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AUTO     THE NEW TESLA  

T
he FF91 is an electric luxury car by Faraday Future. The car packs 1,050 all-electric horsepower and claims a 0-60 time of 
2.39 seconds, making it the fastest-accelerating SUV in the world. The all-electric FF91 Future looks seriously cool. It is kitted 
out with sensors that enable full level 3 autonomous-driving capabilities and partial level 4 autonomous-driving features. With 
a battery energy of 130 kWh, the car supports a range of 378 miles.  

HOME    SMART VIDEO DOORBELL 

B
asically, the device (equipped 
with a camera and speaker) 
allows you to remotely check 
who is outside your door 
anytime of the day. Nest Hello 

has a button that acts as a standard doorbell 
and a camera that off ers a 160-degree field 
of view. The video that Nest Hello streams 
is HD. It is able to stream video day or 
night using both HDR and night vision. The 
system also has face recognition and allows 
for instant communication via its speakers.

BY 
JEFF
TAN

GADGET     NEW AUDIO EXPERIENCE   

W
hen earphones just aren’t 
enough, it’s time to 
shoulder-mount some 
speakers. The JBL 
Soundgear is a neckband-

style, wearable device. The gadget packs 
up to six hours of playback time on a 
single charge. The device is built with a 
dual-microphone conferencing system 
with echo and noise-cancellation 
technology to ensure sound clarity. It 
also features a rubber anti-slip 
treatment of the body so that the device 
stays put even when moving around.
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MOBILE     PERFECT CAMERA COMPANION  

T
he Neff os N1 combines imaging excellence with strong 
all-around performance. It’s price which is both competitive 
and attractive is another selling point. Its 12-megapixel 
dual-camera is the strongest “feature” of the phone.  An 
advanced RGB Sony IMX386 sensor captures a broad 

spectrum of colours, while the other a monochrome Sony IMX386 sensor 
takes care of even the finest of details. The bokeh-eff ect feature makes it 
possible for subjects to stand out from the background, similar to how an 
expensive DSLR camera with a wide-aperture lens would take pictures.

ART     PAINT-MIXING DEVICE

P
icolor is the first of its kind. It is completely 
portable and also an effi  cient assistant for the 
contemporary artist. The paint-mixing device 
contains Cyan, Magenta, Yellow, Black and 
White within it's small cubic design. It grants 

users access to a trustworthy assistant for those who isn't 
skilled in making new colours, It is also a curious piece of tech 
that allows users to explore over one million distinct nuances.

WEARABLE     “FASHIONABLE” SOS

R
esembling a gemstone and works well as a fashion jewellery, 
DAZL allows women to send SOS alerts. The alert can be sent by 
simply pressing a button on the device for three seconds. After 
sounding the “alarm”, the user’s location is sent out. The elegant 
device also features a unique separation alert to find lost items 

such as keys. It can also be attached to a keychain, handbag or even a piece of 
clothing. Important daily notifications: phone calls, messages and emails can 
also be set on the device.

LIFESTYLE     INSTANT COOLING 

I
magine a product that can get a bottle of 
water to reach the optimum level of 
cooling. SwiftChill cools a drink instantly 
without compromising on the quality. It is 
compact and aesthetically designed. It can 

fit one standard wine bottle or two-three beer cans in 
one go and can be used multiple times in quick 
succession. Users simply need to pop a bottle into its 
inbuilt tray, set the time and get started. Weighing just 
over 12kg, it is energy effi  cient because it operates on a 
need basis, whereby users are not required to stock up 
beverages like in a conventional refrigerator. 

WEARABLE     “FASHIONABLE” SOS
esembling a gemstone and works well as a fashion jewellery, 
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not legal tender, and any cryptocurrency investments should be made 
with caution, but there is no restriction to owning of cryptocurrencies. 
Bitcoin mining might not be as profitable in Singapore where electricity 
is relatively expensive.
 
What do you think of the volatility of Bitcoin? Recently, the value plunged but 
recovered considerably fast too. Bitcoin’s price is not backed by any issu-
ers or assets; hence volatility can be expected. There are many forces be-
hind the fluctuations of Bitcoin's price including market manipulations. 

Since Bitcoin is not regulated, such practices are not even considered 
illegal, where it is highly so in the traditional markets. Trying to predict 
the market is generally not advisable in any form of investments.
 
What should business owners who would like to diversify their investments 
and plans to invest in Bitcoin be aware of? Should they hold on to Bitcoin 
for the long-term? Or make a quick profit out of any sudden value surge? As 
a rule of thumb, put in what you can aff ord to lose. Bitcoin and other 
cryptocurrencies are extremely volatile and susceptible to manipulations 
and other scams. Investing your time to learn about the technology and 
providing your skills and expertise to the community can help you gain 
an understanding of the technology and its potential.

Please share your projection of SG's cryptocurrency growth in 2018. I believe 
we will see many ups and downs in the cryptocurrency space in 2018. 
There also should be progress in blockchain-related technologies, 
which will result in the rise as well as the improvement of diff erent 
cryptocurrencies. Hopefully, we can also see more awareness and 
interest in the underlying technology and the utility of cryptocurrencies 
outside of investments.
 
SG has set a target to be a cashless society. Do you see cryptocurrency 
playing a big role in this, especially in 2018? There are diff erent challenges 
for Singapore’s move towards a cashless society, and cryptocurrencies 
can certainly help play a part in this advancement. That being said, 
I don’t think the lack of technology is a major obstacle as mature 
technologies that could be implemented today already exist. 

gaining awareness and interest 
in Singapore and around the 
world. I have no doubt that the 
number of people involved with 
cryptocurrencies will increase 
over time as more projects and 
companies gets into the space, 
which is a good thing to help 
further the potential use cases of 
the Blockchain technology. 
  
SG has set a target to be a cashless 
society. Do you see cryptocurrency 
playing a big role in this, especially 
in 2018? There are diff erent 
challenges for Singapore’s move 
towards a cashless society, 
and cryptocurrencies can 
certainly help play a part in the 
advancement towards the goal. 
That being said, I think there are 
other mature technologies that 
could be implemented today, but 
the major obstacle is not the lack 
of available technology.
 
How viable is Bitcoin as an 
investment option, where central 
banks have stated they will not 
recognise the cryptocurrency as a 
valid currency? For Bitcoin, this 
may be a large factor to take into 
account considering the utility as 
a currency is its primary purpose. 
However, the viability of investing 
in cryptocurrencies such as 
Bitcoin should take many factors 
into consideration, such as the 
understanding of the technology 
and its potential. 

There are many cryptocurrencies 
that uses blockchain, the 
underlying technology for Bitcoin, 
to be applied to diff erent use 
case such as smart contracts and 
not just solely as a currency. It 
is important to note the space is 
still nascent and regulations may 
change over time as well.
 
According to your knowledge, are 
there any regulations in Singapore 
imposed on Bitcoin mining 
activities? Singapore do not 
have any restrictions on mining 
of cryptocurrencies as far as 
I’m aware. Monetary Authority 
Singapore (MAS) has stated its 
stance that cryptocurrencies are 

B
itcoin trading is 
building up 
momentum in 
Singapore (SG). To 

provide some Bitcoin insights to 
our readers from Singapore, we 
spoke to Certified Bitcoin 
Professional (C4) Adriel Ho, 
who is also the founder of 
KAIJA, a condominium 
management system.

One of the concerns on cryptocur-
rency is the avenue for investors to 
cash out on their investment. With 
many crypto-related investments 
in the market, how should inves-
tors identify credible platforms? 
The best way to find a credible 
exchange is to read up on re-
views about them from diff erent 
sources. The major exchanges 
can provide fiat to cryptocur-
rency conversion services, but 
cryptocurrencies should ideally 
be held outside of the exchanges, 
in hardware wallets for longer 
term storage. Other strategies 
include diversifying your risks 
by using multiple platforms for 
smaller transactions.
  
Are there avenues to use cryptocur-
rency to pay for goods or services 
in SG?  There are not many busi-
nesses accepting cryptocurren-
cies in Singapore today, as op-
posed to Japan where thousands 
of retailers are already accepting 
bitcoins for payments. However, 
there are diff erent companies 
bridging the gap between the 
usage of cryptocurrencies online 
and our everyday transactions. 

TenX, a blockchain asset wallet, 
is an example of a company that 
issues its own debit-like card 
that is working with various 
industry leaders like PayPal, 
DBS Blockchain and Citi Mobile 
Challenge to allow users to 
convert and spend their virtual 
currencies in real life. 

Please share your projection of SG's 
cryptocurrency growth in 2018 (if 
possible please share estimated 
number of cryptocurrency holders).
Cryptocurrency is certainly 

A SINGAPOREAN TAKE ON BITCOIN BY 
JEFF
TAN
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ASSOCIATION OF 
CHARTERED CERTIFIED 
ACCOUNTANTS (ACCA) 

ACCA recently issued a new warning to 
professional accountants over the importance 
of maintaining an up-to-date understanding 
of developments in the fast-moving space of 
cryptocurrencies like Bitcoin.
        “Bitcoin has at least three dimensions 
that are causes for concern. Firstly, its 
pseudonymous nature means that while one 
may identify the address a given payment 
goes to, it is not possible to confirm the 
identity of the underlying beneficiary.
        “This is an obvious risk for money 
laundering, terrorist financing and the 
funding of other types of illegal activities.  
        “Secondly, its high volatility makes 
it inherently risky and unstable. Thirdly, 
it is funding a speculative bubble in other 
areas like Initial Coin Off erings (ICOs) with 
speculators chasing poorly formed business 
propositions.
        “It is important, however, to avoid 
blaming the house for the fault of the 
people living in it. The underlying 
blockchain (distributed ledger) technology 
behind Bitcoin could revolutionise how 
financial transactions are done and have a 
positive impact on business globally. This 
potential must be viewed separately from 
the risks of Bitcoin.”
        “The global accountancy profession 
has an important role to play in enabling 
stable economies and secure societies 
where consumers are not exploited. As new 
technologies become adopted, it is vital 
that professional accountants develop their 
digital understanding alongside their ethical 
responsibilities to flag areas of concern.
        “In that context, ACCA supports a 
close relationship between regulators and 
the accountancy profession to ensure that a 
robust regulatory approach is crafted, and 
refined as developments emerge, so that it is 
fit-for-purpose in a digital age.”

MAGGIE MCGHEE
ACCA director of professional insights

“The Bitcoin protocol has immense 
intrinsic value as a self-regulating 
frictionless payment network aff ordable to 
almost anyone. Here is a technology that 
allows anyone to send any amount of money 
to anyone else in the world at virtually no 
cost with nothing more than an Internet 
connection or smart phone. 
        “Bitcoin, like the Internet, is one of 
those innovations that can break down 
barriers; information barriers in the case 
of the Internet, and financial barriers 
with Bitcoin.”

DAN ROSEMAN
Coinality 
Technical Project Lead

“Currently, Bitcoin is a virtual and 
decentralized currency used to trade for 
goods and services, not backed by any 
government, company, or organization. It's 
truly a global unregulated currency that is 
not taxed at any level. 
        “Multiple attempts have been made to 
harness in virtual currency, but much like the 
government attempts to regulate the Internet, 
the regulations so far have failed. 
        “At some point, Bitcoins will likely need 
to be regulated to have lasting power. The 
questions will be who and how. Currently the 
Senate Homeland Security and Government 
Aff airs Committee is investigating Bitcoins 
and other virtual currencies.”

BRADEN PERRY
Kennyhertz Perry LLC Partner

“As an investment, I won’t touch it. But as a 
concept, I love it! A global currency would 
eliminate the need for exchanges making glob-
al commerce easier by increasing effi  ciency, 
reducing transaction costs, and ultimately 
reducing costs for the end consumer. 
        “Even better, Bitcoin is not controlled by 
a central bank, thereby reducing the risk of 
manipulation from authoritarian governments. 
And with a limited supply, inflation should be 
kept at a minimum. I wish Bitcoin all the best 
of luck, but I’m afraid it may never make it 
into one of our investment portfolios.”

PHILLIP CHRISTENSON 
CFA, Phillip James Financial 
Technical Project Lead

EXPERT OPINIONS 
ON BITCOIN
EXPERT OPINIONS 
ON BITCOIN
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GLOBAL PERSONALITIES

BILL GATES
Microsoft Co-Founder, Investor And Philanthropist

“Bitcoin is exciting because it shows how 
cheap it can be. Bitcoin is better than 
currency in that you don’t have to be 
physically in the same place and, of course, 
for large transactions, currency can get pretty 
inconvenient.” 

