaining plant productivity.
        Manufacturers today can achieve this 
through automation and robotics technology. 
Specifically, they deploy vision sensors and 
automated systems that can effectively manage 

CE-compliant and USDA-certified robots also 
comply with hygiene requirements that are 
crucial for food manufacturers.
        Automation solutions that encompass 
sensors, light curtains and switches through 
to controllers are also useful for further 
ensuring safety on the factory floor. In fact, 
automation and robotics today not only raises 
productivity levels in the factory, but also 
helps to maintain appropriate safety levels to 
protect personnel.
        Finally, F&B manufacturers need 
to ensure that automation and robotics 
systems are fully tested and ideas are 
validated before actual deployment and 
implementation. They need to ensure that 
when testing ideas, tests replicate, as close 
as possible, actual conditions for areas such 
as product handling, motion control, vision 
and safety. As mentioned earlier, when it 
comes to F&B, manufacturers must view 
all aspects of the production process and 
product handling with stringent control and 
zero room for compromise. 

SWAMINATHAN VANGAL RAMAMURTHY IS GENERAL MANAGER, 
ROBOTICS BUSINESS DIVISION, OMRON ASIA PACIFIC



the process, hands-free, paper-free, with the 
digital assistant asking the right questions 
to help them complete the job. Already, our 
online virtual assistant is replying to FedEx-
based questions instantly on our website. 
And it’ll only get smarter as more people 
use it.

AUTOMATION FOR EFFICIENCY AND SAFETY
Every day, FedEx handles an average of over 
14 million shipments, which means millions 
of opportunities to do it faster, better and 
more safely.
        Boxes as large as refrigerators simply 
do not fit on the conveyor belt in our 
warehouses. So we get a team of mobile 
robots, nicknamed Lucky, Dusty and Ned 
after the Three Amigos movie – to move 
these unwieldy items around the facility. 
Unloading shipments off trucks and onto the 
conveyor belts for sorting can be mundane, 
so we’re testing robotic automation to do 

I
n almost every industry 
and every region, 
disruptive technologies 
such as Artificial 
Intelligence (AI), 
robotics and blockchain 
are being hailed as game 

changers. Organizations, both big and small, 
are asking themselves about the 
opportunities, and the risks. 
        At FedEx, we’re asking, “what are 
the right technologies that we can develop 
and deploy today that will make a tangible 
difference to our customers, our people, and 
our communities?” It’s really all about how 
we can create possibilities with the promise 
of new technologies.
        Latest forecasts expect digital 
transformation will add an estimated 
US$1.16 trillion to Asia Pacific’s GDP 
by 2021. But relatively few consumers – 
despite being on the receiving end of these 
technologies – have yet to grasp many of 
the changes that are happening now. The 
benefits are real and, in the case of FedEx, 
being realized by our customers and their 
customers today and every day.
        The numbers are only part of the story. 
What really makes us excited is the potential 
to make life more convenient, efficient, safe 
and predictable.

INTUITIVE CONVENIENCE
At the most human level, technology 
promises and is delivering convenience, 
whether it’s to send or receive a package.
        Paperwork can be time-consuming and 
tedious and we’re constantly looking at how 
to cut it down. We’re developing the AI-
enabled Alexa app to initiate shipments so 
that customers can talk their way through 

this tedious job. This way, our people can 
be freed up to do work that requires human 
dexterity, such as fitting odd-shaped items 
into tight spaces. And we are investing in 
courier robots that can carry heavier loads 
and travel further. It’s a very real possibility 
that these robots will be making deliveries to 
homes and offices in the years ahead.
        With over 180,000 FedEx vehicles 
on the roads every day, the logical next 
step is autonomous vehicles. Nine in 10 
road accidents are caused by human error. 
Leveraging big data and AI technologies will 
make our operations significantly safer and 
more efficient, particularly for heavy long-
haul trucks.
        While trucks that drive themselves 
are expected to be in the shipping industry 
within the next decade, we are already testing 
cutting-edge technology that links trucks 
into small groups called “platoons”. Using 
wireless vehicle-to-vehicle communication, 
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alert shippers whether the cargo is staying 
within prescribed temperature and humidity 
limits or has been exposed to excessive light 
or other factors that might compromise 
shipment quality.
        Blockchain, meanwhile, offers a new 
level of transparency that can mitigate 
some of the most common disputes 
between customers sending and receiving 
goods involving time stamps, payments 
and damages.
        Blockchain uses computer code to 
record every step of a transaction and 
delivery in a permanent digital ledger, 
which cannot be changed unless all 
involved agree. It even has the potential for 
the first time ever to make that information 
available to anybody, pushing new levels 
of trust and transparency for cross-
border logistics. We are already testing 
the blockchain to track large, higher-
value cargo, and working closely with the 

the driver in the first truck controls the 
acceleration and braking of the trucks behind 
him. This technology was designed to reduce 
wind resistance and save fuel. 

