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

HP 240 G6 
Notebook  
DYN_BUNDLE_0001119_3UH00PA

7th Gen Intel® Core™ Processor
*RM2.50/day per unit

Windows 10 Pro means business

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

Call 1800 88 2211

Value for 
money & sleek 
Business Notebook
Lease for as low as 

or visit bit.ly/HPLease

Call 1800 88 2211

for more information

RM 2.50/day*

Call 1800 88 2211

Customizable 
price based on 
requirement

HP ProBook 640 G4 
Notebook 
DYN_BUNDLE_0001251_3YF40PA

8th Gen Intel® Core™ Processor
*RM3.60/day per unit

8th Gen Intel® Core™ Processor
*RM4.35/day per unit

*RM2.86/day per unit

HP ProBook 440 G5 Notebook 
8th Generation Intel® Core™ Processor 

DYN_BUNDLE_0001119_2UY96PA

HP EliteBook 840 G5 
Notebook 
DYN_BUNDLE_0001252_3TU36PA

*Amount shown is per unit per day and might change after the SST in September (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 limited to, 
additional terms and conditions.  Please contact us for more details.
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T elecommunication firm XL Axiata and the Indonesia Maritime 
Affairs and Fisheries Ministry have released an app called Seas 
of the Archipelago (Laut Nusantara). The app aims to 

disseminate information to fishermen, specifically, such as fishing grounds, 
the prevalence of fish in the vicinity as well as weather updates. Fishermen 

can also report their catches through the app, as well as the sales price. 
The software also helps skippers estimate the fuel consumption for their 
type of boat to get from one point to another. The information on the app 
is claimed to be the latest from the Hall of Sea Research and Observation 
(BROL) and will be updated every three days based on satellite data.

TELCO OPERATOR AND MINISTRY LAUNCH APP FOR FISHERMEN 

SOUTH KOREAN RETAILERS EXPAND PARTNERSHIP WITH CHINA 

T he partnership between South Korean retailers and Chinese 
mobile payment platforms aims to attract more Chinese 
visitors as they strive to recover from the fallout from a 

diplomatic row between Seoul and Beijing. Shinsegae DF Inc. said it 
has adopted the UnionPay QR code payment system for all of its 
outlets. It also opened a premium lounge for UnionPay VIP users at its 
Gangnam branch, providing various services, including luggage 
keeping. South Korean retailers have been accelerating marketing 
efforts to attract more Chinese visitors. Lotte Duty Free, South Korea 
first duty free operator, said it has signed a partnership deal with Alipay, 
China’s largest online payment platform, to carry out joint promotions. 

HO CHI MINH CITY TO HOLD SECOND ANNUAL TRADE EVENT IN LAOS 

H
o Chi Minh City’s Investment and Trade Promotion Centre 
will organise the second HCM City Trade-Service-Tourism 
Promotion Conference in Savannakhet, Laos. The conference 

is set to take place in October, which aims to help Vietnamese 
businesses tap the Lao market and enhance cooperation between the 
two countries. According to the General Department of Vietnam 
Customs, trade between Vietnam and Laos was worth US$522 million 
in the first half of 2018. Vietnam mainly exports steel and iron 
products, cement, plastic products, electrical cables, fruits and 
vegetables, while they import fertilisers, wood and wooden products, 
ores and minerals from Laos.  
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THAILAND’S TOP RETAIL PROPERTY DEVELOPER LAUNCHES ‘CENTRAL PHUKET’

C
entral Pattana Plc (CPN), Thailand's largest retail property 
developer recently celebrated the Grand Opening of 
Central Phuket, its world-class luxury flagship mall, 

establishing a new 'CBD' in the heart of Phuket. Central Phuket is 
developed with a total investment of US$606 million which 

comprises a shopping center and world-class tourist attractions, 
aiming to become 'The World's Must-Visit Destination in Thailand'. 
This will fulfill the shopping and lifestyle experience to establish 
Phuket as one of the complete 'Beach Lifestyle Destinations' 
comparable to the French Riviera, Miami and Hawaii.

GRAB SELECTS AXONIFY MICROLEARNING  
PLATFORM FOR SOUTHEAST ASIA DRIVERS

A
xonify, the world's leading corporate microlearning 
platform, announced that Grab Inc, the leading online-to-
offline (O2O) platform in Southeast Asia, has implemented 

the Axonify Microlearning Platform to provide comprehensive 
driver-partner onboarding and continuous learning for millions of 
driver-partners across the region. Grab selected Axonify based on its 
scalable solution and dynamic, interactive and gamified approach to 
training and to support its 'Better 365' driver-partner welfare 
campaign. Through Axonify, Grab will be able to seamlessly 
incorporate new driver training and assessment into the online driver 
acquisition process.

TIME IS FIRST TELCO IN MALAYSIA TO DEPLOY T-BOT

T
IME dotCom is the first telco in Malaysia to leverage IBM 
Watson Artificial Intelligence (AI) technology to create 
an interactive and smart virtual assistant for its 

customers. Named T-Bot, the chatbot runs on IBM’s Watson 
Assistant and is trained with over 1,000 intents, question variants 
and entity aliases.  It uses Natural Language Processing capabilities 
to understand questions, provide instant and comprehensive 
replies, perform basic troubleshooting and route more complex 
questions to customer service agents. 
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INDONESIA TO ASSIST SRI LANKA IN  
INFRASTRUCTURE DEVELOPMENT 

I
ndonesia is set to assist Sri Lanka in infrastructure 
development, as the two countries look forward to 
bolstering bilateral cooperation and beyond. One the 

sidelines of his two-day state visit to Vietnam, President Jokowi 
met with Sri Lanka Prime Minister Ramil Wickremesinghe 
which they discussed ways to improved cooperation and trade 
relations between the two nations. 

ASEAN TARGET TO INCREASE ECONOMIC GROWTH 

A
SEAN is fast becoming a major economic force in Asia 
and a key driver of global growth, with its young 
population, growing middle class and rapid 

urbanisation. The grouping is now the sixth largest economy in 
the world, is expected to become the fourth largest by 2030, after 
European Union, United States and China. The region’s 
continued vitality and success will hinge on member states’ 
commitment to the ASEAN Economic Community (AEC) which 
aims to have a single regional market and production base by 
facilitating a freer flow of goods, services, investment, capital and 
skilled labour among member nations. 

T The leaders of China and Japan, Xi Jinping and 
Shinzo Abe respectively have pledged to speed up 
cooperation in the latest sign that the two Asian 

rivals are mending ties strained by territorial and historical 
disputes. On the sidelines of the Eastern Economic Forum in 

the eastern Russian city of Vladivostok, Chinese President Xi 
told Japanese Prime Minister Abe that the two countries 
should firmly defend multilateralism, the free trade system and 
the rules of the World Trade Organisation to push forward an 
open global economy. 

ABE AND XI PLEDGE JAPAN AND CHINA WILL DEEPEN COOPERATION 



To find out more about how PRUbiz beyond can help meet your individual
business and protection needs, speak to your Prudential Representative today.

Prudential Assurance Malaysia Berhad (107655-U)
Menara Prudential, 10 Jalan Sultan Ismail, 50200 Kuala Lumpur, Malaysia
Tel: 03-2116 0228 Fax: 03-2032 3939
E-mail: customer.mys@prudential.com.my
www.prudential.com.my

Your business has
a life of its own
At Prudential, we understand that in order to run and sustain 
a successful business, you need a comprehensive protection 
and support solution. 

Introducing PRUbiz beyond. It helps protect your business 
continuity with a range of customisable insurance solutions, 
offers professional advice to help you work more efficiently, 
and rewards you with exclusive lifestyle privileges as your 
business continues to prosper. 
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P ETRONAS through its subsidiary PETRONAS Lubricants 
International (PLI), opened its Research and Technology 
Centre in Latin America, the largest facility dedicated to the 

development of fluid technology to meet the region’s automotive and 

industrial sector’s growing needs. The center covers an area of over 
2400 square meters and houses state-of-the-art facilities including ISO 
17025 accredited laboratories for its team of chemists, engineers and 
technicians to perform more than 105 different methodologies. 

PETRONAS OPENS NEW RESEARCH AND TECHNOLOGY CENTER

OCBC PILOTS AI SOLUTIONS TO DETECT ANOMALIES 

O
CBC Bank has piloted two artificial intelligence (AI) 
focused financial technology solutions aimed at beefing 
up internal controls to safeguard the interests of 

customers and shareholders. These solutions aim to improve the 
detection of anomalies found during the audit of trading activities 
and is achieved by analysing trade data using machine learning 
algorithms. The two solutions, developed separately by fintech 
companies, Swedish firm Scila and French counterpart Cardabel, 
were among eight that were shortlisted to be part of the 2018 The 
Open Vault at OCBC (TOV) Innovation Challenge. Among their 
solutions include the development of more than 100 market abuse 
indicators, which act as a preset list of known anomalies. 

CHINA AND US BATTLE OVER 5G

I
n order to control the world’s fastest wireless internet, 5G, 
China and the US are now locked in battle for 5G 
frequencies. The early waves of mobile communications were 

largely driven by American and European companies. As the next 5G 
approaches, promising to again transform the way people use the 
internet, a battle is on to determine which country will dominate. 
Equipment makers and telco operators in both countries are rushing to 
test and roll out the next generation of wireless network which will be 
as much as 100 times faster than the current 4G. 
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END OF PRODUCTION FOR THE ICONIC BEETLE 

T
he 80-year global run for a car that was first introduced 
by Volkswagen, is ending as the German automaker calls 
it quits for its iconic Beetle. The German automaker said 

it would stop building the compact next year at a factory in Mexico, 

the last plant in the world to make the car. The latest generation of 
the Beetle debuted in 2011, but its roots go back to 1938 as 
Volkswagen’s first car. It is one of the longest-lived and best selling 
vehicles with 22.7 million sold worldwide. 

INDONESIA AND SOUTH KOREA AIM TO DOUBLE BILATERAL TRADE  

I
ndonesia and South Korea agreed to further strengthen 
relations and improve cooperation while their leaders 
expressed determination to increase bilateral trade to 

30$ billion within the next five years. Trade between the two 
countries amounted to more than 17$ billion last year, having 
increased nearly 20 percent since 2016. The two countries agreed 
at the time to boost cooperation through a special strategic 
partnership agreement, aimed at accelerating industrialisation in 
Indonesia, increase economic and trade ties and people-to-people 
exchange. Indonesian President Joko Widodo has made it clear 
during his visit to Seoul that the two countries plan a quick 
implementation of the agreement. 

NEW SST PRICE FOR HOUSES 

T
he Malaysian Federal Government expects a more positive 
response from housing industry players following its 
decision to exempt construction services and certain 

building materials from the Sales and Services Tax (SST). Finance 
Minister Lim Guan Eng expressed hope of seeing at least some 
changes in housing prices as the government was not collecting SST 
for construction services. He noted that car prices had dropped since 
the implementation of the SST and there should be a positive 
response from the housing sector as well. 
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14TH MECA INDUSTRIAL  
RELATIONS CONVENTION 
9-11 OCTOBER 2018 
ROYAL CHULAN DAMANSARA HOTEL 
mecaconvention.com 

T
he 14th edition of the 
MECA Industrial Rela-
tions Convention posi-

tions itself as the must-attend IR fo-
rum for the year for any HR or IR 
budding HR or IR practitioner. This 
convention focuses on how to con-
ceptualise best practices to imple-
ment world class HR or IR, to pro-
tect your organisation from 
damaging effects of ill-advised em-
ployment decisions, to design cut-
ting-edge principles to successfully 
retain talent, to build confidence in 
dealing with complex employment 
law issues, to develop deeper under-
standing f litigation and the ratio-
nale of judge and to drive employ-
ment climate to its maximum by 
merging ER and IR issues. If you a 
HR professional in the Southern Re-
gion looking to transform your HR 
or IR management, this is definitely 
the event for you. 

MALAYSIA INTERNATIONAL 
JEWELLERY FESTIVAL  
(SPRING EDITION) 
12-15 OCTOBER 2018 
KUALA LUMPUR CONVENTION CENTRE 
mij.com.my/mij-2017-autumn-edition/ 

T
his festival is the gather-
ing venue for diverse jew-
ellery brands from all over 

the world. It attracts buyers from the 
Americas, Europe, Middle East, Af-
rica and Asia Pacific regions. Pene-
trating into new markets will defi-
nitely buy a lot of time and cost, that 
is why this platform invites overseas 
partners to help spread the word 
out. Cross-marketing events are also 
available to fellow foreigner exhibi-
tion organizers and publications. 

chisees to meet face to face with 
representatives of international 
brand concepts across various in-
dustries. Focused on creating op-
portunities, forge new partnerships 
and seal business deals, attendees 
can participate in  informative edu-
cational talks at FLAsia and pick up 
collaterals and knowledge. 

JAKARTA FASHION WEEK 
20-26 OCTOBER 2018 
SENAYAN CITY, INDONESIA 
jakartafashionweek.co.id/

S
ince the first event held in 
2008, Jakarta Fashion 
Week has consistently 

been a big hit for the Indonesian 
fashion industry. Not only being a 
host in their own country, through 
various programs, such as the Indo-
nesia Fashion Forward, Indonesia's 
creative people are also invited to 
enliven the fashion scene across 
countries. As the largest and most 
influential annual fashion week in 
Southeast Asia, Jakarta Fashion 
Week is a universal platform for fash-
ion industry players who want to be 
associated with the latest design, 
style and fashion trends.

CHINA INTERNATIONAL TOY FAIR 
16-18 OCTOBER 2018 
SHANGHAI NEW INTERNATIONAL EXPO 
CENTRE, CHINA
china-toy-expo.com/

C hina’s Toy Expo is Asia’s 
largest and the world’s 

second largest trade fair for toys and 
educational products. This must-at-
tend industry event is annually orga-
nized by China Toy & Juvenile Prod-
ucts Association, in every October in 
Shanghai. With over 3600 brands 
and 2000 exhibitors, participants 
can find business matching on se-
lected categories and private sourc-
ing service. 

CEBU FOOD & BEVERAGES EXPO
11-14 OCTOBER 2018 
CEBU TRADE HALL, PHILIPPINES 
worldbex.com/Event/Cefbex

C
ebu Food and Beverages 
Exposition is the most 
comprehensive food 

show of the South, hoarding togeth-
er the finest food products, services, 
equipment and technology of Vi-
sayas and Mindanao in one tasty 
show. This is an all in one show in-
troducing the latest food providers, 
cooking needs, dinner and kitchen 
wares occupying over a 100 booths 
from nearly 70 manufacturers, re-
tailers, importers and exporters 
from all over the country. 

VIETNAM INTERNATIONAL 
MOTORSHOW
24-28 OCTOBER 2018 
SAIGON EXHIBITION AND CONVENTION 
CENTER, HO CHI MINH 
vietnaminternationalmotorshow.vn/

F
ollowing the success of 
previous years, Vietnam 
Motor Show 2018 has be-

come the playground of automobiles 
manufacturers and importers in 
Vietnam. Furthermore, it is the op-
portunity for the public to witness 
the most modern car and the desti-
nation for car enthusiasts to reunite 
and express their passion with great 
experience ahead. The exhibition is 
the cooperation of Vietnam Auto-
mobile Manufacturers Association 
(VAMA) and the Vehicle Importers 
of Vietnam Association (VIVA). 
This is the exclusive and biggest spe-
cialized exhibition in automobile 
sector in Vietnam this year.

MALAYSIA PROPERTY EXPO (MAPEX)
12-14 OCTOBER 2018 
MID VALLEY EXHIBITION CENTRE, MALAYSIA 
mapex.com.my/

T
he largest and most await-
ed property fair, MAPEX 
is set to return for this 

year’s national edition in Kuala 
Lumpur. Themed, ‘A Home for Bet-
ter Tomorrow’, the nation’s premier 
exhibition gathers a vast selection of 
properties and provides a different 
experience to its new and seasoned 
visitors. The showcase is open to 
the public and admission is free. 

INDUSTRIAL TRANSFORMATION 
ASIA PACIFIC
16-18 OCTOBER 2018
SINGAPORE EXPO, SINGAPORE
industrial-transformation.com/

T
he event is organised by 
SingEx Exhibition and in-
ternational partner, 

Deutsche Messe. It is specially cu-
rated for the region as it ushers in 
the 4th Industrial Revolution. The 
strategic platform is shaped by the 
leaders and experts in support of the 
region’s manufacturing industrial 
growth and transformative initiative. 