“Bitcoin is a technological tour de force.” 
source: FoxBusiness

– –

RICHARD BRANSON
Virgin Galactic founder

“Well, I think it is working. There may be 
other currencies like it that may be even 
better. But in the meantime, there’s a big 
industry around Bitcoin. — People have made 
fortunes off  Bitcoin, some have lost money. 
It is volatile, but people make money off  of 
volatility too.” 
source: Bitcoin.com

“Virgin Galactic is a bold entrepreneurial 
technology. It’s driving a revolution. And 
bitcoin is doing just the same when it comes 
to inventing a new currency.” 
source: CNBC

– –

AL GORE
Former Vice President the United States

“When bitcoin currency is converted from 
currency into cash, that interface has to 
remain under some regulatory safeguards. I 
think the fact that within the bitcoin universe 
an algorithm replaces the function of the 
government …[that] is actually pretty cool.” 
source: Learning Bitcoin

TECH INDUSTRY PLAYERS

ERIC SCHMIDT
Google executive chairman

“[Bitcoin] is a remarkable cryptographic 
achievement… The ability to create 
something which is not duplicable in the 
digital world has enormous value… Lots of 
people will build businesses on top of that.” 
source: Newsbtc.com

– –

JOHN MCAFEE
McAfee Associates founder

 “It is not a speculative investment even 
though it is being used as such by other 
people. As Bitcoin network grows the value 
of Bitcoin grows. As people move into Bitcoin 
for payments and receipts they stop using US 
Dollars, Euros and Chinese Yuan which in 
the long-term devalues these currencies.” 
source: RT YouTube

– –

STEVE LEONARD
SGInnovate CEO

“Several years ago, the excitement around the 
decentralized ledger (blockchain) architecture 
started to grow dramatically. People began 
imagining a range of high-impact use cases 
such as eliminating counterfeit drugs, putting 
a lifetime of health records in the hands of 
patients, and verifying food production and 
supply-chain integrity, to name a few.”
*note: McAfee Associates is a software and 
anti-virus company

FINTECH PLAYERS:

PETER THIEL
PayPal co-founder 

“PayPal had these goals of creating a new 
currency. We failed at that, and we just 
created a new payment system. I think 
Bitcoin has succeeded on the level of a 
new currency, but the payment system is 
somewhat lacking. It’s very hard to use, and 
that’s the big challenge on the Bitcoin side.” 
source: Cryptocoinnews

– –

MILTON FRIEDMAN
Economist, 1976 Nobel Memorial Prize recipient 
(Economic Sciences) 

“I think the internet is going to be one of 
the major forces for reducing the role of 
government. The one thing that’s missing 
but that will soon be developed, is a 
reliable e-cash.”

– –

JEFF GARZIK
Bloq Inc co-founder, a contributor to Bitcoin Core, 
Bitcoin developer

“When I first heard about Bitcoin, I thought 
it was impossible. How can you have a purely 
digital currency? Can’t I just copy your 
hard drive and have your bitcoins? I didn’t 
understand how that could be done, and then 
I looked into it and it was brilliant.”

– –

KENNETH BOK
blocks founder
“The potential of blockchain to 
revolutionise our techno-economic 
landscape is phenomenal.
        We’re particularly keen to see how 
Singapore, with its agile and visionary 
regulatory framework, will drive 
adoption, innovation, and growth of the 
decentralized web.” 
*Note: blocks is a Singapore-based start-up which 
researches the blockchain ecosystem

– –

NASSIM TALEB
Statistician, former trader and risk analyst

“Bitcoin is the beginning of something great: 
a currency without a government, something 
necessary and imperative. But I am not 
familiar with the specific product to assert 
whether it is the best potential setup. And we 
need a long time to establish confidence.” 
source: Wikipedia 

NOTABLE QUOTES 
ON CRYPTO…
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Before developing Twitter, Dorsey had become 
a certified masseur and also dabbled in fashion 
design. “I’m going to quit tech and become a fashion 
designer,” he once said in an interview. 
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A payment gateway encrypts sensitive 
information, like credit card numbers 
and bank account details, so that 
information is transmitted securely 
from the customer to the bank.
        The payment gateways ensure 
proper transaction with considering 
all aspect to expedite the safe and 
secure transaction.
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great way to get fans actively involved with a 
marketing campaign without using too much 
obvious promotion. Television shows and film 
production companies have been using this 
promotional method for years; but until Heinz, 
the food industry hadn’t utilized it. Since the 
success of the Heinz’s quiz many other food 
companies have gone on to use the same 
marketing method with huge success.

5. URBAN HILTON WEINER’S SELFIE COUPON 
CODES Urban Hilton Weiner weren’t a 
particularly big name before their ‘pay with a 
selfie’ campaign, but now they’re one of the 
most talked about brands in fashion. Their 
marketing campaign awarded those who 
posted a selfie wearing their clothes, along 
with the hashtag #urbanselfie, a $10 coupon.

        This 
ingenious 
marketing 
technique 
accomplishes 
everything 
that any re-
tailer would 
want from a 
social media 
campaign – 
it exposes 
people to 
specific 
items of 
clothing, 
encour-

ages social sharing, and most importantly, 
gets people in stores and buying clothes they 
wouldn’t have otherwise purchased.
        While the $10 coupon may seem 
excessive and put many companies off  taking 
such a bold move, it’s a small price to pay for 
such widespread and eff ective exposure.

WRAPPING IT UP The power of social 
media marketing cannot be denied. Real-
time marketing has become the “it” thing in 
advertising and nowadays all one has to do is 
login to a social network and within seconds 
they will be exposed to some form of advert; 
no matter how discreet it may look.
        Internet marketers are now placing an 
increasing amount of emphasis on building 
communities via social networks and are 
integrating each platform to deliver a constant 
stream of exposure. In fact, acquiring a ‘Like’ 
on Facebook or new follower on Twitter is 
held in higher regard than unique website 
traffi  c. However, what’s most appealing about 
social media is that unlike other forms of 
online marketing – such as PPC and SEO – it’s 
completely free.
        James is a self-employed blogger and 
wannabe entrepreneur and works with 
Distinctly Digital 

J
ames Timpson, who is the guest author for Jeff bullas.com compiled five examples of 
social media marketing campaigns that went viral to prove just how powerful it can be.

1. CADBURY’S GIANT CHOCOLATE FACEBOOK THUMB1 When Cadbury’s wanted to boost their 
Facebook likes they decided to construct a giant 
Facebook thumb out of their own signature 
Dairy Milk bars.  The idea started as a thank you 
gesture to fans for helping them reach one 
million likes, but quickly went viral and led to 
another 40,000 followers within a short space of 
time.  They even decided to stream a live 
real-time video to document the making of the 
thumb, which was watched by over 350,000 fans 
throughout the world.
        Nothing draws the eye more than a mouth 

watering image; however, giant chocolate bars are certainly nothing new. Chocolate and Facebook 
are universally loved and by incorporating the thumb, Cadbury’s have cleverly managed to create 
an image that’s contemporary, unique and instantly recognizable.

2. WATERISLIFE’S FIRST WORLD COMPLAINTS YOUTUBE VIDEO Non-profit organization WA-
TERisLIFE created a controversial social media 
campaign that was inspired by humorous memes.  
The company – who are dedicated to bringing 
clean water to the third world – produced a docu-
mentary complied of clips of the underprivileged 
alongside captions of common complaints from 
the privileged. Such examples include:
   “I hate it when my phone charge 
   won’t reach my bed.”
   “When I go to the bathroom and I 
   forget my phone.”
   “I hate when my leather seats 
   aren’t heated.”
   “When my mint gum makes my ice water taste cold.”
The video was a huge success and managed to amass over one million views within the first day. 
The ending caption, “First world problems… aren’t problems” significantly boosted interest in 
their Twitter feed as followers made their own captions and posted them on social networks along 
with the hashtag, ‘#firstworldproblems.’

3. WILKINSON SWORD’S SANTA CLAUS HOSTAGE VIDEO During the build-up to Christmas 2013, 
Wilkinson Sword released a hostage video 
featuring three elves who are arguing about 
whether or not they should shave off  Santa’s 
beard.
        The video was promoted via the brand’s 
YouTube, Facebook and Twitter pages and re-
ceived widespread attention throughout the UK. 
What’s genius about this social media campaign 
is that it was designed to get followers involved. 
The video was left on a cliff -hanger with the 
phrase, “CLICK TO #SAVESANTA” at the end.
        Voters are now eagerly anticipating the 

follow-up video this year which will determine the fate of our truly beloved Saint Nicolas.
        Aside from establishing a marketing campaign that gets the fans involved, Wilkinson Sword 
have created an on-going series which will bring voters back each year and remind them of their 
famous razors – which just so happen to be the perfect stocking filler.

4. HEINZ’S “WHICH BEAN ARE YOU?” QUIZ When Heinz launched their new Five Beanz product, 
they created a quiz on their Facebook page named, “Which bean are you?” Fans used this quiz to 
determine which bean they were based on questions about their personality.
        In addition, Heinz gave participants who 
shared the quiz ten times on their Facebook 
page a goodie bag.
 The facts and the results:
   The campaign lasted for two weeks
   Acquired 22,000 likes
   10,000 shares
   Overall reach of 11 million
Everyone likes a personality quiz. They’re a 









   FEATURE      36

four in ten businesses earning more than ten 
per cent of their income from online sales.
        “Singapore's SMEs could, however, 
benefit from a stronger focus on new digital 
payment options, such as AliPay, ApplePay 
and WeChat Pay. Only 30.2 per cent allow 
customers to pay through this technology, well 
below China (65.5 per cent) and the survey 
average (42.7 per cent).
        “The results show investments into new 
technologies are likely to have a fairly quick 
and positive impact on the bottom line of many 
small businesses. 35.1 per cent of Singapore 
respondents that invested in technology 
in 2017 stated that such an investment 
has already resulted in improvements in 
profitability,” Mr Drum said.
        On cybersecurity, Singapore's small 
businesses typically do not believe that their 
systems will be cyberattacked in 2018, with 
only 35.4 per cent believing it likely such an 
event will occur, which is higher than New 
Zealand, but well below Vietnam, where 80.7 
per cent of businesses expect an attack.
        Despite this result, a significant 
majority (around 70 per cent) are acting to 
protect their systems. 
        The most common steps Singapore SMEs 
are taking to protect their systems include 
regularly backing up data and storing that 
backup in the cloud or off site; making staff  
aware of the risks of downloading programs or 
opening attachments from untrusted sources; 
and using a spam filter on their email systems.
        Adding to the more positive sentiment 
in 2018 is an increase in the percentage of 
Singapore's small businesses that expect to 
innovate through the introduction of a new 
product, service or process in 2018 than 
in 2017.
        “This improved result reflects stronger 
confidence in Singapore's economy and small 
business environment in 2018. The Singapore 
Government's strong support of innovation 
has no doubt also contributed to an innovative 
culture emerging in many of Singapore's small 
businesses," Mr Drum said.
        The sector reported facing several 
challenges, including increasing costs and 
increasing competition. Singapore SMEs were 
the second most likely of the markets surveyed 
to identify both of these factors as barriers to 
their growth, and were likely to nominate staff  
costs as most detrimental to their business, 
followed by costs for materials.
        Despite the increasing cost of staff , 26.6 
per cent of Singapore SMEs expect to add to 
their staff  numbers in 2018, an increase from 
last year's survey.  

