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READY FOR TAKEOFF    
Many people don’t know 
it, but ASEAN is a hub for 
aerospace manufacturing. 
Here, SME takes a look at 
an industry taking flight.
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P roton officially launched the X70 SUV this month, after 
teasing the model over the course of 2018 since its tie-up 
with Chinese automaker Geely. The X70 is the first 

vehicle to be jointly developed by Proton and Geely, based on a 
facelifted Geely Boyue. It is the first premium SUV by a Malaysian 

automotive brand, with extensive collaboration between Proton 
and Geely, such as cross deployment of staff in China and 
Malaysia, to testing in Malaysia’s hot and humid climate to the 
collaboration between local and international vendors. Prices start 
at RM109,800 for the Executive 2WD variant.

PROTON LAUNCHES X70 SUV, FIRST IN ITS LINEUP

1.5-BILLION RENMINBI FUND LAUNCHED IN  
DONGGUAN FOR EMERGING INDUSTRIES 

T
he sidelines of the World Dongguan Entrepreneurs Capital 
Summit witnessed the launch of a 1.5-billion renminbi-
worth FOF (fund of funds) for industrial merger and 

acquisition, in which the private sector of Dongguan will take a larger 
stake. Its investment will go to such fields as industrial consumption, 
fintech and smart manufacturing. As a hub for manufacturing in the 
Greater Pearl River Delta region, Dongguan’s private sector is 
well-placed to expand its presence in emerging industries.

ATTEMPTED ID FRAUD INCREASES OVER  
BLACK FRIDAY SHOPPING SEASON 

N
ew data from Jumio, an AI-powered trusted identity as a 
service provider, revealed that online ID fraud attempts 
on government-issued IDs across the world increased 22 

percent worldwide during the 2018 Black Friday to Cyber Monday 
period compared to the non-holiday average. Surprisingly, 
attempted ID fraud perpetrated during the online identity 
verification stage, involving passports, driver’s licenses or ID cards, 
hit a five-year high, increasing 109 percent in 2018 from 2014. In 
2018, ID fraud rates were highest in India (4.30 per cent), China 
(1.54 per cent) and Italy (1.52 per cent).



SOFTBANK MOBILE DEBUTS ON TOKYO STOCK MARKET

S
oftBank Group’s mobile phone unit made a disappointing 
debut on the Tokyo stock market Wednesday in Japan's 
biggest initial public offering, ending more than 14 per cent 

below its IPO price. The poor debut after SoftBank Group raised 2.65 
trillion yen (US$23.5 billion) through the unit's IPO, the highest ever 
in Japan, reflected investor concern about the outlook for the mobile 
phone unit amid intensifying competition and repeated requests from 
the government for lower service fees, while the downturn in the 
overall market also weighed on investor sentiment, brokers said.

TENAGA NASIONAL TO ANNOUNCE ENTRY INTO BROADBAND MARKET

T
enaga Nasional Berhad (TNB) will announce details of its 
plan to enter the broadband services market in January. 
TNB is planning to enter broadband market by utilising 

its existing fibre optic network across the nation and it is currently 
running a pilot project in Melaka. President and chief executive 
officer Datuk Seri Ir Azman Mohd said the pilot project would be 
completed by the end of December and the company would 
evaluate the results.

5

EXPORT OF MADE-IN-MALAYSIA MEDICAL DEVICES EXPECTED TO CROSS RM23 BILLION IN 2019

T
he Association of Malaysian Medical Industries (AMMI) 
announced its Medical Device Industry Status and 
Outlook Report 2018/2019, which contains 

comprehensive analysis of export overview, sourcing of raw materials 
and components, growth in cumulative investments and challenges 
faced by the industry as well as the medical device industry’s outlook 
for 2019. In 2018, AMMI members recorded a value-added ratio of 

52 per cent in the medical device industry in Malaysia. In addition, 
RM3.43 billion or 59 per cent worth of raw materials and services 
were locally sourced from within the country. AMMI also highlighted 
that the US-China trade war will have a positive impact on Malaysia. 
50 per cent of AMMI members surveyed are optimistic of double 
digit growth in export sales, which are expected to cross RM23 
billion in 2019 with projected 8 per cent on year on year growth.
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T he United States and China called a truce in their trade 
war on Saturday after President Donald Trump agreed 
to hold off on new tariffs and President Xi Jinping 

pledged to increase Chinese purchases of American products. The 
two also set the stage for more negotiations to resolve deeply 

rooted differences over trade. The deal between Trump and Xi 
pauses for 90 days what was becoming a headlong race toward 
economic conflict. It will reassure jittery financial markets, as well 
as American and Chinese farmers, who worried about the fallout 
from a prolonged trade battle.

US AND CHINA CALL TRUCE IN TRADE WAR

CHINESE DAIRY COMPANY BUYS THAILAND’S 
LARGEST ICE CREAM ENTERPRISE 

C
hina’s Yili Group acquired 
Chomthana, which is the largest 
domestic ice cream company in 

Thailand. This is part of Yili Group’s 
greater strategy to internationalise and 
break out of dependence on the China 
market. Among their moves has been to 
establish a European Innovation Center in 
cooperation with Wageningen University, 
Netherlands, as well as to export to 
Indonesia. The acquisition will also allow 
Chomthana to promote their products in 
China and expand to another market.

MYANMAR STATE-RUN AIRLINE TO LINK  
YANGON WITH CHINA'S CHENGDU  

M
yanmar National Airlines (MNA) 
will launch direct scheduled flights 
from Yangon to Chengdu, the 

capital of Sichuan province of China, 
beginning December 28, according to the 
airline. Using Boeing 737NG aircraft, the 
Yangon-Chengdu flight will be scheduled for 
thrice a week every Monday, Wednesday and 
Friday. The move is aimed at attracting more 
visitors from China and boosting tourism 
between cities of the two countries.

BILL EMPOWERING PHILIPPINE  
SMEs GETS FINAL HOUSE NOD  

T he Philippine House of Representa-
tives has unanimously approved on 
third and final reading a measure 

seeking to strengthen, empower, and enhance 
the financing programs for SMEs in the country. 
According to a statement, 212 lawmakers voted 
in favour of House Bill 8714, which seeks to 
amend Republic Act 6977, or the ‘Magna Carta 
for Micro, Small and Medium Enterprises’. 
Cagayan de Oro City Rep. Maximo Rodriguez 
Jr., principal author of the bill, said there is a 
need to strengthen the Act. He noted the lack of 
access to financing and related forms of support 
as the major handicap for MSMEs. The bill also 
mandates the national government, its bureaux, 
offices and agencies to allocate at least 10 per 
cent of all its procurement opportunities for 
goods and services to eligible SMEs.
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M icrosoft regained its position as most valuable US company 
by market capitalisation, unseating Apple which has held 
the title since 2012. Microsoft slipped into the lead with a 

market cap of US$851 billion, according to one valuation. Apple was 

worth US$847 billion, while Amazon.com was in third at US$826 
billion. Microsoft's ascension to the most valuable company would be 
its first return to the top spot since 2002. Apple has held the No 1 
spot as most valuable company since 2012, when it unseated Exxon.

MICROSOFT REGAINS POSITION AS MOST VALUABLE US COMPANY

LAW FIRM CLIFFORD CHANCE SETS UP 
INNOVATION LAB IN SINGAPORE 

L
aw firm Clifford Chance has opened 
its Singapore innovation lab, 
Create+65, that will look for new 

legal technology solutions by bringing together 
venture capitalists, start-ups, product owners 
and developers, universities and private 
institutions, it said yesterday. Participants who 
are invited to join Create+65 would be able to 
tackle problem areas faced by the law firm and 
clients in the way legal services are delivered, 
and can tap cleaned data sets to develop test 
solutions. They can also connect with 
potential investment and funding vehicles, 
with the successful solutions rolled out to 
selected offices in the law firm's global 
network. The innovation lab was set up with 
the support of the Singapore Economic 
Development Board, and in collaboration with 
the Future Law Innovation Programme (Flip) 
by the Singapore Academy of Law.

SABAH INVESTMENT POTENTIAL  
HIGHLIGHTED BY MIDA  

T
he Malaysian Investment Development 
Authority (MIDA) collaborated with the 
Federation of Malaysian Manufacturers 

(FMM) and Sabah state authorities to organise its 
industrial park forum series, held at the Marriot 
Hotel, Kota Kinabalu. Dr Ong Kian Ming, Deputy 
Minister of International Trade and Industry 
highlighted at the event that Sabah has many 
opportunities for investments in new growth areas. 
“Each region in Malaysia is unique in its comparative 
and competitive advantages. For Sabah, its abun-
dance of natural and agricultural resources has long 
made this state a base for industrial development,” he 
said. As at December 2017, a total of 761 manufactur-
ing projects with investments worth RM15.1 billion 
have been implemented in Sabah. More than 90,000 
jobs have been created from these projects.

TOKOPEDIA SECURES US$1.1 BILLION  
IN LATEST FINANCING ROUND 

P T Tokopedia, Indonesia’s leading 
technology company, announced 
today that it has secured US$1.1 

billion in its latest financing round. The funding 
is led by the SoftBank Vision Fund and Alibaba 
Group with participation by Softbank Ventures 
Korea and other existing investors. Tokopedia 
will continue to focus on the Indonesian market 
and drive economic development and financial 
inclusion in Indonesia. The company expects to 
use the funds to build technology and 
infrastructure that empowers millions of local 
businesses to grow, as well as provide a better 
customer experience.

RECIPIENTS OF THE ASIA PACIFIC
ENTREPRENEURSHIP AWARDS 2018 VIETNAM

Organised by Official Implementation Partner Official Regional News Distribution Partner Official Media Partner
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MALAYSIA INTERNATIONAL 
JEWELLERY FAIR 
11 - 14 JAN 2019 
KUALA LUMPUR CONVENTION CENTRE, 
KUALA LUMPUR 
mijf.com.my/mijf_spring/

T
he renowned Malaysia In-
ternational Jewellery Fair 
– Spring Edition 2019 

(MIJF SE 2019) will again blossom 
the Spring season with glitzy sensa-
tions. Feast your eyes on fabulous 
jewels, from shimmering diamonds 
to dreamy gemstones, by gathering 
the world’s most elite traders, con-
noisseurs and quality buyers alike 
from the industry at the centre of 
Kuala Lumpur. MIJF SE 2019 is de-
signed to give local and internation-
al trade buyers a buying opportunity 
for the Spring celebration. 