B2B ONLINE ASIA 
17-18 OCTOBER 2018
NOVOTEL SINGAPORE CLARKE QUAY 
b2basia.wbresearch.com/

B
2B Online Asia is an inter-
active conference for 
heads of eCommerce, 

digital and marketing from Asia’s 
leading manufacturers and distribu-
tors. B2B brings together more than 
150 executives to develop the tools 
you need to power innovative, fu-
ture-looking omni-channel experi-
ences for your customers. The con-
ference will share about how to 
master digital transformation, how 
to optimize the customer experience 
and how to batter manage the manu-
facturer and distributor relationship. 

FRANCHISING AND LICENSING ASIA 
18-20 OCTOBER 2018 
MARINA BAY SANDS, SINGAPORE 
franchiselicenseasia.com/

T
his event is not just a 
showcase of promising 
franchises in fast-growing 

industries; it is also a chance for en-
trepreneurs and prospective fran-
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ASTON MARTIN V8 VANTAGE   

T
he new V8 Vantage is purposefully designed as an independent statement of poise, performance and a beautiful distinction 
of meticulous British craftsmanship. The spectacular Vantage is powered by 4.0 litre, 510PS/685Nm twin-turbo V8 mated 
to eight speed transmission. Its new head and tail light form dramatic new signatures, giving the Vantage unmistakable road 
presence and contribute to a strong, individual identity within the Aston Martin model range. 

BY 
RAEFAH AB 
RAHMAN 

MOODO SMART HOME 
FRAGRANCE BOX    

A
smart aroma diffuser that 
gives you the satisfaction of 
customizing your own 
favorite scent at home. By 
inserting four different 

capsules inside the fragrance mixer, you 
can control the intensity of each smell via 
a smartphone app. Moodo is ditching old 
school home scent options such candles 
and plug-ins to infuse lives with wireless 
interconnected smell-good technology. Be 
a scent DJ and experience the spectrum 
of scent now. 

HASSELBLAD X1D-50C

A
50MP mirrorless medium format camera, built 
around a 44 x 33mm sensor that is 70 percent 
larger than a 35mm full frame equivalent, it is 
the smallest camera by far to feature such large 
sensor. The result is the most convincing 

camera for photography outside the studio, making activities 
like landscape shooting more practical and exciting. Consider 
how superior the X1D is with its 5.3μm pixels, which your 
high-end smartphone could only have pixels at around 1.5μm. 
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IPHONE XS   

T
he most awaited Apple gadget this year, iPhone Xs comes with a powerful A12 bionic chip and a 
breakthrough dual camera system making it the most advanced iPhone by far. The new iPhone is taking 
the vision for the future of smartphone to a new level. Faster Face ID recognition, wider stereo sound, 
a beautiful new gold finish and new Dual SIM to iPhone, the iPhone Xs will be available in store 
beginning 21 September 2018. The iPhone Xs also reaches a new level of splash and water resistance 

of IP68 for up to 2 meters for 30 minutes and protect against everyday spills including coffee, tea and soda. 

BARISTA AT HOME    

S
age by Heston Blumenthal, The 
Oracle, is a manual machine with an 
integrated grinder that gives you 
everything for a cup of coffee. It takes 
a different approach to most bean-to-

cup machines, rather than leaving you to simply 
press a button, you operate The Oracle in much 
the same way as a manual espresso machine. 
Coffee addicts would know that ground coffee does 
not have a long shelf life so in order to produce the 
best quality of espresso, you need to choose the 
right grinder. By merging smart technology with a 
mechanical feel, using The Oracle gives very 
satisfying coffee experience indeed. 

TRACK YOUR THINGS    

A
lways misplace your essentials? Worry not, the 
freshly updated Tile series, Tile Sport is engi-
neered to find anything within 200 feet range. 
Easily loop onto your keychains or attached to 
anything you do not want to lose and keep the 

app open. Use your smartphone to make your Tile rings when 
it is nearby but out of sight. Tile is designed to run entire year 
without charging or replacing batteries. When it is time for a 
new Tile, you will get to upgrade yours at a discount price and 
always have the best finding technology at your fingertips. 
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I
     t is said that 

there are only 
three constants: 
life, death, and 
taxes. That said 
however, 
Malaysians got 
a break from 
taxes on 1 June 
2018 when the 

Government announced the zero-rating of the 
unpopular Goods and Services Tax (GST), as 
a prelude to its abolition. This was done as 
part of the new Government’s election 
promise to abolish GST and lower the prices 
of goods.
        On 1 September 2018, the ‘new’ Sales 
and Services Tax (SST) came into force, as 
a replacement for GST. In some respects, 
the new SST regime is similar to the 
regime previously in force before GST was 
implemented. In fact, SST has been in place 
in some form or another since the 1970s 
in Malaysia, but was removed with GST 
implementation in 2015.
        One of the main concerns about 
moving from GST to SST is the shortfall in 
tax revenue collected by the government. 
As can be seen from the graphic above, less 
tax is collected from SST than GST. Several 
projections have seen the shortfall in revenue 
to be as much as RM21 billion. While cuts 
in wasteful government spending may make 
up for the shortfall in some way, it is still a 
substantial amount in potential tax revenue 
foregone by the government.
        Now that it has been revived, there has 
been plenty of discussion surrounding SST, 
especially its impact on consumers, suppliers, 
and business in general. At this early stage of 
SST implementation, it is expected that the 
price of certain goods may decrease slightly, 
but others may not see a price decrease or 
even become more expensive due to a higher 
SST taxation bracket.
        In this issue of SME, we take a look 
at SST as well as its impact on businesses 
and consumers.

WHAT EXACTLY IS SST?
SST is actually two different taxes: sales tax 
and service tax. They are in force by virtue of 
the Sales Tax Act 2018 and Service Tax Act 
2018 respectively. Sales tax is levied on the 
manufacturer, whereas service tax is levied 
on services provided to the consumer. Like 
GST before it, the administration, collection 
and enforcement of SST is done by the Royal 
Malaysian Customs Department (RMCD).

BY 
ONG XIANG 

HONG
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Both GST and SST are in a class of what’s 
known as ad valorem taxes. The Latin phrase 
‘ad valorem’ simply means ‘according to 
value’, therefore ad valorem tax is a tax 
based on the value of an item. In contrast 
with taxation of income which is based on 
earnings, this type of ad valorem tax is based 
on consumption. 
        Ideally, ad valorem sales tax should be 
fair but easy to collect, difficult to avoid, and 
has a high compliance rate. The idea behind 
such a tax is that the more one consumes, the 
more one pays in tax. In theory, this applies so 
that the rich, who tend to consume more, pay 
a greater share of tax than the poor, who tend 
to consume less. 

        This consumption theory works when 
it comes to GST, as it is a ‘progressive’ ad 
valorem tax system. However, when it comes 
to SST, it is less progressive as the tax is 
applied to consumers only when it comes to 
services, whereas sales tax is applied at the 
manufacturers’ end.
        Compared to GST, SST is a narrow-based 
tax, applied only to certain sectors, and not at 
every stage of business. In comparison, GST is 
a broad-based tax applied at every level of the 
supply chain, from manufacturing to point-of-
sale. However, since GST credits are claimable 
by businesses, it does not necessarily mean 
that the price of goods is more expensive.
        On the face of it, it appears that GST 

should result in lower prices due to a constant 
6 per cent tax rate across the board, as 
opposed to SST having both 6 per cent and 
10 per cent rated goods/services. However, 
sales tax only applies to certain manufactured 
and imported goods at the manufacturing or 
imported stage only. Likewise, service tax only 
applies to certain services.
        Furthermore, the implementation of GST 
also resulted in an increase of items being 
taxed, compounded with companies facing is-
sues claiming back input tax (or even proceed-
ing to pass through additional costs at each lev-
el to consumers). It is estimated that there is a 
remaining RM19 billion in GST credit refunds 
yet to be processed by the Government.

GST AND SST COMPARISON

PRICING AND TAX COLLECTED UNDER GST AT 6 PER CENT

PRICING AND TAX COLLECTED UNDER SST AT 6 PER CENT*

*ASSUMING THE TAXABLE SST RATE ON THE ITEM IS 6 PER CENT

           GST   SST

TAX REVENUE ESTIMATE   RM45 BILLION  RM24 BILLION
TAX BASE    BROAD   NARROW
TRANSPARENCY AND REGULATION  HIGH   LOW
TAX RATE (PER CENT)   6   6–10 
TAX STAGES    MULTI-STAGE  SINGLE-STAGE
BUSINESS INPUT TAX CREDIT  YES   NO
EXPORT TAX RELIEF   YES   PARTIAL
BUSINESS IMPLEMENTATION COST  HIGH   LOW
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HOW DOES SST WORK? In the case of SST, 
numerous exemptions exist to the tax, in order 
to alleviate its effect on the lower-income bracket 
of society. Essential items are SST zero-rated, as 
are many essential services. 

Items exempt from sales tax are listed in the 
Sales Tax (Goods Exempted From Tax) Order 
2018. All other items are subject to sales tax. 
On the other hand, services subject to service 
tax are listed in Schedule 1 to the Service 
Tax Regulations 2018. All other services are 
exempt from service tax. The lists can be 
modified from time to time as the Director 
General of Customs and Excise so requires.
        To assist SMEs in the manufacturing 
sector, the Government has set the threshold 
for SST registration at RM500,000 annual 
turnover. This means that an entity is liable for 
sales tax only if annual turnover is RM500,000 
or more. The same threshold applies to SMEs 
that provide services eg hotels, professional 
services etc. An exemption exists for food and 
beverage operators, whose SST threshold 
is higher at RM1.5 million. In these cases, 
entities that do not fall within the exemptions 
need to register for SST. 
        For those that do exceed the threshold, 
registration can be done online through the 

MySST system. The entity concerned will 
be notified of registration or in the absence 
of a notification, application will need to be 
done online via MySST. For existing GST 
registrants which have been identified and 
fulfil the required criteria for SST, they are 
automatically registered. The final GST return 
is required to be submitted within 120 days 
from the commencement of SST (i.e. from 1 
September 2018).
        Once a business has completed the 
registration process, invoices with details of 
SST is required to be issued either in Bahasa 
Melayu or English containing prescribed 
particulars, either in hard copy or 
electronically. SST returns must be declared 
every two months according to the taxable 
period. The return must be submitted not 
later than the last day of the following month 
after the taxable period ends. Furthermore, 
the return has to be submitted regardless of 
whether there is any tax to be paid or not. 
Online submission or postal submission of 
the return can be done, and payment can 
be made either electronically or by cheque/
bank draft.

Late payment of SST is applicable at the 
following quantum:
  10 per cent for the first 30-day period.
  15 per cent for the second 30-day period.
  15 per cent for the third 30-day period.
  Maximum penalty of 40 per cent after 

  90 days.

Records of SST payment must be kept for 
seven years, in Bahasa Melayu or English. 
The records must be kept in Malaysia, 
except with the permission of the Director 
General of Customs and Excise. The records 
may be kept in soft or hard copy form, as 
long as it is readable.

SMEs IN DIFFERENT 
INDUSTRIES 

ARE AFFECTED 
DIFFERENTLY BY THE 

INTRODUCTION OF 
SST. FOR EXAMPLE, 

SMEs IN THE RETAIL 
AND WHOLESALING 

INDUSTRIES ARE 
OUT OF THE SYSTEM 
AND HENCE BENEFIT 

FROM LOWER 
COMPLIANCE COSTS. 

MANUFACTURERS, 
HOWEVER, MUST 

ENSURE THAT 
APPLICATIONS ARE 
MADE ON A TIMELY 
AND PROPER BASIS 

TO PREVENT SALES 
TAX BEING IMPOSED 

ON THEIR PURCHASES 
OR IMPORTATION. 

CARE IN NEEDED AS 
THE APPLICATION IS 

BY TARIFF CODE OF 
THE MATERIALS AND 

COMPONENTS.

THENESH KANNAA, 
PARTNER AT TRATAX 

TAX ADVISORS

SAMPLE LIST OF ITEMS EXEMPT FROM SST 

  Live animals (subject to import/export
licence from relevant authorities)

  Essential consumer goods including
poultry, fish, milk, vegetables, coffee,  
tea, sugar

  Essential medicines (including most of the
WHO List of Essential Medicines)

  Construction materials (sand, bricks,
cement)

  Various printed materials eg books and
magazines (except advertising materials)

  Motorcycles not exceeding 250cc engine
capacity

  Bulldozers, excavators, dumper trucks
(CKD)

  Medical consultation

  International flights

  Documents or parcels below 30kg

  Property management, joint management
body, or management corporation under 
strata title

For a complete list of items exempt from 
sales tax, see the Sales Tax (Goods Exempted 
From Tax) Order 2018. Services subject to 
service tax are listed in Schedule 1 to the 
Service Tax Regulations 2018.
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PROVISION OF TAXABLE GOODS 
AND NON-TAXABLE SERVICES
RPT Copier Sdn Bhd manufactures and sells 
photocopiers, while providing after-sales 
service. RPT Copier sells taxable goods 
and provides non-taxable services. It is only 
required to be registered under section 13 of 
the Sales Tax Act 2018.

PROVISION OF BOTH TAXABLE GOODS 
AND TAXABLE SERVICES
Super Furniture Sdn Bhd manufactures and 
sells kitchen cabinets and appliances, besides 
providing consultancy services to design 
and remodel kitchens. Able Furniture is 
manufacturing taxable goods and providing 
taxable services (consultancy services). Hence 
it is required to be registered under section 
13 of the Sales Tax Act 2018 and section 13 
of the Service Tax Act 2018. However, it may 
use the same invoice format for either the sale 
of goods or provision of services subject to 
approval of the Director General.

PROVISION OF NON-TAXABLE SERVICES
Kamuro Crane Rental Sdn Bhd provides rental 
of all types of crane. The rental of cranes is not 
a taxable service under the First Schedule of 
Service Tax Regulations 2018.

PROVISION OF TAXABLE SERVICES WITHIN 
THE SAME GROUP OF COMPANIES
Mawar Group of Companies is in the food 
and beverage business operating a number 
of restaurants, food courts, night clubs and 
private clubs under its various subsidiaries 
(each more than 50% shareholding). Intra-
group provision of taxable services within the 
same group of companies is a taxable service 
and subject to service tax at 6 per cent.

PROVISION OF TAXABLE SERVICES 
BY SUBSIDIARY
Sun Matahari Sdn Bhd is a consultancy 
company and has direct control (90%) of 
Moon Bulan Sdn Bhd. Moon Bulan Sdn 
Bhd provides architectural services to Sun 
Matahari Sdn Bhd. The taxable services by 
subsidiaries is not subject to service tax.

WRITING POST-DATED CHEQUES TO RMCD
Company QWE posted a cheque for the 
payment of sales tax on 25 January 2019. The 
cheque was post-dated as 29 January 2019. 
The cheque was received by the Customs 
Processing Centre on 26 January 2019. 
Cheques written by the registered person for a 
date in the future are not accepted as payment 
for sales tax by RMCD.