BUILDING TRUST AND TRANSPARENCY
Great logistics has always been as much 
about information as it is about shipments 
and packages themselves. So, it’s not 
surprising that perhaps the most far-reaching 
impact of technology will be felt in the 
virtual world, with the Internet of Things and 
blockchain as the key enabling technologies.
        Sometimes, for example, it’s not just 
about knowing where the package is, it’s 
also about knowing how it is. Medicines, 
life-saving human organs, fresh food and 
flowers, and other perishables all need to be 
shipped at strictly regulated temperatures 
and conditions. We developed a device 
that provides near-real time monitoring 
from inside the package. SenseAware can 

Blockchain in Transport Alliance or BiTA 
to ensure that every player in the logistics 
ecosystem can gain from this technology.
        The Internet of Things, AI, automated 
transportation and other technological 
advances have been offering the promise 
of disruption for a while. While FedEx has 
a clear vision of what lies ahead, we are 
also in many ways living out that future by 
developing innovations today that directly 
benefit our customers. Our purpose as 
a company is to create possibilities for 
businesses, and we know that the smart use 
of innovative technologies helps us do that in 
a profound and valuable way. 

KAREN REDDINGTON IS PRESIDENT, 
ASIA PACIFIC, FEDEX EXPRESS.
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entrepreneur. Sue founded 
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businesses by developing sales 

driven organisations that are 
equipped for the 21st Century. 

offering. When they said ‘yes’, 
because no one said ‘no’, I 
instructed them to go and get a 
large bowl so I could give them 
plenty of plums. Everyone was 
very happy.
        To people I did know, I 
said the same thing except: “Hi 
[person’s name] we have an 
abundance of fresh plums we 
cannot use and I was wondering 
if you would like to have some?”
        So easy. I managed to get 
around to 12 houses which took 
me 3 hours because besides 
distributing my plums, I got to 
have wonderful conversations 
with my neighbours. I even got 
some corn and chilli in return. 
It was a lovely way to spend a 
Saturday afternoon.
        There are real skills 
involved here. But it takes a 
clear plan and good intentions 
to help us get on our way.
        Knowing how to introduce 
yourself, help people quickly 
understand why you are there 
or contacting them, giving 
them a choice to say yes or 
no, and being open, friendly 
and welcoming makes a 
big difference to all sorts of 
relationships.
        You never need to sit back 
and do nothing if you want to do 
something worthwhile.
        Remember everybody lives 
by selling something. 

W
hether we are a 
salesperson or not, there 
are times in our daily 

lives when knowing how to sell 
well turns often awkward 
situations into positive outcomes 
for everyone.
        We are social animals. We 
rely on others for our existence 
which means we need to engage 
with others in some way to be 
able to live effectively and have a 
meaningful existence.
        Let’s look at the new school 
year as an example: there are 
often many new faces, new 
people to meet and people to 
interact with across the year 
whether you want to or not.
        This means that people find 
themselves in many situations 
they may or may not be prepared 
for. Like:
  Setting up play dates for your

children with other children’s 
parents

  Greeting and welcoming new
neighbours into your 
community

  Approaching neighbours
about… whatever

  Asking someone out on a date
  Creating a new community or

school project
  Creating a new parent group
  Introduce yourself as someone

new or to someone new, 
like new parents, families, 
teachers, etc.

  Making new people (families, parents, students, teachers) welcome
to your community or neighbourhood

And so on. You get the gist.
        Not everyone finds these types of tasks easy to do. For some it’s 
just second nature, but for many others it’s very daunting. What if they 
say no? What if it’s not the right time? etc.
        People don’t like to be rejected by their tribe and find it 
intimidating breaking into a new tribe. So igniting new relationships 
is just like setting up new client relationships. How do I get accepted? 
How do I get off on the right foot? How do I make a good impression? 
How do I build a trusting relationship? How do I get along with these 
people?
        All of these tasks require us to know how to plan, prospect, 
enquire, understand others and find ways to engage in meaningful ways 
with these people so we can get along and move forward. Ideally.
        Let me share with you a specific example to illustrate my point.
Last weekend I was harvesting our annual crop of blood plums. It was 
a good season with about a 30 kilograms harvest. What we normally 
like to do is make a Pflaumenmus, a plum butter and we also bottle the 
plums. However, given previous harvests, we had more than enough 
produce so we didn’t want to cook anything. But I also didn’t want to 
have these delicious plums go to waste as there are only so many fresh 
plums you can eat yourself.
        So I had a plan. I was going to distribute these plums to my 
neighbours and some friends. I divided the produce ready to take my 
free plums door-to-door and offering them to my neighbours, some of 
who I know well and others not at all.
        Have you ever tried to go door-to-door selling something?
It is not easy. Even if what you have is for free. People may be wary 
because they are caught off guard. ‘Who is this person and what do 
they want?’ is what they are thinking. You can see the challenge.
        So before I left for my plum distribution drive, I developed my 
VBR – valid business reason – for calling on them. It went something 
like this:
        People I didn’t know: “Hi, I’m your neighbour from up the 
street. We have an abundance of fresh plums we cannot use and I was 
wondering if you would like to have some?”
        Immediately everyone knew why I was there and what I was 



Dr. Marshall Goldsmith 
was selected as one of the 10 
most Influential Management 
Thinkers in the World by 
Thinkers50 in both 2011 and 
2013. Marshall’s exciting new 
research on engagement will 
be published in his upcoming 
book – ‘Triggers’
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D
r. Steven Berglas is my 
good friend and one of 
the foremost authorities 

on career guidance. Steve 
recently published a new book, 
Stay Hungry and Kick Burnout 
in the Butt. In the book, he talks 
about the pursuit of wealth and 
happiness. I love his take on this 
idea and am happy to share it 
with you! Following is a brief 
excerpt from our interview.