M
alaysia’s small and medium enterprises (SMEs) are experiencing 
positive business conditions, with many adding jobs and investing in 
technology, according to a new survey released today.
        The findings, from CPA Australia’s eighth annual Asia-Pacific 
Small Business Survey, follow extensive surveying of nearly 3,000 
SMEs in Malaysia, Vietnam, Indonesia, Hong Kong, Singapore, 
Australia, New Zealand and China.
        CPA Australia Head of Policy, Paul Drum said that while Malaysia 
SMEs reported weaker business growth than in 2016, the sector was 

still experiencing positive business conditions and was a strong creator of jobs in 2017. Malaysia 
SMEs were likely to create even more jobs in 2018.
        “More than a quarter (27.5 per cent) of Malaysia SMEs added staff  in 2017, reflecting strong 
growth for many Malaysian SMEs. A healthy 40.1 per cent are expecting to add additional staff  
members in 2018.
        “SMEs from Malaysia continue to be strong users of digital technologies in their business. 
Over half of Malaysian businesses surveyed (53.4 per cent) earned over 10 per cent of their 
income from online sales, and over 80 per cent use social media for business purposes.
        “However, Malaysia's small businesses would benefit from a stronger focus on new digital 
payment options, such as AliPay, ApplePay and WeChat Pay. Only 29.1 per cent allow customers 
to pay through this new technology, well below China (65.5 per cent) and the survey average 
(42.7 per cent).
        Malaysian SMEs were the most likely to nominate customer loyalty as having the most 
positive impact on their business in 2017. 
        “It is good business practice to focus attention on existing customers, as it is always much 
easier to keep a customer than attract a new customer."
        “With high numbers of Malaysian SMEs having the characteristics associated with growth 
– such as a focus on innovation, e-commerce and technology – we are likely to see better 
results in 2018. 
        “I expect we'll see an increasing number of Malaysia's SMEs evolve to become large, 
successful global businesses in the next few years," Drum said.
        The relatively strong focus on technology by SMEs in Malaysia is flowing through to 
concerns over the security of systems, with more than half (52.4 per cent) of respondents stating 
that they believe it is likely their business will be cyberattacked in 2018 – the third highest result 
of the markets surveyed. 
        This concern is leading to action, with businesses being highly likely to be taking steps to 
improve their cybersecurity.
        On the other hand, SMEs in Singapore are showing a strong pick-up in confidence in 2018, 
according to a new survey released today.
        Drum said the outlook for 2018 is strong, with 57.0 per cent of businesses expecting to grow, 
even as Singapore's small businesses experienced weaker growth in 2017.
        “While 2017 saw the lowest number of Singapore small businesses that reported growing 
since 2014, many expressed a high level of confidence in the Singapore economy and in their own 
growth prospects for 2018.
        “Fifty-seven per cent of small businesses in Singapore are expecting to grow in 2018, the best 
result for Singapore since the 2012 survey,” Mr Drum said.
        The survey results again showed that businesses that are applying digital technologies in 
their business are significantly more likely to be growing strongly than businesses that are not.
        In comparison to Australia and New Zealand, Singapore's small business sector is more 
digitally capable, with a significant majority using social media for business purposes, and nearly 
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through highly collaborative sessions. These 
workshops are designed with the following 
themes: Trusted Ways of Working, Clarity 
of Goals and Roles, Leveraging Others’ 
Strengths and Dealing with Conflict.
        Through field work, participants 
deliver breakthrough projects of strategic 
importance. Teams will receive support 
from expert coaches based on their needs, 
who will collaborate with them through on-
going peer coaching.

3. DETERMINE & SUSTAIN IMPACT 
At this stage, the team continues to use 
the HPT tools provided to work on the 
HPT journey. They review and track their 
progress for continuous improvement. 
The business impact of these initiatives 
is measured. Desired behaviours and 
attitudes are embedded in the team to 
sustain impact.
        In building a high performing culture, 
we believe that it is important for teams to 
focus on “the work of the team” and “how 
the team works”. Building HPTs does not 
merely involve workshop activities, but 
requires consistent eff ort to embed it as an 
ongoing way of working within the team.
        A crucial ingredient of HPT is having 
inspiring leaders. In the recent years, 
Fonterra invests in developing our people 
manager as people developer. In our 
signature Fonterra leadership program 
“License to Lead”, all people managers 
are equipped with coaching capabilities 
to conduct meaningful conversations and 
providing constructive feedback.   

THE TAKE-AWAY The future of work lies 
in the capability of leaders to lead a diverse 
and high performing team. Organisations 
need to have teams that are empowered to 
make decisions which are aligned to our 
ambitions and must-win battles. 
        Through Fonterra’s HPT framework, 
people managers and employees are 
comprehensively engaged to actively build a 
high-performance culture. 

ANDREW NG IS FONTERRA BRANDS MALAYSIA HR DIRECTOR

O
rganisations are increasingly recognising that great teams – and not 
individual heroes working in silos – are critical to driving sustainable 
business growth and performance. 
        In today’s VUCA (volatility, uncertainty, complexity and 
ambiguity) world, it is more challenging than ever for the business to 
stay competitive, retain talents, and keep employees actively engaged at 
work. 
        According to Aon’s 2017 Trends in Global Employee Engagement 
Report, employee engagement levels in Malaysia are at 59 per cent, the 

lowest among major Asian markets.
        Imagine what it would look like in a high performing team: a team where members produce 
consistent results, a team where everyone is committed to giving their best for the shared goal, a 
team where members care for one another, and feel comfortable expressing their feelings and ideas.
        As Fonterra looks into the future of work, we are seeing that building a high performance 
culture is imperative for our organisation to stay relevant and ahead of competition. 
        That said, having a high performing team goes beyond just functional teams, but those who 
are involved in the key strategic projects and cross functional projects. These are already changing 
our definition of “teams” and team leadership.
        Fonterra sees strong value in building a high performing culture. We have in place an 
internal framework – This Is Fonterra – that highlights the need for high performing teams, who 
own our collective success and strive to “Getting Better Every Day”. 
        Meanwhile, our “Cooperative Way of Leading” further reflects the importance of 
collaboration, thereby creating an environment where teams can “Win Together”.
        Since 2016, Fonterra has rolled out a High Performing Team (HPT) framework which is 
underpinned by five factors:

Building on these five factors, our 
employees follow these stages in their 
HPT journey:

1. DIAGNOSE AND DESIGN STAGE
To help teams understand the status 
and gap that needs to be addressed to 
achieve the desired outcome, Fonterra 
rolls out a team eff ectiveness survey 
and conducts interviews. Together 
with the team leader, the aspirations 
and design of the programme are 
defined.

2. DELIVERY (WORKSHOP & FIELD
WORK) Customised workshops are 
organised to identify team challenges, 
which aim to increase self-awareness 
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M
alaysian female entrepreneurs are flourishing in the e-commerce 
industry, according to popular online marketplace 11street.
        The platform, announced that in 2017, more than half or 56 
per cent of its registered sellers were women selling products across 
various categories.
        11street CEO Hoseok Kim said that online shopping has proven 
to be a boon for female entrepreneurs and they are thriving in the 
e-commerce industry.
        “The top category with the highest number of registered female 

sellers is in the health & beauty segment. 30% of the female entrepreneurs on 11street are selling 
cosmetics, fragrance, dietary supplements & tools, skin & personal care items online,” he said.
        On average, 11street’s sellers have witnessed an increase in sales revenue by 15% to 20% 
within six months of completing the courses under the 11street Academy, the nation’s first 
certified e-commerce certification platform.
        “Many of the women entrepreneurs have outperformed the average benchmark, and some 
have even doubled or tripled their sales performance.”
        Among the entrepreneurs on the platform is JOCOM co-founder Agnes Chua. JOCOM is 
an integrated solution applied through a mobile app for online grocers. The app connects rural 
farmers, traders and vendors with consumers via e-commerce.
        Agnes started a business in e-commerce to allow herself more flexibility; a factor that 
is especially crucial to those balancing motherhood and other familial responsibilities, in 
addition to the advantage of being one’s own boss, as well as lower costs than starting a brick 
and mortar business.
        Agnes has enjoyed a 300% growth since joining 11street and wishes. “Rather than competing 
with each other, why don’t we collaborate and forge a stronger outcome together?” she said.

  56 per cent of the registered
sellers on 11street are 
entrepreneurial women

  0 per cent of the female
entrepreneurs on 11street 
are selling Health & 
Beauty products

  7 per cent of 11street’s female
sellers are tapping into 
male-dominated categories 
including Home Electronics 
and Mobile, IT & Camera

BREAKING TRADITIONAL GENDER BARRIERS
In addition, 11street saw 7% of its female 
sellers tapping into departments that have 
traditionally been dominated by men. These 
include large electronic appliances, camera, 
smartwatches & wearables, audio & gaming 
and home improvement.
        One notable female entrepreneur who 
has definitely broken the gender stereotypes 
of women in the e-commerce industry is IT 
Comp COO Sharon Goh. Despite her lack 
of experience in IT, Sharon recognised that 
e-commerce was the future of retail and 
hopped onto the bandwagon.
        After teaming up with 11street, Sharon 
would help steer IT COMP to becoming one of 
the top players in the typically male-dominated 
mobile, IT and electronics department on 
11street’s marketplace.
        N4 Camera Store Sdn Bhd, director Ong 
Mei Jye also spoke about how e-commerce 
changed her business and her life.
        “I have found greater opportunities in 
providing consumer digital products and 
services online, like a steadier growth and 
wider possibilities at the lowest cost. 
        “By partnering with online 
marketplaces, including 11street, the N4 
Camera Store has successfully achieved a 
turnover of 20 per cent in our group business 
and I am positive to see more growth in the 
e-commerce sector,” Ong said. 
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T
he word kopitiam, originates from the 
Hokkien dialect, which literally means 
coff ee shop. The coff ee shop business 
used to be a family-run trade, which 
during the British colonial era in the 
Malayan region, mainly found in 

Chinese villages. Kopitiams have been ingrained into 
the everyday life of Malaysians and Singaporeans.

KOPITIAM 
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HAILAM KOPITIAM
H

ailam is the pronunciation of the Hainanese dialect. According to 
founder Mr. Goh, he came from a family who runs a traditional 
kopitiam business. 

Back in 1936, the Goh family set up Foh Heong Kopitiam in Kuala Pilah. 
The kopitiam became so popular in colonial times that even British offi  cers 
and Negeri Sembilan royalty favoured and patronised Foh Heong. In 1944, 
together with Tunku Kudin, the Goh family set up Sinaran Restaurant Café.
        Armed with in-depth knowledge of running a kopitiam business 
and recipes he “inherited”, which laid the foundation of success for 
Hailam Kopitiam.
        Until today, the cooking style, unique flavours and distinct tastes of 
traditional Hainanese kopitiams that is noted for has undergone very little 
change. Food has been Hailam Kopitiam’s passion and love, so Mr. Goh 
and his employees try to keep the recipes and flavour of food as authentic 
as possible. 
        At Hailam Kopitiam no fusion food or beverages are served. Patrons 
will be familiar with authentic-flavoured items such as traditional kopitiam 
coff ee and tea, home-made kaya (coconut-based jam) with roti bakar (toasts) 
and half-boiled eggs, Hainanese chicken chop and fish fillet. 
        Other dishes include well-known comfort food, for example mee sup 
(soup noodles), mee goreng (fried noodles) and of course, the all-time 
favourite, Hainanese chicken rice.

FRANCHISING: 
Hailam Kopitiam owns three self-run branches and more than 20 franchised 
outlets in Malaysia. The franchise is actively looking for entrepreneurial 
individuals with F7B experience to join them as franchisees.
        Franchisees will pay franchise fee, staff  training fee and ongoing royalty 
as approved by the Malaysian government.

KILLINEY KOPITIAM
L

ocated along the busy streets of Killiney Road, the existing shop 
front was founded in late 1919. Back then, while it was an 
antiquated yet humble shop, its famous bread toast and warm 
beverages were popular among many. 

Though it was just an ordinary Hainanese kopitiam, it promised well-brewed 
coff ee and tea, not to mention traditional charcoal-grilled bread toast. Mr. 
Woon Tek Seng, a regular customer of the shop, loved it so much that he 
wished to own it. 
        In 1993, the dream became reality when he finally bought the shop, 
renovated it and renamed it Killiney Kopitiam.
        When Mr Woon took over the reins of management, he believed 
that it was crucial to uphold the legacy. Despite major renovations to the 
shop front, the present coff ee shop retains the traditional working style 
and influence. 
        A key factor, for which he is very grateful, lies in the three workers who 
have stayed on and helped him, by means of passing on their skills in making 
good kaya, bread toast, coff ee and tea.
        Today, Killiney Kopitiam has an extended menu off ering a wider 
variety of local delicacies. The F&B brand has also expanded to other parts 
of Singapore and is actively looking for franchisees locally and overseas.
        Source: Killiney Kopitiam website

FRANCHISING:
For the local market, Killiney is looking for Single Unit Franchise. Pertaining 
to the overseas market, the franchise is looking for Master Franchisees who 
can operate and manage a defined geographical market.