EXAMPLE CASES OF SST IMPLEMENTATION*
WHAT’S NEXT?
The move towards SST marks a step back 
from GST, which in many respects was 
a more comprehensive ad valorem tax 
system. In many countries, the progressive 
system of GST (or value added tax (VAT) 
as it is known in some jurisdictions) 
has been implemented in favour of a 
simple sales tax. This makes Malaysia 
the minority among newly industrialising 
nations for implementation of GST. 
Neighbouring Singapore, Indonesia, 
Thailand, Philippines, Vietnam have all 
implemented VAT/GST in some form.
        However, the perceived problems 
with Malaysia’s own implementation of 
GST did indeed lead to its abolition by 
the new administration. The high cost 
of implementation, rising prices, and 
delays in GST refunds compounded 
the bad PR image that GST had. 
SST provides a simpler solution to 
ad valorem tax, and refinements like 
online registration and payment make 
compliance easier for businesses. 
        The debate over GST versus SST 
still rages on. Member of Parliament 
Khairy Jamaluddin has advocated 
for a lower rate of GST as opposed 
to abolishing it altogether. Based on 
economic projections and government 
spending figures, it is not too far-
fetched to assume that GST will make a 
comeback. For the time being however, 
SST is the new normal, and SMEs should 
take advantage of it. As the saying goes, 
‘make hay while the sun shines’. *ADAPTED FROM ROYAL MALAYSIAN CUSTOMS DEPARTMENT MYSST GENERAL GUIDES TO SALES TAX AND SERVICE TAX.
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E
ating, whether we 
realise it or not, is one 
of humankind’s primal 
pleasures. The idea of 
selling food for profit is 
an idea as old as 
civilisation. Not 
coincidentally, the 

growth of food and restaurants through 
history correlates with the growth of cities.
        One aspect of the food and beverage 
industry is the preparation of food. Since 
time immemorial, humans have dried or 
smoked meat and fish in order to preserve 
it for longer periods. Beer and wine 
were brewed not just for their alcoholic 
content, but also as part of a daily diet 
– early Egyptian beer had comparable 
nutritional values to bread. The invention of 
pasteurisation and canning further advanced 
the food preparation sector. Today, food 
technology advances have given rise to a 
bewildering array of prepared, frozen, and 
packaged foods available to us.
        Furthermore, for as long as we have 
cooked our food, we’ve also sought out 
someone else to cook our food for us. In 
ancient Greece and Rome, thermopolia were 
small restaurant-bars that offered food and 
drinks to customers. In China, teahouses 
serving food have been documented as 
far back as the Three Kingdoms period. 
With the lack of refrigeration and modern 
agricultural yields, there would have been no 
menus or options to choose from. However, 
low barriers to entry and a relatively easy 
learning curve mean that anyone with 
ambition and a little bit of capital can open 
an inn, tavern, restaurant, café, bar, food 
stall or any permutation of the above.
        Out of these medieval inns and 
taverns developed the modern restaurant 
concept, with menus, specials, and elegant 
food as part of the experience. More than 
that however, restaurants also provided a 
social experience, where people mingled 
amongst either a casual or luxurious setting, 
depending on the outlet. In addition, 
entertainment in the form of cabaret or 
singing was also frequently performed.
        Customers nowadays are more 
discerning than ever, and the F&B sector is 



AN AUTHENTIC BRAND
In the food service industry, a similar 
move towards authenticity and homegrown 
flavours is also trending. While international 
fast food franchises are still enjoying robust 
profits, it is a growing trend for regional and 
local franchises to muscle in on the market. 
These local franchises are differentiating 
themselves from the giants by being more 
in tune to local tastes and cultivating a 
wholesome, family-friendly image.
        Branding is also a vital part of an F&B 
outlet’s image. The image that a brand 
portrays is not just the taste of the food, 
but the price, the service, the ambience 
etc. In short, a brand personifies the whole 
eating experience to the customer. Careful 
management of a brand name can lead 
to greater brand recognition and also to 
greater sales. Crafting a ‘brand story’ is also 
something that many industry players do, but 
brand stories are even more applicable to F&B 
outlets to differentiate themselves from intense 
competition. The food served may be the same 
but how the players distinguish themselves 
from the crowd is important in terms of 
branding, packaging, promotion etc.
        As Marcus Liew, Managing Director 
of Winner Fried Chicken Sdn Bhd puts it, 
“There is an existing trend of F&B heritage 
brands expanding into the malls – many that 
were started over 30 years ago that mostly 
began with a single roadside hawker stall that 
has survived the second or third generation 

of operations. They served distinctive 
good food or beverage and 

had loyal followers, where 
over the years managed 

to invoke a strong 
brand identity. 

These brands now 
under younger 
management or 
being bought 
over by bigger 
companies 
are seeing the 
opportunity of 
doing business 
inside malls 

whose benefits 
include constant 

crowd supply of 
shoppers and brand 

awareness.”
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even more competitive. On the other hand, the F&B sector is seen as an ‘evergreen’ industry 
that is relatively recession-proof, while constantly reinventing itself and responding to 
customer trends. In this issue, SME takes a look at the industry that enables Malaysians’ and 
Singaporeans’ love of eating – the F&B industry.

CHANGING TASTES, CHANGING TRENDS
More than any industry, the F&B sector operates at the mercy of consumers’ changing tastes 
and trends. Serving almond milk while everyone else has moved on to quinoa burgers means 
only trouble. While large players can take advantage of these trends, for example by offering 
limited time-only menu items, smaller and more agile rivals are undercutting these giants. 
        In the food service sector, the retreat of global fast food franchise giants is well 
documented, but the same is happening to F&B retail as well. Size may be on the giants’ side, 
but smaller players are often local and more attuned to customers’ needs. The traditional 
advantage that big brands had in advertising has also been wiped out with the advent of social 
media. Online distribution channels are also increasingly important as time-pressed consumers 
prefer to shop online rather than big-box retailers. Smaller brands are also relying on online 
distribution first before putting them on retail shelves, both to gauge consumer demand for 
their product, as well as to take advantage of the lower overheads of online channels. 
        Malaysian frozen foods manufacturer TSL Bestmas Manufacturing Sdn Bhd is starting 
to use online platforms for distribution as well alongside their traditional channels of retail 
supermarkets. Director of TSL Bestmas, Alex Thiong said, “Today, sales on direct-to-consumer 
sites and third-party e-commerce platforms account for 36 percent of specialty food and 
beverage sales. The demand for online delivery and subscription food services will continue 
to grow in 2018 as busy consumers show their preference for door-to-door delivery. We try 
to collaborate with online platforms such as Supply Bunny, Alibaba, while using social media 
to promote our products. Online inquiry by customers is also an easy way for customers to 
communicate with us.”
        Another longstanding trend in favour of the smaller companies are millennial consumers 
that increasingly want brands and products that align with their cultural identity and values. 
Big brands, long seen as over-processed and impersonal, are being overlooked on store shelves 
in favour of local or ‘organic’ brands, as consumers look for healthy alternatives.
        One of the biggest drivers of change in the food and beverage industry has been the 
raised level of awareness in health-related matters. The regional obesity epidemic, combined 
with rising concern about nutritional value, genetically modified foods, and modern farming 
practices are all increasing areas of interest. As health conscious consumers continue to drive 
higher-margin food sales, F&B manufacturers are increasingly sitting up and taking notice.
        Mr Lee Ting Ung, Managing Director of LCP Supplies (M) Sdn Bhd said, “F&B 
manufacturers are at a point where they need to decide whether they should continue with 
what they are doing, or to move forward to produce products that are healthier. We 
are helping in every way we can by supplying manufacturers with healthy raw 
materials, necessary product information, and by educating or creating 
awareness amongst the general public, health industry, large companies, 
banks, insurance companies etc.” 

“I believe that this is the time for F&B industry 
players to step up and innovate as they play a 
vital role in helping to improve the health of the 
community. Malaysians need them to provide food 
products that are healthy and wholesome.” 
Mr Lee Ting Ung, Managing Director, LCP Supplies (M) Sdn Bhd
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“Many heritage brands 
that are famous with local 

delicacies are now easily 
found inside malls with 

their specialty outlets or 
kiosks – many equipped 

with fancy signboards 
and logos, comfortable 

seats and welcoming staff 
as well. So, this trend 

will likely continue due 
to potential demand by 

shoppers who are always 
on the lookout for good 

food especially with a 
brand story that they can 

relate to.”  
Marcus Liew, Managing 
Director, Winner Fried 

Chicken Sdn Bhd

■ URBAN

■ RURAL

43% 57%

RATIO OF URBAN VS RURAL SPENDING 
ON EATING OUT (PERCENT)

AVERAGE MALAYSIAN MONTHLY HOUSEHOLD EXPENDITURE ON EATING OUT
(MYR)



        With rising labour costs and decreasing 
costs of technology, it may be that the vision 
of a fully automated restaurant may not be 
far off in the future. However, whether that 
restaurant is successful or not depends very 
much on many other factors. The food must 
be tasty, the ambience must be tasteful, and 
most of all the price must be reasonable. 
Furthermore, many people eat out to enjoy 
human interaction and chat with another 
person. It may be that over-automation 
will kill the enjoyment we get from eating 
out. After all, Michelin does not judge a 
restaurant on how advanced its technology is, 
but it does judge on the level of service. The 
teahouses and taverns of old were also places 
of social gathering and merrymaking, and 
that much hasn’t changed nowadays – just 
go to any bar on Friday night. ‘Evergreen’ 
as it may be, the F&B industry is also ever-
changing, but many industry success factors 
remain ever-constant. 
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THE FUTURE IS AUTOMATED
The march of digitalisation has not escaped the F&B industry. As mentioned above, online 
distribution channels and cashless transactions are but some of the digital innovations 
embraced by the industry. However, a more pressing problem may result in advances some 
never thought possible: automation.
        Across the board, many F&B operators agree that sourcing labour and manpower are 
some of the greatest challenges facing the industry. Due to the razor thin margins of the F&B 
sector, it is hard to offer good wages to workers. In addition, the increasing prices of raw 
materials are squeezing margins even thinner. In Malaysia, the Ministry of Human Resources 
is working on cutting down industry’s reliance on foreign workers. Kana Theva, founder of 
Pampas Group of Restaurants has said, “The most immediate problem the industry is facing is 
manpower issues, with the new government and the new Human Resource Minister working 
out on restructuring the foreign manpower in Malaysia, establishments are facing a tough time 
finding workers.”
        F&B operators are attempting to address the problem by cutting their reliance on foreign 
labour and hiring locals. Marcus Liew of Winner Fried Chicken has further added, “On a 
personal preference I always would like my food to be cooked or served by locals when dining 
out. From a business viewpoint I communicate with my licensees that it’s probably high time 
for F&B operators like us to give employment opportunity back to the locals albeit the higher 
salaries. However, if the government is very serious in reducing foreign labour I suppose the 
challenge is for the F&B players to pay out higher salaries demanded by the local workers. 
Quite understandably, many businesses may not survive, and those that survive will most 
definitely increase their food prices in order to cover their costs.”
        One solution is to cut out the human resource element altogether by automating most 
of the processes that happen in an F&B outlet. Already happening is automated ordering 
via touchscreens and cashless payment. In Malaysia, McDonald’s is already trialling several 
touchscreen ordering devices at high-traffic outlets to reduce queues and cut down on the 
number of staff needed to operate the outlet. 
        In Japan, F&B outlets have turned the automation concept up to 11. Revered ramen 
outlet Ichiran has pioneered the concept of ‘flavour concentration booths’ where diners order, 
eat, and pay the bill without once interacting with another human. Uobei, a kaiten-zushi 
(conveyor-belt sushi) outlet requires diners to order using a touchscreen. The food is sent to 
the customer using the conveyor-belt (though beverages are still delivered to customers’ tables 
via a human server).

“The food and beverage industry will be 
changing by embracing technology in the near 
future. Technology will be the new trend in 
the industry as establishments are looking into 
automation to reduce the dependency on labour 
and new apps or software to streamline processes. 
With new and now more accessible tech out there 
now, people are slowly starting to change and accept 
new tech in their food and beverage outlets.”  
Kana Theva, founder, Pampas Group of Restaurants
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FROM ZERO TO

A
humble Spanish fashion entrepreneur who 
founded Zara clothing line and Inditex Group, 
Amancio Ortega Gaona is the wealthiest retailer 
in the world. He is known to be a down to earth 
man who stays away from media glare. In this 
issue, SME will share how this self-made retailer 
made his name on the world richest list. 

STEPPING STONES Amancio is a man who has 
beaten the odds to reach the zenith of success. He is a self-made man, 
when he ventured into fashion industry back in 1975. He started his first 
fashion label Zara in downtown A Coruña, Spain. Today, Zara has over 
6000 stores worldwide. A Coruña is a city and municipality of Galicia that 
situated in northern Spain, is where Amancio spent half of his childhood. 
Meanwhile, the other half was spent in Busdongo de Arbas, Leon, his 
birthplace. He moved to A Coruña when he was 14 due to his father’s job. 
        Amancio, the youngest among four siblings was born on 28 March 
1936 to Antonio Ortega Rodríguez and Josefa Gaona Hernández. 
Amancio’s father was a railway worker while his mother worked as a 
housemaid. Unlike many of Europe’s richest people, Amancio was not 
born into money. Given his parents’ inability to afford life’s essentials 
with their meagre salaries, Amancio dropped out of school and began 
working at the age of 14. He first worked as a shop assistant at a local 
clothing company called Gala. He worked as a messenger boy and later 
he learned the arts of apparel making there. That was how his journey in 
fashion industry started. 

“DIE OF SUCCESS? 
GIVE ME A BREAK! 
WE’VE ONLY JUST STARTED” 

In seeing firsthand how costs mounted as garments moved from designers 
to factories to stores, Amancio learned early on the importance of 
delivering products directly to customers without using third party 
distributors. He would later employ such a strategy with great success of 
Zara, attempting to control all of the steps in textile production in order 
to save costs and gain speed and flexibility.
        In the early 1960s, Amancio became the manager of a local clothing 
shop, where he noticed that only upper class people could afford to buy 
the expensive clothes. Thus he started producing similar items at lower 
prices by purchasing the fabric from Barcelona and cutting out pieces 
by hand using cardboard patterns. Amancio then sold his items to local 
shops and he used the profits to start his first factory in 1963, at the age 
of 27. In 1963, Amancio also started making women’s bathrobes with his 
siblings and soon-to-be wife, Rosalia Mera, who stitched some of the first 
items by hand in their home. 

“IN THE STREET, I ONLY WANT 
TO BE RECOGNIZED BY MY 
FAMILY, MY FRIENDS AND 

PEOPLE I WORK WITH.”



HOW ZARA GOT ITS NAME As the flagship 
brand of the Inditex Group, Zara started as 
a clothing and accessories brand. The history 
of Zara began when Amancio Ortega Gaona 
established a dress making factory, Inditex, in 
the year 1963. Ten years later, he started off a 
small store that was initially named Zorba with 
an equivalent budget of 30 euros. He decided 
upon Zorba at first, after the 1964 film Zorba 
the Greek. But apparently there was a bar that 
was called the same, Zorba, just two blocks 
away or so from the store. Then one day, 
the owner of the bar came and said that it is 
confusing to have two Zorbas in an area.  He 
then changed the name Zorba to Zara. 

THE SCIENCE OF RETAILING 
Digitalization has made almost everything 
accessible to your fingertips. Fashion trends 
are spreading vigorously and changing rapidly 
than ever, making the 
competition between 
fashion line more serious. 
Consumers tend to update 
their wardrobes quite fast 
especially when they can 
go for a cheaper price. 
However, expectations are 
made by the consumers 
that fashion retailers could 
react instantly to the new 
trends. Inditex is one 
of the fastest-changing 
fashion companies in 
the world. Their success largely rely on the 
prediction of future trends and demands by 
producing it for a cheaper price. This has been 
the secret that allowed Inditex to grow by 10 
percent annually since 2007 until now. 
        The game changer is digitalization. 

Inditex has been utilizing radio frequency 
identification (RFID) technology since 2014 
with the aim of identifying each of its garment 
through radio waves. This tech is inserted 
inside the safety alarm attached to the clothes. 
The identification enables Inditex’s brand to 
immediately order more items when an item 
is sold. Hence, it provide Inditex with reliable 
and immediate data of popular and less 
popular products. 
        The use of RFID has Inditex one step 
beyond other fashion brands as they are able 
to produce up to 65,000 new design annually 
and having the ability to supply orders to 
stores and online customers within 48 hours. 
The tight integration of design, planning, 
merchandising and production enables the 
company to be flexible and therefore able to 
respond quickly to any market need. 
        Zara is only a small part of Inditex 

Group, however. The 
Inditex Group was 
originally formed by 
Amancio as the result of 
various business ventures 
in retail, which includes 
other luxury fashion 
chains such as Zara Home, 
Pull&Bear, Massimo Dutti, 
Bershka, Stradivarius, 
Oysho and Uterqüe. Zara 
and other Inditex outposts 
operate branches in Italy, 
Britain, United States, 

Latin America, Japan and Kuwait. With more 
than 7000 stores worldwide, the Inditex 
Group employs over 170,000 people.  

THE BOOM YEARS 
Zara has now been around for 43 years, but 
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the majority of Amancio’s wealth has been 
built up over the last decade, during which 
time the share price of Inditex exploded. Zara 
and its parent company have outperformed 
even the financial crisis and during a period in 
which the Spanish economy was plunged into 
a very deep recession. 
        Inditex’s share price has risen by 570 
percent in the last decade, and since Amancio 
owns 59 percent of the shares, his net worth 
has surged upwards too. Despite his success, 
Amancio has deliberately kept a low profile 
until recently where there were extremely few 
pictures of him and he has turned down many 
media interviews for decades. According to 
those close to him, Amancio is a modest man 
and he does not want to take sole credit for 
Zara and Inditex, which he thinks is a joint 
effort of the company as a whole. 