Marshall: Steve, one of the things 
I love about your new book is 
you talk about wealth and how 
there’s nothing wrong with that 
pursuit with a caveat. That if you 
just pursue wealth and expect it 
is going to bring you happiness, 
it probably isn’t going to work 
out for you.
        If you look at most research 
studies on this, for instance stud-
ies on people who win the lot-
tery, for most people wealth does 
not increase their happiness.
        Share some of your 
thoughts on the importance 
of being generous and other 
things besides just the pursuit 
of wealth.

Steve: Well, being generous, or 
what Erik Erikson, the brilliant 
psychologist called generativity, 
really is the key to happiness. If 
you look at every individual who 
was unbelievably, unfettered hap-
py and enjoyed life, they were 
generous to a fault. In my book, 
I use Ben Franklin as the proto-
type. He never took out patents 
on his inventions, because what 
he said is we should share our 
wealth with others.

Marshall: I love that.
Steve: And, there’s this guy I 

It’s much, much deeper.
        So, number one, thank 
you very much. Number two, I 
love your thoughts, and I agree. 
Thank you!

Steve: Thank you, Marshall. 

know named Marshall Goldsmith and he does it all the time. He has 
this enterprise called the 100 Coaches. He set it up, he funded it, 
and he doesn’t get a dime from it. All he does is help other coaches 
and help people understand the coaching process. That’s the key to 
happiness in life.

Marshall: It’s fascinating you mention that. Number one, thank you. 
And number two, I want to talk about what I’ve learned from the 100 
Coaches project. This is a legacy project for me. And it started as me 
telling everyone that I am going to give away everything I know to 
100 people, teach them all I know for free, and in return when they 
get old, they do the same thing.
        On one level I thought that this would be nice for them. The 
thing I did not realize is, the big winner in the project is not them. 
The big winner in the project is me. And the real gift I’m giving them, 
which they don’t understand yet, is that one day when they get old, 
they do the same thing. And they’ll get the gift themselves.
        That’s the real blessing. The real blessing is giving it away. The 
real blessing is feeling like I’m helping others. And that’s something, 
as you said, there’s not enough money to buy that. You can’t buy it. 
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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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I see it is for Person E. I try to 
write my phone number on the 
card but my writing is illegible. 
The gate agent isn’t paying 
attention to me anyway.
        I remember that the 
document that I was working on 
is stored in Google Docs so it’s 
automatically backed up. But my 
suit is in my bag so I can’t wear 
it to the meeting. And I can’t call 
Person L to tell him that I can’t 
make it to the meeting. I decide to 
punt and go buy another phone.
        I wake up feeling very 
unresolved.
        I sometimes wonder what my 
computer is dreaming about when 
it’s in sleep state. 

T
he brain in sleep state is 
a fascinating thing.
I have been awake for 30 

minutes and the dream is lingering. 
While it’s not as vivid as when I 
woke up, the details are still there. 
Maybe it is a result of the Super 
Blood Wolf Moon. Or maybe it’s 
because I’m traveling today.
        I’m in an airport casually 
talking to someone who 
has stopped me to ask me a 
question. I realize it is 6:35am 
and my flight leaves at 6:30am. 
I rush to the gate to find that my 
plane has departed to New York 
but there is another one leaving 
at 7:05am. I stand in a short line 
but people keep getting in front 

of me. I finally decide to push my way to the front and talk to the gate 
agent. She says it’s too late to get on the 7:05am but I can get on the 
next flight to New York, which is at 10:30am.
        That won’t work because my meeting starts at 10:30am. I’m 
meeting Person L and Person F there at Company B to pitch Company 
B on something. I’m wearing my normal work uniform (jeans and a 
Robert Graham shirt) but I’m nervous that I should be wearing a suit 
given Company B’s culture.
        I try to figure out a solution with the gate agent. She’s nice, but 
she doesn’t have a solution for me other than the 10:30am flight. I start 
to get my bags and try to go to another airline, but both my Filson bag 
and my laptop bag are missing. My phone was on top of one of the bags 
so it’s missing also. I start to panic and ask the gate agent to help me 
find the bags. She points at a bunch of different bags that are just lining 
the gate area, but none of them are mine. I try to walk out the doors to 
the plane to find my bags but some burly guy stops me.
        I go back to the gate agent to make sure she has my information 
in case she finds my bags. She says she does but I’ve never given her 
anything so I try to give her a business card. When I put it on the desk, 
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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. 