Franchising costs include:
Master franchise Fee: this is for a defined geographical territory (once off ).
Single Unit Fee: this is for the opening of a single franchised unit (once off ).
Royalties: this is a percentage of gross sales receipts (monthly).



        Often the social nucleus of town centres, 
which were once Chinese villages, kopitiams 
act as the meeting place for friends, families 
and even business associates. Back in the 
1980s and 1990s, some business deals were 
even signed in kopitiams!
        The modern kopitiam “wave” was 
influenced by the franchise models of lifestyle 

cafés such as Starbucks. The main diff erence 
between a Starbucks model and a modern 
kopitiam model is that, the latter has a 
nostalgic element to it, where peers from the 
baby boomers and Gen-X generation can 
reflect to their childhood memories.
        Since our society moves into the new 
millennium (in 2000) modern or sometimes 

referred as present-day kopitiams began 
mushrooming all over the major cities. Thanks 
to the franchise model and a more aff ordable 
price range of food and beverages, present-day 
kopitiams have grown fast.
        In this issue of SME, we are introducing 
six homegrown brands, which out among the 
six, some have expanded overseas: 

43

YA KUN TOAST
B

ack in 1926, 15-year-old Loi Ah Koon board an old Chinese junk 
from Hainan, China to Singapore. With no next of kin as a 
guardian, he naturally gravitated towards the local Hainanese 

community. There, he got a job as an assistant in a Hainanese coff ee stall.
        Ah Koon picked up the tricks of the trade fast and were able to set 
aside some savings. Having an entrepreneurial spirit in him, he partnered 
two fellow Chinese immigrants to start their own coff ee stall business at 
Telok Ayer Basin. However, the partners later decided to venture elsewhere 
on their own. Ah Koon was then left to fend for himself. 
        A determined young man, Ah Koon decided to carry on with his coff ee 
stall business. Coff ee, tea, egg and toast - he served them all to one and all. 
He got married during one of his visits back home to China. 
        In 1936, Ah Koon's wife joined him in Singapore. She worked along-
side her husband, perfecting her skill of churning out homemade kaya (a 
local spread of egg and coconut) to go with their toast. Ever resourceful, Ah 
Koon began roasting his own coff ee. He bought coff ee beans, added Planta 
margarine and sugar and roasted them over firewood at the back of his stall.
        After operating for more than 15 years at Telok Ayer Basin, Ah Koon 
relocated his business across the street to Lau Pa Sat. The stall was then 
simply called Ya Kun Coff eestall, the name Ya Kun being the Chinese 
pronunciation of “Ah Koon”. 
        The business shifted its business location a few times before settling 
down at its present site at Far East Square in 1998.

FRANCHISING:
Ya Kun Kaya Toast runs a business format franchise. For overseas 
franchising, Ya Kun is keen to grant a Master or Country franchise. 
        Some of the criteria include requiring an enterprising local party to 
manage the business and having adequate financial resources to roll-out 
the business. One of the partners/shareholders (a local party) must be 
appointed as the Managing Principal of the business. 
        Whilst the Managing Principle can hire competent outlet managers 
and staff  to run the day-to-day business, the Managing Principal is 
required to undergo the full initial franchise training and to spend a 
reasonable amount of time to oversee the overall aspects of the Ya Kun 
business in your territory.

Franchising is based on a marketing concept which can be adopted by an organisation as a 
strategy for business expansion. Where implemented, a franchiser licenses its know-how, 
procedures, intellectual property, use of its business model, brand; and rights to sell its 
branded products and services to a franchisee. In return the franchisee pays certain fees and 
agrees to comply with certain obligations, typically set out in a Franchise Agreement.

Source: Wikipedia 

BANGI KOPITIAM
T

he Bangi Kopitiam brand is a unique name as Bangi is a Malay 
town in Malaysia and Kopitiam as explained above, is a of 
Hokkien dialect origin. 

Bangi Kopitiam is the brainchild of four childhood friends, who has the 
same “mission” to re-culture a muhibbah spirit, which we Malaysians once 
had when the four co-founders were growing up. They wanted to create 
stronger bonds among all races in Malaysia.
        The main selling point of Bangi Kopitiam is its “heritage food”, which 
is aff ordable comfort food. After familiarising themselves with the F&B 
trade, the co-founders decided to “export” their brand to 

FRANCHISING:
Number of franchised outlets in Malaysia: 5 
Number of franchised outlets overseas: 82 (in Indonesia)
Master-franchisee in Indonesia: Pt Indo Bangi Koptiam. 
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C
hinese society 
and culture is at 
once 
homogenous 
and incredibly 
diverse.  Han 

Chinese make up the world’s 
largest ethnic group and about 92 
per cent of the population.  
        Offi  cially called the People's 
Republic of China, the country 
was founded in 1949 after the 
Communist Party defeated the 
nationalist Kuomintang, who 
retreated to Taiwan.
        China stagnated for decades 
until it reformed its economy 
along partly capitalist lines 
to make it one of the world's 
fastest-growing, as well its leading 
exporter. Today, China is a major 
overseas investor, and is pursuing 
an increasingly assertive foreign 
and defence policy. 
        Its international expansion, 
growing domestic market, raw 
material requirements, role as the 
world’s factory, and related envi-
ronmental issues have far-reaching 

implications for people and devel-
opment around the world.

CHINA’S ECONOMY China's 
economy produced US$23.12 
trillion in 2017, based on purchas-
ing power parity (PPP). China’s 
modernisation has propelled the 
tertiary sector and, in 2013, it be-
came the largest category of GDP 
with a share of 46.1 per cent, 
although the secondary sector still 
accounts for 45 per cent of the 
country’s total output. 
        China weathered the global 
economic crisis in 2008 better 
than most other countries. The 
Government in 2008 unveiled a 
US$585 billion stimulus package 
in an attempt to shield the 
country from the worst eff ects of 
the financial crisis. 
        China exited the financial 
crisis in good shape, with GDP 
growing above 9 per cent, low 
inflation and a sound fiscal 
position. However, the policies 
implemented during the crisis 
to foster economic growth 

exacerbated the country’s 
macroeconomic imbalances.
        In order to tackle these 
imbalances the Government, 
beginning in 2012, unveiled 
economic measures aimed at 
promoting a more balanced 
economic model at the expense of 
economic growth.
        China’s government debt 
is almost entirely denominated 
in local currency and owned by 
domestic institutions. The govern-
ment has cash savings equivalent 
to 6 per cent of GDP in the 
People’s Bank of China. This situ-
ation shields the economy against 
government debt crises. In 2015, 
public debt amounted to 15.6 per 
cent of GDP. 
        Due to favorable global trade 
conditions and China’s accession 
to the WTO in December 2001, 
the country has experienced an 
astonishing growth of 26.9 per 
cent annually in real goods and 
services exports during the 2002-
2008 period. 
        China has also engaged in 

CHINABY 
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several bilateral and multilateral 
trade agreements that have 
opened new markets for its 
products. In 2003, it signed the 
Closer Economic Partnership 
Arrangement with Hong Kong and 
Macau. 
        An FTA between China and 
the ASEAN nations came into 
eff ect on January 2010, which 
created the world’s third largest 
free trade area in terms of nominal 
GDP.
        China also established, 
among others, FTA with countries 
such as, Australia, Chile, Costa 
Rica, Korea, Pakistan, Peru, New 
Zealand, and Singapore. 
        In 2013, China surpassed 
the US as the world’s biggest 
trading nation. China is the world’s 
largest exporter in 2017, and it 
US$2.2 trillion of its production. 
Electronics and machinery make 
up around 55 per cent of total 
exports, garments account for 13 
per cent and construction material 
and equipment represent per cent.
        Sales to Asia represent over 

   TRADE      

China 
is the world's most 

populous country with a 
population that exceeds 1.35 billion 

people. This figure accounts for roughly 
20 per cent of the total world population. 
The country has a massive land area of 

9.6mil sq. km and is divided into many distant, 
locally governed provinces.  China consist of 
23 Provinces, 4 Municipalities, 5 Autonomous 

Regions, and two Special Administrative 
Regions: Hong Kong and Macao.

Capital city: Beijing 
Biggest city: Shanghai 

(by population)
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40 per cent of total shipments, 
while North America and Europe 
have an export share of 24 per 
cent and 23 per cent, respectively. 
        China is the world's second 
largest importer. In 2017, it 
imported $1.7 trillion. Chinese 
imports are mostly dominated by 
intermediate goods and a wide 
range of commodities, including 
oil, iron ore, copper and cereals. 
        Supply of imports into China 
is mostly dominated by Asian 
countries, with a combined share 
of around 30 per cent of total 
imports. Purchases from Europe 
and the US account for 12 per 
cent and 8 per cent, respectively. 
        China’s domestic firms 
are shifting to higher-margin 
business, and they are open to 
foreign companies supplying 
high-value goods and services and 
can tap into the rapidly growing 
Chinese middle-class.
        FDI has performed strongly 
in the last decade, with record 
inflows of US$118 billion in 
2013, thereby becoming the 
second largest recipient of foreign 
investment. Among the countries 
that invest more in China are 
Hong Kong, Singapore, Japan, 
Taiwan, and the United States.
        China’s outward 
investment has soared in recent 
years and the country could 
become a net exporter of capital 
in the coming years. 
        Investment in 
manufacturing and infrastructure 
is slowing as the nation shifts 
from an investment driven 
growth model to one more 
focused on consumer demand.

DOING BUSINESS IN CHINA
  Business in China relies

heavily on personal 
relationships so it is crucial 
to establish and maintain 
good relationships with key 
business contacts and relevant 
government offi  cials.

  Be prepared for frequent and
lengthy meetings to build trust 
before signing contracts. 

  Most business in China is not
conducted in the boardroom 
so expect to be invited to long 
dinners and make sure you 
try everything so that it will 
appear rude if you don’t.

  The Chinese place a high
value on authenticity and 
have low tolerance for 
posturing or pretending.

  Exchanging business cards is

common practice, so make 
sure to bring plenty. The 
polite thing to do is accept 
the business card with both 
hands and look at it carefully 
as you do so. Business cards 
are generally exchanged 
before seating.

  Punctuality is vital. Being late
is a serious off ence in the 
Chinese business culture.

  Chinese business people will
expect you to be well prepared 
for the meeting. Make sure to 
have enough copies of your 
proposal ready to hand out. 

  Note that presentation
materials should be only in 
black and white, avoid colours.

  Small talk is considered
particularly important at the 
beginning of a meeting.

  An extra display of courtesy
in the presence of an older 
person will go down well. 
Often people will slightly 
nod or bow their heads when 
shaking hands, particular with 
senior people. 

  Business hours are 8:00 am
to 5:00 pm, Monday to Friday. 
Many Chinese workers take a 
break between 12:00 pm and 
2:00 pm, during which almost 
everything stops from working 
from lifts to phone services.

  If you are invited for drinks,
you should go to build a 
personal relationship during 
your business. 

  If you invite someone to do
an activity or have a meal, 
you are expected to pay for it. 
The expectation in a business 
setting is still that the person 
who gives the invitation pays.

  When you receive a gift,
accept it with two hands. Gifts 
should not be too expensive. 
And if your business 
counterparts are government 
offi  cials, make sure you don’t 
give them a reason to mistake 
your kindness as bribery.

  Giving tips is generally
considered an insult in 
China, implying the recipient 
needs money.

  It is not mandatory business
practice to notarize a contract 
in China, nor to sign the 
contract in front of a notary 
and share the notarization fee.

LANGUAGE Mandarin is the 
country’s offi  cial language and 
is spoken by more than 70 per 
cent of the population. However 

China has anywhere from 
seven to thirteen main regional 
language groups and many other 
provincial dialects, which are 
often mutually unintelligible. 
        Learning to speak with 
Chinese business partners in their 
native tongue always imparts 
a special advantage to anyone 
willing to learn a language for the 
sake of business.

BUSINESS ETIQUETTE IN CHINA

HOW TO DRESS 
  Appearances and first

impressions are important 
in Chinese business culture. 
Conservative, unpretentious 
and modest clothing should 
be worn in China as it will 
help to indicate both status 
and modesty. 