HARD WORK PAYS OFF
At the age of 75 years old, Amancio has 
retired from Inditex and was replaced by the 
new CEO, Pablo Isla. However, he continues 
to play an important role behind the scenes for 
the business as the main muse and inspiration 
for the whole corporation. As a major 
stakeholder of Inditex Group, Amancio still 
has a big say in the company. 
        Amancio had several investments in other 
sectors including tourism, finance, oil and gas, 
and real estate. The tallest building in Spain, 
called Torre Picasso located in Madrid is solely 
owned by him. The skyscraper is 515 feet tall 
and worth $535 million. 
        Like many billionaires who have stepped 
away from their business, Amancio is also 
a dedicated philanthropist who invests in 
charity. He owns a foundation The Paideia 
which he started in 1986 together with his first 
wife. The foundation helps educate and train 
people who are living with mental and physical 
disabilities. Apart from that, he also owns The 
Fundacion Amancio Ortega which he establish 
in 2001 with another one of Amancio’s non-
profit organization. The NGO is aimed at 
promoting science, research, education, social 
action, culture and welfare. 

“WE CANNOT 
LIMIT 

OURSELVES TO 
CONTINUING ON 

THE PATH WE 
HAVE ALREADY 

OPENED.”

“INNOVATION 
AND CONSTANT 
IMPROVEMENT 
MUST KEEP 
ON BEING THE 
MOTIVATING IDEA 
OF OUR GROUP 
THROUGHOUT 
THE 21ST 
CENTURY.” 
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I
n business, as 
much as no 
one wants it to 
happen, it is 
often the case 
that disputes 
will occur. 
Whether it is 
about a highly 
technical 
issue, about 

performance of a contract, or simply about 
payment, disputes are inevitable when running 
a business.
        While 99 per cent of disputes are easily 
resolvable, a most serious dispute may need to 
be resolved in court. However, over the past 
decade or so, more and more businesses have 
opted to resolve their disputes via alternative 
dispute resolution (ADR).
        In a business and legal context, ADR 
is a collective term for methods of resolving 
disputes without resorting to litigation in 
court. The most common types of ADR used 
in commercial disputes are mediation and 
arbitration. Specialised bodies dealing in 
these forms of ADR have been set up in the 
region, with the aim of facilitating ADR as 
well as spreading the word among businesses. 
Such bodies include the Asian International 
Arbitration Centre (AIAC), Singapore 
Mediation Centre, and many other statutory 
ADR bodies that deal with specialised matters.
        ADR has gained widespread acceptance 
among both businesses and the legal 
profession in recent years, with many standard 
contracts stipulating some form of ADR as 
the principal form of dispute resolution. In 
particular, many contracts executed between 
companies located in different countries often 
contain an arbitration clause. 

WHY ADR? ADR processes are generally 
quicker and cheaper than equivalent litigation. 
Court litigation is a long and drawn out 
process, often involving enormous sums of 
money in complex cases. The rules of court 
that set out procedure can be inflexible, 
unsuited to SMEs that are used to business 
dealing in a flexible manner. Highly 
technical disputes may also not be readily 
understandable by an ordinary judge, which 
may lead to unsatisfactory judgments.
        Furthermore, the adversarial system 
of litigation is often damaging to business 

relationships, especially those that have been 
built up over several years. However, the 
largest concern to businesses in litigation 
is the public nature of court proceedings. 
Hearings are conducted in public, the rules 
of court require full and frank disclosure, and 
the results of litigation are often published in 
reported judgments. This can be undesirable 
to many businesses, who may prefer to keep 
details confidential.
        To some extent, ADR can provide a reme-
dy to all the problems listed above. Parties can 
take more control of the process in ADR, for 
example in arbitration where they can choose 
the adjudicator. Mediation between parties 
can also lead to an understanding between the 
claimants, especially in the hands of a trained 
mediator. And details of ADR are normally 
kept private unlike court proceedings which 
are made public in the interests of justice.
        In addition, courts in many countries 
are encouraging the use of ADR before trial 
to explore settlement between parties. In 
common law jurisdictions, ADR in pre-trial 
case management was started in England and 
Wales by the Woolf Reforms of the late 90s 
and early 2000s. This development is driven 
by a desire to reduce the workload of the 
courts, as well as improve access to justice and 
reduce costs of dispute resolution. Since then, 
it has been developed with vigour across the 
Commonwealth. While Malaysian courts’ pre-
trial case management are still nascent, having 
been developed with the new Rules of Court 
2012, courts in Singapore and Hong Kong are 
enthusiastically driving litigants to consider 
ADR before proceeding to trial. 

MEDIATION: LET’S TALK IT OUT Mediation 
is a dynamic, structured, interactive process 
where a neutral third party assists disputing 
parties in resolving conflict through the use 
of specialized communication and negotiation 
techniques. All participants in mediation 
are encouraged to actively participate in the 
process. Mediation is a ‘party-centred’ process 
in that it is focused primarily upon the needs, 
rights, and interests of the parties. 
        Indeed, the concept of mediation 
is one of the oldest dispute resolution 
mechanisms in existence. In Asia, the 
importance of harmony and saving face has 
led to the practice of mediation being the 
primary mechanism for commercial dispute 
resolution, before the introduction of civil 

litigation from Western legal systems. 
        As a region of multiple faiths and 
religions, Southeast Asia in particular has 
been a rich host for the practice of mediation 
amongst its population. The Hindu practice 
of panchayat was used to mediate disputes 
between villages, while in Islam mediation 
(wasaatah) is an indispensable condition of 
dispute resolution within Syariah law. In rural 
Malaysia, the determination of disputes is still 
presided over by the village chief, or penghulu 
in his capacity as middleman.
        The goal of mediation in ADR is to 
resolve the dispute by reaching an accord be-
tween the parties. To do this, a trained media-
tor will facilitate dialogue between the parties 
by evaluating the parties’ positions from a 
neutral standpoint, assessing the salient issues 
of the dispute, and encouraging constructive 
communication between the parties. 
        Mediation gives parties the opportunity 
to speak openly to each other, explaining 
the point of view from each party regarding 
a specific issue. Mediators will often direct 
the parties to look towards the future instead 
of digging up the past. Often that will result 
in the realisation that assumptions and 
misunderstandings may lie at the root of the 
conflict. Furthermore, the voluntary nature 
of mediation has no obligation, imposition, 
or intervention from anyone telling the 
parties how to get along. It is a facilitative, 
not adjudicative process. The flexible, often 
informal nature of mediation results brings 
about positive results without damaging the 
relationship between parties. Outside purely 
commercial disputes, mediation is increasingly 
being used in divorce proceedings and unfair 
dismissal cases.
        The process of mediation often does 
not involve lawyers; indeed it is preferable 
that counsel is not present as it will restrict 
the communication critical to the success 
of mediation. In Malaysia, the Malaysian 
Mediation Centre, operated by the Bar 
Council seeks to promote the use of 
mediation as well as maintaining a panel 
of qualified mediators. The Singapore 
Mediation Centre run by the Singapore 
Academy of Law also plays a similar role.

THE MEDIATION PROCESS FLOW
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COMMUNITY MEDIATION 
CENTRE (SINGAPORE)

The Community Mediation 
Centre (CMC) resolves 
disputes for residents 
who face issues with 
their neighbours, family 
members, friends, co-
workers, landlord or 
tenants, or any other kind 
of interpersonal relations. 
Mediation at the CMC is 
an informal and voluntary 
process that is conducted 
in a private setting. It is 
done in the presence of 
one or two professionally 
trained volunteer mediators.

STATUTORY MEDIATION BODIES IN MALAYSIA AND SINGAPORE Certain organisations in 
Malaysia and Singapore offer mediation services as part of their statutory remit for prudent regulation and consumer protection. Here are some of them.

FINANCIAL MEDIATION 
BUREAU (MALAYSIA)

The Financial Mediation Bureau 
(FMB) is a non-profit organisation, 
whose membership includes 100 
financial institutions that are 
licenced by Bank Negara Malaysia. 
As an alternative dispute resolution 
channel for financial consumers 
in Malaysia, FMB will act as 
mediator between the end user 
and the financial services provider. 
Cases handled by the FMB include 
disputes over conventional/Islamic 
banking products, fraud cases 
involving payment channels of less 
the RM25,000 value, and various 
insurance/takaful claims.

TRIBUNAL FOR HOMEBUYER 
CLAIMS (MALAYSIA)

The Tribunal for Homebuyer 
Claims (TTPR) is set up to assist 
homebuyers in disputes over 
housing matters with the developer. 
Although the TTPR does not 
explicitly use the word ‘mediation’ 
in its dispute resolution process, 
the process is similar. There is 
no need to engage legal counsel 
in disputes before the Tribunal, 
and the chair of the Tribunal 
plays a proactive, facilitative role 
throughout the hearing process. It 
costs only RM10 to start a claim, 
and the award is limited to a value 
of RM50,000 and below.

TRIPARTITE ALLIANCE FOR 
DISPUTE MANAGEMENT 
(SINGAPORE)

The Tripartite Alliance for Dispute 
Management (TADM) is jointly set up 
by tripartite partners: the Ministry 
of Manpower (MOM), National 
Trades Union Congress (NTUC) 
and Singapore National Employers 
Federation (SNEF). Through advisory 
and mediation services, the TADM 
helps employees and employers 
manage employment disputes, or 
self-employed persons manage 
payment-related disputes, amicably. 
In particular, TADM’s mediation 
services cover salary-related claims 
and unfair dismissal appeals.

ARBITRATION: 
LET SOMEONE ELSE DECIDE
Arbitration is an altogether 
different animal to 
mediation. In arbitration, a 
neutral third party is called 
upon to adjudicate a dispute 
between parties. Unlike 
mediation, no dialogue 
takes place between the 
parties, and the adjudicator 
remains totally removed 
from the settlement 
process and will only give a 
determination of liability.
        While in this respect 
arbitration may seem similar 
to court litigation, many 
key differences exist. The 
principal difference is that 
arbitration offers greater 
freedom to the parties as 
to how the arbitration is 
conducted. The choice of law, 
arbitrator, procedures etc 
can be left up to the parties 
undergoing arbitration. In 
particular, choosing the 
arbitrator is suitable for highly 
technical disputes; arbitrators 
with an appropriate degree 
of expertise (for example, 
quantity surveying expertise, 
in the case of a construction 
dispute, or expertise in 
commercial property law, 
in the case of a real estate 
dispute) can be chosen.

“Businesses should be more aware of the availability 
of ADR, as well as the pros and cons of each 

approach. From experience, in the past a lot of 
businesspeople just insert an arbitration 

clause because the other party 
wants it, and its very often that 

arbitration clause is the last 
item they look at. Now, 

more people are aware of 
arbitration, and they will 

look at the arbitration 
clause more closely.”

Lam Ko Luen, Partner, 
Shook Lin & Bok



INSTITUTION

International Court of Arbitration

London Court of International Arbitration

International Center for Dispute Resolution

Asian International Arbitration Centre

Chinese International Economic and Trade Arbitration Center

Hong Kong International Arbitration Centre

Japan Commercial Arbitration Association

Singapore International Arbitration Centre

ACRONYM 

ICC

LCIA

ICDR

AIAC

CIETAC

HKIAC

JCAA

SIAC

SEAT 

Paris, France

London, United Kingdom

New York, United States

Kuala Lumpur, Malaysia

China

Hong Kong

Tokyo, Japan

Singapore

YEAR ESTABLISHED 

1923

1891 (as City of London Chamber of Arbitration)

1926

1978 (as Kuala Lumpur Regional Centre for Arbitration)

1956 (as Foreign Trade Arbitration Commission)

1985

1950

1991

However, the increasing popularity of 
arbitration has resulted in costs and time 
taken being comparable to litigation. 
However, businesses still favour arbitration 
as the proceedings are generally non-
public, and can be made confidential. Lam 
Ko Luen, partner at Malaysian law firm 
Shook Lin & Bok, and past president of the 
Malaysian Institute of Arbitrators said, “Two 
business entities may treasure an existing 
relationship, and do not want the public to 
know their dispute. They can use arbitration 
to keep the dispute behind closed doors. 
One would say that the concept is ‘you do 

Typically, an arbitration is commenced 
and held at an arbitration organisation. 
Many jurisdictions and regions have set up 
arbitration organisations, which administer 
arbitrations, appoint arbitrators, and 

not wash your dirty linen in public’. That 
is one of the factors that SMEs can benefit 
from arbitration.”
        Particularly, disputes regarding cross-
border provision of goods and/or services 
are now virtually all referred to arbitration. 
Because of the provisions of the New York 
Convention 1958, arbitration awards are 
generally easier to enforce in other nations 
than court verdicts. This means that in 
many jurisdictions, arbitration awards 
are enforced in the same manner as court 
judgments and have the same effect, no 
matter the seat of arbitration.

set out rules. Arbitral proceedings are 
normally held at the offices of these 
organisations, with the adjudicators chosen 
by the parties from the organisation’s panel 
of arbitrators. These organisations can 

        The standardisation of arbitration 
law has also increased its desirability 
for inclusion in cross-border contracts. 
The United Nations Commission on 
International Trade Law (UNCITRAL), 
whose aim is to promote the progressive 
harmonization and unification of 
international trade law, has published the 
UNCITRAL Model Law on International 
Commercial Arbitration and UNCITRAL 
Arbitration Rules. These rules make it so 
that arbitration can be carried out and 
enforced uniformly across most of the 
world’s major economies and trade centres.

guide parties through the arbitral process 
from start to finish. Most arbitration 
organisations also offer mediation services, 
which through a settlement also bears the 
same force as an arbitral award.

MODEL ARBITRATION CLAUSE*
“Any dispute, controversy or claim arising out of or relating to this contract, or the breach, termination or invalidity thereof shall be settled by arbitration in 
accordance with the [AIAC Arbitration Rules].”

RECOMMENDED ADDITIONS:
   The seat of arbitration shall be [Kuala Lumpur].
   The language to be used in arbitral proceedings shall be [English].
   The contract shall be governed by the substantive law of [England and Wales].
   Before referring the dispute to arbitration, the parties shall seek an amicable settlement of that dispute by mediation in accordance with the 
   AIAC Mediation Rules as in force on the date of the commencement of mediation.

*source: AIAC Arbitration Rules. Terms in square brackets can be altered as per requirements. This should not be construed as legal advice and any advice sought should be from a 
competent professional.

MAJOR INTERNATIONAL AND REGIONAL ARBITRATION ORGANISATIONS
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ONLINE DISPUTE RESOLUTION: LET’S DECIDE 
IT ONLINE Online dispute resolution (ODR) 
is a branch of dispute resolution which uses 
technology to facilitate the resolution of 
disputes between parties. It also involves 
mediation and arbitration, but it is done 
online instead of in person. With the strides 
that innovation in technology has taken over 
the past decade, ODR has moved on from 
simply teleconferencing with the mediator 
or arbitrator. ODR can also augment these 
traditional means of ADR by applying 
innovative techniques and online technologies 
to the process.
        The earliest as well as most visible 
applications of ODR are in e-commerce 
platforms where disputes may occasionally 
arise between buyers and sellers. For example, 
online auction site eBay has used ODR 
software to resolve auction-related disputes. 
The technology intervenes in the negotiations 
between the parties and, by allowing parties 
to formulate and reformulate the problem and 
the solution, performs some of what would 
be associated with a mediator's role, moving 

the parties from a problem mode to a solution 
stance. The simplicity and convenience of 
service also encouraged more eBay users to 
engage in ODR when disputes arise, which 
can reach up to 60 million disputes per year 
on the platform.
        Alibaba e-commerce platform Taobao has 
taken ODR one step further by crowdsourcing 
dispute resolution online. Taobao’s User 
Dispute Resolution Center is entirely staffed 
by volunteer ‘dispute assessors’. There are 
an estimated 500,000 dispute assessors, 
all of whom are unpaid, settling on average 
more than 2,000 consumer grievances a day 
over incorrectly-sized clothing, misleading 
advertising, overcharges and a host of other 
common disputes. Although Taobao’s 
customer service department has some 1,000 
employees, with roughly 400 of them assigned 
to handling complaints, the army of volunteer 
adjudicators is seen as a way to ease some of 
the pressure on paid employees, at the same 
time giving Taobao users a voice in how the 
website is run.