F
irst, choose your target. 
One of my clients 
launched a vigorous 

customer service improvement 
program to create greater value 
for external customers. Hundreds 
of classes were conducted for 
thousands of Service Champions 
around the world. The business 
objectives were clear: reclaim 
market share and rebuild a 
slipping reputation. Bounce back 
in recovery situations. Focus on 
external customer experience, not 
internal political issues. 
Demonstrate passion for existing 
customers. Go all-out to win 
new business.
        But something unusual 
happened as the program rollout 
expanded. Rather than focusing on 
these identified external business 
targets, earning high internal 
course evaluations became the 
course leaders’ primary focus. 
Being rated highly as a very 
engaging course leader was viewed 
as great success. Scoring 9 out of 
10 for leading a wonderful class 
became a cause for celebration. 
That’s a great score, but a very 
different bull’s-eye.
        Customer success and 
better business results are why 
the program was originally 
conceived. High course leader 
scores are not the same as 
valuable business impact. 
Eventually this lack of alignment 
became painfully apparent—the 
focus had drifted away from 
the early goals, and the entire 
program needed to refocus. Don’t 
let this drifting happen to you.
        Then, fire at the bull’s eye. 
A clear bull’s-eye should always 
be at the centre of your efforts, 
well-articulated and understood 
by everyone involved. Your goals 
can be externally or internally 
focused. External goals are 
the improvements you commit 
to achieve for people outside 
our organization: customers, 
clients, partners, distributors, 
and suppliers. Internal goals are 
also completely valid targets: 
improvements in collaboration, 
performance, engagement, 
retention, and more. It is fine to 
have more than one key target, as 
long as each target is consistent 
with the others. For example, 
aiming to reduce complaints 
and increase sales are naturally 
aligned targets. Higher levels 
of employee engagement and 
excellent course leader scores are 
very compatible objectives.

        My clients often ask how they can measure the Return on 
Investment (ROI) from a service improvement. They want assurance 
that their investment will reliably move the needle. I always reply 
with a simple question: “Tell us specifically what you want to achieve. 
Which needle measuring results do you want to move?” When I hear 
a meandering answer lacking clarity and focus, or a wish list of every 
possible improvement, then I know it is not yet time to start. Don’t 
launch your service improvement efforts until you are crystal clear 
about your measure of success. Don’t pull back the string until you are 
aiming at the bull’s-eye.
        One way to increase the odds of impact from your investment is 
by asking each participant at the end of the program this sequence of 
five questions.

1.  What did you enjoy about this learning experience? This question
creates appreciation for the opportunity.

2. What actions will you take to apply what you have learned? This
question encourages reflection and review.

3. How will you apply what you have learned? What new actions
will you take? Answering this question requires focus, thought, 
and planning.

4. What value will your actions create for customers or colleagues? The
answer to this question should land clearly on your chosen bull’s-eye.

5. What is the ROI from your participation and your actions? This
question weighs value created against investments in time, cost, 
and effort.

For some team members, this will be the first time they have been 
asked to consider the value of their learning and the impact of their 
actions – which is exactly what you want everyone to think about, 
appreciate, and improve. 
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Gary is a Belarusian 
entrepreneur, author, speaker 

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

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

in digital marketing and 
social media, leading New 

York-based companies 
VaynerMedia and VaynerX.

AskGaryVee     GARY VAYNERCHUK

I want to create some 
context and clarity on 
my point of view on 

buying a home.
        Context is what I believe in 
most, and sometimes it can get lost 
in the Instagram clips I post or my 
showmanship on stage.
        Here’s a more complete 
picture of what I think about the 
American dream, and buying a 
home in your 20s–40s.
        Buying a home might have 
been a great idea for most people 
many decades ago. Maybe it 
worked in the 50s and 60s (like 
college). The problem is, it’s 2019 
now. Things aren’t necessarily the 
same as they used to be.

        If you’re in your 20s, 30s, or 40s and you’re 
entrepreneurially minded like I am, I don’t think the best strategy 
for you is to buy a home.
        We live in a culture now where it’s normal to liquidate most or all 
of your net worth to put a down payment on a home. Instead of that, I 
believe more entrepreneurs should continue renting for longer, and use 
that upfront capital to go on the offense in their business. There are just 
much better ways to use that money instead of putting it towards a down 
payment — if you’re entrepreneurial.
        If you rent instead of buy, you could take that $20,000–$200,000 
down payment and put it to work in ads or in your business. You could 
use that capital to grow more aggressively.
        With the way Instagram ads are underpriced right now, I almost 
wish I didn’t own a home so I could spend more money on ads.
        Once you go on the offense using that capital, you could buy 
your home later at 39, 42, or 52 years old. I have a funny feeling that 
home would be a lot nicer, and also wouldn’t take them away from the 
opportunities that you want to pursue.
        Too many entrepreneurial people in their 20s – 40s are taking 

cash out of their business to 
put towards buying a home, 
and it’s limiting the amount of 
success they could have.
        I’m not saying that “no 
one should buy a home” or 
that buying a home is a “bad 
investment.” It could very well 
be a great investment. I also 
don’t think that my opinion 
on what a small percentage 
of Americans should do with 
their money would impact the 
value I always try to bring to 
realtors and agents in the real 
estate industry. 
        I just think that people who 
want to go on the offense should 
use their capital to do that. 