  Avoid large, flashy or
otherwise loud accessories.

  Men should generally wear a
suit (with tie) and women 
should wear a business dress 
or a suit with a blouse (not 
low-cut and, in the case of 
skirts, not too short).

  Women should avoid wearing
heavy makeup, exposing their 
backs, wearing shorts and 
having excessive jewellery.

HOW TO BEHAVE 
  It's considered rude to point

with your finger so try instead 
to point with an open hand 
or, if possible, make eye 
contact and get someone's 
attention without using your 
hands at all.

  Body posture should always
be formal and attentive as it 
demonstrates self-control and 
respectfulness.

  Pay attention to your hands.
Do not put your hands in your 
mouth, bite your nails, and 
remove food from your teeth.

DINING ETIQUETTE
  During dinner, more senior

business people to be seated 

first and wait for your host to 
show you to your seat. Never 
eat or drink before a host, 
and always off er someone 
else food or drink before you 
serve yourself.

  Business travelers to China
should learn beforehand how 
to use chopsticks. Never stick 
your chopsticks straight into 
your bowl as this action is 
reserved for funerals, so it is 
very off ensive. Furthermore, 
never tap your bowl with your 
chopsticks as this is associated 
with begging.

  It is also important to know
how much to eat. Leaving an 
empty dish signifies that you 
were not given enough food 
and not touching your food is 
off ensive as well.

  Do not be startled if everyone
starts slurping and belching as 
these are signs of enjoyment 
while eating.

FUN FACTS
  China is the world’s longest

continuous civilisation. It 
began about 6000 BC and 
lasts until today.

  More people speak Mandarin,
a Chinese Dialect, as their 
first language than any other 
language in the world.

  The Chinese army has the
biggest number of soldiers 
in the world (more than 2 
million people).

  Due to the huge population
of China, almost every religion 
of the world is adhered there. 
The most popular are Taoism, 
Confucianism and Buddhism. 
There are more Christians 
in China than in Italy due 
to its size.

  China is about the same size
as the continental United 
States (US) but it only has one 
offi  cial time zone. Continental 
US has four.

  Hong Kong has more
skyscrapers than any other city 
in the world. 

GOOD WAYS TO START THE RELATIONSHIP-BUILDING PROCESS:
   attending industry networking events
   contacting industry associations and municipal or provincial 
   investment promotion bodies
   following up on personal introductions



4646

S
hanghai, on 
China’s central 
coast, is the 
country's biggest 
city and a global 
financial hub. Its 

heart is the Bund, a famed 
waterfront promenade lined with 
colonial-era buildings. 
        Shanghai is split in two by 
the Huangpu River (Huángpǔ 

Jiāng). The most basic division 
of the area is Puxi (Pǔxī) West 
of the river, versus Pudong 
(Pǔdōng), East of the river. 
Both terms can be used in a 
general sense for everything on 
their side of the river, but are 
often used in a much narrower 
sense where Puxi is the older 
(since the 19th century) central 
part of the city and Pudong 

BY 
JEFF
TAN

   BUSINESS TRAVEL      

migrate to Shanghai in search 
of a better life in economic 
terms, while farmers from 
rural towns hunt for temporary 
manual labour jobs.

ATTRACTIONS
These are the destinations 
and “things” to look out for 
in Shanghai, picked by and 
recommended to you by SME:

the mass of new high-rise 
development across the river 
since the 1980s.
        According the Wikitravel, 
there is a saying that goes, 
“Shanghai is heaven for the 
rich, hell for the poor”. People 
from second-tier cities and 
rural areas all over China 
flock to Shanghai; university 
graduates from other cities 

SHANGHAI 
Ni Hao!
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  YUYUAN GARDENS (LOCATED IN
OLD CITY) For a feel of the “Old 
China” of yesteryears, this 
is the perfect destination 
especially for those who 
love classical Chinese 
architecture. 

  CLASSIC (WESTERN) ARCHITECTURE
For a taste of how Shanghai 
looks like in the 1920s , visit 
The Bund or the French 
Concession district to admire 
the architecture of old 
buildings which existed since 
that decade. 

  MODERN ARCHITECTURE: Some of
the tallest and most inspiring 
structures in Asia and 
the world can be found 
along the Huangpu River 
bank in Pudong’s Lujiazui 
District. The Oriental Pearl 
Tower (one of the tallest 
structures in Asia) and Jin 
Mao Tower (a staggering 
88-story behemoth) and the 
Shanghai World Financial 
Center are among the well-
known structures in the 
international city. 

  SHANGHAI MUSEUM Located near
People’s Square. The museum 
is open to the public from 
9:00am to 5:00pm. The 
Ancient Bronze exhibit is 
particularly impressive. 

  TEMPLES: Some of the more
popular ones include the 
Jade Buddha Temple, Jing’an 
Temple, Chenghuang and 
Longhua Temple. 

  ZHUJIAJIAO WATER VILLAGETOWN
The picturesque Zhu Jia Jiao 
is a classic water village, over 
400 years old with a signature 
five-arch bridge spanning the 
Cao Gang River. Zhu Jia Jiao 
was an important town for 
local trade activities before 
China was liberated from the 
rule of previous dynasties. 

The water village is about 40 
minutes drive from the city. 
In the village, you will come 
across one main street, which 
is lined with quaint shops 
and restaurants serving local 
favourites. Boat rides are 
available, where visitors can 
view the residences of this well-
preserved water village.

USEFUL INFORMATION:

During April in Shanghai, sunny spring days are 
common. The day-time weather is very warm, but 
the temperature range within a day is large. It is 
much cooler in the early morning and night. Light 
rain occurs from time to time. 
        Shanghainese, as the locals are referred to, 
speaks the Wu Chinese dialect among themselves. 

If you are a traveller of Chinese descent do not 
be surprised if they communicate in Mandarin 
to you. However, most university and college 
students and working young adults should be able 
to converse in basic English.
        If you intend to stay in Shanghai for more 
than a few days the Shanghai Jiaotong Card is a 
must. You can load the card with money and use 
it in buses, the metro, Maglev and even taxis. 

GETTING TO SHANGHAI 

S
hanghai has two main airports: 
Pudong Airport (main international 
gateway) and Hongqiao Airport 
(serving mostly domestic flights). 

However, both are international airports, so be 
sure to check which one your flight is leaving 
from. Transfer between the two takes about an 
hour by taxi. There are the more aff ordable 
option of direct shuttle buses.
You can get between the two airports in nearer 
two hours by Metro (subway). Both airports are 
on line two, the main East-West line through 
downtown Shanghai, but at opposite ends of it. 

You can reduce some of the travel time by taking 
the Maglev train. A traveller taking up this option 
will have a few hours to spare and have a glimpse 
of the Shanghai skyline. However, Wikitravel 
suggests travellers to take up this option if you 
are not carrying too much luggage. 
If you are getting from Pudong Airport to the city 
centre, you can get down at the station nearest to 
The Bund. 
Both airports also have direct bus service to 
major nearby cities such as Hangzhou, Suzhou 
and Nanjing, though the new fast trains may be 
preferable, especially from Hongqiao Airport 
which has Hongqiao Railway Station quite nearby 
(one subway stop or a fairly long walk).



and extortion lucrative, we at Trend Micro 
believe that the future of digital extortion 
presents a risk-filled outlook, especially for 
enterprises and organisations. 
        Cybercriminals will continue to go after 
big targets by making ransomware designed 
to exponentially wreak havoc, especially in 
offi  ce settings.
        We predict that it’s not just ransomware 
that will be used for digital extortion. In 
addition to attacking the company’s business-
critical documents, manufacturing plants and 
assembly-line robots will also be compromised. 
        Malaysia manufacturers with their legacy 
systems and diverse hardware would face 
challenges to upgrade or patch in a timely 
manner, making them prime targets for attacks 
that exploit old vulnerabilities. 
        In these industries, attacks can force 
production to halt resulting in losses as seen in 
the previous Petya attacks where organizations 
such as Reckitt Benckiser estimated losses of 

I
n 2017, digital extortion 
was cybercriminals’ first 
and foremost money-
making modus operandi. 
This can be seen in the 
biggest digital extortion 
cases last year – 

WannaCry, EREBUS and PETYA outbreaks. 
        In Malaysia, nearly 20 firms ranging 
from government-linked corporations (GLCs) 
to financial investment firms were hit by 
WannaCry.
        A report by A.T. Kearney highlighted 
that in recent years, with increased 
connectivity and technological innovation, 
Southeast Asia has been a prime target for 
cyberattacks. Without the right measures in 
place to tackle digital threats, the region’s top 
1,000 companies is estimated to lose about 
US$750 billion in market capitalisation from 
data breaches.
        As cybercriminals find online blackmail 

up to £100 million.
        We also see attackers using digital smear 
campaigns against celebrities and companies, 
especially those attempting to promote an 
upcoming product or movie. 
        In this day and age where customer 
feedback and social media reception are key to 
success, attackers may resort to sharing fake 
news to tarnish the reputation of companies of 
celebrities and companies — and to stop only 
when the victims pay a set ransom.
        Finally, we believe that digital extortion 
will continue to feature phishing attacks 
and social engineering techniques to infect 
the computers and systems of unsuspecting 
company offi  cers and executives with 
ransomware, or to establish a backdoor for 
data theft. 

BY 
GOH CHEE 

HOH
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ments that improve staff  satisfaction and 
comfort. The user experience will influ-
ence real estate strategies, and technology 
will enable employees to customize their 
working location, allowing them greater 
flexibility in choosing, how, when and 
where to work. Based on CBRE research, 
corporates will increase headcount in IT 
professionals and outsourcing/off shoring, 
whereas a net decline is expected in the 
back offi  ce function. 

  LANDLORDS ARE THE ENABLERS OF CHANGE:
Occupiers are the activist in changing the 
workplace environment. Landlords must 
partner more closely with tenants when 
developing smart buildings, engaging 
with tenants at the planning stage to 
ascertain the features and technology 
they require. Incorporating technology 
in new buildings will be relatively 
straightforward, but retrofitting older 
properties will be more challenging.

As a result of this growing awareness, 
approximately 50% of occupier respondents 
expect to require less offi  ce space in future, 
primarily because of improved space 
utilization and a reduction in headcount.
        However, while the volume of space 
required will decrease, CBRE expects to 
see occupiers demand higher quality space 
capable of encouraging greater collaboration, 
innovation and employee wellbeing. 
        Landlords are comparatively more 
confident about the outlook for demand as 
the shortage of demand will come from co-
working and start-up companies, with only 
32% of respondents expecting to see a decline.
        “Technology is enabling a more mobile 
workforce and requiring companies to build 
more agility into their headcount planning. As 
better space utilisation, and weaker front and 
back offi  ce headcount growth will reduce over-
all demand for offi  ce space, landlords must act 
now to ensure they remain competitive. 
        “In time, they will emerge as the real 
catalyst for meaningful change,” says Dr Henry 

T
echnology has emerged as 
the primary catalyst for a 
long-term commercial real 
estate revolution in Asia 
Pacific. Increasingly, 
corporations in the region 
are recognising that the 

time to restructure their operations around 
new technology is now, and this will require 
innovative talent to facilitate the change. 
        According to CBRE’s research, advances 
in technology are breaking the traditional 
expectations on location, and placing employee 
experience at the centre of major real estate 
decisions across the region.  
        CBRE’s WORK_IT: Technology | 
Workplace | Jobs survey—the inaugural 
report within a broader series—concludes 
that technology will redefine Asia Pacific’s 
corporate real estate order in the coming 
years, with landlords likely to emerge as the 
greatest enabler of change. 
        Employees’ preferences are rarely 
included in the corporate real estate decision-
making process, however, according to CBRE 
Research, rapid technological advancement 
is reversing this process and individuals are 
increasingly acting as workplace influencers. 
        As a result, corporations’ decisions are 
being informed by connectivity and accessibil-
ity as well as talent attraction and retention. 
        “The transitional role of technology 
in commercial real estate will continue to 
enhance and influence an evolving employee 
experience across Asia Pacific. While location 
will remain important, the changing order of 
real estate will require buildings and work 
spaces to be far more flexible and adaptable 
than before,” says Steve Swerdlow, CBRE Asia 
Pacific CEO.