MALAYSIA INTERNATIONAL  
TEA AND COFFEE EXPO 
17 - 19 JAN 2019
MATRADE EXHIBITION AND CONVENTION 
CENTRE (MECC), KUALA LUMPUR 
cafe-malaysia.com

T
his event presents the 
largest gathering of tea 
and coffee industry play-

ers to promote tea and coffee do-
mestically and internationally, 
aims to promote better communi-
cation, understanding, and eco-
nomic cooperation amongst the 
relevant business community and 
to popularize health aspects of tea 
and coffee drinking.

INTERNATIONAL CONFERENCE 
ON FOOD AND AGRICULTURE 
TECHNOLOGIES 
12 - 14 JAN 2019 
LANGKAWI, MALAYSIA 
icfat.org 

T
he 3rd International Con-
ference on Food and Ag-

tions like India Food Festival, Indi-
an Carnival, Seminar and Cultural 
Extravaganza to draw the best of 
customers to the show.

ART STAGE SINGAPORE
25 - 27 JAN 2019 
MARINA BAY SANDS, SINGAPORE
artstage.com/singapore/site/home 

A
RT STAGE, the flagship 
art show of Southeast 
Asia, kicks off the interna-

tional art season every January with 
the very best of Asian contemporary 
art. Through its commitment on de-
veloping the freedom, benefits and 
needs of the art landscape, ART 
STAGE supports and matchmakes 
the Southeast Asian art scene by 
bringing communities together in 
fostering long-lasting relationships 
and memories. 

PHUKET YACHT SHOW 
4 - 7 JAN 2019 
ROYAL PHUKET MARINA, THAILAND 
thailandyachtshow.com 

I n recent years, the yacht-
ing industry has request-
ed that there should only 

be one boat show in Phuket and, af-
ter a period of competing maritime 
shows, the organisers from the Thai-
land Yacht Show, the Phuket Ren-
dezVous and the Phuket Yacht 
Show have joined forces to create 
the biggest and ultimate maritime 
event at the award-winning Royal 
Phuket Marina. The Thailand Yacht 
Show and RendezVous will consoli-
date the best features of these shows 
and will offer the definitive yachting 

and luxury lifestyle event in Phuket, 
which is guaranteed to unite the is-
land’s maritime professionals and 
provide a long-term home for the 
region’s yachting industry.

GLASSMAN ASIA 
30 - 31 JAN 2019
JIEXPO KEMAYORAN HALL B3, INDONESIA 
glassmanevents.com/asia

T
his international exhibi-
tion and conference will 
draw upon the unrivalled 

knowledge of industry professionals 
to create an event for attendees to 
discuss, debate and discover the lat-
est innovations within glass manu-
facturing. Exhibiting at Glassman 
Asia will provide a platform for the 
industry to present the latest innova-
tions and technology for environ-
mentally aware production and pro-
cessing of glass containers. 

HAINAN TEA EXPO 
2 - 5 JAN 2019 
HAINAN INTERNATIONAL CONVENTION AND 
EXHIBITION CENTER, CHINA 
Goodtea.cc

H
uajuchen Tea Fair is a 
one-stop trading platform 
for professional tea indus-

try agents, distribution, joining, in-
vestment and gift tea customization. 
Shenzhen Huajuchen Industrial was 
established in 2003, with the core 
business of the company the organi-
zation and contracting of various 
large-scale exhibition activities.

GALLE LITERARY FESTIVAL 
16 - 20 JAN 2019 
GALLE, SRI LANKA 

T
he Galle Literary Festi-
val is one of the most an-
ticipated literary events 

in South Asia for both authors and 
literary enthusiasts around the 
world. It's intimate format allows 
visitors the opportunity to appreci-
ate the works of Sri Lankan and 
international authors, to take part 
in literary discussions and enjoy 
other writerly, readerly, archeologi-
cal, ecological, philosophical, cul-
tural, musical, artistic, and culi-
nary activities in a beautiful and 
unique setting. Fairway Galle Lit-
erary Festival features writing 
workshops, panel discussions, topi-
cal debates, poetry readings, cook-
ing classes, theatre workshops and 
literary lunches, while during the 
night there are poetry slams, jazz 
performances, wine tastings, art 
showings and photographic exhibi-
tions and more. 

riculture Technologies (ICFAT 
2019) aims to provide a forum for 
researchers, practitioners, and pro-
fessionals from industry, academia 
and government to discuss research 
and development, professional prac-
tice in food and agriculture technol-
ogies. It is one of the leading inter-
national conferences for presenting 
novel and fundamental advances in 
the fields of food and agriculture 
technologies. It also serves to foster 
communication among researchers 
and practitioners working in a wide 
variety of scientific areas with a 
common interest in food and agri-
culture technologies and related 
techniques. 

SINGAPORE MOTORSHOW 
10 - 13 JAN 2019 
SUNTEC CONVENTION CENTRE, SINGAPORE 
motorshow.com.sg/2018/home/ 

T
he Singapore Motorshow 
will feature automobile 
brands and providers of 

automotive accessories, and lifestyle 
products and services across two 
floors of exhibition space. Back by 
popular demand, professional preci-
sion and stunt driver Russ Swift will 
also be thrilling visitors with amaz-
ing displays of precision driving.

ZAK SALAAM INDIA EXPO 
10 - 13 JAN 2019 
SINGAPORE EXPO, SINGAPORE 
zaksalaamindia.com

S
aluting the spirit of India, 
Zak Exhibitions is orga-
nizing a “Source from In-

dia” Expo called Zak Salaam India 
Expo across the world, where the 
next stop is Singapore. “Zak Salaam 
India Expo 2018” under its umbrel-
la presents an exclusive “Source 
from India” of Indian products and 
companies from multiple industry 
sectors. One can sell, sell in bulk, 
identify potential partners, locate 
joint venture partners and investing 
partners by participating in the 
show. Apart from the exhibition on 
Indian products and services there 
will interesting India-centric attrac-
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VYA PRO COMMUTER COMBO    

P
roviding a perfect solution to cyclists, the Vya Pro Commuter Combo features a 200 lumen headlight 
with 250 pulse and a 100 lumen tail light. It features a variable Safe Pulse beam pattern that has been 
developed for maximum visibility, whether day or night. Coupled with smart sensor technology, the 
headlight can sense and automatically adapt to your surroundings. This waterproof and compact light 
is fuss-free while offering you with the front and rear safety you need.

BY 
RAEFAH AB 
RAHMAN 

GALAXY WATCH     

S
tay connected longer with 
the Galaxy Watch that 
brings you the best of both 
worlds. It fuses the best 
features of a smartwatch 

and analogue watch together. With a 
round face and watch hand, it even ticks 
like a real watch. Pick from the sleek 
Midnight black or rose gold available in 
42mm, or the silver in 46mm. Express 
yourself by choosing a strap of your 
liking to fit your style.

SONY DIGITAL PAPER  

S
ave the environment and opt for Sony’s 
Digital Paper instead. Featuring a 
high-resolution display, this device 
provides users with a surface that 
imitates paper. Along with frictionless 

pen tracking, it feels and looks as though you’re 
reading and writing on real paper. Transfer 
documents effortlessly to and from desktops or 
smartphones as well as do everything you can do like 
pen with paper. The Sony Digital Paper is available in 
13” and 10” sizes for maximum portability.
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PHILIPS HUE CALLA SMART OUTDOOR PATHWAY LIGHT     

L
ight up your outdoors with the Philips Hue Calla Smart Outdoor Pathway Light. Simply plug in the light and get 
creative as it features over 16 million colours and shades of white light. Experiment and create the effects you want 
which can be saved and used in the future. Made with a high-quality weatherproof material, this LED-integrated light is 
low voltage, safe, and user friendly. Now your BBQ nights and garden parties won’t look so dim anymore.

NETATMO WELCOME     

A
lways keep an eye on your house with 
Netatmo’s Smart Indoor Camera. 
You’ll know instantly whether your 
visitor is a friend or a foe with the 
camera’s face recognition technology. 

Sent with a picture and video, the camera will 
identify the person entering your house and notify 
you. With an effortless setup, you’ll be alerted 
immediately if you have an unwanted intruder. 
Leave your house whenever with a peace of mind 
knowing that your house is safe.

JABRA ELITE 65T    

T
ired of your earphone wires constantly 
tangling up? Jabra Elite 65T is a great 
alternative. These wireless earbuds let you 
take calls and groove to your beats 
effortlessly. You can even personalise the 

way your music sounds with the Jabra Sound+ app. With 
a high-quality sound, long battery life, and comfortable 
fit, you won’t want to take off these earbuds.



14    COVER STORY      

BY 
ONG XIANG 

HONG



15

RM54.7 billion

two of the region’s largest trading partners. 
However, a truce has been called by both 
Presidents Xi Jinping and Donald Trump to 
allow China and the US to negotiate the pain 
points between their relationship.
        Taking a look at the larger 
macroeconomic view, it is expected that 
China will become the second-largest 
economy in 2019, overtaking the Eurozone 
when measured by nominal GDP at market 
exchange rates. According to Standard 
Chartered Research, a growth forecast of 6.4 
per cent is expected. The Chinese economy 
however faces downward pressure from 
sluggish credit growth, a possible property-
market correction, and trade tensions with 
the US. Consumption and investment are 
likely to moderate the downtrend, with policy 
support. The Chinese government is expected 
to add or reduce stimulus depending on the 
evolution of US-China trade tensions.

2
     018 has unquestionably been a year of ups and downs. If 

you asked anyone on 1 January 2018 to predict the year 
ahead, certainly no one would have given you a more 
dramatic set of events to set the stage for an even more 
exciting 2019.
        In an ever more disruptive world, new threats as 
well as opportunities present themselves with the march 
of technology. Internet-based businesses and apps in 
ASEAN have matured this year, especially e-commerce 
platforms, which have seen incumbents like Lazada and 
Qoo10 strengthening their position in the wake of the 
2018 holiday season shopping. New entrants in the market 
are focusing on mobile payment systems, which seek to 

emulate Alipay and Wechat Pay’s success in China.
        For 2019, it is expected that these systems to mature and consolidate even more, with big 
players slowly differentiating themselves and services to become more streamlined. Following 
the model established in mature markets like the US, we will expect smaller players to either 
be acquired or forced out of the market. 
        Economically, 2018 has been steady overall, but storm clouds are brewing over the 
horizon. The headline event of the year for ASEAN has been the US-China trade war, which 
has the potential to trap the region in an unwanted cycle of high tariffs and low demand from 

CHINA WILL BECOME THE SECOND-LARGEST ECONOMY IN 2019, OVERTAKING 
THE EURO AREA WHEN MEASURED BY NOMINAL GDP AT MARKET EXCHANGE RATES

Size represents 2019F percentage share of level of world GDP at market exchange rates;  
shade represents whether share is increasing/decreasing vs past-5-year average

Source: IMF. Stabdard Chartered Research
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NOTABLE EVENTS IN 2018

JANUARY
 Toll collection is abolished in several
places in Malaysia: Federal Highway 
(Batu Tiga and Sungai Rasau), Selangor, 
Bukit Kayu Hitam, Kedah and on the 
Johor Bahru Eastern Dispersal Link 
Expressway, Johor.
 Malaysia and Singapore sign bilateral
agreement on a Rapid Transit System 
(RTS) rail track linking Johor Bahru and 
Woodlands in Singapore.