SO CAN WE ALL GET ALONG? Every society 

has some sort of dispute resolution mechanism 
in place. Whether it be mediation or a court 
trial, each method of dispute resolution has 
its pros and cons. The rise of ADR over the 
past decades reflects the pressure on the 
court system. In particular, businesses are 
increasingly favouring ADR to solve disputes 
as opposed to court actions. 
        The complexity of cross-border 
commercial disputes has also led to rapid 
growth of ADR in this area. Arbitration 
gets around the limitations of national 
courts through a framework of international 
conventions and uniform laws. To take things 
further, ODR promises to make dispute 
resolution faster, cheaper, and more accessible. 
At this stage, ODR is more suitable for low-
value claims, but as the technology matures, 
more complex cases may be handled via ODR 
as well.
        The ability to resolve disputes peacefully 
is a cornerstone for civilisation and trade. 
ADR and the coming innovations of ODR 
will certainly help businesses and commercial 
entities in the pacific settlement of disputes in 
the coming years. 

WHICH 
ADR OPTION 

SHOULD I USE 
TO RESOLVE A 

DISPUTE?

I 
WANT 

SOMEONE ELSE 
TO DECIDE ON 
THE OUTCOME

LITIGATION: 
 ADJUDICATION BY A 

JUDGE
 PUBLIC VINDICATION
 AVENUES OF APPEAL

BUT
 EXPENSIVE AND  

TIME-CONSUMING
 HARMFUL TO RELATIONSHIPS

 NO CONFIDENTIALITY

ARBITRATION: 
 BINDING DECISION

 CONFIDENTIAL
 SIMPLIFIED PROCEDURE

BUT
 MAY BE EXPENSIVE AND 
TIME-CONSUMING FOR 
COMPLICATED MATTERS

 LIMITED AVENUES 
OF APPEAL

NEUTRAL 
EVALUATION: 

 BENEFIT OF A JUDGE’S 
OPINION ON LIKELY CHANCES 

OF SUCCESS
BUT

 NO GUARANTEED OUTCOME
 MORE EXPENSIVE AND 

SLOWER THAN 
MEDIATION

MEDIATION: 
 LOW COST

 FAST 
 CONFIDENTIAL 

 PRESERVES RELATIONSHIPS 
BUT

 NO GUARANTEED 
OUTCOME

I 
WANT TO 

CONTROL THE 
PROCESS OF 
RESOLUTION

DISPUTE RESOLUTION FLOWCHART
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SUSHI TEI
S

tarted in Singapore in 1994, Sushi Tei has grown to more than 
79 outlets in 9 countries including Singapore, Australia, 
Bangladesh, Brunei, Cambodia, Indonesia, Malaysia, 
Myanmar, and Vietnam. Positioning itself as an upmarket 

dining outlet, Sushi Tei offers a modern take on Japanese cuisine. 
Alongside the ubiquitous menu items of sushi and sashimi, Sushi Tei also 
offers many other premium ingredients in its menu like wagyu beef, 
Hokkaido sanma (Pacific saury), and other Japanese delicacies.
        In addition, Sushi Tei also offers time-limited menu items that are 
seasonally appropriate like yee sang for Chinese New Year and locally-
inspired ‘nasi lemak’ rolls for Singapore’s National Day celebrations. In 
Malaysia, Sushi Tei has also introduced poke bowls in their menu to take 
advantage of the latest trend in the Klang Valley.
        Sushi Tei is looking for individuals or organisations ideally with 
food and beverage experience, extensive market knowledge and have the 
financial position to fully develop the Sushi Tei brand within their own 
market. A team of dedicated staff who will provide operations, training 
and business support to franchisees and to address any concerns or 
problems will also be on hand to help franchisees. Sushi Tei’s franchising 
department is located in Singapore.

D
ecades ago, the idea of eating raw fish and 
rice would have been alien to customers 
around the region, not to mention slightly 
off-putting for some. However, the very 
concept has taken the dining scene by storm 
since its introduction. 
        That said, the Japanese delicacy of sushi 

is much more than that. The purest expression of sushi, echoing 
its Edo-style fast food origins is nigiri-zushi, which is fish draped 
over an oblong ball of vinegared rice, served and eaten as quickly 
as possible. As it travelled around the world, it has evolved into 
various styles to suit local tastes. The most prominent example is 
the California roll, consisting of avocado, crabstick, cucumber and 
tobiko created to entice American customers averse to raw fish. 
        The way in which sushi is served varies wildly as well. It is 
possible to obtain sushi bento boxes at convenience stores for 
reasonable prices, as well as dine at elite ichigen-san okotowari 
(invitation only) restaurants for stratospheric prices. However, 
most sushi franchise outlets rely on the kaiten-zushi (conveyor 
belt sushi) mechanism to serve customers. It is a cost-effective 
method that allows the restaurant to cut down on staff costs while 
maximising the freshness of sushi.
        In this issue of SME, we take a look at some of the more 
interesting sushi and Japanese cuisine franchises in the region for 
your perusal.
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SUSHI ZANMAI
I

nspired by Tokyo’s vibrant sushi scene, Sushi Zanmai brings 
original Edo-style sushi to Malaysian customers. Employing the 
kaiten-zushi concept to keep costs low, Sushi Zanmai emphasises 
the authenticity of its offerings, using Japanese cooking 

techniques to offer customers a wide variety of selection in the menu. 
        Aside from sushi, Sushi Zanmai has various rice bowls (donburi), 
noodles and set meals for a value-for-money dining experience. With 
prices for promotional set meals rarely breaching the RM20 mark, 
Sushi Zanmai offers a cheap, family-friendly option for authentic 
Japanese dining.
        Through its parent Super Sushi Sdn Bhd, Sushi Zanmai invites 
both individual and corporate applicants to become franchisees. Supply, 
operations, and training support will be given to franchisees. In return, 
franchisees are expected to have some level of F&B operations expertise 
as well as a commitment to good service and brand development. 

SAKAE SUSHI
E

stablished in 1997, Sakae Sushi is a kaiten-zushi concept restaurant which prides itself on its selection of salmon 
sushi. Customers can choose from the classic salmon nigiri-zushi and sashimi, as well as salmon maki rolls and Sakae 
Sushi’s special ‘Salmon Treasures’ menu item. Using ingredients from selected suppliers and air-flown Atlantic 
salmon, Sakae Sushi offers a delicious sushi experience, while its kaiten-zushi system keeps costs as well as prices low. 

        Aside from sushi, Sakae Sushi also offers customers a choice of Japanese cuisine favourites such as tenpura, ramen, udon, 
and donburi. The franchise also offers customers a user-friendly dining experience which utilises touchscreens and an interactive 
menu ordering system.
        Sakae Sushi has over 100 outlets throughout the region in Singapore, Malaysia, China, the Philippines, Vietnam, and 
Indonesia. Through its parent company Sakae Holdings Ltd, Sakae Sushi offers franchising opportunities for the sushi 
franchise. Franchisees should have good business knowledge of the city they intend to open in, and confidence in running 
Japanese restaurants or food kiosks in the city. 
        The franchisor will provide site support such as location assessment, outlet design, renovation, and furnishing. Training, 
advice and onsite support will also be given to franchisees from the inception stage right through to ongoing operations. 

WHAT IS A FRANCHISE?

A franchise is a license acquired by the franchisee to allow them access 
to a franchisor’s proprietary knowledge, marketing power, and brand 
recognition in order to sell a product or service under the business’ 
name. In return, the franchisee will usually pay the franchisor an 
initial start-up fee and royalties. The royalty period, any additional 
fees, and other obligations of the franchisee are normally set out in a 
franchise agreement.
        Businesses normally use franchises to increase their market share 
or to increase their geographical distribution. Compared to corporate-
owned outlets or chain stores, franchising is relatively low cost, and the 
financial risk is partly borne by the franchisee. Business development in 
the region may also be undertaken by the franchisee, further reducing 
cost for the franchisor. 
        Franchising is not completely without risk to the franchisor. The 
franchisor may not have full control of its brand. While it may want 
the consumer to experience the same quality regardless of location 
or franchise status, this can be an issue depending on the quality and 
business practices of the franchisee. A customer who has had a bad 
experience at one franchise may assume that they will have the same 
experience at other locations. Distance can make it difficult for firms to 
detect whether the franchises are of poor quality.
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stanbul, Turkey, 
is of history’s 
storied points of 
convergence. It 
was the heart of 
empire for 

millennia, and is the current focal 
point for Turkey’s commercial 
and cultural scene. This colorful 
city is home to almost 15 million 
people, constituting 

approximately 20 percent of the 
country’s population. 
        For centuries, myriad 
Islamic architecture, art and 
literature had influenced the 
image of Istanbul.  This is 
because almost 99 percent of 
Turkish are Muslims. However, 
the traces of previous Greek, 
Roman, and Byzantine influences 
still lay heavy in the streets.

BY 
RAEFAH AB 
RAHMAN

   BUSINESS TRAVEL      

THE ORIGIN OF THE NAME
The name ‘Istanbul’ of which 
the world acknowledges today 
has an intriguing history behind 
it. The first name of this city was 
derived from King Byzas who 
founded the colony of Byzan-
tium in the 7th century BC. By-
zas chose this spot after consult-
ing an oracle of Delphi who told 
him to settle across from the 

        The most widely spoken 
language in Istanbul is Turkish, 
the official language of Turkey. 
However, as a famous tourist 
center, most Istanbulites have 
a fair command of English 
although it is not commonly 
used. Turkish itself has a lot of 
French loanwords, and the upper 
class is, interestingly enough, 
fluent in French. 

I
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“land of the blind”. Indeed, Byzas 
believed the earlier settlers must 
have been “blind” for overlooking 
this strategic city at the mouth 
of the Bosphorus strait, the only 
access to the Black Sea. 
        After the fall of King 
Byzas, the Achaemenid Persians 
followed by Alexander the Great 
conquered the city, but not for 
long until the emperor Septimus 
Severus conquered the city for the 
Romans. During Roman rule, the 
emperor Constantine the Great 
made Byzantium as the capital 
of the Eastern Roman Empire 
and gave his name to the city, 
Constantinople. Constantinople 
was built on seven hills, like 
Rome. In 1453, the Ottoman 
Turks lead by Sultan Mehmet 
II conquered Constantinople, 
and it became the capital of 
the Ottoman Empire. Under 
his reign, he built a number of 
mosques which some remain until 
today. While Constantinople was 
the de facto English name until 
Turkish independence following 
World War I, the name Istanbul 
originated from a mixture of 
Turkish and Greek language 
which means ‘City of Islam’. 

4 HISTORICALLY UNIQUE 
MOSQUE NOT TO MISS 
WHILE IN ISTANBUL 

THE BLUE MOSQUE It is famous 
for its magnificent blue tile 
ornamenting its interior walls 

and six minarets that distinguish 
this mosque from another. 
Incorporates some Byzantine 
elements and Islamic Ottoman 
architecture, Ahmed I built this 
mosque from 1609 to 1616. 

HAGIA SOPHIA The epitome of 
Byzantine architecture. Of great 
artistic value, it is decorated with 
beautiful mosaics and marble 
pillars. It was built by Roman 
emperor Justinian the Great as 
a cathedral. It was said that as 
he entered the finished interior 
for the first time, he exclaimed, 
“Solomon, I have outdone 
thee!” Later in 1453, during 
the Ottoman conquest it was 
converted into a mosque. Now, 
Hagia Sophia is secularized and 
turned into a museum. 

SÜLEYMANIYE One of the best-
known sights and the second 
largest mosque in Istanbul, 

along the coastline of Bosphorus. 
You simply cannot go wrong  
in the area. 
        Lahmacun. Also known 
as Turkish pizza, lahmacun is 
a Turkish flatbread with mince 
lamb or beef and tomatoes, 
baked together with Turkish 
spices on a heated pizza stone so 
that the crust and toppings cook 
evenly. Drizzled with tahini, 
pine nuts and parsley, this dish 
originated from the country’s 
south-east province of Gaziantep. 
You can find this pizza anywhere 
in Istanbul and have it on the go. 
        Tavuk Gogsu. This thick 
pudding has very thin slices of 
chicken breast but no trace of 
chicken flavor at all. The meat 
is added only for the elastic 
texture it creates. Often served 
together with Maras ice cream, a 
traditional ice cream made from 
goat milk, sugar and powder 
from the tubers of wild orchids. 

TYPICAL ISTANBUL 
CLIMATE WINTER

WINTER

DECEMBER: 6°C - 11°C
JANUARY: 4°C - 9°C
FEBRUARY: 3°C - 9°C
MARCH: 5°C - 12°C

SPRING 

APRIL: 8°C - 17°C
MAY: 13°C - 22°C

SUMMER 

JUNE: 18°C - 26°C
JULY: 20°C - 29°C
AUGUST: 20°C - 29°C

AUTUMN 

SEPTEMBER: 17°C - 25°C
OCTOBER: 13°C - 20°C
NOVEMBER: 8°C - 15°C

Süleymaniye was built in the 
16th century by the famous 
Ottoman architect, Mimar 
Sinan. He dedicated this mosque 
to Sultan Süleyman 
the Magnificent. 

ŞEHZADE MOSQUE It was 
commissioned by Sultan 
Suleiman I in memory for his 
eldest son, Prince Mehmet, who 
died of smallpox at the age of 21. 
It is considered by architectural 
historians as Mimar Sinan’s 
first masterpiece, which was 
completed in 1548. Unlike the 
typical austere decoration, this 
one is highly decorated with very 
elaborated geometric sculptures 
and terracotas. 

ICONIC TURKISH MEALS TO EAT 
IN ISTANBUL Istanbul is a melting 
pot for diverse cultures and all 
these influences the food scene. 
Among the vast array of Turkish 
cuisine, where do you start? This 
shortlist of good food found in 
Istanbul, will come in handy. 
        Turkish breakfast. A typical 
one starts with a warm cup of tea, 
served with tiny plates laden with 
salty cheese, menemen (Turkish 
style omelet), grilled sausages, 
honey, tahini, molasses, jam 
and cured beef. Aside from the 
accompaniments mentioned,  for 
the natives, Turkish bread is a 
must in the morning. It is strongly 
suggested by The Istanbul Insider 
to find your Turkish breakfast 

FACTS ABOUT ISTANBUL  
1 Istanbul is the 
only city in the world 
that straddles two 
continents, Asia 
and Europe. 

2 While not the 
capital (Ankara 
is), Istanbul is 
nevertheless Turkey’s 
largest city. 

3 The Grand 
Bazaar is the biggest 
covered bazaar in 
the world, with over 
3,000 shops. 

4 Istanbul is surrounded 
by the sea, with the 
Bosphorus cutting right 
through it and yet snow is 
common in the city.

5 Istanbul has the 
third oldest subway 
in the world. Built 
in 1875, it is 573 
meters long. 
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BASIC KOREAN LIFE 

I
n this issue, 
SME explores 
South Korea. 
The country is 
quite 
modernized in 
many ways, 

but there are some eccentricities 
to expect while there. 
        South Korea is a focal point 
for people from all over the world 
who have brought with them 
their perspectives, trends, menus 
and entertainment. The hallyu 
(Korean culture) wave of the past 
decade has certainly drove that 
trend. The city plays as hard as 
it works, though, and its nightlife 
is known to extend into the early 
morning hours. 

        The country is located in 
the easternmost part of the Asian 
continent. It is one of the most 
crowded countries in Asia, with 
1,294 citizens for every square 
mile of land yet it is a vibrant city 
that welcoming hundred thousand 
of tourists every year. 
        Koreans’ lives are heavily 
influenced by Confucianism, 
a Chinese philosophy that 
teaches respect and morality 
and their culture possesses 
a blend of ancient traditions 
with contemporary lifestyles. 
Buddhism and latterly 
Christianity have also influenced 
the Korean way of thinking, but 
many old traditions are still alive 
and well.