Major findings of the report: 
  LOCATION IS NO LONGER EVERYTHING: Location

has long served as a major determinant of 
where business is conducted but technology 
innovation and availability of human capital 
are changing locational preferences. 

  TECHNOLOGY PUTS PEOPLE AT THE CENTER OF THE
WORKPLACE: The move towards a tech-
enabled workplace is driving a stronger 
emphasis on improving the end-user 
experience. More than half of occupier 
respondents want a more customized 
workplace environment that adapts to the 
needs of their people. 

  MOBILITY IS REWRITING OFFICE DEMAND: As
mobile working takes hold across Asia Pa-
cific, companies will create offi  ce environ-

Chin, Head of Research, CBRE Asia Pacific.

Additional findings:
  MOBILITY AS REALITY: 85% of respondents

expect to see an increase in mobility in 
their future workforce via workplace 
formats such as Activity-based Working or 
AGILE Workplaces.

  IT RISING: IT headcounts will increase
and more multinationals are likely to use 
co-working spaces and incubation centers 
to improve their access to IT talent and 
innovative ideas.

  INTERNET OF THINGS (IOT) GAP: Most landlord
respondents (84%) believe that technological 
innovation will drive stronger demand for 
smart buildings. In comparison, just 56% of 
occupier respondents indicated the same, 
reflecting the fact that tenants retain the view 
that smart buildings are nice to have but not 
essential. 
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CBRE’s WORK_IT: Technology | 
Workplace | Jobs report was based on 
the findings of approximately 100 face-
to-face and phone interviews conducted 
by CBRE Research between June and 
August 2017. 
        Respondents comprised 69 per 
cent of occupiers and 31 per cent of 
landlords to ensure a balanced view 
from both groups. Most respondents 
were senior corporate real estate staff . 
Also interviewed were individuals 
responsible for technology innovation 
within their organisation. 
        The marquee report is part of a 
wider series that will continue into 
2018, examining the transformational 
impact of technology in the workplace. 
The report series includes country-
specific survey reports for China and 
India, and a collection of articles on 
technological impact. 
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Sue Barrett is a sales expert, 
writer, business speaker and 

adviser, facilitator, sales 
coach, training provider and 

entrepreneur. Sue founded 
Barrett in 1995 to positively 

transform the culture, 
capability and continuous 

learning of leaders, teams and 
businesses by developing sales 

driven organisations that are 
equipped for the 21st Century. 

preparing information for prospective clients. I am proposing that even 
before we send a proposal we need to ask specific questions to flush out 
the tyre kickers, IP thieves, and indecisive time wasters. We do need to 
ask about the legitimacy of the project, when it is expected to start and 
so on. We need to ask about budget and we need to ask who else and 
how many other competing parties are involved.
        There is no harm in asking. But watch for the behaviours of those 
you ask and see how they react.
        We have one such incident recently from a company who had 
contacted us four times before in the last few years wanting us to pull to-
gether information on a training programme for their sales team. We did 
this dutifully, only to have these deals fall through at the last minute every 
time. There was always some excuse or other and we never got clear 
answers. So this time, when their request for information for a training 
programme came in, I told my team we were not falling for this again.
        So one of my team members explained to the new sales manager 
that we were happy to take a brief; however, we had been in this 
situation before and so, before doing any work on a proposal, we wanted 
to know about the legitimacy of this project, budget, and so on. 
        The sales manager came back to my team members with this: “I 
chose not to discuss your request with my manager as I thought what you 
were asking for was ridiculous. If you can’t see this as an opportunity 
now, then we will go elsewhere.”
        This is not a reasonable response to our request. Reasonable 
clients would have been respectful of our questions. Before we received 
this response, I had said to my team that my instincts were telling me 
something was not right here and we needed to guard against something 
bad potentially happening. I really felt we were going to be used in some 
way. So that is why we asked those questions right up front. We had to 
test what this prospective client would do.
        And they responded in the manner we thought they would and this 
approach flushed out their true nature. It made our decision making easy.
        However, I was not finished. I did not like the way this person had 
spoken to my team member. He was rude and disrespectful so I sent him 
a note. Please, feel free to use a version of this letter if you feel the need 
to respond to similar types of situations you may come across.

Dear ‘Sales Manager’,

‘Barrett team member’ has informed me of your desire to go elsewhere 
and that you thought our request to ask for a budget and confirmation 
that the project was live and ready to go was ridiculous. That is your view.
        However, we educate salespeople to know how to assess client 
opportunities and make informed decisions as to whether  pursue 

them or not. There are a lot of 
tire kickers out there looking 
to take valuable IP and waste 
salespeople’s time which is finite 
and valuable.
        Sales managers want their 
salespeople investing time in real 
deals they have a good chance of 
winning. Asking about budget and 
viability of a sales opportunity 
is an essential part of evaluating 
any sales opportunity. Here is an 
article we posted recently about 
such time wasting. It received a 
very good response which tells us 
that salespeople are concerned 
about wasting their time.
        After four false starts with 
your company over the recent 
times, I do not want my team 
wasting their time on potentially 
non-viable deals. I trained and 
coached ‘Barrett team member’ 
to ask those questions and to 
assess the viability of the situation 
and I am proud that she did. 
‘Barrett team member’ does this 
as a matter of course with every 
prospect. We often receive positive 
feedback from clients in how we 
handle our dealings with them as 
they want their salespeople to do 
the same. We always endeavour 
to model best practice and always 
work towards a fair exchange of 
value with our clients.
        Given your response to 
‘Barrett team member’, we now 
know where we stand with you.
        All the very best with your 
new role. 

Kind regards
Sue  

S elling is a very time 
consuming set of activities 
at the best of times. Now 

with so much choice and 
complexity, sales cycles are taking 
even longer –like 20 per cent 
longer– especially with multiple 
stakeholders in larger businesses.
        So it only makes sense that we 
want to be sure as salespeople that 
a real deal is in the off ering, that 
it is properly budgeted for, and we 
are in good position to win it.
        Salespeople can often 
bend over backwards to please 
prospective clients, running around 
getting all sorts of things ready, and 
putting together comprehensive 
proposals to impress and persuade 
these prospective clients.
        Yet, how many meetings have 
we been to when the prospective 
client is just milking us for our 
information with no intention of 
using us? How many times have 
we all put proposals together up 
against a current incumbent only 
to be used as a price lever? How 
many times have our proposals 
been used to advise internal teams 
of how to do the job we were 
aiming to get?
        This type of behaviour 
seems to be on the increase 
and I am proposing that we, as 
professional salespeople, need to 
be a little more discerning with our 
investment of time and eff ort in 

SALESPEOPLE 
BEWARE TYRE 
KICKERS, IP 
THIEVES & TIME 
WASTERS



Dr. Marshall Goldsmith 
was selected as one of the 10 
most In� uential 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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M
Most of us spend a great 
deal of time measuring. 
We keep close tabs on 

sales, profits, rate of growth, and 
return on investment. In many 
ways, part of being an eff ective 
leader is setting up systems to 
measure everything that matters. 
It’s the only way we can know for 
sure how we’re doing.
        Given our addiction to 
measurement – and its value – you 
would think that we would be more 
attuned to measuring “soft-side” 
values. For instance, how often 
we’re rude or polite to people, how 
often we ask for input rather than 
shut people out, how often we bite 
our tongue rather than spit out 
inflammatory remarks. 
        Even though soft values are 
hard to quantify, they are as vital 
as any financial number. I can 
guarantee you that most of the 
people in your offi  ce don’t measure 

the “soft-side”. And, if they did, they might change from “jerks” to 
wonderful and fun people!
        For example, about 20 years ago, I decided that I wanted to be a 
more attentive father. So I asked my daughter, Kelly, “What can I do?”
        “Daddy,” she said, “you travel a lot, but what really bothers me is 
how you act when you are home. You talk on the telephone, watch sports 
on TV, and don’t spend much time with me.”
        I was stunned; however, I recovered quickly by reverting to a 
simple response that I teach all of my clients. I said, “Thank you. 
Daddy will do better.”
        I started keeping track of how many days I spent at least four hours 
interacting with my family without distractions. I’m proud to say that I 
got better. The first year, I logged 92 days. The second year, 110 days. 
The third, 131 days. The fourth, 135 days.
        I was so proud of these results – and with my documentation – that 
I went to my kids, both teenagers by this time, and said, “Look kids, 135 
days. How about 150 days this year?”
        My son, Bryan, suggested paring down to 50 days. The message: 
“Dad, you have overachieved.”
        It was an eye-opener. I was so focused on improving my at-home 
performance that I forgot that my kids had changed. An objective that 
made sense when they were 9 and 12 years old didn’t make sense for 
them as teenagers.
        Soft-side accounting has other benefits. If you track a number, it 
will remind other people that you are trying. It’s one thing to tell your 

employees or customers that you’ll 
spend more time with them. 
        It’s a diff erent ballgame if you 
attach a real number to that goal, 
and people are aware of it. They 
become more sensitive to the fact 
that you’re trying to change. They 
also get the message that you care. 
This can never be a bad thing.
        Everything is measurable, 
from days spent communicating 
with employees to hours invested 
in mentoring colleagues, and once 
you see the beauty of measuring 
soft-side values, other variables 
kick in! 

DOES YOUR 
SOFT SIDE 
MEASURE UP?



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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        We wanted to take our time and make sure we covered as many 
diff erent elements of the issue as we could. We’ve done that, and as 
part of “#MovingForward” we’ve made the Foundry Group Sexual 
Harassment Policy public.
        Among other things, we’ve tried to address the issue of non-
disparagement clauses. We’ve come to the conclusion that they should be 
excluded from agreements, and are encouraging our portfolio companies 
and the funds we invest in to do so as well. 
        Following is the specific section on non-disparagement clauses from 
our Sexual Harassment Policy.
        NON-DISPARAGEMENT CLAUSES. With respect to all 
agreements between the Company and any employee or contractor, the 
Company will exclude reports of sexual harassment or assault from any 
non-disparagement clause. 
        In addition, the Company will encourage portfolio companies 

and funds to adopt a 
similar practice.
        Please view this policy 
as open source. Feel free to 
download it and modify it for 
your own purposes. 
        If you have any sugges-
tions or feedback on ways to 
improve it, please email me.
        Recognize that this is 
not legal advice from us, 
but merely a starting point 
for anything you’d like 
to incorporate into your 
policy.  

L
ast summer, when we 
made a statement about 
Our Zero Tolerance 

Policy On Sexual Harassment, a 
number of people asked us to 
publicly release our formal policy. 

OUR SEXUAL 
HARASSMENT 

POLICY
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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. 

A
s a professional speaker, I 
often share stories and 
examples of companies 

that deliver great service. One 
company that’s easy to talk about is 
Singapore Airlines.
        Profitable every year since 
the beginning, Singapore Airlines 
(SIA) frequently wins international 
awards for top customer service 
and in-flight quality. Here’s how 
they do it:

01. CLARITY AND COMMITMENT. 
SIA’s focus on service is absolutely 
clear. The mission statement and 
core values establish, without ques-
tion, that quality service to custom-
ers is a fundamental objective and 
aspiration of the airline.

02. CONTINUOUS TRAINING. Whether 
in the classroom, through full-scale 
simulations or on the job, SIA staff  
members are continually motivated 
to upgrade, uplift and improve 
their performance. Training is 
not conducted just during robust 
economic times. Even during the 
downturns, SIA’s investment in 
training goes on. This gives the 
airline a twofold advantage.
        First, it allows SIA to surge 
ahead in quality service when other 
carriers cut back. Second, it dem-
onstrates to all SIA staff  that con-
tinuous learning and improvement 
are essential principles for success, 
not just nice-to-have bonuses.

03. CAREER DEVELOPMENT. SIA staff  
are regularly appraised for perfor-
mance and potential. High-flyers 
(high performance and potential) 
are identified early and given every 
opportunity to learn and grow.
        Senior managers are eff ec-
tively developed with frequent rota-
tion through top positions in the 
company. This leads to a manage-
ment team with great breadth and 
depth, with a shared understanding 
of ‘the big picture’, and with a com-
mitment to do what’s best for the 
customers and the business, not 
just for one department or another.