I pulled up to the entrance 
of the Doubletree Hotel, 
greeted Chris, and we 

walked into the hotel restaurant.  
As we approached the table, a 
well-meaning server asked, are you 
an Honors member?  I said, “yes.”  
        A moment later she returned 
and said she couldn’t find me 
in the system.  She asked me 
to spell my name, went back 
to her computer, and returned 
again, saying, “I can’t find your 
reservation in the system.”
        I explained that I wasn’t a 
hotel guest and we were here for 
breakfast.  “Oh, then you’ll have to 
pay for your breakfast!”  
        “OK,” I said.  After all, I was 
expecting to pay for breakfast!
        Can you imagine how much 
simpler it would have been if her 
first question was, “Are you staying 
with us?”
        Salespeople make the 
exact same mistake.  How do 
I know?  I can prove this with 
several examples.
        Personal – In any given year, 
I might engage in role-play with 
as many as 500 salespeople and 
before they know any better, and 
sometimes after, they nearly always 
begin with the wrong question.  
And it’s not limited to only the 
wrong opening question, there are 
tremendous odds that they’ll ask 
the wrong follow-up questions too.
        Evaluation Data – Objective 
Management Group (OMG) 
has evaluated and assessed 
1,835,057 salespeople from 27,400 
companies.  If we zoom in on 

prevents salespeople, even those 
with good questioning skills, from 
asking the questions.  Salespeople 
who Need to be Liked are unable 
to ask a lot of questions, ask tough 
questions, or have the difficult 
conversation that nobody else has 
had with their prospect. 
        Elite salespeople are four 
times more effective in this 
competency than weak salespeople!
        Pay attention to your 
questions.  If they don’t move the 
conversation closer to uncovering 
a prospect’s compelling reason to 
buy, don’t ask the question.  At 
the same time, don’t skip over 
important questions and milestones 
- it rarely works. 
        Remember that milestones 
are the foundation of a staged, 
consultative sales process and 
it’s difficult to be effective if you 
attempt to sell without one. 

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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the data related to asking questions, we find the following differences 
between elite salespeople and weak salespeople.
        Elite salespeople are twice as effective as weak salespeople at 
asking good questions. 
        Elite salespeople are three times more effective than weak 
salespeople at asking tough questions.
        Elite salespeople are twice as effective as weak salespeople at 
asking enough questions.
        These three questioning skills are attributes of the Consultative 
Selling competency, one of the 21 Sales Core Competencies that 
OMG measures.  
        Another Sales Core Competency, when it appears as a weakness, 
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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.

excellent management tool for: products of special interest; products 
with specific characteristics; or for many different reasons, such as:
  To be notified immediately

when fast moving products are in short supply to:
    Trigger rationing
    Be held aside for one’s best customers
    For the Purchasing Dept. to buy more sooner and/or expediting 
    existing order receipt
  Products that are easily resold or have had previous inventory 

  shrinkage
  Very valuable products that require close scrutiny
  Products that are tiny and easy to conceal
  Products that are easily damaged and can be discarded without 

  notification to management
  Products that look similar to others or that can easily be mixed 

  together, confused, or mis-picked
  Products from unreliable vendors with a history of errors in product 

  supply and/or count
  Items whose facility balance on hand reach zero to both verify the out 

  of stock situation in the facility, alert Purchasing to expedite the 
  receipt of product from the supplier, and have the sales staff switch 
  customers to similar products
  A product with continually changing case packs, or purchased from 

  different vendors who use different case packs or packaging
  Products whose price changes frequently to alert a price change for 

  new stock or with prices on the package or item such as a book to 
  ensure FIFO
  Any item with a picking shortage should be cycle counted as soon as 

  the discrepancy is recognized to:
    Find the missing product to give the customer what was ordered
    Update the system immediately if the shortage is real to avoid 
    repeat of the discrepancy and create backorders in the system
    Order more of a shorted product if the discrepancy is real
  Products stored in locations that are difficult to see or work with 

  such as:
    Rear of double-deep locations

    The location is difficult to 
    see from the ground
    Rack levels with multiple

SKUs per level and no divid-
ers, in which one SKU can 
easily end up behind or be 
mixed together with others

  Products that are difficult to 
  identify, count or receive for any 
  reason
  Products with any other 

  characteristics that you suspect 
  could have specific reasons for 
  inventory shrinkage or error

By being able to immediately 
recognize potential problems and 
designing the cycle counting system 
to alert management to prevent 
them, or to negate damage caused 
by them, one can serve customers 
better, improve operations, train 
staff to operate better, and reduce 
costs. When acquiring new 
software one should specify the 
different ways cycle counting might 
be done, the ways it in which it 
will be used, for which types of 
items and which circumstances will 
be addressed, and what kind of 
automated update and exception 
reporting will occur both at present 
and for changes contemplated for 
the future to ensure the software 
will serve the company’s needs 
properly. 

T
raditionally, cycle 
counting has been done 
to improve inventory 

accuracy, to warn one of inventory 
shortages, for security reasons, 
and/or to eliminate the annual 
counting of inventory to satisfy 
accounting requirements. Present 
day Supply Chain software 
whether it is ERP, WMS, or 
specific for inventory management 
typically includes features that in 
conjunction with barcode 
scanning or RFID can automate 
the cycle count process: for a 
variety of requirements; on a 
predetermined time schedule; 
with automatic update of results; 
and with automatic production of 
exception reports for follow up. 
So with the ability to automate 
both counting and the count 
update, and to get key reports, 
cycle counting becomes an 
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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.