MAY
 The Malaysian opposition-led Pakatan
Harapan coalition, led by former Prime 
Minister Tun Dr Mahathir Mohamad, 
secures a parliamentary majority in 
Parliament, ending the 61-year rule of 
the Barisan Nasional coalition since 
independence in 1957.
 The European Union's General Data
Protection Regulation (GDPR) goes into 
effect, imposing strict privacy controls 
for European citizens worldwide.

AUGUST
 Apple Inc. becomes the world's first
public company to achieve a market 
capitalization of US$1 trillion.
 China announces a second round of
tariffs on US products.
 The 2018 Asian Games are held in
Jakarta and Palembang, Indonesia.

OCTOBER
 The Hong Kong-Zhuhai-Macau Bridge,
the world's longest sea crossing bridge,  
is opened.
 Bitcoin celebrates its 10th anniversary.

FEBRUARY
 The 2018 Winter Olympics are held in
Pyeongchang, South Korea.

JUNE
 GST is zero-rated by the new 
Malaysian Government.
 The 44th G7 summit is held in Canada.
 The US-North Korea summit is held in
Singapore, the first of its kind between a 
North Korean leader and a US president.
 The FIFA World Cup opens in 
Moscow, Russia.

SEPTEMBER
 Jack Ma steps down as executive
chairman of Alibaba, handing over the 
reins to CEO Daniel Zhang.
 Retailer Toys “R” Us files for 
Chapter 11 bankruptcy.
 US and China implement third round of
tariffs. Total US tariffs applied to China 
are worth US$250 billion, while Chinese 
tariffs on US goods are worth US$110 
billion.

NOVEMBER
 The Democratic Party wins the House
of Representatives while the Republican 
Party strengthens control of the Senate 
in US midterm elections.
 Many nations around the world,
particularly ones in Europe and the 
Commonwealth, along with the United 
States, celebrate the centenary of the 
ending of the World War I with Armistice 
Day ceremonies.

MARCH
 Uber withdraws operations from
Southeast Asia.

JULY
 US tariffs on US$34 billion of Chinese
goods come into effect. China takes 
retaliatory measures by imposing a 25 
per cent tariff on goods originating from 
the US.
 The EU-Japan Economic Partnership
Agreement is signed, the world's largest 
bilateral free trade deal, creating an open 
trade zone covering nearly one-third of 
global GDP.
 The share price of Facebook drops by
almost 20 per cent after the company 
warns investors that user growth has 
slowed following the data leak scandal. 
Over US$109 billion is wiped from its 
market value, the largest single day loss 
in corporate history.

DECEMBER
 China and the US announce a
postponement in planned increased 
tariffs. The postponement is to allow 
time for the two countries to negotiate 
their trade disputes.
 The International Telecommunication
Union reports that, by the end of 2018, 
more than half – a full 51.2 per cent –  
of the world's population are now using 
the Internet.
 Analog television will cease operations
in Singapore as it completes its digital 
switchover.
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        Most SMEs use the internet for browsing 
and communications, including receiving and 
sending emails, internet banking, searching 
and posting information as well as instant 
messaging. However, SMEs are still lacking 
in some areas that could be improved further. 
These areas include online customer service, 
product delivery as well as staff recruitments 
and training.
        Most subsectors in the services sector 
are not optimising the usage of internet 
except real estate and business; finance 
and insurance; and ICT subsectors. 
Given that a majority of total SMEs are 
in the services sector, there is a need 
to accelerate digitalisation to enhance 
productivity. Additional investments 
in ICT will increase output by a higher 

multiplier, as compared to the wholesale 
and retail and real estate and business 
services subsectors. At the same time, 
the services sector is expected to benefit 
the most from the investment through 
the multiplier effect, followed by the 
manufacturing and construction sectors.

Meanwhile, the US will see moderate GDP growth at a forecast 2.6 per cent, but to remain 
robust thanks to consumer spending. Equity-market volatility or a housing slowdown are 
not seen as major risks to consumer spending, which remains well supported by strong 
employment. However, there are downside risks from a more pronounced global growth 
slowdown than currently forecast, and associated declines in commodity prices that would 
negatively affect US producers. US-China tensions are the foremost foreign policy concern. 
        On the other hand, signs are emerging that ASEAN’s export growth is starting to be 
affected by trade tensions and slowing growth in China and the Eurozone. Singapore, Malaysia 
and Thailand are vulnerable to slowing trade growth; meanwhile, Vietnam and Malaysia 
could benefit by exporting more to the US in case US-China trade tensions re-escalate. The 
growth outlook for the region remains robust, supported by domestic demand strength. This is 
underpinned by government infrastructure spending, especially in Indonesia, the Philippines 
and Thailand. The inflation picture is mixed in ASEAN; weakness in the Chinese renminbi 
could put pressure on central banks to defend their currencies.
        But market factors aside, the region’s economies share common challenges: households 
continue to face escalating costs of living, while the business community is saddled with rising 
costs of doing business. Escalating trade tensions between China and the US, coupled with capital 
outflows from emerging ASEAN economies are also headwinds that these countries face. 

THE MALAYSIAN ECONOMY 2019*

WHAT NEXT FOR SMEs?
On the other hand, SMEs in the region are well placed to take advantage of the increasing 
digitalisation in the economy. Digitalisation increases productivity in the economy through 
the efficient use of resources, easier access to information and wider market reach. 
Higher productivity brings greater returns to capital which in turn encourages sustainable 
economic growth. In this regard, by leveraging digital technologies, businesses, particularly 
SMEs which account for 98.5 per cent of total establishments in Malaysia, for example, 
could enhance operations, output and competitiveness. 

1including change in stocks
*at constant 2010 prices
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Aside from digitalisation challenges, there are 
several factors that constrain SMEs to fully 
unleash the potential of digital technology, 
which include a lack of knowledge, skills and 
talent as well as insufficient ICT infrastructure. 
A lack of skilled workers can occur due to 
a mismatch between demand and supply 
of graduates. Therefore, institutions of 
higher learning need to keep pace with the 
rapid development in digital technologies 
by regularly updating their courses to meet 
industry requirements. Towards this end, 
collaborations between academia and 
industries could assist fresh graduates to gain 
the necessary skills to enter the labour market. 
        SMEs also face challenges in accessing 
talent, particularly in rural and suburban 
areas. Also, there are micro-enterprises that 
have reservations in hiring ICT talents due to 
affordability issues, thus further hampering 
productive usage of ICT among SMEs. 
Furthermore, higher salary for ICT jobs 
offered in other countries in the region may 
also contribute to the migration of talents in 
digital skills. For instance, the salary for a 
junior IT executive in Singapore is twofold 
the salary in Malaysia, while for senior IT 
executives, the pay discrepancy can be up to 
62 per cent higher. A lucrative salary coupled 
with a better standard of living motivates 
local talents to migrate in search for better 
opportunities, resulting in brain drain. 
        A Malaysian survey done in 2015 
indicates that two major barriers to digital 
adoption by businesses are slow Internet 
connections and lack of affordable broadband 
plans. Moreover, there are regional disparities 

USAGE OF INTERNET BY MALAYSIAN SMEs
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in digital connectivity between highly urbanised states and the rest of the country. Even though 
they are connected to the internet, slow and unreliable connectivity does not allow SMEs to use 
the Internet efficiently. Governments and ISPs need to work together to find out the best way to 
offer reasonable broadband speeds at affordable prices.

HELLO 2019?
With 2018 bringing unexpected surprises, it’s only to be expected that 2019 be as 
unpredictable for all concerned. The spectre of recession looms high in the distance, but with 
careful planning and concerted action between government and business, it should not be as 
catastrophic as the last global recession in 2007-2008. 
        But more pressing and immediate concerns weigh on SMEs. The coming of Industry 
4.0, coupled with the threat of disruption and automation, mean that businesses need to be 
adaptable and changeable. 
        Still, that may not be enough for SMEs who harbour intentions of growing beyond a 
boutique presence, and possible overseas expansion. In harnessing the power of technology, 
SMEs can and should invest in hiring technologically savvy staff, integrating their systems into 
the digital cloud, ensure a digital Web presence for customer facing operations, and so on to 
grow beyond the boundaries of their home nation. 
        Whatever the case may be, trust and service remain the benchmarks for a successful 
business. Sticking to the basics of good business – offering a good product, reasonable prices, 
and trustworthy service – will still draw in customers. Flashy technology aside, SMEs should 
heed these precepts and scale up with technology only when the base is sound. 



T
ake your busi-
ness to greater 
heights with 
Credit Guaran-
tee Corporation 
Malaysia Ber-

had (CGC) Developmental Pro-
gramme. We are here to assist as-
piring Small and Medium-sized 
Entrepreneurs (SMEs) through 
our various mentoring work-
shops, creation of market access 
via trade exhibitions and busi-
ness matchings, as well as cross 
border initiatives.

IMSME FINANCIAL 
ADVISORY TEAM
Log on to www.imsme.com.my 
Malaysia’s 1st SME Financing/
Loan referral platform and source 
the match for your business 
needs. imSME is redefining 
SME Financing landscape in 
the country, channelling your 
application to 22 Financial 
Institutions (FIs) including CGC. 
In addition to being a referral 
platform that matches business 
financing products, imSME has a 
Financial Advisory Team known 

as FA team to support unsuccessful applicants. The imSME FA Team 
guides applicants with unmatched or unsuccessful applications to 
enhance their capacity and capability with relevant trainings to improve 
their chances of securing financings or loans from FIs in the future.
        Since 1972, CGC has availed above 450,000 guarantees and 
financing to SMEs valued over RM67 billion. CGC continues to 
facilitate access to financing for viable SMEs in line with its vision to be 
an effective financial institution dedicated to promoting their growth, 
development, competitiveness and dynamisms, as reflected in the CGC 
tagline Powering Malaysian SMEs.
        With the changing business landscape, it is imperative that CGC 
undertakes measures to advance SME financial literacy, capacities 
and capabilities. CGC is exploring beyond guarantee and the CGC 
Developmental Programme was established to enable greater SME 
outreach. Rolled-out in 2016, CGC Developmental Programme is to 
assist SMEs achieve long term growth, development and sustainability.