        The most populated cities in South Korea is Seoul with over 
23.49 million people, followed by Busan and Daegu, with 3.43 
million and 2.67 million people respectively. 
        Koreans use their hands alot when they speak, but their hand 
gestures differ significantly from what we know from Western 
culture. Do not be too surprised to see Korean people using their 
middle to point, tap a touch screen or refer to something. It is just 
the longest finger hitting the button first, there is not insult intended 
with the gesture. 
        Uber does have a presence in Seoul but it is more like a 
premium service. If you can speak fair Korean language, you can 
try using the widely-used Korean hailing app called Kakao Taxi. 
However, normal taxis are also available but you have to wait 
by the roadside to catch one. Beside taxis, subway and bus are 
popular choice of transportations for locals. The Seoul subway 
system is huge but the trains do not operate 24 hours, same goes 
with the buses. 
        The country’s attitude towards recycling is more advanced 
than many other countries. So do not stuff food waste into the 
recycle bin or drop your tissues just because you cannot find a 

SOUTH KOREABY 
RAEFAH AB 
RAHMAN

   TRADE      

Official Name: Republic of Korea  Population: 49,039,989  Capital: Seoul  Major Language: Korean  Currency: Won (₩)  Major Industries: 
Electronics, automobiles, textile, telecommunications, shipbuilding, chemicals and steel.  Major Export Commodities: electrical machinery, 
medical apparatus, vehicles, steel, ships and textiles.  Major Export Partners: China, United States, Japan, Hong Kong, Singapore, Germany, Rusia, 

Mexico, India, Vietnam.  Major Import Commodities: Crude oil, live animal, natural gas, coffee, tea, spices, food, plastic, pharmaceuticals, gems, wood.  Major Import 
Partners: China, Japan, United States, Australia, Taiwan, Vietnam, Qatar, Kuwait, Indonesia, Russia.  GDP: $1.411 trillion (est. 2016)  GDP Per Capita: $27,538.81 (est.2016)
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trash can. Trash cans are almost 
everywhere in the city; public 
toilets, subway stations, bus 
stands, building entrances, etc. 

CURRENT MARKET LANDSCAPE  
The fast-growing sectors 
in South Korea now are 
education, health products, 
household items, computer 
software, medical equipment, 
pharmaceuticals, fashion and 
luxurious goods and tourism. 
        Korean consumers’ 
consumption behavior is 
increasingly following the patterns 
of developed economies patterns. 
Tech-savvy Korean consumers 
typically research products 
online, especially through social 

important to show respect for 
authority. A slight bow, followed 
by a handshake, is the preferred 
way of greeting somebody. 

ECONOMY After emerging from 
the Korean War, South Korea 
emerged as one of the 20th 
century’s most remarkable eco-
nomic success stories, becoming 
a developed, globally connected, 
high-technology society within 
decades. In the 1960s, GDP 
per capita was comparable with 
levels in the poorest countries in 
the world. In 2004, South Korea 
joined the trillion-dollar club of 
world economies.
        South Korea has an enviable 

3 It is tradition to purchase 
household supplies like toilet 
paper and laundry detergent for a 
housewarming gift.

4 Kimchi is a staple dish in 
South Korea, and there are 250 
different types. Each family has 
its own recipe.

media, before shopping and 
enjoy being well informed when 
purchasing a product. Consumers 
are becoming less concerned 
with buying products made in 
South Korea and are increasingly 
inclined to purchase non-
domestic products, often at much 
lower prices.

BUSINESS ETIQUETTE 
In a highly competitive business 
environment, it is important to 
spend time establishing a good 
working relationship and building 
trust with your counterparts. 
Sport, families and hobbies are all 
good topics of conversation. 
        While many South Koreans 
are comfortable communicating 
in English, many talented and 
capable South Koreans are not. 
Though many of the younger 
generation have been educated 
in the West, many are still 
products of the old elite from 
Seoul National University and 
Yonsei University. Accommodate 
your language to your audience. 
Speak in clear, basic English. 
Do not rely solely on verbal 
communication but reiterate 
your messages in writing.
        The top-down 
management style of South 
Korean companies means it is 

1 South Korea, on average, 
has the world’s fastest internet 
connection speed. 

2 Approximately 90 percent of 
world’s consumption on seaweed 
comes from this country. 

record of macroeconomic 
stability. In each of the last five 
decades, the average annual 
rate of growth has exceeded 
5 percent. The South Korean 
economy accounts for 2% of 
world GDP and the 11th largest 
in the world. In addition to that, 
in the world of ICT development, 
South Korea ranks the first in the 
world as they produce massive 
number of electronics, mobile 
broadband and smartphone. 
        As trade plays a significant 
role in building up the economy, 
the combined value of exports 
and imports equals to 78 percent 
of GDP.  The average applied 
tariff rate is 4.8 percent. 

5 Free Wi-Fi is available 
practically everywhere in South 
Korea. It is not uncommon 
to see everyone – including 
homeless people and very small 
children – surfing the internet 
on mobile devices like phones 
and tablets. 

FACTS ABOUT SOUTH KOREA  

KOREAN MEDIA IN WHICH FOREIGN COMPANIES CAN ADVERTISE
 

TELEVISION
   KBS - KOREAN BROADCASTING SYSTEM 

        MBC - MUNHWA BROADCASTING CORPORATION
        SBS - SEOUL BROADCASTING SYSTEM 

RADIO
    KBS RADIO

        MBC RADIO 
        SBS RADIO 

PRESS
     THE CHOSUN ILBO 

        DONGA 
        THE KOREA TIMES 



        Yet Asian SMEs are optimistic about 
exports. Almost four out of five (79%) 
Asian SMEs surveyed believe that they will 
maintain or increase their imports from 
other regions in the next 12 months. More 
than 40% of SMEs believe that their exports 
beyond Asia will grow, up from 23% two 
years ago. Why so cheerful? One compelling 
answer is that Asian SME export markets are 
highly diversified, reducing dependence on 
any one export region or market.
        The United States’ position as the world’s 
most important economy is not reflected in the 
exports of Asian SMEs. Perhaps surprisingly, 
the most important destination outside the 
core of Asia Pacific region for SME exports 
is now Central and South Asia, with 37% of 
Asian SMEs exporting to it. Next is Europe, 
at 33%, while the US is only the third most 
important market, at 24%. Patterns vary 
by country, but the US isn’t the top export 
destination for SMEs in any country surveyed, 
and breaks into the top two only in Japan, the 
Philippines and Vietnam.

TECHNOLOGY LEVELS THE PLAYING FIELD
Without extensive international resources 
and large export departments, Asian SMEs 
have always been at a disadvantage in terms 
of global trade compared with their larger 
counterparts. It’s not surprising that, until 
now, those SMEs that do export have targeted 
primarily other Asian markets, where relatively 
short distances, common cultures and 
traditional connections have created paths of 
least resistance.
        Yet the emergence of new technologies 
and their widespread adoption by Asian SMEs 
have undoubtedly played a leading role in 
making the world significantly smaller for SME 
exporters, and international trade easier.
        Four in five (82%) APAC SMEs are 
using e-commerce, which is a key driver of 
exporting and importing behavior. Of the 58% 
of SMEs using e-commerce to find new export 
customers, e-commerce accounts for 40% of 
total revenue on average as compared to 23% 
in 2016. Almost two-thirds (64%) of SMEs 
using e-commerce expect to see an increase in 
e-commerce revenue in the next 12 months, up 
significantly from 40% just two years ago.
        Mobile and social commerce are also 
widely used by Asian SMEs that export. M-com-
merce is now used by 72% of SMEs compared 
with 61% in 2016, with half (51%) of them using 
m-commerce to find new export revenues.
        Social commerce, meanwhile, is now 
practiced by 74% of SMEs compared with 
64% in 2016, with half (52%) of them using 

T
he role of small and 
medium-sized enterprises 
(SMEs) to Asia’s 
economies is continually 
underestimated. News 
reports focus on public 
companies and their 

financial results. Global giants and emerging 
“unicorns” grab the headlines and our 
imaginations. Yet SMEs account for the 
majority of employment across the region, and 
substantial proportions of economic output, 
ranging from 37% in India and 45% in 
Singapore to 60% in China, according to the 
Asian Development Bank.
        So, when SME trade trends shift, it makes 
an important economic difference. According 
to research done by FedEx Express, for the first 
time, the proportion of SMEs that export be-
yond Asia exceeds the proportion who export 
only to countries within the region. For Asian 
SMEs, the world is now truly their oyster.
        Overall, the number of SMEs exporting 
beyond Asia is up 254% over four years. Trade 
within the region now accounts for more than 
half (53%) of export revenues, compared to 
42% in 2016. Global exports have become 
more valuable too: the average annual revenue 
generated by exports beyond the region is 
US$641,000, 13 percent higher than the 
comparable average value of exports within 
the region.
        China has the highest proportion of 
exporting SMEs that sell to markets beyond 
Asia (83%), closely followed by Malaysia 
(82%) and Vietnam (80%). Even in Japan, the 
region’s most developed domestic economy, 
two-thirds of SMEs that export sell their goods 
and services outside of Asia, up from under 
half (48%) in 2016.
        Import patterns are shifting too, again 
trending toward globalization. Nearly half 
(46%) of Asian SMEs are sourcing materials 
internationally. Among these SMEs, 68% 
import from within APAC, while 62% import 
from other regions, up from just 26% three 
years ago. 

DIVERSIFICATION MITIGATES THREATS TO 
GLOBALIZED SME TRADE Sustained increases 
in overall global trade since the formation of 
the World Trade Organization in 1995 have 
recently been threatened by a resurgence of 
protectionist sentiment. Barely a week goes by 
without new fears being stoked about looming 
trade wars and widespread, punitive tariffs. 

social commerce to find new export revenues. 
Asian SMEs are seeing the value of social 
commerce in a number of areas of their 
business, including helping them identify 
new customers (43%) and suppliers (38%), 
providing customer support (42%) and in 
tracking deliveries (39%).

TRADE AND INDUSTRY 4.0 The impact of 
technology is not restricted purely to trade 
operations. The FedEx Express research 
report also reveals evidence that Asian SMEs 
are increasingly adopting a number of so-called 
Industry 4.0 technologies that impact overall 
efficiency, innovation and competitiveness.
        Among current users of new technologies, 
a significant proportion of SMEs said they 
are likely to increase use of mobile payments 
(69%), big data/advanced analytics (64%), 
software automation (61%) as well as artificial 
intelligence (60%).
        Almost two-thirds of Asian SMEs agree 
that using emerging technologies is helping 
to drive efficiencies in supply chain and 
distribution channels. Among those SMEs who 
are not using new technologies, 30% plan to 
begin using mobile payments, 28% plan to use 
software automation, and 27% say they will be 
using big/data analytics in the next 12 months.

OLD CHALLENGES AND NEW With technology, 
the traditional, fundamental challenges 
that Asian SMEs faced in doing business 
internationally, such as the lack of physical 
presence in export markets and language 
barriers, are today the least of their concerns. 
Even payment issues and finding new 
customers in export markets appear relatively 
low on the list of challenges, cited by 32% and 
37% of SMEs respectively.
        E-commerce, mobile and social commerce 
are putting powerful communication and 
operational tools into the hands of the SMEs 
that need them most. The net result is the 
growth in both the global export reach and the 
confidence of SME exporters, as revealed in 
the data.
        Yet important challenges remain. Almost 
half (49%) of Asian SMEs worry over customs 
procedures, while 45% cite currency exchange 
issues and 43% are concerned about logistics 
and delivery issues. Completely seamless 
and borderless international trade for SMEs 
remains some way off. But Asian SMEs clearly 
have the appetite and, increasingly, the tools to 
take on the world. 
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T
echnologies such as 
Artificial Intelligence (AI) 
will not only create more 
jobs, but could be the 
catalyst to spur SME 
growth, allowing them to 
punch above their weight 

and compete with bigger firms despite their 
smaller size and resources. While AI and other 
tech such as Robotic Process Automation 
(RPA) has received mixed reviews, mainly due 
to fears that automation would take away jobs, 
they will in fact do the opposite, and enable 
employees to do higher value work. According 
to research, half of the activities that 
employees are currently paid to do can be 
automated by available technology. Technology 
such as AI, allows firms to handle the 
high-level service experiences that is demanded 
by customers, alongside freeing up staff to 
focus on delivering higher value duties by 
going above and beyond for clients.  
        AI in general, tends to elicit many 
different opinions. For some, it is the dawn of 
a dystopian future, while for others, AI is the 
solution to a more productive and prosperous 
future where mundane jobs will be a thing 
of the past. AI is essentially a software with 
a mix of skills such as speech recognition, 
visual perception, translation and decision-
making, allowing it to perform certain tasks 
on a larger scale and with much greater 
accuracy. As such, AI is often touted as a 
solution but is accompanied with the negative 
perception of replicating humans. This view is 
understandable but misguided. 
        Approximately 80% of the ASEAN 
population is in favour of utilising technology 
in every-day life. This can be seen in countries 
including Malaysia, which set up the world's 
first Digital Free Trade Zone in 2017, Thailand 
having a multi-year blueprint to develop 
digital capabilities and Vietnam investing in 
digital infrastructure. SMEs in the region 
intend to focus on technology investments, 
with approximately 60% willing to channel 
investments into new technology acquisition. 
        As such, moving from a “human 
resources” to a “human capital” mindset, 
is key for SMEs’ new phase of growth by 
adopting digital technology, equipping 
employees with crucial digital skills and 
building capabilities among them. Upon 
transitioning from being people-led to 

values and operating principles to help staff 
stay motivated and go beyond expectations 
to deliver. Moreover, to establish a global 
presence, it is essential for SMEs to reduce 
their reliance on manpower and instead 
enhance the core and quality of the workforce, 
as the global economy progresses to the next 
stage of its development. 
        AI will also create new employment 
opportunities instead of replacing them or 
making them redundant, enabling humans 
to analyse the benefits of AI and therefore 
perform higher-value work. At present, many 
employees in large and small companies tend 
to spend a significant amount of time perform-
ing data entry tasks, often after an interaction 
with a customer. They may also be limited in 
their ability to retrieve relevant information 
and may be forced to pass the customer on 
to a different department, in turn affecting 
the overall customer experience. AI comes in 
handy by automating much of this data entry 
work and enabling the right information to 
be present in front of the employees, allowing 
staff to focus on customer engagement through 
any channel at any time, thus adding more 
value and growth into the industry. 
        There is no doubt that AI and smart 
technology are here to stay. As AI paves its 
way into ASEAN, SMEs stand to benefit in the 
future, reaping a worthwhile and rewarding 
ride. AI indeed enables our future; it does not 
replace it. 
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technology-led through increasing reliance on 
AI, ASEAN nations can develop a technology-
enabled workforce. 
        For example, the global Business Process 
Outsourcing (BPO) market is forecast to hit 
USD$262.2 billion by 2022, of which the 
Asia Pacific region is set to receive the lion’s 
share of growth, at 8.5%. A combination 
of favourable government policies, good 
infrastructure and lower cost has allowed 
ASEAN nations to become one of the world’s 
leading BPO centres, meeting increasingly 
complex demands for multi-lingual customer 
care services. 
        As such, these firms ought to leverage 
smart technology such as AI, as a cost-effective 
method to retain customers. AI is able to 
augment customer service personnel, present-
ing more information from a diverse range 
of sources, and ultimately allowing them to 
concentrate on providing high levels of service. 
administrative work can largely be automated, 
and instantaneous access to diverse informa-
tion will allow for better and quicker service 
outcomes – meaning happier customers.
        What does this mean for SMEs? Lower 
cost, higher quality customer service will allow 
them to compete with bigger firms, many of 
whom have already sunk costs into obsolete 
technology, or large inefficient processes.
        With rising customer demands and 
client expectations, companies need to 
start embracing technology as a method to 
augment their employees to align with the 
organisation’s goals and also set up core 
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transform the culture, 
capability and continuous 

learning of leaders, teams and 
businesses by developing sales 

driven organisations that are 
equipped for the 21st Century. 

changes you deem necessary to 
make the T&Cs fair to both parties.

BE CLEAR ABOUT WHAT YOU OFFER 
AND KNOW YOUR BOUNDARIES 
What are you offering exactly and 
what is out of scope? Be clear 
with your clients about where 
your offer/current scope of work 
finishes. You will encounter people 
that always want more under the 
same deal. Be clear and specific 
from the get go.
        On the other hand, be fair 
with what you offer and ensure 
your client perfectly understands 
your system/service/product. 
Delivering an offering that cannot 
be of full use unless the client 
receives specific training or 
particular implementation and not 
including such things in the initial 
scope is not fair either.
        The worst thing we can do for 
everyone concerned is make prom-
ises we cannot keep. Everyone 
suffers. So make sure that your cus-
tomer service and implementation 
teams know what has been agreed 
to and what is expected of them in 
order to deliver on our promises. 
Make sure that finance/credit/legal 
have vetted, understood and sup-
ported the trading terms.

BE PREPARED TO NEGOTIATE, 
COMPROMISE AND FIND COMMON 
GROUND The devil is in the detail. 
As stated previously, ethical, 
human-centred selling is about 
forging healthy viable relationships 
and recognising these relationships 
do not remain static and 
unchanged. Healthy relationships 
are designed to be stress-tested, 
to grow and change; they thrive 
on trust, openness and honesty, 
and result in new ideas and shared 
common ground on which to build 
better outcomes together.
        In the end, recognise that 
every relationship that is built on 
fairness is an agreement built on 
common ground.