I believe that we can 
have anything in our 
lives, but we can’t have 

everything in our lives. We must 
count the cost of everything and 
consider the value that it has to 
us. This is certainly true when 
we are spending our money, but 
it may be an even greater factor 
when we spend our time.
        Recently, I was thinking 
about the first summer I earned 
some of my own money. I was 
probably around nine or ten 
years old, and I mowed lawns 
in my neighbourhood. It’s 
amazing to think about what 
inflation has done over the 
last half-century as, in the late 
1960s, I was pleased to mow a 
lawn for three dollars. Today, I 
have a crew of grown men who 
come to our home regularly, 
and while I don’t have the exact 
numbers, I’m quite certain I am 
paying considerably more than 
three dollars.
        I remember the day a lady 
I didn’t know called our home 
and asked how much I would 
charge to mow her lawn. I 

quoted my three dollar price, and she readily agreed to it. The next day, 
I walked through the neighbourhood pushing the lawn mower until I 
reached her yard. I use the term “yard” loosely here as her property 
seemed larger than everyone else’s, and her grass resembled a hay field. 
After nearly suffering a heatstroke in the mid-summer sun, I eventually 
finished mowing her grass, and she gave me my hard-earned three 
dollars.
        The work I did for her would have been equivalent to mowing ten 
other lawns, but that three dollars has probably earned me multiple 
millions of dollars throughout the ensuing years. I learned that money 
can only be judged within the perspective of how much of my time, 
effort, and energy I have to expend for it.
        When you and I go to work each day, we are trading a part of our 
lives for the compensation we receive. It’s important to remember that 
not all compensation is monetary, as some of the most gratifying days of 
work I have ever done have been as a volunteer. I am very comfortable 
giving away my time, but if I’m going to sell it, I want to make sure it’s a 
fair exchange in which I provide the greatest value I am able while I’m 
being compensated in a manner that reflects my worth.
        Even if you don’t need the money, there is a satisfaction in feeling you 
are receiving compensation of which you are worthy. We regularly see ball 
players who are making tens of millions of dollars a year who hold out 
for three percent more money. I can assure you it’s not about the money 
itself. It’s about them receiving as much or more than another player in the 
league.
        Harry Truman said, “Millions for charity, but not one penny for 
tribute.” President Truman was expressing the wisdom in freely giving 
what you have while not letting anyone take advantage of you.
        As you go through your day today, be worth what you are paid and be 
paid what you are worth.
Today’s the day! 

THREE 
DOLLAR 
LAWN
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F
ood used to be so 
simple: you 
hungry, you eat. 
Now though, we 
have to watch out 
for cholesterol, 

unhealthy sugars, GMOs, carcino-
gens, etc etc. It’s more than enough 
to put a person off eating altogether 
– though starving to death probably 
isn’t a pleasant way to go.
        So eating in is the new thing. 
At least you know what’s going 
in to your food, as opposed to 
restaurants with mystery meat and 
questionable sauces. But it’s so 
tiring, you say. It’s too much work, 
you say. 
        Not to worry: we’ve got some 
weeknight stunners that take less 
than 30 minutes to make. These 
are healthy, simple, and taste of 
homemade goodness. And even 
someone who doesn’t know one 
end of the knife from the other can 
follow along and get great results.
        As for the washing up – well, 
you’re on your own for that. 
Good luck in the kitchen!

PASTA AND BROCCOLI
A tasty, vegetarian option that’s 
quick and endlessly adaptable. You 
can replace broccoli with any green 
veg of your choice.
Ingredients
   300g pasta 
   500g broccoli florets 
   3 tablespoons olive oil
   3 tablespoons cheese
   Salt to taste 
   Freshly cracked pepper to taste 
   Pinch crushed red pepper 
   (optional) 

Instructions
01. Bring a pot of water to a boil,

then add the pasta. Boil until the 
pasta is al dente (7-10 minutes). 
Add the broccoli florets to the 
boiling pasta water, turn off the 
heat, and let sit for 1-2 minutes, 
or until the broccoli is tender-
crisp. Drain the pasta and 
broccoli in a colander.

02. Transfer the pasta and broccoli
back to the pot (with the heat 
off) or to a bowl and add the 
olive oil. Toss until the oil has 
coated everything. Add the 
Parmesan, salt, freshly cracked 
pepper, and red pepper flakes, 
then toss to coat again. Taste 
and adjust seasoning as needed. 
Serve immediately.

GARLIC CHICKEN STIR FRY
A cheap, colourful stir fry that’s 
also healthy and tasty. The 
sauce for this recipe is a simple 
combination of ingredients that you 
probably already have in the pantry, 
like sesame oil and soy sauce.
Ingredients
   1 tablespoon vegetable oil
   3 cups mixed vegetables, 
   like peas, peppers, and 
   mushrooms
   400g boneless skinless chicken 
   breast, cut into 1 inch pieces
   4 cloves of garlic, minced
   1½ teaspoons sugar
   1 tablespoon soy sauce
   2 teaspoons sesame oil
   2 teaspoons cornstarch
   salt and pepper to taste
Instructions
01. Heat a large pan over medium

high heat. Add the oil when the 

pan is sufficiently hot.
02. Add the vegetables to the pan. Cook for 5-6 minutes or until vegetables

are almost tender.
03. Add the chicken to the pan and season with salt and pepper to taste.

Cook until chicken is browned and cooked through.
04. Lower heat to medium, add the garlic and cook for 30 seconds.
05. In a small bowl, whisk together the sugar, soy sauce, sesame oil and

cornstarch. Pour the sauce over the chicken mixture and bring to a 
simmer. Simmer for 1-2 minutes or until sauce has just thickened.