MENTORING FOR CONTINUOUS LEARNING
The CGC Mentoring Programme is to assist SMEs understand and gain 
knowledge on market access, industry matters and latest trends in the 
digital marketing. It enables SMEs to diversify and expand their sales and 
marketing channels for sustainable business growth. This programme 
includes knowledge sharing workshops, talks by key personalities, 
prominent companies and market experts, featuring experience sharing, 
information on regulatory requirements and know-how on latest and 
most relevant market related topics.
        Go Digital Talk and Gaining Market Access workshops are the 
two pillars of CGC Mentoring Programme. Go Digital Talk workshop 
focuses on online marketing, providing tips, insights and latest trends 
on digital marketing. Gaining Market Access workshop on another hand 
unveils ways to place SMEs products in the market place especially in 
hypermarkets, gain certifications and market demands know-how. The 
Gaining Market Access workshops offer business matching between 
buyers and SMEs. Free admission for Go Digital Talk and Gaining 
Market Access workshops. As of October 2018, CGC has organised 24 
workshops benefitting over 2,000 participants nationwide, and targets 
to reach out to 5,000 SMEs by 2020.

GROWING MARKET ACCESS VIA BUSINESS MATCHING 
The Market Access Programme assists SMEs to scale up their business 
within and beyond Malaysia. This includes leveraging on trade exhibitions 
and business matching with other counterparts. Since 2016, CGC has 
assisted over 10 SMEs to participate in international trade exhibitions 
such as the China-ASEAN Expo (CAEXPO) and China Import and 
Export (Canton) Fair. At nominal fee, SMEs are able to participate in the 
Market Access Programme.

CROSSING BORDERS CONFIDENTLY 
The opportunities for cross border is vast and realising this, CGC started 
the Cross Border initiative by leveraging business ties with other credit 
guarantee corporations in the region. The aim is to enhance capacity 
and capabilities of SMEs to be more competitive internationally through 
various initiatives, mainly advisory and business matching services.

REGISTRATION 
Are you an entrepreneur / aspiring business owner / decision maker / 
SME interested in CGC Developmental Programme? Interested to join 
CGC Developmental Programme today?

AN INDUSTRY-DRIVEN  
PROGRAMME FOR SMEs 
TO ENHANCE BUSINESS 
CAPABILITIES

Contact our Client Service Centre at 03-7880 0088, submit your contact details on the CGC website @ if you are interested to participate in the 
programmes. Don’t forget to connect with us via CGC Malaysia Facebook @CGCmy and Instagram @CGCmalaysia. 



   INDUSTRY       20

BY 
ONG XIANG

HONG



I
n life, sickness and 
health are as inevitable 
as the spectre of death 
hanging over our heads. 
Throughout recorded 
history, shamans, 
priests, healers as well 
as doctors have done 

what they could to prolong the arrival of 
Death’s scythe. 
        Now, with the advancements in diet, 
healthcare, and hygiene, our collective 
lifespans have become longer, infant mortality 
rates have dropped, and disease rates fallen. 
However, humanity’s newfound abundance 
has also led to an increase in ‘diseases of 
affluence’, e.g. cardiovascular disease, cancer, 
diabetes, and other lifestyle-related sicknesses. 
        Similarly, ASEAN’s evolving 
demographics and lifestyle is driving changes 
in the healthcare sector. Life longevity in 
Southeast Asia is expected to exceed other 
areas in Asia in the long term, challenging 
healthcare providers to equip themselves 
with skills and resources in caring for 
elderly people. As communicable diseases 
have successfully been placed under control 

and infant mortality ratio improves, focus 
in many ASEAN countries has shifted to 
treating chronic diseases and injuries which 
are top death causes. Stress is getting widely 
recognized as a serious and costly issue such 
that more people are keeping themselves as 
healthy as possible to combat it. 
        Along with concern for their long-term 
health, individuals in ASEAN also strive to 
prioritize overall wellness for productivity 
and quality of life – in line with trends in 
Western nations. Attention is gearing towards 
healthcare prevention rather than illness cure. 
Economic growth has stirred greater demand 
for quality and innovative healthcare services. 
The increasing disposable income of ASEAN 
market allows people to avail themselves of 
higher-value products and services. 
        Furthermore, healthcare services 
have expanded to elective treatments and 
aesthetic surgery, assisted reproductive 
technologies, sports skills rehabilitation, and 
weight loss centres, among others. Medical 
facilities, which once existed to bring 
people back to health, are now increasingly 
becoming enablers of lifestyle for those who 
can afford treatment.

Average	life	expectancy	in	ASEAN	in	2016	was	73	
years,	an	increase	of	8	years	since	1990.	

Health	expenditure	per	capita	in	ASEAN	is	around	
4	per	cent	of	GDP	–	as	compared	to	the	OECD	

average	of	7.7	per	cent	

By	2020,	there	will	be	over	46	million	people	in	
ASEAN	over	the	age	of	65.	That	is	equivalent	to	1	

in	6	Singaporeans,	or	1	in	14	Indonesians.	

Asia-Pacific	will	have	the	highest	incidence	of	non-
communicable	diseases	(heart	disease,	diabetes,	
cancer	etc)	among	all	global	regions	by	2020.	
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 HEALTH TOURISM IN ASIA
 SINGAPORE: US$3.5 BILLION, 850,000 FOREIGN PATIENTS

ASSOCIATED SPECIALISATIONS IN SINGAPORE
 Cosmetic and reconstructive surgery

 Oncology
 Orthopaedics

 Dentistry
 Spine surgery

 Ophthalmology

MALAYSIA: US$158 MILLION, 583,000 FOREIGN PATIENTS
ASSOCIATED SPECIALISATIONS IN MALAYSIA

 Cardiology
 Cosmetic and reconstructive surgery

 Oncology
 Orthopaedics
 Spine surgery

 Weight loss procedures

THAILAND: US$4.3 BILLION, 2.5 MILLION FOREIGN PATIENTS
ASSOCIATED SPECIALISATIONS IN THAILAND

 Cardiology
 Cosmetic and reconstructive surgery

 Oncology
 Orthopaedics

 Dentistry
 Spine surgery

 Weight loss procedures

Singapore:	advanced	healthcare,	
high	spending,	promotes	private	

contributions	

Malaysia,	Thailand,	Brunei:	Good	to	
high	standard	of	healthcare,	with	

focus	on	higher	quality	

Indonesia,	Vietnam,	Philippines:	
Basic	healthcare	provision,	may	be	

lacking	in	rural	areas	

Cambodia,	Laos,	Myanmar:	Poor	to	
low	level	of	healthcare	



government spending on health, between 1.1 
per cent to 3.8 per cent of GDP. Singapore 
and Thailand spend more - 4.9 per cent and 
4.1 per cent of GDP, respectively. However, 
even this higher spend is lower than the global 
average of 6 per cent, or 7.7 per cent among 
OECD countries. Yet most of the ASEAN 
governments have been trying to slow down 
the increase in health costs, just at a time when 
demand is beginning to increase rapidly. How 
can these governments ensure their citizens 
get high-quality treatment and care while 
maintaining control of healthcare costs?
        There is no easy answer to this. While 
healthcare public spending debates have 
raged in the United States and Europe, 
the discussion is near-silent in ASEAN. 
Governments prefer to have the issue swept 
under the rug as public budgets are spent on 
other priorities. Healthcare spending is largely 
left to the private sector – with patients either 
paying out of their own pocket or through 
private insurance plans. 

BUYING WELLNESS
World Health Organization data estimates 
that average total healthcare expenditure per 
capita in ASEAN is US$544, about 4 percent 
of GDP. Singapore and Brunei top the list 
with expenditure per capita of US$2,273 and 
US$1,449, respectively. ASEAN is expected 
to boost health spending in order to provide 
better healthcare services and catch up with 
the average spending rate in fully developed 
countries. In Singapore, where there is an 
increasingly aging population, there are plans 
to add 3,700 hospital beds and recruit 20,000 
more healthcare workers were laid-out in the 
country’s Healthcare 2020 Masterplan. 
        The private sector is also pouring money 
into the healthcare industry. Bangkok Dusit 
Medical Services has invested in highly 
profitable non-core medical businesses. Makati 
Medical Centre, one of the leading hospitals in 
the Philippines, is investing in new laboratories 
to revolutionize diagnosis and treatment of 
diseases. In 2015, Vietnam unveiled VinMec 
International Hospital, the country’s largest 
and first hotel-like hospital featuring a five-
star hotel standard, 25 VIP rooms, and two 
presidential suites.
        Public-private partnership is also 
fast becoming an option in improving 
and expanding healthcare services. In the 
Philippines, the government opened for 
bidding the construction of a 700-bed capacity 
super specialty tertiary hospital. The project 
is estimated to cost US$135 million. Parkway 
Pantai, one of Asia’a largest private healthcare 
providers, is in a joint venture with the Brunei 
Investment Agency in managing a 21-bed 
specialty cardiac centre. Integrated Healthcare 
Holdings partnered with the Singapore 
government in leasing capacity and services 
from private healthcare operators.