INVEST IN AN EXPERIENCED 
CONTRACTS & IP LAWYER TO 
PREPARE YOUR CONTRACTS  
Having fair, clear and well 
developed T&Cs and NDAs is 
good for business. It’s easier for 
your customers to understand what 
they are getting and what can be 
expected of you and from them.
        No matter what side of the 
deal you are in, a fair exchange of 
value with fair terms and condi-
tions is the way to do business. 

A t its simplest, selling and 
buying is about a 
transactional exchange of 

a service or product for money.
        For simple, low cost, transac-
tional sales, where we may have 
little vested interest in the other 
person or company providing that 
product, we may not reflect as deep-
ly on our buying interactions with 
them. However, if we discover that 
we have been ‘ripped off’ by paying 
too much for something, or unfairly 
treated, or discriminated against, 
and so on, we are more likely to be-
come highly invested in the concept 
of fair exchange of value.
        Why? Because as human 
beings, we do not like being ripped 
off or taken advantage of at our 
own expense. We are biologically 
hardwired for fairness. Researchers 
have even observed this hard 
wiring for fairness in chimpanzees 
and other monkey species.
        Living and working together 
requires us being able to have trust 
in others. If we cannot trust others 
we find it very hard to focus on 
the things that matter. We end up 
anxious and paranoid.
        That is why a fair exchange of 
value goes beyond the transactional 
exchange of a service or product 
for money.
        A fair exchange of value is 
reflected in our day-to-day dealings 

with other people, in post-sale attention and follow-up activities, in the 
service department and supplier chain, in contract negotiations, Terms 
& Conditions documents (T&Cs), Non-Disclosure Agreements (NDAs), 
and so on.
        What was promised to us is what we expect to receive – on both 
sides of the equation – for buyer and seller.
        As good and honourable salespeople and businesses, we want to 
be able to make promises we can keep and keep the promises we make. 
Most people want to work with others (as opposed to working against 
others), knowing that what they do counts towards something, even 
something greater than themselves.
        This is why we have ‘A fair exchange of value’ as a core belief in the 
Selling Better Manifesto.

WE BELIEVE IN A FAIR EXCHANGE OF VALUE
Selling is about creating a fair exchange of value between buyer and seller; it’s 
about mutual prosperity.
        Selling is about forging healthy viable relationships, recognising these rela-
tionships do not remain static and unchanged. They are designed to be stress-test-
ed, to grow and change; they thrive on trust, openness and honesty, and result in 
new ideas and shared common ground on which to build better outcomes together.
        We believe we cannot seek achievement for ourselves and forget about 
progress and prosperity for our community… Our ambitions must be broad enough 
to include the aspirations and needs of others, for their sake, for our own and for 
the planet.

But not everyone wants to play fair. There are those people who want 
everything geared towards themselves and to hell with the rest of us. We 
only have to read Trump’s ‘The Art of the Deal’ to see this in action. 
Beware of anyone who plays by Trump’s rules.
        These people play a win-at-all-costs game which may deliver short-
term gains for them but in the long run, only makes things worse for all 
concerned. In Australia, for instance, you only have to see the fall-out 
from the Banking Royal Commission and the recent Prime Ministerial 
Leadership spill to see what I mean. Read the comments section of any 
media outline reporting on these topics and you will see the sheer volume 
of disgust in which these tactics and antics are viewed by most people.
        We just don’t like it when things aren’t fair and people are duped 
and taken advantage of.
        So what can we do about it? How can we protect ourselves from 
the self-serving who are after victims instead of prospects? How can we 
establish the framework and build trusted relationships that thrive on 
the foundations of a fair exchange of value? Not only as buyers but as 
suppliers as well, you may be asked to sign T&Cs by your client.
        Here are a few suggestions:

READ THE FINE PRINT AND DON’T ACCEPT THINGS AT FACE VALUE When 
sales move beyond the simple one-off transaction and get more complex, 
we need to make doubly sure that any arrangement we enter into is fair 
for both parties.
        This is where much time and effort can be expended in contract ne-
gotiations. For instance, think about the work that goes into international 
trade agreements. Think about the diplomacy, the international relation-
ship management, the trade-offs and agreements that need to be worked 
out just to trade between nations. Think about the lawyers involved, the 
time and effort to understand and agree on ‘how we will work together’.
        We must start from the viewpoint that everyone has a vested interest 
and the last thing they want is to come off second best.
        We must therefore read the fine print in T&Cs and NDAs and do 
not sign anything until you completely understand what arrangements 
you are getting yourself into. Only sign what you are prepared to accept. 
There are many clauses that can bring us down if we are not careful. 
        It may be tedious and costly, but it is worth investing the time and 
effort if you want to work out if you can start and keep trading with any 
person or entity.
        Many businesses have standard T&Cs that might have made sense 
when they were developed or under certain circumstances but are out 
of proportion in dealings with you. You don’t have to sign. Ask for the 
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T
he great majority of 
people tend to focus 
downward. They are 

occupied with efforts rather than 
results. They worry over what the 
organization and their superiors 
‘owe’ them and should do for 
them. And they are conscious 
above all of the authority they 
‘should have.’ As a result they 
render themselves ineffectual.”—
Peter Drucker
        You can make a positive 
difference, even when you do not 
have direct line authority.
        Here are 11 guidelines 
that will help you effectively 
influence decision-makers, 
whether they are immediate or 
upper managers, peers or cross-
organizational colleagues.

01. ACCEPT THE FACTS. Every
decision that affects our lives 
will be made by the person 
who has the power to make 
that decision, not the “right” 
person or the “smartest” 
person or the “best” person. 
Make peace with this fact. 
Once we make peace with this 
fact, we become more effective 
in influencing others and 
making a positive difference. 
We also become happier.

02. REALIZE YOU MUST SELL YOUR
IDEAS. When presenting ideas 
to decision-makers, realize 
that it is your responsibility to 
sell, not their responsibility to 
buy. In many ways, influencing 
ultimate decision-makers is 
similar to selling products or 

09. SUPPORT THE FINAL DECISION.
Don’t tell direct reports, “They 
made me tell you.” Assuming 
that the final decision of the 
organization is not immoral, 
illegal, or unethical, go out and 
try to make it work.

10. MAKE A POSITIVE DIFFERENCE -
DON’T JUST TRY TO “WIN” OR “BE 
RIGHT.” We can easily become 
more focused on what others 
are doing wrong than on how 
we can make things better. An 
important guideline in influenc-
ing up is to always remember 
your goal: making a positive 
difference for the organization.

11. FOCUS ON THE FUTURE - LET
GO OF THE PAST. One of the 
most important behaviors to 
avoid is whining about the past. 
By focusing on the future, you 
can concentrate on what can be 
achieved tomorrow, not what 
was not achieved yesterday. 

services to external customers. They don’t have to buy—you have 
to sell. No one is impressed with salespeople who blame their 
customers for not buying their products.

03. FOCUS ON CONTRIBUTION TO THE LARGER GOOD - NOT JUST THE
ACHIEVEMENT OF YOUR OBJECTIVES. An effective salesperson would 
never say to a customer, “You need to buy this product, because 
if you don’t, I won’t achieve my objectives.” Effective salespeople 
relate to the needs of the buyers, not to their own needs. In the 
same way, effective influencers relate to the larger needs of the 
organization, not just to the needs of their unit or team.

04. STRIVE TO WIN THE BIG BATTLES. Don’t waste your energy and
psychological capital on trivial points. Executives’ time is very 
limited. Do a thorough analysis of ideas before challenging the 
system. Focus on issues that will make a real difference.

05. PRESENT A REALISTIC “COST - BENEFIT” analysis of your ideas—don’t
just sell benefits. Every organization has limited resources, time, and 
energy. The acceptance of your idea may well mean the rejection of 
another idea that someone else believes is wonderful. Be prepared to 
have a realistic discussion of the costs of your idea.

06. “CHALLENGE UP” ON ISSUES INVOLVING ETHICS OR INTEGRITY - NEVER
REMAIN SILENT ON ETHICS VIOLATIONS. The best of corporations can 
be severely damaged by only one violation of corporate integrity. I 
hope you will never be asked to do anything by the management of 
your corporation that represents a violation of corporate ethics. If 
you are, refuse to do it and immediately let upper management know 
of your concerns.

07. REALIZE THAT POWERFUL PEOPLE ALSO MAKE MISTAKES. Don’t say,
“I am amazed that someone at this level…” It is realistic to expect 
decision-makers to be competent; it is unrealistic to expect them to 
be anything other than normal humans. Even the best of leaders are 
human. We all make mistakes. When your managers make mistakes, 
focus more on helping them than judging them.

08. DON’T BE DISRESPECTFUL. Treat decision-makers with the same
courtesy that you would treat customers. Before speaking, it is 
generally good to ask one question from four perspectives. “Will this 
comment help 1) our company 2) our customers 3) the person I am 
talking to, and 4) the person I am talking about?” If the answers are 
no, no, no, and no, don’t say it!

HOW TO 
ACCESS THE 

POWER OF 
YOUR RADAR



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. 

54

FELD THOUGHTS     WITH BRAD FELD
   COLUMN      

W
hile it’s easy to tell people 
things, it’s much more 
powerful to learn things. 

And, as I get older, I see the same 
lessons being learned by 
subsequent generations. While this 
isn’t a post that says “everything is 
the same as it was before”, there 
are foundational lessons in life that 
play out over and over again.
        I spent the weekend with a 
friend from the last 1990s who was 
the lead banker on the Interliant 
IPO (I was a co-founder and co-
chairman.) Last night, at the Aspen 
Entrepreneurs event, I was asked 
to describe several failures and I 
rolled out my story about Interliant, 
which, for a period of time (1999 
– 2000) appeared to be hugely 
successful before going bankrupt 
in 2002. If you like to read IPO 
prospectuses, here’s the final S-1 
filing after INIT went effective and 
started trading on July 8, 1999.
        A few days ago, Fred Wilson 
wrote a post titled Capitulation? 
In the middle, he’s got a sentence 
about the theme of the post.
        “Now, the crypto markets are 
in the eighth month of a long and 
painful bear market and we are 
starting to see some signs of capitu-
lation, particularly in the assets that 
went up the most last year.”
        On January 16, 2018 (almost 

Compare those to the prices right now.

seven months ago) I wrote a post 
titled It Can All Go To Zero. While 
I included a lesson from the Interli-
ant experience, I highlighted the 
top 10 crypto prices, which had al-
ready fallen 30% – 50% from their 
high points a few weeks earlier. 
        Bitcoin is down another 
50% (from 12,001 to 6,157). 
Ethereum is down over 75% 
(from 1,118 to 264). XRP, holding 
strong as the third most valuable 
cryptocurrency, is down 81% (from 
1.37 to 0.26). Stellar, which rallied 
from #9 to #5, is only down 55% 
(0.49 to 0.22).
        My guess is there are a lot 
of people who wish they sold 
their XRP at 1.37. Or, maybe 
around its all time high of 3.83 
on January 4, 2018.
        Capitulation in markets 
is one of those endless lessons 
that gets learned over and 
over and over again. My first 
moment with this was Black 
Monday in 1987. But that’s not 
when I learned the lesson. My 
foundational moment, where 
I really learned the lesson, 
happened during the collapse  
of the Internet bubble in 2000 
and 2001.
        It’ll be interesting to see if 
this is the crypto generation’s 
capitulation lesson moment. 
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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. 

S
ervice Measures and 
Metrics are a valuable 
building block for service 

improvement. But to build a service 
culture, the methodology of these 
metrics must be uplifting for those 
you query and for the members of 
your team.

CLARIFY WHAT YOU ARE 
MEASURING AND WHY Just 
because you can measure many 
things doesn’t mean that it makes 
good sense to track them all. 
What do you really want to know, 
and what action will you take 
with what you learn? Review 
this list and then decide which 
insights will be most helpful to 
improve your service now.

CUSTOMER SATISFACTION: What are 
your customers’ perceptions and 
expectations of your service? How 
satisfied are they with what you 
have delivered?
        Customer Loyalty: How 
often do your customers buy 
from you? How often do they 
refer or recommend you? What is 
your share of their wallet? How 
connected do they feel to your 
service and your brand?

EXTERNAL SERVICE PERFORMANCE: 
Is the service you provide sliding, 
stable, or stepping up? Are 

you hitting your performance indicators and meeting service-level 
agreements?

INTERNAL SERVICE PERFORMANCE: Is the service level inside your 
company going up or going down? Are your colleagues providing 
service to each other that accelerates or impedes the performance of 
your organization?

EMPLOYEE ENGAGEMENT: How strong are the attraction, retention, and 
motivation of your employees? Are they connected to your vision, to 
your customers, and to each other? Are they just employees on the 
payroll, or active evangelists working with a vision?

STAFF DEVELOPMENT: Are your team members progressing as 
professional service providers? Is your service education making 
any difference? Are your employees getting bored or getting better? 
Are they seizing every opportunity to develop their service skills 
and mindsets?

DON’T JUST COLLECT DATA; CREATE VALUE The purpose of this building 
block is to drive new actions that create and deliver greater service 
value. This purpose is perfectly aligned with our definition of service as 
taking action to create value for someone else.
        Your actions can generate positive results in many different areas: 
performance, profitability, market share, reputation, customer loyalty, 
employee engagement, and more. Understanding the data can help 
you track progress, identify trends, and provide a baseline for future 
improvement. The right measures will also help you catch problems 
early and avoid pitfalls before they happen.
        Service Measures and Metrics are most effective when they 
help you prioritize what’s most important. What new commitments 
should you make? What new actions should you take? What can 
you do next, or do right now, to increase satisfaction, secure future 
business, or generate greater loyalty for your organization? If your 
current measures and methods of reporting do not achieve these 
goals, then it is time to review and revise.
        Don’t let your Service Measures and Metrics become disconnected 

from the practical levers of 
power. Collecting data and 
crunching numbers can easily 
become a separate function or a 
department, fueled by the urge 
to gather even more data and 
encouraged by the suppliers 
of surveys, facilitators of focus 
groups, and purveyors of mystery 
shopping. I am not against any of 
these practices; they all have their 
time, place, and function—so long 
as they lead you to new action.
        Make sure the people on 
your team know what you are 
measuring and why. Be sure 
they understand which numbers 
you are tracking, and which 
needle you want them to move 
every day. 
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W
e all see the effects that 
strong leaders have when 
they surround themselves 

with either strong, mediocre or 
weak people.  What happens when 
strong leaders inherit a mixed 
team?  What happens when they 
hire a mixed team?  What happens 
when we ask the same questions 
about weak leaders?

        I dug into a subset of data from Objective Management Group's 
(OMG) evaluations of the salespeople who report to more than 15,000 
sales managers to determine whether the best sales managers actually 
have the best salespeople.  I was surprised and disappointed by what I 
found.  Check this out!
        In the first table, you'll notice that salespeople reporting to elite 
sales managers are 14% stronger overall than those who report to weak 
sales managers.  That's good, but why isn't there a larger gap?  I'll 
answer that question shortly.
        The second table clearly shows that strong sales managers 

have 25% more elite and strong 
salespeople reporting to them than 
elite sales managers. How can that 
be explained? And the relatively 
small gap from the first table?
        I have a simple explanation 
that you may or may not agree 
with.  Elite sales managers have 
so much confidence in their 
abilities, that they refuse to give 
up on mediocre salespeople.  They 
believe that given enough time they 
can coach everyone up.  Along the 
same line of thinking, elite sales 
managers also tend to believe that 
they don't have to hire A players 
because as long as the salespeople 
they select have a great personality 
and industry knowledge, they 
believe they can train and coach 
them to become strong performers. 
Because of that, elite sales 
managers tend to take shortcuts 
at hiring time as evidenced by 
their lower scores for recruiting.  
Without a doubt, they should be 
using an accurate and predictive 
sales-specific candidate assessment 
like OMG's award-winning tool.
        While the best sales managers 
do tend to have better salespeople, 
the contrast is not nearly as sharp 
as most of us would expect it 
to be, but explains why leaders 
don't understand when strong 
sales manager's teams are not 
significantly more effective than 
weak sales manager's teams. 