06. Serve immediately, with steamed rice if desired.

GLAZED SALMON WITH SPICED CARROTS
A little bit upmarket now with salmon, but the recipe technique is simple 
and easy to follow. Great flavours too.
Ingredients
   4 tablespoons extra-virgin olive oil
   500g carrots, thinly sliced
   2 tablespoons honey or agave nectar
   1 tablespoon Dijon mustard
   2 tablespoons fresh lime juice, plus lime wedges for serving
   4 200g center-cut salmon fillets (about 3 cm thick)
   Kosher salt and freshly ground pepper
   1/2 teaspoon ground coriander
   1/4 teaspoon ground cumin
   Pinch of ground cinnamon
   1/3 cup roughly chopped fresh mint
   1/4 cup sliced almonds
Instructions
01. Lightly oil a frying pan. Toss the carrots with 1 tablespoon olive oil in a

bowl, then spread out on one side of the pan. Cook until the carrots 
begin to soften, 2 to 3 minutes.

02. Meanwhile, whisk 2 tablespoons olive oil, the honey, mustard and
1 tablespoon lime juice in a small bowl. Brush the tops and sides of the 
salmon with the glaze. Put the salmon, skin-side down, on the other 
side of the pan next to the carrots and season with salt and pepper. 
Cook until the salmon is golden brown and just cooked through and 
the carrots are crisp-tender, 5 to 7 minutes.

03. Whisk the remaining 1 tablespoon each olive oil and lime juice, the
coriander, cumin, cinnamon, mint and almonds in a bowl. Add the 
carrots and toss to combine; season with salt and pepper. Serve the 
salmon with the carrots and lime wedges. 

BY 
ONG XIANG 

HONG SIMPLE RECIPES 
FOR BUSY PEOPLE



MUSIC MOVIEBOOK

DUMBO
Cast: Colin Farrell, Michael Keaton, Danny DeVito, 
Eva Green, Alan Arkin

D
isney’s live-action adaptation expands 
on the beloved classic story, where 
differences are celebrated, family is 

cherished and dreams take flight. Dumbo is a 
newborn elephant with oversized ears that 
makes him a laughingstock in the already 
struggling circus owned by Max Medici. Former 
star Holt Farrier and his children Milly and Joe 
are then recruited by Medici to take care of 
Dumbo. The circus goes on to make an 
incredible comeback when they discover that 
Dumbo can fly, attracting the attention of 

entrepreneur 
V.A. 
Vandevere. 
Dumbo soars 
to new heights 
after being 
recruited for 
Vandevere's 
newest 
entertainment 
venture, 
Dreamland. 
That is until 
Holt learns of 
the dark 
secrets that 
lurk within 
Dreamland.

PET SEMATARY
Cast: Jason Clarke, Amy Seimetz, John Lithgow

B
ased on the seminal horror novel by 
Stephen King, Pet Sematary follows 
Dr. Louis Creed, who, after relocating 

with his wife Rachel and their two young 
children from Boston to rural Maine, discovers 
a mysterious burial ground hidden deep in the 

woods near the 
family’s new 
home. When 
tragedy strikes, 
Louis turns to 
his unusual 
neighbour, Jud 
Crandall, 
setting off a 
perilous chain 
reaction that 
unleashes an 
unfathomable 
evil with 
horrific 
consequences.

LATE IN THE DAY
BY TESSA HADLEY

A lex, Christine, Zachary and Lydia have 
been friends since they first met in 
their twenties. Thirty years later, Alex 

and Christine are spending a leisurely summer’s 
evening at 
home when 
they receive a 
call from a 
distraught 
Lydia: she is 
at the 
hospital. Zach 
is dead. Late 
in the Day 
explores the 
complex webs 
at the centre 
of our most 
intimate 
relationships, 
to expose 
how, beneath 
the seemingly 
dependable arrangements we make for our 
lives, lie infinite alternate configurations.

JUST MERCY
BY BRYAN STEVENSON

B
ryan Stevenson was a young lawyer 
when he founded the Equal Justice 
Initiative, a legal practice dedicated 

to defending those most desperate and in need: 
the poor, the wrongly condemned, and women 
and children trapped in the farthest reaches of 
the criminal justice system. A semi-
autobiographical account, Just Mercy is an 
unforgettable account of an idealistic, gifted 
young 
lawyer’s 
coming of 
age, a moving 
window into 
the lives of 
those he has 
defended, 
and an 
inspiring 
argument for 
compassion 
in the pursuit 
of true 
justice.

HEAD ABOVE WATER BY AVRIL LAVIGNE

R
oughly a year after Avril Lavigne 
released her eponymous fifth album in 
2013, she was diagnosed with Lyme 

disease. Her illness informs Head Above Water, 
which arrives six long years after Avril Lavigne 
– the longest time separating Lavigne albums by 
far. Considering that half-decade gap and all the 
personal turmoil the singer endured, it scans 
that Head Above Water unveils a different Avril 
Lavigne, one who proudly bears her scars and is 
eager to share her journey. Head Above Water 

has its 
moments of 
darkness, 
but they’re 
not sad, 
they’re 
stirring. The 
album is 
designed to 
offer solace 
while also 
being a 
rallying call.