PUBLIC-PRIVATE HEALTHCARE
However, a report by Solidiance suggests that 
the total healthcare spending of the six most 
developed nations in ASEAN (Indonesia, 
Malaysia, Philippines, Singapore, Thailand and 
Vietnam), which was an estimated US$420 
billion in 2017, will increase by 70 per cent 
over the next two decades. This rise will be 
driven by the increasing age of these countries’ 
populations, the high rates of smoking in some 
countries, and the adoption of more sedentary 
lifestyles and unhealthy diets, leading to lack of 
exercise and increasing rates of obesity.
        Of these six ASEAN nations, four – 
Indonesia, Malaysia, Philippines and Vietnam 
– currently have a relatively low level of 

        Nevertheless, private health insurance 
costs are expected to rise in 2019 at rates 
faster than the rate of inflation, according to 
a report by Aon plc. The increasing impact 
of non-communicable diseases on healthcare 
costs are the main driver for this. Cancer and 
cardiovascular ailments, such as high blood 
pressure, diabetes and respiratory conditions, 
were the most prevalent health conditions 
driving health care claims around the world. 
The report also confirms the growing 
prevalence of risks from unhealthy personal 
habits around the world, such as high blood 
pressure, high cholesterol, physical inactivity, 
bad nutrition, and obesity.
        One element has to be a focus on early 
diagnosis and effective treatment for chronic 
disease, to avoid much higher treatment and 
care costs at a later stage. This approach has 
been shown to be highly effective for diseases 
such as diabetes and hypertension. Now is 
the time for governments in many ASEAN 
countries to invest in capacity building 
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        But the potential is already there, and 
the industry may be forced to turn to these 
technologies sooner rather than later. As the 
elderly population of ASEAN is growing, more 
healthcare workers are needed – which the 
region simply does not have. Therefore, the 
use of Big Data and AI-assisted diagnosis tools 
in the region is rising. For example, Singapore 
start-up KroniKare enables preliminary 
assessment of chronic wounds. Through the 
app, patients can snap a five-second video of 
their wounds, which will then be diagnosed 
using AI in 30 seconds.
        In Thailand, a local IT company has 
developed its own innovative application, Tele 
Diang, which could ease problems associated 
with the country’s shortage of radiologists by 
offering a pioneering tele-radiologist service. 
The solution allows radiologists to access the 
system from other hospitals or even from 
home via the Internet and view the images 
and send back their interpretations. This has 
so far been adopted by at least 20 hospitals 
nationwide, including Praram 9 Hospital 
and Vejthani Hospital in Bangkok, Srisawan 

for prevention and early diagnosis, and to 
ensure access to care is decentralized to 
local communities, rather than centralized in 
expensive hospitals.
        Public-private partnerships could have 
the greatest impact. The contribution of 
the private sector can be wide-ranging. It 
can not only raise much-needed capital, but 
also support capacity building for delivery 
of high-quality healthcare. Companies such 
as Novartis have moved beyond corporate 
responsibility. They now believe they can play 
a catalytic role in helping countries achieve 
the UN’s Sustainable Development Goal 3: to 
ensure healthy lives and promote wellbeing for 
all at all ages. This is not philanthropy – it is 
good business.

TRAVELLING FOR HEALTH
Health and medical tourism is becoming more 
prominent and is seen as a growing trend 
worldwide. The World Health Organisation 
(WHO) defines medical tourism as when 
“…medical tourists elect to travel across 
international borders to receive some form 
of medical treatment.” These treatments, as 
include a full-range of medical services with 
the most common treatments being cosmetic 
surgery, elective surgery and fertility treatment.
        Based on a report in 2016 by Patients 
Beyond Borders, an organisation which 
monitors trends in medical tourism globally, 
it is estimated that the medical tourism sub-
sector globally is expanding at a rate of more 
than 25 per cent annually and is valued at over 
US$55 billion with a market of more than 11 
million consumers. From these figures, nearly 
a third comprise of medical tourists travelling 
to Southeast Asia for treatment.
        In general, Asia-Pacific continues to be the 
top medical destination for medical tourism. 
This is because Asian medical destinations 
continue to offer more options and better 
medical procedures and post-surgical care than 
most other medical destinations. Among the 
top five nations in Asia for medical tourism, 
three of them are Southeast Asian countries – 
namely Thailand, Singapore and Malaysia.
        The healthcare industry is not immune to 
disruption. Already, AI has demonstrated its 
ability to diagnose better than a human doctor. 
Patients can already see a doctor over the 
Internet and obtain an e-diagnosis. However, 
unlike other industries, uptake of innovation 
is slow and involves miles of red tape. And for 
good reason – patients’ lives are on the line, 
so regulators and doctors alike are more than 
happy to take slow, incremental steps.

Hospital in Nakhon Sawan province and other 
provincial hospitals.
        Procedures using robot surgeons are 
also on the rise. Used for minimally invasive 
surgery, robot-assisted surgery allows doctors 
to perform complex procedures with more 
precision, flexibility, and control than is 
possible with conventional techniques. 
Singapore firm Endomaster enables surgeons 
to perform endoscopic surgeries for 
gastrointestinal tumours. This results to less 
trauma and no scarring of the patient, quicker 
procedure and healing time, and a significantly 
lower risk of complications.
        Further advancements, like genome 
sequencing and fully-autonomous robot 
surgeons are still a long way off, and are still 
prototypes in a lab (for now). But it is not 
beyond our imagination to think that these 
technologies may very well one day be used 
by our children or grandchildren. For now, 
AI and the data revolution are incrementally 
making their way into healthcare. In sickness 
or in health, warding off death – or enhancing 
life – is the path healthcare leads us to. 
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panellists, and covered 
over 30 different topics.
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Only the best 100 can stand on the SME100® Malaysia Fast Moving Companies 2018 red-
carpet! In its tenth year, SME100® announced new winners, new categories and new 

awards!

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

chancellor and President of HELP University.

ANNOUNCEMENT!
THE TOP 100 FAST MOVING 

COMPANIES OF MALAYSIA FOR 2018

THE ULTIMATE RECOGNITION FOR SMEs



Follow Closely 
at www.sme100.asia

SME100® CTOS CREDIT 
EXCELLENCE AWARD 

SME100® CEO 
ACADEMY

SME100® ASEAN BUSINESS 
ACCELERATOR 

SME100® CONTRIBUTION
TO SME AWARD 

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

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

#trustisgold

Talents win the race. 

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

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

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

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

subjects and course completion

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

Fast growing SMEs can only thrive in a strong ecosystem. 

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

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

New Categories

New Programmes
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ELLEN 
DEGENERES 



COMPILED BY 
RAEFAH AB 
RAHMAN

THE SHOW GOES ON

M
ention Ellen DeGeneres to anyone on the street 
and they will be quick to tell you that she is a 
comedienne extraordinaire. This household 
name has been, for decades now, a famous 
talk-show host on her own self-titled show, but 
dive deeper and you will realise that there is so 
much more to DeGeneres than meets the eye.

FULL NAME: ELLEN LEE DEGENERES 

PARENTS: BETTY DEGENERES AND ELLIOTT DEGENERES 

DATE OF BIRTH: 26 JANUARY 1958 

ZODIAC SIGN: AQUARIUS 

COUNTRY OF ORIGIN: UNITED STATES

PLACE OF BIRTH: METAIRIE, LOUISIANA 

EARLY EDUCATION: GRACE KING HIGH SCHOOL

TV DEBUT YEAR: 1989

THE BEGINNING Ellen Lee DeGeneres, now 60 years old, is not only a TV 
host, but also an actress, comedian, businesswoman and activist. With 
a career than has spanned over thirty years, DeGeneres shows no signs 
of slowing down anytime soon. She is certainly a force to be reckoned 
with, despite having dropped out of the University of New Orleans after 
her first semester majoring in communication studies. Her early work 
involved odd jobs such as a clerk in her cousin’s law firm, a department 
store worker and also a waitress.
        Her humble beginnings into the world of entertainment, however, 
started exactly where you’d think it would begin - as a stand-up comedian. 
She began stand-up in small coffee shops and clubs, slowly earning a 
reputation as New Orleans’ funny woman. In the 1980s, she started to 
tour internationally, and earned the title of funniest person in America by 
Showtime in 1984.
        Her biggest break in the stand-up scene, however, would definitely be 
her appearance on The Tonight Show in 1986. Unbeknownst even to her, 
she would soon become a talk show host herself. Her quick wit along with 
her well executed jokes helped her rise up the ranks in no time at all, and 
in a few years time she was established enough to land roles in several 
movies, such as Coneheads, Mr. Wrong, and The Love Letter, all of which 
debuted in the 1990s.
        If these achievements were what made her popular, then what really 
sky-rocketed her popularity was the eventual establishment of her regular 
television show appearances. Before her big break, which is The Ellen 
DeGeneres Show that we all know and love, she starred in Ellen and The 
Ellen Show, sitcoms which were wildly popular as audiences could now 
get their dose of DeGeneres’ unique style of humour.

THE DOWNTURN It was also in one of these shows where she would 
eventually reveal her sexuality in 1997, which was long before the LGBT 
movement that we see in this day and age. Not only did her character in 
the show come out to her therapist, played by Oprah Winfrey, but DeGe-
neres herself came out on Oprah’s own talk show as well. Her coming out 
on live television was considered revolutionary in a time where sexuality 

“MOST COMEDY 
IS BASED ON 

GETTING A 
LAUGH AT 

SOMEBODY 
ELSE’S EXPENSE. 

AND I FIND 
THAT THAT IS 

JUST A FORM OF 
BULLYING IN A 

MAJOR WAY. SO 
I WANT TO BE 
AN EXAMPLE 

THAT YOU CAN 
BE FUNNY AND 

BE KIND, AND 
MAKE PEOPLE 

LAUGH WITHOUT 
HURTING 

SOMEBODY 
ELSE’S 

FEELINGS.” 



was very much a sensitive issue.
        Despite her coming out episode and 
the consecutive shows which followed that 
discussed the ups and downs of coming 
out (being the highest ranking episodes 
in the whole series), the show was not as 
publicised afterward by ABC, as the Walt 
Disney Company which owned ABC was 
not comfortable with the subject matter. 
However, things have still worked out for 
DeGeneres in the end as she is now married 
to Portia de Rossi, a fellow actress.