04. INTERNAL COMMUNICATION. SIA 
is a large organisation, with more 
than 28,000 staff  (including subsid-
iaries) located around the world. 
People from diff erent cultures work 
together to produce a seamless and 
consistently positive customer expe-
rience. In the pilot pool alone more 
than 25 countries are represented!
        To keep everyone on the 
same wavelength, SIA publishes a 
variety of department newsletters, 

Good profits are also achieved, 
but not as an end in themselves. 
Rather, SIA’s profits are ‘the 
applause we receive for providing 
consistent quality and service to 
our customers’.
        Does all this mean that 
SIA is perfect? Of course not. 
Even SIA cannot satisfy every 
customer every time. Bags go 
astray, telephone lines become 
congested, and meals at 39,000 
feet are not always perfectly 
deluxe. There will always be 
room for service improvement.
        With a track record of suc-
cess, SIA must work doubly hard 
to avoid becoming complacent. 
Managers must be open to change 
and not become arrogant or 
defensive. Staff  must be proud of 
the airline yet remain eager for 
passenger suggestions, recommen-
dations and constructive criticism.
        The definition of a truly 
loyal airline customer is someone 
who is pleased with the service, 
flies with the airline again, 
recommends the airline to others 
and takes the time and eff ort to 
point out ways the airline can 
still improve.
        I look forward to my flights 
on SIA and I use the carrier two 
or three times each month. My 
speeches and training programs 
are peppered with positive stories 
from the airline’s history and 
lore. And my mail to SIA includes 
plenty of ideas and suggestions to 
help them improve.
        Singapore Airlines has 
earned my loyalty on the ground 
and in the sky. They’ve got a great 
way to fly – and to run a highly 
successful business. 

websites and a monthly company-wide magazine.
        Regular dialogue sessions between management and staff  keep 
communication flowing. A program called ‘Staff  Ideas in Action’ 
ensures that new suggestions for service improvement are constantly 
put forward. Semi-annual business meetings provide another forum for 
sharing and evaluating results in sales, marketing, yields and customer 
satisfaction levels.

05. CONSISTENT EXTERNAL COMMUNICATION. Whether their advertisement 
is about new destinations, new airplanes, onboard cuisine, or new seats 
and entertainment services, the legendary ‘SIA Girl’ is always featured.
        Why? Because the bottom line for SIA is not the plane, seat, 
entertainment or destination. The bottom line is delivering high-quality 
service, and the ‘SIA Girl’ is the brand identity, the personification of 
that service.
        Showing a picture of a smiling engineer, a competent pilot or 
a friendly telephone reservations agent would not carry the same 
consistency in external communication: The ‘SIA Girl’ represents 
impeccable quality service. In the airline’s external communication, she 
is always there.

06. CONNECTION WITH CUSTOMERS. SIA makes a concerted eff ort 
to stay in touch with customers through in-flight surveys, customer 
focus groups and rapid replies to every compliment or complaint they 
receive. SIA then consolidates this input with other key data to create 
a quarterly “Service Performance Index” that is very closely watched 
throughout the airline.
        Frequent flyers are kept well-connected with special messages, 
attractive off ers and publications sent regularly to Priority Passenger 
Service (PPS) members. And very frequent flyers achieve an elite ‘Soli-
taire’ status with a wide range of valuable privileges: most convenient 
check-in, additional baggage allowance, priority seating and wait listing, 
and more. 

07. BENCHMARKING. SIA tracks competitors’ progress closely. Even 
outside the airline industry, SIA looks for new ways to improve and 
grow. When hotels, banks, restaurants, retail outlets and other service 
industries take a step forward in their amenities, convenience or com-
fort, SIA watches closely to see what can be adopted or adapted for the 
airline industry.

08. IMPROVEMENT, INVESTMENT AND INNOVATION. From the earliest days, 
SIA has built a solid reputation for taking the lead and doing things 
diff erently, introducing free drinks and headsets, fax machines onboard, 
individual video screens and telephones in every seat… the list goes on 
and on.
        This commitment to continuous service improvement is coupled 
with a cultural determination to try it out, make it work and see it 
through. Not every innovation succeeds and some are eventually 
removed from service (the fax machines are long gone), but SIA makes 
every possible eff ort to find the key to success – or to create it.

09. REWARDS AND RECOGNITION. While excellent staff  performance is 
rewarded with increased pay and positions, the most prestigious award 
is reserved for truly superior service.
        The ‘CEO’s Transforming Customer Service Award’ is given annu-
ally to teams and individuals who respond to unique customer situations 
with exceptionally positive, innovative or selfless acts of service. This 
award carries no financial benefit, but it is the most revered accolade 
in the airline. Winners and their families are flown to Singapore for a 
special dinner celebration, the story of their eff orts is published in the 
monthly magazine, and their personal status as a ‘Managing Director’s 
Award Winner’ remains a badge of distinction for life.

10. PROFESSIONALISM, PRIDE AND PROFITS. The result of these eff orts 
is a staff  culture vigorously committed to customers and continuous 
improvement. Staff  pride and sense of ownership are evident in the way 
they protect the airline’s reputation and participate in programs like the 
‘aircraft adoption’ scheme.

HOW DOES 
SINGAPORE 

AIRLINES FLY 
SO HIGH?
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As a sought-after corporate 
speaker and comedian, 

published author, talk radio 
host, syndicated business 

columnist, and self-professed 
Mama's Boy, Tim's unique 

perspective is enjoyed by 
thousands who listen to his 
radio show, read his books 

and columns, and hear him 
speak every year.

BIZSTART     WITH TIM KNOX

R aise your hand if you’ve 
heard these snippets of 
wisdom before: you 

should always dress for success; 
you only get one chance to make a 
first impression; and of course the 
ever-popular: you can’t judge a 
book by its cover.
        These old analogies came 
to mind recently when Megan 
Williams, North Alabama Director 
of Business Network International 
(BNI), was a guest on my radio 
show and shared the story of how 
she made the successful transition 
from worker bee to entrepreneur.
        Megan graduated from 
Auburn University with a degree 
in Civil Engineering and went to 
work for the construction arm 
of Chevron in her early twenties, 
until a few years later when an 
experience with a business coach 
lit the fire of entrepreneurship in 
her own furnace. 
        Within a short time, Megan, 
who is from the small town 
of Union Grove, was back in 
Alabama seeking the right business 
opportunity for her.
        To make a long story short, 
Megan purchased the BNI 
franchise for North Alabama at the 
age of 28 and formally launched 
her career as an entrepreneur. BNI 
is a networking organisation that 
serves to bring entrepreneurs from 

brain? Probably not too much.
        In business and in life people 
judge you everyday, just as you 
judge everyone else. And most of 
us base our opinion of others on 
our first impression of them. 
        We make the decision to either 
like them or loathe them within 
the first minute and you know as 
well as I do, my holier-than-thou 
peers, that we do not do business 
with people that we don’t like. First 
impressions are hard to change, so 
make every eff ort to make every 
first impression a good one.
        Just use your common sense. 
Consider the industry you’re in 
and dress and act accordingly. If 
the standard dress code in your 
industry is a suit, wear a suit. If 
your industry dictates khaki pants 
and work shirts, wear khaki pants 
and work shirts. If you show up 
at a job site wearing a suit you’ll 
never hear the end of it.
        And more than anything act 
like a professional. Wearing a 
thousand dollar suit and acting like 
an idiot just makes you a well-
dressed idiot. 
        Customers must have faith in 
you before they will even consider 
your product. Remember that the 
next you think about being rude 
to someone or making a public 
spectacle of yourself. You never 
know who’s watching. 

all industries together to network and share leads.
        You would never suspect it by looking at her now, but there are a 
couple of things that you should know about Megan before we continue. 
        Megan grew up a self-professed tomboy and started her business 
after years in the construction industry, so her standard manner of dress 
was khaki pants and button down shirts. She didn’t mention steel-toed 
work boots, so I’ll leave her footwear to your imagination.
        By her own words, her hair was “long, straight, and air-dried” and 
she wasn’t a big user of makeup. 
        So, when she started attending networking functions and chamber 
mixers to promote her business she noticed that she wasn’t getting the 
warm response from other entrepreneurs that she expected.
        Eventually, Megan was pulled aside by a well-meaning friend 
who said, “Girlfriend, if you’re gonna be a success, you gotta dress 
for success.”
        OK, that actually sounded like Oprah in my head, but you get the 
point. With the help of her friend Megan went through an extreme 
makeover and began dressing and acting like a successful entrepreneur. 
        She cut her hair, donned more professional attire, started 
conducting herself in the manner of a successful entrepreneur, and 
immediately saw the diff erence.
        “It was like my credibility went up a thousand percent,” Megan 
said. “Because I looked the part of the successful entrepreneur, 
people started treating me diff erently. They were all of a sudden 
talking to me and listening to me and taking an interest in what I had 
to say. It was amazing!”
        Megan learned a great lesson that all entrepreneurs learn at one 
time or other: we live in a shallow world where people do judge books 
– and people – by their covers. You are judged by the clothes you wear, 
the way you talk, the people you hang around with, how you conduct 
yourself in public – even your handshake. That’s just the way it is. Live 
with it or get out of business.
        Now some of you may find it off ensive that we live in such a 
judgmental world, but consider this: if you were to consult a brain 
surgeon and he came in wearing a dirty t-shirt, baggy jeans that dipped 
below the waist of his boxer shorts, and worn out flip flops, how much 
trust would you have that this person was capable of working on your 

ENTREPRENEURS 
ARE OFTEN 
JUDGED BY 
THEIR COVERS



Dave Kurlan is a best-selling 
author, top-rated speaker and 
thought leader on sales devel-
opment.  He is the founder and 
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Group, Inc., the industry
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and sales force evaluations, 
and the CEO of David Kurlan 
& Associates, Inc., a consulting 
� rm specialising in sales 
force development. 
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10 WAYS TO 
DETERMINE IF 
YOUR SALES 
PROSPECT WAS 
ENGAGED

   The prospect indicated his/her 
   desire to work together
Your ability to create engagement 
relies on how eff ective you are in 
the Consultative Seller competency 
which is one of the 21 Sales 
Core Competencies measured by 
Objective Management Group.  
        This article is a good 
example of how ineff ective 
sales management impacts their 
salespeople.  This roundtable 
discussion focuses on why sales 
managers are so ineff ective.  And 
this article discusses how sales 
management heroics must be 
replaced by consistency.
        Focus on engagement and 
you'll be rewarded by how much 
your revenue grows this year. 

I
t was like losing my 
favorite pair of gym 
shorts, forgetting where I 

parked my car, or not being able to 
get my computer to restart.  
        The past week presented 
me with its share of technology 
challenges.  A single instance of my 
Mac not being able to connect to 
iCloud had a ripple eff ect on that 
and other devices that aff ected me 
for a week.
        But none of those issues 
bothered me more than what 
LinkedIn did.
        You probably didn't notice the 
LinkedIn change because it doesn’t 
aff ect you.  Over the long term it 
may not aff ect me either but the 
change is aff ecting me right now.  
At the top of this article there are 3 
share buttons:  

The  button used to have a 
counter alongside of it that tallied 
the number of times an article was 
shared on LinkedIn.  I used the 
number that appeared there as the 
key metric to measure engagement 
with my articles.  I believe that 
the number of views of an article 
is meaningless because an article 
could be viewed 20,000 times but 
that doesn't mean that 20,000 
readers liked it.  
        People might feel moved to 
comment but commenting is down 
overall. Much of the commenting 
has moved onto LinkedIn and I 
typically receive more comments 
via email than on the Blog itself.  
        When the counter on the 

 button reached hundreds 
and thousands it meant that the 
article resonates strongly enough 
for people to share it on LinkedIn.  
        Based on what I was told, 
LinkedIn discontinued the counter 

because they didn't think it was an accurate reflection of how frequently 
the article was shared.
        I know what you're thinking at this point. What does that have to 
do with the article title and selling?  It actually has much in common.  
It is like a sales manager asking, “So, how did your meeting go?” The 
salesperson always replies, “It went great.”  
        It's the same response retail clerks get when they ask shoppers 
if they need any help.  “Just looking.” “It went great.”  It's the default 
answer. The sales manager says, "Good, good." I wish that sales 
managers wouldn't ask how meetings and calls went.  They should say, 
“Tell me about your meeting.”
        When a salesperson indicates that the meeting went well, their sales 
manager should ask, “Why do you think it went well?” This question 
should lead to an exploration of exactly how engaged the prospect was.  
As with the old  button, engagement is the best measurement of the 
quality of the sales call.  That begs the question, how does one measure 
engagement?  Here are ten examples:
   The prospect shared information freely
   There was little to no resistance
   The salesperson was able to uncover the prospect's compelling 
   reason to buy
   The prospect was receptive to alternate ideas, approaches 
   and solutions
   The prospect shared something personal, told a story, or confided to 
   the salesperson
   There was mutual authenticity
   The prospect viewed the salesperson as a trusted advisor
   The salesperson received compliments on the questions, discussion 
   or meeting that was led
   The salesperson and prospect legitimately enjoyed their time together
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Roy Strauss, president 
of The Strauss Consulting 

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

increase their pro� tability 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, sta�  ng as well as 

the complete design and imple-
mentation of distribution and 

manufacturing centers.