KANKYŌ ONGAKU: JAPANESE AMBIENT, 
ENVIRONMENTAL & NEW AGE MUSIC
BY VARIOUS ARTISTS

K
ankyō Ongaku documents ambient, 
new age, and minimal music produced 
in Japan between 1980 and 1990, 

specifically focusing on ‘environmental music’, 
created to soundtrack daily living, shopping, 
relaxation, and even the usage of specific 
products. Taking the concept literally, the 
release includes pieces composed for specific 
environments, such as Yoshio Ojima’s “Glass 
Chattering” (from a collection of works 
designed to be played inside a building in Tokyo 
called the Spiral) or Haruomi Hosono’s 
“Original BGM” (commissioned by the Muji 
department store as background music). It even 
includes Takashi Kokubo’s supremely tranquil 
“A Dream Sails Out to Sea – Scene 3” which 
comes from a promotional LP that was included 

with the 
purchase of 
a Sanyo air 
conditioning 
unit, 
designed to 
help convey 
a beach-like 
atmosphere.
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L
endlease and TRX City Sdn Bhd launched the Lifestyle Quarter at the Tun Razak Exchange on 12 February 2019 at the 
Ritz-Carlton Kuala Lumpur. Finance Minister Lim Guan Eng witnessed the launch, as well as the signing of a financing 
facility worth RM2.15 billion.

E
nterprise Asia held an intimate Chinese New Year luncheon for their CEO alumni at the Westin Kuala Lumpur on 12 February 2019. 
The luncheon was graced with the presence of Chairman for Enterprise Asia, Tan Sri Dr Fong Chan Onn, and Minister of 
Entrepreneur Development, Datuk Seri Mohd Redzuan bin Md Yusof. 

LENDLEASE-TRX LIFESTYLE QUARTER LAUNCH

ENTERPRISE ASIA CHINESE NEW YEAR CEO LUNCHEON
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ver the past 20 years of 
my own entrepreneurial 
journey, I have had the 
privilege of meeting 
thousands of other 
entrepreneurs. Some 
wildly successful, while 

others less so. Some came from families of 
entrepreneurs, while others were stories of 
rags to riches.  
        But one things stands out: that no matter 
where you look, old money remains supreme. 
Almost every successful new entrepreneur 
hails from wealthy families. And this includes 
those in the technology business, which is 
supposedly a great equalizer. What they told 

you about money buying money is all true.
        If you grew up in a working class family, 
you would have been told from young that 
the only way to get rich is to study hard and 
get a proper job. You wouldn’t have the 
benefits of being exposed to the concept of 
entrepreneurship and money from a very 
young age.
        If you excel in school, you would have to 
rely on a scholarship or a study loan to enter 
even a third grade university – while others 
who may have the benefit of private tutors 
and wealthier backgrounds would end up in 
Ivy League schools. 
        And when you are ready to jump 
headlong into the world of entrepreneurship, 

you would likely use the money you have 
saved for years, and rely on cold calls to 
raise money and sales. There’s certainly no 
investments from your parents, or uncles and 
friends of dad to introduce you to potential 
customers or vendors. 
        So if you are not from a wealthy family, 
you are handicapped from day one. The 
journey is bound to be much tougher. While 
others started the climb at the mid-point of the 
mountain, you would start at base camp. 
        In short, you are destined to fail.
But the beauty about this thing called destiny is 
that it can be changed. 
        Not unlike developing countries trying to 
compete with developed countries. You simply 
have to work harder and faster. 
        When other entrepreneurs work 10 hours 
day, you have to work 14. When all the ‘gurus’ 
suggest that you need to balance work with 
play – they are referring to start-ups that grew 
out of Stanford, not TAR College. Sanity and 
work-life balance is important, but only if you 
are not destined to fail. 
        You too can reach that mountain peak. 
But it will take longer and you have to work 
harder. You must accept the fact that you are 
disadvantaged by circumstances, if you are to 
change those circumstances. 
        Your destiny doesn’t need to be the 
reality. 

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

www.facebook.com/williamngpage
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TO FAIL





Amazing Exclusive Offer! Up to with Original HP Ink Twin & Combo Packs 40%
SAVINGS

HP EliteDesk 705 G4 
Desktop Mini
CONFIG ID: 30518173

AMD Ryzen™ 5 PRO 2400GE
*RM2,200 per unit

Windows 10 Pro means business

Visit bit.ly/HPLease
or contact HP authorized resellers for assistance

Call 1800 88 2211

Call 1800 88 2211

Customizable 
price based on 
requirement

HP ProBook 640 G4 
Notebook 
CONFIG ID: 30518242

AMD Ryzen™ 3 PRO 2300U
*RM2,900 per unit

AMD Ryzen™ 7 PRO 2700U
*RM4,560 per unit

HP EliteBook 735 G5
Notebook 
CONFIG ID: 30537019

for as low as

or visit bit.ly/HPLease
for more information

Call 1800 88 2211

1.88/day per unit*RM

 4VZ68PA

Boost your office
productivity with
AMD Ryzen Pro 

* Amount shown is per unit per day (RM) with SST (based on a 5 units for calculation purposes) with HP Leasing. However, payment must be made on a monthly basis and are subject to
   but not limited to, additional terms and conditions. Please contact us for more details. 

HP Desktop Pro A Microtower Business PC
RM1.88/day per unit
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