THE CLIMB In 2003, the Ellen DeGeneres 
Show finally made its syndicated debut on 
TV. In only its first three seasons, it managed 
to rake in 25 Emmy Awards, winning four 
Daytime Emmy Awards in its first season 
alone. When watching an episode of The Ellen 
DeGeneres Show, expect to see celebrities, 
experts on different issues, giveaways, games 
and a whole lot of dancing. This blend of 
serious and silly; factual and fun, has managed 
to rake in US$9.2 million a year, with 30 
million subscribers on YouTube and 15 billion 
combined views.
        Even though she is considered to be a 
Gen X-er, DeGeneres definitely makes it a 
point to keep up with social trends, what with 
her 60.9 million followers on Instagram; how 
her shows and posts are always relevant with 
the trends of today, and how she seamlessly 
blends her passion with her work in a relatable 
manner. Ellentube, a website she founded in 
2014, also shows exclusive content from her 
shows. DeGeneres makes her presence very 
much known on the internet, allowing her to 
have fans of all ages. This can also be seen 
from her shows, where she sometimes even in-
vites young children to be a guest on her show.
        What made her even more popular 
among the younger generation was her voice 
acting as Dory in Finding Nemo, and then, 
Finding Dory - two movies that represent two 
different generations, which are the Millennials 
and Gen Z. It also helps that the two movies 
made a combined total gross of US$826 
million, with DeGeneres getting a sizeable 
slice of the royalties. Her character Dory won 
her a number of awards, namely the Saturn 
Award, the Nickelodeon Kids’ Choice Award 
and the Annie Award.
        With all these achievements and more un-
der her belt, one has to stop and wonder how 
much exactly DeGeneres managed to rake 
in. In and of herself, DeGeneres has earned 
around US$87.5 million in 2018 thus far, 
according to Forbes. Her worth comes mostly 
from her talk show, where she earns a six 
figure salary. This is followed by the success 
she gets from the shows she produces, Little 

Big Shots and Splitting Up 
Together, which are under her 
production company called A 
Very Good Production. She 
also earns licensing fees from 
her endeavours with PetSmart 
and Bed, Bath and Beyond.
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        Aside from that, DeGeneres also had 
a record label called Eleveneleven, of which 
Greyson Chance, an artist who has been 
likened to Justin Bieber, is signed under. 
She also owns a lifestyle brand called ED 
Ellen DeGeneres, which sells everything 
from apparel and accessories to baby and 
pet items. These assets, along with various 
others, contribute to the wealth of this 
businesswoman, who has placed her name on 
countless endeavours and excelled at each one.
        Besides these various efforts, DeGeneres 
and her partner Portia de Rossi are big players 
in the real estate game, making a name out of 
themselves in buying and flipping property to 
other celebrities. The couple have sold at least 
six different houses to clients which include 
Ryan Seacrest, Sean Parker and Will Ferrell, 
with the most expensive house going for a 
smooth US$55 million.
        They have made such a lucrative business 
out of buying and reselling property that the 
exact amount of property that they own is 
unknown. However, they do such a good job 
at it that the work they have done on their 
houses has been featured in Elle Décor, while 
DeGeneres has released a book called ‘Home’ 
which features the interior design of some of 
their houses. This further contributes to her 
wealth, who has an estimated net worth of 
around US$400 million. 

THE GIVING HAND However, DeGeneres isn’t 
without a giving nature, despite the wealth 
that she has been able to gather. DeGeneres 
cares deeply about animals, which explains her 
veganism. On the website for The Ellen DeGe-
neres show, she has a page devoted to vegan 
recipes and promotes Meatless Mondays, 
which is a trend among those who seek to live 
a more animal-friendly lifestyle. This being 
said, DeGeneres has donated US$25,000 to 
an organisation which prohibits the filming of 
animal abuse. She also has a wildlife fund and 
a campaign which raises funds for elephants.
        All in all, DeGeneres can be summed up 
with the words used by President Obama when 
he presented her with the Presidential Medal 
of Freedom in 2016: “It is easy to forget now 
just how much courage was required for Ellen 
to come out on the most public of stages 20 
years ago.” The story of how DeGeneres made 
her claim to fame surely was not an easy one, 
but it has definitely paid off. 

“I AM NOT AN ACTIVIST; 
I DO NOT LOOK FOR 

CONTROVERSY. I AM NOT 
A POLITICAL PERSON, 

BUT I AM A PERSON WITH 
COMPASSION. I CARE 

PASSIONATELY ABOUT EQUAL 
RIGHTS. I CARE ABOUT 
HUMAN RIGHTS. I CARE 

ABOUT ANIMAL RIGHTS.” 

“IT IS FAILURE 
THAT GIVES YOU 

THE PROPER 
PERSPECTIVE ON 

SUCCESS.”



w w w . h r a s i a m e d i a . c o m

www.magzter.com

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

GET BUSINESS MEDIA INTERNATIONAL 
PUBLICATION ON YOUR DIGITAL 

DEVICES. GO TO APP STORE / GOOGLE 
PLAY / WINDOWS STORE TO 

DOWNLOAD DIGITAL MAGAZINE 
READER AND SUBSCRIBE.



BY 
ONG XIANG 

HONG
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T
he idea of flight has 
entranced mankind 
since the dawn of 
time. In the Middle 
Ages, for instance, 
Armen Firman 
strapped wings to 
himself and jumped 
off a tower in 

Cordoba in 852 AD. In China, man-carrying 
kites were the method of choice. But it wasn’t 
until 1783 when the Montgolfier brothers 
launched a manned hot-air balloon that man 
finally took off – and landed safely.
        Throughout the 19th century, various 
engineers experimented successfully with 
gliders, and experiments with compressed 
air and steam engines attempted to produce 
self-powered flight with limited success. But 
when two brothers in America took off using 
a gasoline engine strapped to a wooden glider, 
the age of aviation thus well and truly begun.
        Indeed, modern airliners are veritable 
leviathans compared to the Wright Brothers’ 
Flyer I, which took off 115 years ago from the 
windy plains of Kitty Hawk. The wingspan 
of a Boeing 747-8, for instance, is 68.4 
metres – considerably longer than the 36 
metres achieved by the Wright Brothers’ 
maiden flight. Oceans have been bridged by 
the commercial aviation industry, shuttling 
millions of people around the globe in hours 
instead of days by ship. Particularly, the 
Atlantic Ocean is criss-crossed so frequently 
between America and Europe that it’s referred 
to as ‘the pond’.
        But to do so safely and efficiently, 
commercial aviation has evolved a supply 
chain that spans the globe. The maintenance, 
repair, and overhaul (MRO) market has 
also expanded rapidly along with the rise in 
global aviation demand. A decade ago, the 
commercial aviation sector was bleeding due 
to record high oil prices, dampened demand, 
and cutthroat competition from low-cost 
carriers. Now though, increasing flight 
demand from Asia (especially China), lower 
oil prices, and full-service carriers cracking 
the corporate and long-haul travel have led 
to a resurgence in the aviation market. At the 
same time, the boom in electronic and mobile 
commerce has increased air-freight volumes 
as consumers order goods across borders, 
demanding speedy delivery.
        Aviation is a field that involves 
world-class engineering, manufacturing 
techniques, and negative tolerances. 
So in this spirit, SME explores the 
civil commercial aviation MRO and 
manufacturing market in the ASEAN region.

FROM THE WEST TO THE EAST
Aerospace is frequently perceived as a high-
tech industry that’s undertaken by advanced 
Western economies and companies. While the 
two main players in civil commercial aviation 
are indeed American (Boeing) and European 
(Airbus), their supply chains are globalised like 
no other industry – echoing aviation’s ethos of 
a borderless world. Furthermore, aircraft are 
constantly in use with little to no downtime, 
as time really does equal money for airlines 
operating on razor-thin margins. Therefore, 
the MRO sector in the strategic ASEAN region 
is presenting itself as an attractive opportunity 
for businesses to venture in.
        ASEAN hub Singapore has aerospace 
as a strategic pillar. It is often the first choice 
entry point and hub for the ASEAN region 
due to its business-friendly climate. 10 per 
cent of global MRO output is contributed by 
Singapore’s aerospace industry, and a total 
output of S$8.9bil was generated in 2016 by 
Singapore’s aerospace industry. Lauded as 
the “Aerospace City of the Future”, Singapore 
boasts one of Asia’s largest and most diverse 
ecosystems with over 130 aerospace players. 
The 320-hectare Seletar Aerospace Park 
hosts integrated activities like manufacturing, 
aftermarket services and R&D, while the 
industry has about 21,000 highly skilled and 
trained workers.
        However, Singapore’s rising costs are 
causing firms to look north to its regional 
counterpart, Malaysia. The Malaysian 
aerospace sector is expected to grow rapidly 
due to expansion in its fleet size and the 
rising trend of the migration of commercial 
MRO activities to the APAC region. In 
terms of numbers, Malaysia’s MRO sector is 
expected to grow at a CAGR of 8.45 per cent 
over the next 20 years, making it the fastest 
growing MRO market in the APAC region. By 
2030, the industry is projected to contribute 
revenues of RM20.4 billion for MRO, RM21.2 
billion for aero-manufacturing, and RM13.6 
billion for engineering and design services.
        The Malaysian Government has 
identified Malaysia’s aerospace industry as 
one of the ‘3+2’ strategic sectors with high 
growth potential. Currently, Malaysia is 
home to more than 200 aerospace companies 
comprising both international and local 
industry players. These include 66 companies 
involved in MRO activities, 33 companies in 
aerospace manufacturing, 25 companies in 
education and training, and 11 companies in 
systems integration, as well as engineering 
and design. In recognition of its importance, 
the Malaysian Aerospace Industry Blueprint 
2030 was launched during the Langkawi 

“FOR ONCE YOU HAVE 
TASTED FLIGHT, 
YOU WILL WALK 

THE EARTH WITH 
YOUR EYES TURNED 

SKYWARDS, FOR 
THERE YOU HAVE 
BEEN AND THERE 

YOU WILL LONG TO 
RETURN.” 

- LEONARDO DA VINCI
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International Maritime & Aerospace (LIMA) 
Exhibition 2015 in Langkawi. In particular, 
the Blueprint targets generating an annual 
revenue of US$14.3 billion and create more 
than 32,000 high income jobs in Malaysia, 
with an especial focus on SMEs generating 
the bulk of these numbers.