SLOTTING AND 
LOCATION 
SYSTEMS 
TO IMPROVE 
WAREHOUSE 
OPERATIONS

S
lotting is the strategic 
assignment of product to 
warehouse zones and 

locations within to improve 
operations and reduce costs. 
        The goal is to assign products 
to warehouse zones, by technology 
type, in location types, by product 
group, based on pick frequency, 
etc., so product is stored, picked, 
replenished, and handled in the 
most effi  cient way to optimise 
facility throughput.
        First, zones must be assigned 
within a facility to gain strategic 
advantage, sequencing and proxim-
ity to the dock being the key. 

Examples include: 
 Setting up zones close to the
dock for products that are 
shipped most often and least 
often to the rear 
 Picking heavy, large items before
light small ones on to a pallet 
to build solid pallets and avoid 
crushing 
 Placing non-conveyable items
close to the dock to avoid many 
long trips and letting conveyors 
handle the long distances to 
reduce labour costs

Warehouse zones could be defined by product group and brand within, 
how often a product is picked, how much cubic volume of an item 
must be stored, location type/size, proximity to the dock, and height 
requirements such as mezzanines for low areas.
        Technologies could include varied automated areas, semi-automated 
areas, and manual areas and could also incorporate  A-frames, sortation 
systems, carousels, pick to light; RFID, barcode scanning, or manually 
pushing a cart among others.
        Location types might include refrigerated, frozen, high security, 
fragile, quarantine, hazardous, proximity to next use (assembly, 
checking, packing, dock, cross-dock), by rack type, floor stocked, by 
technology and always location size within.
        Product characteristics in addition to the those defining location 
types above might include fragile, security risk, hazardous, heavy, bulky, 
non-conveyable, non- stackable, odd shaped, liquid, picked together so 
slot together, look alike so slot apart to avoid picking errors, etc.
        Warehouse zones and locations including a location file must be 
created and planned with proper IT support and software capabilities 
to manage the system properly and eff ectively. A properly slotted 
warehouse should be continually maintained and updated to achieve 
increased effi  ciency at lower costs.
        When designing a location system, understand that its design will 
create the path and direction in which order pickers travel and where 
they will go next. If one does not create an effi  cient path, order picking 
will require more time to complete and therefore the cost of labour and 
equipment will increase while service levels will decrease because of the 
wasted time. We want the paths to be the shortest distances possible for 
each product type, etc.
        Common mistakes include setting up rows rather than aisles and/

or having all the rows face the 
same direction. 
        When one uses rows, the 
travel path will go from lowest to 
highest location number on one 
side of the aisle and then repeat 
on the other side of the aisle, 
requiring the picker to travel down 
the same aisle twice. 
        By using aisles with odd 
numbers on one side and even 
numbers on the other, the picker 
selects from both sides of the aisle 
requiring only one trip.
        If all of the aisles are 
numbered in the same direction 
when pickers complete picking 
in an aisle they will have to travel 
back to the front of the next 
aisle to continue on the designed 
path. If the next aisle flows in the 
opposite direction, they travel in a 
continuous path from one aisle to 
the next.
        Designing an eff ective loca-
tion system with properly slotted 
product and maintaining the 
system will result in improved cus-
tomer service and lower costs. 
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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 n 1923, there was a 
baseball player named 
Wally Pipp who was the 

starting first-baseman for the New 
York Yankees. 
        He had a great position on an 
elite team, and his future seemed 
bright until one day he showed up 
at the ballpark and didn’t really feel 
like playing that particular game, 
so Wally Pipp told the Yankees’ 
manager he had a headache. 
        The manager was frustrated 
with Wally Pipp because it didn’t 
seem that his headache was very 
serious, but the manager called to 
one of the reserve players telling 
him he would be playing first base 
that day. That reserve baseball 
player covered first base during 
that game as well as virtually every 
game for the next 17 years.
        Lou Gehrig became known 
as The Iron Horse and set a Major 
League baseball record of playing 
in 2,130 consecutive games. 
This record for reliability and 
consistency in playing consecutive 
games stood for over 50 years. 
        Had Wally Pipp only had 
the hindsight perspective that 
you and I have today, I’m certain 
his headache would have cleared 
up, and he would have taken his 
position at first base for that game 
in 1923. 
        Reliability and dependability 
are as valuable as talent and high 
performance. It doesn’t matter 
how well you can play if you don’t 
show up.
        To date, I have written over 
40 books, and eight of them have 
been turned into movies. This has 
given me the opportunity to work 
on the film set and in auditioning 
and casting actors. 

greatest pride is the fact 
that as we enter our 30th 
television season having 
produced literally thousands 
of programs, we have never 
missed a deadline.
        Whatever you choose to 
do in your career and in your 
life, always give it your best, 
and that begins with reliability 
and dependability.
        As you go through your 
day today, remember the 
lesson from Wally Pipp.
        Today’s the day!  

THE 17-YEAR 
HEADACHE

        I have had the privilege of having James Garner, Brian Dennehy, 
Raquel Welch, and Academy Award-winner Louis Gossett Jr. appear in 
my movies. 
        They each have an incredible gift and great talent, but one of the 
vital elements we look at when hiring cast members is their track record 
for reliability. Movie production can cost tens of thousands of dollars 
each day, and an actor who doesn’t show up and perform consistently 
can halt the entire project.
        My company, the Narrative Television Network, makes movies, 
TV shows, and educational programming accessible for the 13 million 
blind and visually-impaired Americans as well as millions more 
around the world. 
        Our talented team has been recognised with an Emmy Award, 
a Media Access Award, and the top scriptwriting honor from the 
Writers Foundation of America, but the element in which I take the 





MUSIC MOVIEBOOK

GRINGO

H
arold Soyinka is an average 
businessman who works for Cannabix 
Technologies Inc, a company that has 

developed the "Weed Pill", medical marijuana 
that has been simplified into a pill. Harold's 
bosses, Elaine Markinson and Richard Rusk, 
send him to Mexico to handle the 
manufacturing of the product, but while out 
partying he ends up getting kidnapped by the 
cartel, which 
holds a grudge 
against Harold's 
bosses and their 
company. 
Richard hires a 
professional 
named Mitch to 
safely get 
Harold out of 
harm's way, only 
for the two to 
end up having 
to survive one 
outrageous 
situation after 
another

RAMPAGE

P
rimatologist Davis Okoye, a man who 
keeps people at a distance, shares an 
unshakable bond with George, the 

extraordinarily intelligent, silverback gorilla 
who has been in his care since birth. But a 
rogue genetic experiment gone awry mutates 
this gentle ape into a raging creature of 
enormous size. To make matters worse, it’s 
soon discovered there are other similarly 
altered animals. As these newly created alpha 
predators tear across North America, 
destroying everything in their path, Okoye 
teams with a 
discredited 
genetic engineer 
to secure an 
antidote, 
fighting his way 
through an 
ever-changing 
battlefield, not 
only to halt a 
global 
catastrophe but 
to save the 
fearsome 
creature that 
was once his 
friend. 

BUDDHA IN THE ATTIC 
BY JULIE OTSUKA

J
ulie Otsuka brings to life the 
historical accounts of picture 
brides — those Japanese women 

who left home for the US to new husbands 
based on pictures and stories alone — with 
devastating clarity. The narrator is their 
collective voice, poetically weaving between 
their betrayals and hardships as they work to 
build a life in their new and unforgiving 
reality. As a 
prologue to 
the horrific 
events that 
would become 
World War II 
and Japanese 
internment, 
this little 
known history 
is a must read 
for us to more 
fully 
understand the 
crimes of our 
past.

THE KITE RUNNER 
BY KHALED HOSSEINI

T
he unforgettable, heartbreaking 
story of the unlikely friendship 
between a wealthy boy from Kabul 

and the son of his father’s servant, The Kite 
Runner is a beautifully crafted novel set in 
Afghanistan. It is about the power of reading, 
the price of betrayal, and the possibility of 
redemption; and an exploration of the power 
of fathers over sons — their love, their 
sacrifices, their lies. A sweeping story of 
family, love, 
and friendship 
told against 
the devastating 
backdrop of 
the history of 
Afghanistan 
over the last 
thirty years, 
The Kite 
Runner is an 
unusual and 
powerful novel 
that has 
become a 
beloved, 
one-of-a-kind 
classic. 

SUPERMODEL BY FOSTER THE PEOPLE

W
hen Foster the People’s debut album 
Torches came out in 2011, it was 
primed to be a smashing success 

from the start. While their follow-up 
Supermodel definitely holds a few of the 
infectious electro-pop jams the band off ered 
on Torches, fans shouldn’t expect Pumped Up 
Kicks 2: Electric Boogaloo. In fact, 
Supermodel is an interesting look at frontman 
Mark Foster’s maturation as a songwriter, 
marking a change from a singular producer to 
someone penning songs for a live band.
        One of the main ways that change 
manifested 
itself is how 
the album 
relies 
more on 
guitars and 
percussion 
and less on 
electronic 
elements.

BLACK TIMES BY SEAN KUTI

T
he responsibility of writing protest 
songs is hardwired into Seun Kuti’s 
DNA. The 35-year-old bandleader and 

saxophonist is the youngest son of Fela Kuti, the 
Afrobeat pioneer who started his own 
Movement of the People party, penned lyrics 
that brazenly took shots at Nigerian politicians 
and, in the case of “Zombie,” provoked a 
bloody military attack on the Kalakuta Republic 
commune and recording facility that he’d 
founded in Lagos. Channeling this fiery legacy, 
Seun Kuti’s Black Times, the fourth album he’s 
recorded in 
cahoots 
with his 
father’s 
Egypt 80 
ensemble, 
forcefully 
drives 
home the 
infectious 
protest 
power of 
Afrobeat.
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A
TCEN organized the “Asia Human Capital Development Conference 2018 (AHCDC)”. AHCDC witnessed a gatheing of nearly 250 
delegates from 140 companies to learn on how to drive human capital growth. 

INTERIOR & DESIGN MANILA 2018

ASIA HUMAN CAPITAL DEVELOPMENT CONFERENCE 2018 (AHCDC)

I
nterior & Design Manila is the country’s first trade show specifically curated for interior designers. The event, held from 8 to 10 March 
at SME Convention Center, is also considered the industry's primary source for finding the latest products and services for all types of 
interior products. 
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AT YOUR AT YOUR 
DOORSTEP DOORSTEP 

EVERY EVERY 
MONTH!MONTH!

6363   SUBSCRIPTION      SUBSCRIPTION   





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

* Amount shown is per unit per day (RM) without GST (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 EliteBook 840 G4 
Notebook 
1CR48PA 

7th Gen Intel® Core™ Processor
RM3.88/day

Windows 10 Pro means business

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

Call 1800 88 2211

Scale your Business 
with HP Leasing 
Get a PC from us
for as low as 

or visit bit.ly/HPLease

Call 1800 88 2211

for more information

RM2.24/day*

Call 1800 88 2211

Customizable 
price based on 
requirement

RM2.24/day*
*Promotional price subjected to min of 5 sets  

HP V194 18.5-inch Monitor +HP V194 18.5-inch Monitor +
HP ProDesk 400 G4 Small Form Factor PC

HP EliteDesk 800 G3 
Tower PC
3HE85PA 

7th Gen Intel® Core™ Processor
RM2.69/day

HP ProBook 440 G5 
Notebook
2UY96PA 

8th Gen Intel® Core™ Processor
RM2.86/day

1RY54PT

V5E94AA

HP X Lazada 
Birthday Sales

bit.ly/lzhpsmb