SALES 
MANAGERS

WILL 
TO SELL 

OF 
SALESPEOPLE

ELITE 64 6371 53 67 65

STRONG 60 6067 47 60 58

SERVIEABLE 60 6067 47 60 58

WEAK 60 5766 44 56 55
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SALES 
MANAGERS

ELITE 
SALESPEOPLE

ELITE 7% 32%9% 52%

STRONG 9% 37%11% 43%

SERVIEABLE 8% 34%10% 48%

WEAK 5% 30%7% 58%
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SALESPEOPLE
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SALESPEOPLE

WEAK 
SALESPEOPLE

TABLE 2
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Roy Strauss, president 
of The Strauss Consulting 

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

increase their profitability and 
competitive edge by improv-

ing customer service while 
reducing costs since 1983. SCG 

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

the complete design and imple-
mentation of distribution and 

manufacturing centers.

criteria without limiting the potential for product selection and/or 
improvement and/or cost reduction.

WHY THEY ARE NEEDED Performance specifications are necessary to 
ensure that the prospective vendors understand the full range of 
functional requirements for the equipment, integrated system, or 
software that they are quoting. Proper specifications are essential to 
avoid low cost bids that may have attractive pricing but do not meet 
project requirements. They allow selection of the vendor proposal 
representing the best value though a comparative assessment of the 
various bid packages vs. the defined functional requirements and 
specifications. Proper specifications will allow one to obtain the 
optimal equipment solution from a qualified vendor, without the cost 
variations and change-orders associated with improper or incomplete 
bid submission.

THE PROCESS STEPS The basis of the preparation of a performance 
specification is a final design of a process or operation for which the 
equipment will be used and a determination of the types of equipment 
available to perform that process. A performance specification bid 
package for vendors who can supply that equipment must then be 
created. This request for proposals (RFP) process includes the following:
 Preparation of specifications that provide the important functional
requirements for the equipment that is needed in the facility. The 
specifications are based upon performance criteria that will meet 
present and future needs. The specifications will permit the vendors 
to select the equipment that they provide that will optimally meet all 
performance criteria at the most efficient cost.
 A bid response form for the vendors to answer that will insure that all
responses can be compared “apples to apples” and that will direct the 
vendor to the proper party to have their questions answered.

 Your project manager or
designee capable of providing 
clear and precise responses 
to vendor questions about the 
performance specification and 
the operation their equipment 
will work in.
 Clear cut criteria to determine
the optimal solution based on 
performance, service, and price.

The better the vendor’s 
understanding of the process 
and the specification, the more 
accurate the bid response will be, 
the easier it will be to compare 
vendor responses, speed up the 
selection process, and create an 
optimized solution. It is important 
that in cases where answers to 
one vendor’s questions are critical 
to the project that they be made 
available to all bidders.

CONCLUSION The use of 
well-conceived equipment 
specifications will eliminate 
wasted time, errors, and 
confusion and will help to 
insure a successful project 
implementation. 

WHAT THEY ARE 

P erformance specifications 
are a set of instructions 
that outline the criteria 

and functional requirements for a 
particular piece of equipment, 
hardware, integrated system, or 
software in an application. 
Performance specifications should 
clearly delineate the test methods 
and the acceptance criteria that 
will be used to verify and validate 
compliance with submitted 
requirements. A specification 
should clearly define needs in 
terms of operational, performance 
and functional parameters 
including interchangeability and 
interface requirements. They are 
necessary for all types of material 
handling equipment including 
racking, lift trucks, conveyor and 
sortation systems, and advanced 
picking equipment such as 
pick-to-light or carousel systems. 
For example specifications for: rack 
should include types of rack, 
height, width, and depth 
dimensions, weight capacity and 
uses; for lift trucks should include 
intended uses, aisle sizes, lifting 
height, and weight capacity; and for 
software should include: functional 
requirements, intended uses, 
hardware and volume and speed 
requirements. The specifications 
should provide flexibility to the 
vendor to meet the performance 
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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.

L ike many things in our 
lives, both personally and 
professionally, decisions 

don’t add. They multiply. If you 
make a good decision, your 
subsequent decisions will all be 
easier. On the other hand, if you 
make a bad decision, the next 
decision that confronts you will be 
exceedingly difficult.
        It’s much like playing a round 
of golf with the greatest golfer in 
the world. Imagine you are playing 
a round against my friend and 
mentor Jack Nicklaus during his 
prime. As you stand on the first 
tee, you both have the same shot 
to hit even though his skill level 
is immensely greater than yours. 
He will tee off and hit his golf ball 
300 yards down the middle of the 
fairway. You, being an amateur 
golfer and feeling intimidated 
playing against the greatest golfer 
that ever lived, will try to hit it as 
far as Mr. Nicklaus and likely slice 
your tee shot 137 yards down a 
ravine into the deep rough with 
an impenetrable line of trees 
obscuring your next shot.
        Mr. Nicklaus now has the 
advantage—both in skill and 
conditions—for his second shot. He 
is standing on level ground with a 
smooth, manicured carpet of grass 
from which to hit his short iron 
onto the green. You are forced to 
stand on unlevel ground as you try 
to hack your ball out of a hayfield 
while avoiding the trees in front 
of you. The shot you are facing 
would actually be difficult for Mr. 
Nicklaus to make. If you simply 
chip your ball out into the fairway 
and try to get your game back on 
track, you might have a chance, 
but most amateur golfers will make 
another bad decision and try to hit 

the ball out of the rough, through the ravine, and over the trees.
        Since you couldn’t hit the ball straight when you were on the tee, 
the odds of doing it under these conditions are insurmountable. You 
will invariably slice the ball off one of the tree trunks, causing it to be 
buried even deeper in the dense rough. As Mr. Nicklaus’s second shot 
is an easy pitch to the green where his ball softly lands and rolls next 
to the hole for his birdie putt, you are praying to just find your golf ball 
realizing it’s going to take you more strokes to get to the hole than it 
should have taken you from the tee.
        Your poor play and poor decisions have put you in worse position 
than when you started.
        Decisions should be made based on principles, not on the current 
situation. Situations change from moment to moment while great prin-

ciples remain timeless. If you get in 
the habit of making good decisions, 
you will find it even easier to make 
great choices in the future. But if 
you make bad decisions today, you 
will likely narrow your options and 
be forced to suffer with bad deci-
sions tomorrow.
        As you go through your 
day today, build a foundation 
of great decisions, and you will 
enjoy success.
        Today’s the day! 
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WHAT IS AROMATHERAPY?

A
romatherapy is a 
holistic healing 
treatment that 
utilizing 
extracted 
aromatic 

essences from plant to promote 
health and well-being. Holistic in 
this context simply means that the 
form of healing considers the 
whole part of a human being - 
body, mind, spirit and emotions.
        Today, aromatherapy has 
become popular among alternative 
medicine practitioners. It has 
gained more recognition in the 
field of science and medicine. 
However, it is not something 
new. Human has been using this 
therapy for thousands of years. 
Ancient cultures incorporated 
these aromatic plant components 
into resins, balms and oils for 
medication and religious use. 

HOW DOES 
AROMATHERAPY WORK?
Usually, aromatherapy can be used 
in two ways; inhalation and topical 
application on your skin. 
        By inhaling, the airborne 
molecules interact with the 
olfactory organs and almost 
immediately, the brain. Molecules 
inhaled through the nose or mouth 
are also carried to the lungs and 
interact with the respiratory 
system. Thus, inhaled essential oils 
can affect the body through several 
systems and pathways. 
        Different factors can affect 
the absorption of essential oils 
through the skin. If you massage 
the area first, it will increase 
circulation to that area, thereby 
causing an increase in absorption 
of essential oils. Heat will likewise 
increase circulation and thus 
enhance absorption. Essential 
oils are easier absorbed from skin 
locations with greater number of 
sweat glands and hair follicles.

WHAT IS ESSENTIAL OIL? 
These oils are basically made 
of tree parts such as bark, root, 

peels and petals. The cells that 
give a plant its fragrant smell 
are its ‘essence’. So when an 
essence is extracted from a 
plant, it becomes an essential oil. 
However, do not get confused 
as not all products with plant 
essences are essential oils. Pure 
essential oils cannot be blended 
with other chemicals  
or fragrances. 
        Some key ingredients 
found in aromatherapy are 
lemongrass, chamomile, bergamot, 
peppermint, lavender, Ylang 
Ylang, and rosemary.

BY 
RAEFAH AB 
RAHMAN A  NATURAL TREATMENT FOR 

NATURAL HEALING 

   Digestive problem
   High blood pressure
   Relieve stress, anxiety and depression
   Alleviating menstrual problems
   Detoxification 

   Anti cancer agent
   Fight bacterial and fungal infections 
   Insomnia 

   Eliminate bad odor
   Relieve spasms 
   Reduce fever 
   Improve blood circulation

   Sinus care
   Natural painkiller
   Allergy relief 
   Promote hair growth
   Reduce dandruff

   Protect against diabetes symptoms
   Improve sleep quality 
   Antioxidant 
   Restore skin complexion 
   Reduce acne

   Antidepressant 
   Antiseptic 
   Sedative 
   Nervine 

   Discourage hair loss
   Cognition enhancement 
   Anti bacterial 
   Soothe inflammation 
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MUSIC MOVIEBOOK

THE HOUSE WITH A CLOCK IN ITS WALLS

T
he magical adventure tells the 
spine-tingling tale of 10 year old, 
Lewis who goes to live with his uncle 

in a creaky old house with a mysterious 
tick-tocking heart. But his new town’s sleepy 
facade jolts to life with a secret world of 
warlocks and witches when Lewis accidentally 
awakens 
the deads. 
The movie 
is based on 
the 1973 
juvenile 
mystery 
fiction 
novel by 
John 
Bellairs. 

FIRST MAN 

A
story of an astronaut who 
became the first man to walk on 
the moon. Based on the book by 
James R. Hansen, the movie 

explores the sacrifice and the cost of 
Armstrong and the nation of one of the 
most dangerous mission in history on 20 
July 1969. Starring Ryan Gosling as Neil 
Armstrong 
and Claire 
Foy as 
Janet 
Armstrong, 
First Man 
is set to be 
release on 
11 Oct 
2018. 

THINGS THAT MATTER 
BY CHARLES KRAUTHAMMER 

A brilliant stylist known for an 
uncompromising honesty that 
challenges conventional wisdom 

at every turn, Krauthammer has for 
decades daz zled readers with his keen 
insight into politics and government. His 
weekly column is a must-read in Washing-
ton and 
across the 
country. 
Now, finally, 
the best of 
Krautham-
mer’s 
intelligence, 
erudition 
and wit are 
collected in 
one volume.

WILD LIKE THE WIND 
BY KRISTEN ASHLEY 

A
tour de force novel that has everything 
Kristen Ashley’s fans have come to 
expect from this remarkable 

storyteller. The brother known as Hound has a 
reputation. He's all about cracking heads, 
having a good time, and when the Chaos 
Motorcycle Club needs someone to do the tough 
job, they call on him. But Hound has a secret. 
He fell in 
love with a 
woman years 
ago. She's 
untouchable. 
Unattainable. 
And even 
when her 
status 
changes, for 
Hound, it 
remains the 
same. Each 
page loaded 
with detail 
and depth 
making it an 
unstoppable 
reading 
adventure. 

TRENCH 
BY TWENTY ONE PILOTS 

T
he highly anticipated fifth album 
by musical duo Twenty One Pilots, 
Trench was released on 5 October 

2018. The album was first formally 
announced on 11 July 2018 with only two 
songs, Jumpsuit and Nico and the Niners. 
The 14 tracks album revisits subject of 
mental illness in the form of an allegory. 

GENERATION RX 
BY GOOD CHARLOTTE 

G
eneration RX is Good 
Charlotte’s follow up album to 
2016’s Youth Authority which is 

released under the newly minted global 
partnership between the band’s MDDN 
label and BMG. The album represents 
both new chapter and full circle moment 
for the group-brothers. Powered by punk 
spirit, rock songcraft and cinematic 
ambition, they retain the signature vitality 
and vulnerability of their formative years. 
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H
eld on 15 September at Malaysia International Trade & Exhibition Centre (MITEC), over 8000 visitors and 150 city mayors 
converged at the Selangor Smart City Convention. Organised by the Selangor Information Technology & E-Commerce Council 
(SITEC), attendees explored themes of traffic and mobility, communications and connectivity, as well as an international exhibition 
featuring global tech leaders such as Huawei, Microsoft, and Axiata.

2
7 companies in Vietnam were named as the best companies to work for by HR Asia. The awards ceremony was held on September 
14 in Ho Chi Minh City. Winners included Bosch Vietnam, Heineken Vietnam, Southern Airports Services Joint Stock Company, 
and Hung Thinh Corporation. 

SELANGOR SMART CITY CONVENTION

HR ASIA BEST COMPANIES TO WORK FOR AWARDS, VIETNAM
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he only thing that is ever 
constant is change. The 
past decade could very 
well be called the decade 
of disruption.
        Almost every 
business that’s ripe for 

disruption has now been disrupted. It is the 
digital economy for those in the technology 
business, and the disruption (or disrupted) 
economy for those who are not. 
        In reality, however, disruption is not 
something new. Businesses get disrupted all 
the time. Paintings get disrupted by cameras 
which get disrupted by digital cameras which 
get disrupted by camera phones. Horse carts 
get disrupted by motor cars which are now 
being disrupted by driverless vehicles and ride 
sharing services. And the list goes on.
        What is certain, however, is that the 

speed and magnitude of the disruption has 
increased exponentially through technology 
and better education. 
        Do we fight disruption? Is it possible to 
fight disruption? Do we want to? 
        For some businesses, the choice is 
between joining the bandwagon of the 
disruptor, or to go niche and serve the area 
not covered by the disruptor. For others, when 
disruption happens in their businessses, it is 
a sign to pivot and move to other businesses. 
The logic is that even if you survive the 
disruption, the business model and profit 
margin would never be the same again.
        The first thing to remember is that 
nothing ever gets disrupted to the point of 
oblivion. There’s enough demand for variety 
and the ‘long tail’ of things for just about 
anything to be marketable. People still buy 
paintings. People still buy film cameras. Horse 

carts are still in demand in some tourist spots. 
And despite the movement for fuel saving 
vehicles, oil guzzlers like sports cars and 
monster trucks are still in demand.
        The second thing to remember is that 
you can fight disruption, if you really want to. 
Disruptors tend to be well backed financially, 
and seemingly have the whole ecosystem 
revolving around them. 
        For most businesses, the solution to 
fighting back against disruption, particular 
those cause by the digital economy, is to 
engage the digital enablers. Embrace the 
disruption by working with the B2B software-
as-a-service firms. If you are a major furniture 
retailer, disrupted by the likes of Lazada (and 
IKEA – the original disruptor), you probably 
do not have the resources to build your own 
digital offering. Outsource it. And find areas 
where the disruptors are weak at. They always 
have at least one. 
        The third and final thing to remember is 
that sometimes, your business does need to get 
disrupted to stay relevant. Competition and 
change are sometimes your best friennds.
        And before you forget – ask yourself the 
most basic of all questions: who else would 
want me to be successful? Who are my allies, 
and how do I make it in their interest to 
align with me. Your allies might be former 
competitors, or companies who need a new 
story, or firms in another industry. They 
might not be sexy, but they have something 
you need while you are reimagining your 
industry as an ecosystem.
        In the early 21st century, travel booking 
sites such as Booking.com and Expedia.com 
are disrupting how hotel rooms are booked. 
Most hotels are held hostage to them, because 
as much as half of all bookings are routed 
through these sites. As a result, they pay a 
large ransom in the form of steep commissions 
to enable these businesses to continue putting 
them out of business. A terrible place to be 
in, isn’t it? To have to pay the disruptor for 
disrupting you.  
        But these hotels chose to fight back. And 
the result is RoomKey.com, a cross promotion 
platform between former arch enemies like 
Hilton and Marriott – to refer to each other 
whenever room inventory is low on their own 
hotels. Anything but the disruptor. And the 
result is their own site bookings recovered, 
and hotel chains have now regained much of 
their bargaining power vis-à-vis these third 
party booking sites. 
        Remember the immutable law of 
managing disruption: change fast or be 
steadfast. Disruptors can be disrupted. 
        P/S On the topic of disruption and 
technology, SME Magazine will be orgainsing 
the SME CEO Forum on 24 October 2018 
to focus on helping SMEs bridge the digital 
divide and fight disruption. Tickets are 
available on Eventbrite. See you there!  

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

www.facebook.com/williamngpage
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From 1 September 2018, 
business entities can ONLY 
use CorpPass to log in to 
government digital services*.
Nine in 10 business entities 
are already using CorpPass. 

*CPF submission, corporate 
tax filing, employment pass 
application and more

If  you need support, reach our Helpdesk at 
6643 0577 | support@corppass.gov.sg OR make 
an appointment to visit our Business Centre.
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