THE STANDARDS OF AEROSPACE
With safety and reliability foremost in the 
minds of aviation industry, standards in 
aerospace manufacturing are sky-high across 
the board. In fact, given the globalised nature 
of aerospace, standards are high across the 
world, no matter where it is located.
        To illustrate how high the standards in 
aerospace are, we shall take a look at how 
aerospace approaches the aspect of safety. 
According to the president of the Malaysia 
Aerospace Industry Association (MAIA), 
Naguib Mohd Nor, safety is paramount in 
everything related to aviation, be it passenger 
safety or safety on the manufacturing line. 
In these terms, looking at health and safety 
(H&S), the aerospace industry works 
towards negative probabilities, as H&S 
issues are critical indicators of control of the 
environment. When there is an H&S issue 
in aerospace, it can stop the line as it is a 
symptom of a failure in the manufacturing 
line. A failure mode and effects analysis will be 
conducted to find out the failure modes and 
their resulting effects on the rest of the system, 
to resolve the quality and reliability issues of 
the line. 
        Similarly, the way aerospace 
manufacturing treats scrap is completely 
different from other industries. Typically, 
a manufacturing line in any other industry 
involves keeping scrap to a tolerable level, 
and correcting the worker or machine if 
too much scrap is generated. On the other 
hand, any scrap in aerospace manufacturing 
will lead to a failure mode and effects 
analysis to be conducted, similar to an H&S 
issue. Scrap is also a symptom of quality 
issues which if not addressed, can lead to 
catastrophic failure in the end product. These 
measures are so important towards the level 
of sentience in the manufacturing process, 
which will lead to the quality and safety of 
the final product.
        In addition, the highly specialised 
nature of the aviation supply chain is such 
that manufacturers may rely on only a 
single vendor for an aircraft component. 
Aircraft components have to be precise and 
hard-wearing and reliable at the same time 
– commercial jetliners have utilisation rates 
of up to 90 per cent (compared to 15–20 per 
cent for a typical passenger car). Therefore, 
aircraft manufacturers like Boeing and Air-
bus cannot reload manufacturers in case of a 
supply disruption, unlike in other industries. 
Therefore, in case of vendor error, aerospace 

THE ASEAN AEROSPACE SECTOR AT A GLANCE

  SINGAPORE has over 120 aerospace
companies, garnering one-quarter of 
the region’s maintenance, repair and 
operations (MRO) market, and carries 
out comprehensive nose-to-tail MRO. 
Two of the top airframe MRO players 
in the world are home-grown Singapore 
companies: ST Aerospace and SIA 
Engineering. In addition to MRO services, 
Singapore is seeing a growing number 
of companies offering aerospace design 
and manufacturing operations. Rolls-
Royce carries out activities such as 
engine assembly and testing, training and 
R&D, as well as manufacturing of the 
company’s titanium wide-chord fan blade 
in Singapore. Moreover, Singapore also 
has the Seletar Aerospace Park, which 
is a 790-acre development that hosts a 
dedicated cluster of aerospace activities.

  MALAYSIA is another important regional
MRO hub. It also aims to position itself as 
the leading centre for aerospace training 
and education, as well as manufacturing, 
in the region. The industry is projected 
to generate about $220 billion in 
revenue and create 32,000 high-skilled 
jobs in Malaysia. The quick expansion 
of Malaysia's AirAsia, the largest low-
cost carrier in the region, boosted the 
development of Malaysia's MRO market, 
which is estimated at $2 billion. Though 
Singapore is a major competitor, Malaysia 
offers a lower cost base for all segments of 
the MRO sector. As such, in 2016, RUAG 
Aviation from Switzerland has opened a 
regional MRO facility at the International 
Aerospace Centre in Subang. In addition, 
Asahi Kinzoku Kogyo Inc., a leading 
Japanese aerospace parts maker, has also 
opened a surface treatment facility in 
Klang. Asia Aerospace City in Subang was 
also developed to bring together university 
research with the Aerospace Malaysian 
Innovation Centre and MARA Aerospace 
& Technologies.

  THAILAND has a labour force with precision
engineering skills and experience 
developed by the country’s automotive 

and electronics sector. This provides 
the country with a solid base to develop 
a strong aviation industry. However, 
Thailand lacks a coordinated national 
policy aimed at developing a dynamic 
aviation industry. Because of this, the 
Board of Investment is placing special 
emphasis on developing the country as a 
Tier 2 and Tier 3 aviation parts supplier, 
building on the Thais’ technical skills and 
knowledge already in place.

  VIETNAM’S MRO industry is burgeoning.
Vietnam Airlines’ maintenance and 
engineering subsidiary, Vietnam Airlines 
Engineering Company (VAECO), provides 
most of the country’s MRO services. 
VAECO also services 40 other airlines 
operating in the country.

  THE PHILIPPINES has a keen interest in growing
its MRO industry and has a production 
of aerospace components and parts. 
Recently, its budget carrier Cebu Pacific 
tapped KLM Engineering & Maintenance 
for the maintenance of its Airbus A320 
and A321neo models. Meanwhile, in 2017, 
Philippine Airlines disclosed that it is 
spending US$80 million to reconfigure 
eight of its Airbus A330 aircraft to 
include Thompson Vantage XL, Zodiac 
5810, Economy Zodiac, and a pneumatic 
comfort system (PCS). PAL is the first 
Asian carrier to offer PCS.

  INDONESIA’S MRO sector is forecast to grow
10 percent annually over the next 
decade, according to projections by GMF 
AeroAsia, the country’s largest MRO 
operator. As a sign of this growth, PT 
Dirgantara Indonesia was commissioned 
by Airbus Helicopters to provide MRO 
services for Airbus’ helicopters in 
Indonesia. Additionally, Jabil Defense 
& Aerospace and UTC Aerospace 
Systems announced plans to establish 
their factories in Bandung. Furthermore, 
unique among ASEAN countries is 
Indonesia’s capability to design and 
build its own local aircraft, under PT 
Dirgantara Indonesia (Persero).



contracts have a built-in clause which makes 
the vendor liable for the costs, lost time, 
and lost profits of the aircraft manufacturer. 
These clauses are often punishingly broad in 
their scope, which if invoked can bankrupt 
the vendor. Consequently, SMEs thinking of 
going into aerospace manufacturing need to 
play to their strengths and weigh the risks 
and benefits.

FLYING IN THE LABOUR MARKET
The labour force participating in the aerospace 
industry is, unsurprisingly, very highly skilled. 
The nature of aerospace manufacturing is 
such that automation is still a long way off, 
especially where fabrication of delicate parts 
is needed.
        Where the labour pool in ASEAN in 
concerned, traditionally, Western aircraft 
manufacturers have had large labour forces 
with high wages and strong unions. However, 
intense competition is forcing many companies 
to cut costs and eventually relocate operations. 
Due to the technologically sensitive nature 
of aerospace manufacturing, especially in 
the defence sector, labour is generally shifted 
within the manufacturers’ country. However, 
for the commercial civil aviation sector, 
companies have begun transferring labour to 
emerging markets.
        Furthermore, ASEAN’s strategic location 
as an MRO hub ensures demand for highly-
skilled engineers, technicians, and other 
related jobs. According to Frost & Sullivan, 
more than 13,000 new jobs are expected to 
be created in the Malaysian commercial MRO 
space over the 20-year period from 2017 to 
2037. While approximately 5,800 people were 
employed in the sector at the end of 2016, the 
number is forecasted to reach close to 19,000 
by 2037. About 90% of these new jobs are 
for technicians while engineers make up the 
remaining 10%.
        By participating in the aerospace industry, 
companies can move up the perceived value 
chain rapidly. In particular, manufacturing 
for the aerospace industry means conforming 
to a global standard – any ASEAN aerospace 
manufacturer is as good as any in America 
or Europe. Therefore, a Malaysian aerospace 
engineer, fitter, machinist etc can move 
anywhere in the world and be as good as any 
other, because there is no tolerance for gaps in 
skill in the aerospace industry.
        Jose Garza of Aerospace Composites 
Malaysia (ACM), a Boeing joint venture, notes 
that every Boeing plane made currently has 
parts from Malaysia, manufactured at the 
ACM plant in Bukit Kayu Hitam, as Malaysia 
is a perfect base with ready access to a pool 
of skilled labour at a reasonable cost. In this 
area, ACM works with local universities to 
build their talent and transform engineering 

graduates into a capable aerospace workforce.

READY FOR TAKEOFF?
Aerospace isn’t for everyone. But for those 
willing to take the plunge, there is risk and 
reward in equal measure. However, unlike 
traditional manufacturing, aerospace is 
certainly not a field where one firm can go 
alone. It requires cooperation between firms 
to a high degree. Financing, sourcing of raw 
materials, negotiations with manufacturers 
– all of these require collaboration between 
companies (and sometimes the government) to 
ensure the growth of the industry.
        The readiness of the supply chain has 
to be present, and vendors have to comply 
with the rigorous demands of the aerospace 
industry. In particular, MAIA president 
Naguib cites the example of Malaysian 
family-owned manufacturing SMEs, who 
are in transition from the first to second-
generation of ownership. Typically, these 

SMEs will struggle with the documentation 
and traceability requirements of aerospace 
manufacturing, as they are used to the low-
cost machining and manufacturing model. 
However, the second-generation descendants, 
who have normally studied overseas, would 
have their own ideas and ambitions to take 
the business forward, and are willing to 
climb up the value chain with aerospace 
machining and its associated challenges.
        The opportunity is indeed there in the 
aerospace industry – but the company needs 
to be the right type of company. Machining, 
parts assembly, aircraft interiors, and avionics 
are just some of the areas in which there is 
great potential for growth. However, gestation 
periods in the aerospace industry are long, 
as firms need to acclimatise to the rigor and 
standards of the industry. But once the footing 
is there, ASEAN SMEs can reap the rewards 
and dream of flying high, as mankind once did 
at the dawn of history. 
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O
verzealous 
regulations 
threaten to turn 
data protection 
into data gridlock, 
overly affecting 
SMEs. Technology 
and smarter 
regulations may 

provide a solution
        The Data Economy is already huge, set 
to be worth over a quarter of a trillion USD 

by 2020, fuelled by our use of phones and 
other data-emitting gadgets and hardware. 
As a result, data is quickly becoming a 
currency which can be traded for services 
– citizens receiving free access to social 
media in return for their data, for example. 
However, this has inevitably led to the abuse 
of data – Cambridge Analytica is just one 
high profile instance, and the resulting 
pushback will (and has already) come in the 
form of tighter regulations. While many may 
cheer stricter rules, we need to understand 

the great impact when judging their 
effectiveness at solving the root problem.
        The biggest and most well-known 
regulation to date is Europe’s General Data 
Protection Regulation (GDPR) that came 
into force in March 2018. The GDPR’s 
goal is to give citizens more control over 
their personal data collected by companies. 
Citizens are required to give clear consent 
before agreeing to give organisations their 
data, and it must be easy to withdraw that 
consent. This affects companies located 

   FEATURE      40



in and outside the European Union (EU), 
including those offering goods and services 
to citizens of the EU.
        Smaller firms and SMEs in Asia may 
feel they do not need to worry as their 
customers mostly come from the region only, 
but thanks to the globalised nature of trade 
today it will be inevitable that they will come 
into contact with customers and partners 
from the EU. A Malaysian ecommerce store 
offering traditional Malaysian clothing may 
sell to customers in France, a Thai Software 

as a Service provider may have clients in 
Germany. Thanks to the internet it is easier 
for SMEs to reach a wider global audience, 
yet should these same SMEs breach the 
GDPR then they could face fines of up to 4% 
of their total global turnover.
        These consequences could stifle 
innovation and entrench the positions of 
incumbent giants in the data space such as 
Google and Apple. Smaller companies are 
unable to share data, leaving the larger firms 
mentioned previously in full control. We 
can expect to see more in the coming years 
especially as the public backlash over how 
tech firms use our data grows and regulators 
around the world will want to know where 
firms source their data. Furthermore, 
regulators will also be exploring rules 
against the sharing and use of stolen data, 
and the production of fake or doctored data. 
Therefore, data provenance will grow in 
importance, authorities will want to know 
exactly where the data comes from.
        Regulations are not inherently bad, 
in fact they are vital to a well-functioning 
data economy and create trust, which 
in turn promotes growth. However, we 
need to ensure that data regulations 
focus on the citizen and don’t create 
negative unintended consequences. 
Regulations should focus on specific 
uses of data – insurers cannot deny 
healthcare to someone based on their 
medical data, for example – while still 
allowing for the sharing of anonymous 
data to drive innovation and improve the 
lives of citizens.
        When it comes to transparency, the 
current Data Economy is ill-equipped to 
handle this as it is murky and opaque. When 
companies purchase data, they are often 
reliant on multiple layers of data aggregators 
and middlemen, none of whom are willing 
to reveal the true source of the data they 
are selling. For example, if a restaurant firm 
wanted data on eating habits in a certain 
area, it would use a specialist data company 
to secure this information. That company 
would then use another firm – such as a 
survey company, or a F&B mobile app – to 
gather the required data.
        The fact that none of these firms are 

required to provide the source of their 
data opens up the possibility of fake or 
replicated data being sold to the end 
customer. Additionally, these firms make 
money based on the amount of data they 
sell, so there is little incentive to avoid 
duplicating data to create more volume, and 
therefore more profit. None of this would 
be known by the end buyer, who would be 
making multimillion-dollar decisions on 
where to place their next restaurant based 
on information about consumer habits that 
could well be wrong. Lastly, if a regulator 
visited and asked for the source of the 
data they used, there would be no way that 
company would be able to provide it.
        This is where technology comes in. 
A lack of transparency allows bad actors 
and fraud to thrive, yet data authentication 
technology that is backed by Blockchain 
will be able to solve the data provenance 
issue. By stamping data at its source with an 
indelible signature, any change in the data 
will result in a misalignment to the unique 
signature, signalling to the buyer that the 
data has been changed.
        This means two things, firstly once the 
data has been stamped, consumers of that 
data will know if the data they purchase 
has been duplicated, corrupted or faked. 
Secondly, and most importantly, it will result 
in accountability as data can be traced right 
back to the source. For companies this will 
make compliance easier and cheaper as they 
will be able to show exactly where the data 
they use has come from at all times. 
        Regulations are a necessary part of 
all industries, create trust and protecting 
citizens and businesses. However, the Data 
Economy is a big, complex and fast-growing 
industry. It is all too easy for regulators to 
force data gridlock in an effort to protect the 
citizen, stifling SME growth and innovation. 
By insisting on more transparency and 
providing the right technological solutions, 
we can get ahead of the regulators, reducing 
costs and making data more accessible to 
more SMEs. 
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ALPRO PHARMACY
S

tarted in Port Dickson, Malaysia in 2001, Alpro 
Pharmacy uses a community pharmacy model for its 
outlets. Using the Alpro Opportunity Pharmacy 

Partnership Scheme (OPPS) system, franchisees can take advantage 
of Alpro’s years of experience, with a holistic and practical business 
plan for pharmacists who are interested in venturing into the 
community pharmacy business.
        It is formed by three pillars of Alpro’s corporate positioning, 
which consists of professional service innovation, business 
management systems and community/customer engagement. Alpro’s 
unique customer engagement system enables franchisees to keep 
track of customers’ purchasing behaviour, needs and requirements. 
Alpro has also tailor made the engagement experience with data 
collected from years of operations.
        In embracing the local community, Alpro operates as a chain 
community pharmacy with nationwide presence, but each and every 
Alpro outlet operates unique to the community. For example, an 
outlet in a residential area is encouraged to provide community 
services to the residents with genuine warmth, while an outlet in a 
business district will be encouraged to provide quick and precise 
service to office workers. But above all, Alpro Pharmacy places safety 
of medication as their priority as a concept drilled throughout the 
entire organisation. 
        Alpro can provide franchisees with retail operations support, 
merchandising assistance, as well as enterprise resource planning to 
ensure the success of a community pharmacy, in line with their vision.

I
n sickness and in health, pharmacies are now 
part of our retail landscape. Acting as 
dispensaries for drugs that alleviate our 
illnesses, pharmacies act as gatekeepers to 
healthcare in tandem with doctors and the rest 
of the medical profession.
        However, pharmacies in the region 

have to contend with a saturated market, increasingly 
discerning customers, and an incursion of their market share 
by supermarkets and convenience stores. Startup technology, 
supply-chain e-commerce companies (i.e. Amazon) and e-health 
companies with innovative models are beginning to integrate into 
areas within traditional pharmacy businesses and practice models. 
That includes medication dispensing, same-day delivery, cost 
savings, prescribing, storage, compliance, and adherence. It’s still 
early on, but the potential success, scalability, and sustainability of 
their respective business model is worth watching.
        So pharmacies are beginning to offer more than just 
healthcare to customers – they are increasingly becoming more 
like one-stop shops for all things related to health, hygiene, and 
grooming. Items like soap and shampoo, grooming implements, 
and even makeup are being sold by modern pharmacies. 
Furthermore, pharmacies on the high street and in malls are 
also starting to sell small quantities of food and drink, much like 
convenience stores.
        Pharmacies in the region must also contend with an aging 
population and a shortage of primary care providers. This is 
associated with an increasing demand for prescription drugs, 
as well as a rise in specialty medications manufactured by 
pharmaceutical corporations. For the pharmacist, it means an 
increase in service levels for the aging Baby Boomer generation, 
which are used to face-to-face transactions and personal service 
from community pharmacies.
        Nevertheless, pharmacy franchises are underrepresented in 
areas outside major cities – and this presents a good chance for 
future growth. Here, SME explores pharmacy franchises that are 
worth looking at for the budding entrepreneur.
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GAMOT PUBLIKO
G

amot Publiko is one of the newest drugstore franchises in 
the Philippines. However, it has made significant inroads 
by providing affordable, effective and quality generic 
medicines that is supported by regular medical 

consultations with its customers.
        With its tagline ‘Your Generic Drugstore’, Gamot Publiko 
focuses on making medicines and other healthcare products and 
services easily available to every Filipino. Currently, Gamot Publiko 
has 50 stores located in Metro Manila and in the provinces of 
Laguna, Cavite, Marinduque, Quirino, Quezon, Cebu, Negros 
Occidental, Bohol, Davao and Cotabato.
        Franchisees of Gamot Publiko have the right to use the 
Gamot Publiko name and logo, with site evaluation assistance, 
store planning, design and construction assistance, and training 
on business management and store operations. Advertising and 
marketing support, with ongoing training and guidance is also 
available to franchisees. 
        The initial investment can be as low as 600,000 pesos, 
including the 160,000 peso franchise fee and other considerations 
such as construction, leasehold improvement, fixtures and initial 
working capital, which may vary depending on outlet size and 
location. Gamot Publiko’s outlet recommendations are that it should 
be visible from main roads or thoroughfares, near residential or 
commercial areas, and with high foot traffic. The floor area should 
be a minimum of 15 square meters, while all store designs and 
construction will come from Gamot Publiko.

APOTEK K-24
A

potek K-24 is an Indonesian pharmacy franchise 
with a unique selling point – its outlets are open 
24 hours a day, 7 days a week. In pioneering this 
concept, Apotek K-24 has more than 400 outlets 

which are located in 23 provinces, 101 regencies and cities 
all over Indonesia, from Medan to Merauke. 
        As it is open for 24 hours, the franchise offers more 
than just round-the-clock medicine and consultation. 
It also offers services and goods similar to that of a 
convenience store, such as daily essentials and bill-
paying services.
        Furthermore, the 24-hour concept has also lent itself 
to another innovation by the franchise - K24Klik Online 
Pharmacy which is the first online pharmacy in Indonesia 
that is “truly open 24/7 non-stop.” Medicines from Apotek 
K-24 outlets are delivered to customers on the spot, 
utilising its wide network and coverage.
        With regards to fees, for an outlet with the size of 
60 square meters in Java, in general it needs around Rp 
960 million to start. That investment includes franchise 
fees (brand royalty), building rent for a year, building 
renovation, medicine supply, exterior brand plate, interior 
and furniture, IT systems and software, production budget 
for 3 months, office inventory (motorcycle, AC, generator 
set, PABX, stationery etc), initial training fees, and 
licensing and administration of pharmacy opening.  
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in the first half of 2018, following a 16 year low growth of 3.3 
per cent in 2017. Agriculture and related industry sectors are 
expected to have recovered in the first half of 2018 with relatively 
benign weather.  
        Sri Lanka has maintained its steady economic expansion in 
recent years while also keeping a high level of macroeconomic 
stability. However, the government must simultaneously service 
its high level of debt out of diminished tax receipts while trimming 
the public sector and lowering historically high budget deficits. 
That will mean even better management of public finances and 
additional structural reforms to improve the business climate. 
        The Gross Domestic Product (GDP) per capita in Sri Lanka 
was last recorded at US$11669.10 in 2017, when adjusted for 
purchasing power parity (PPP). The GDP per capita when adjusted 
is equivalent to 66 per cent of the world’s average. The average of 
GDP per capita since 1990 to 2017 is US$ 6841.30. 
        The country’s economic freedom score is 57.8, making its 
economy the 111th freest in the 2018 index. Its overall score has 
increased by 0.4, with improvements in investment freedom, 
business freedom and judicial effectiveness outweighing a lower 
score for fiscal health. Sri Lanka is ranked 25th among 43 

AT A GLANCE   

S
ri Lanka is a lower middle income country with 
a population of 21.44 million (est. 2017). 
Following 30 years of civil war that ended in 
2009, Sri Lanka’s economy grew at an average 
of 5.8 per cent during the period of 2010 to 
2017, reflecting a peace dividend and a 
determined policy thrust towards reconstruction 

and growth. 
        The economy is transitioning from a predominantly rural-
based economy towards a more urban-oriented economy that is 
centred around the manufacturing and service industries. The 
country  has made significant progress in its socio-economic and 
human development indicators. Social indicators rank among the 
highest in South Asia and compare favorably with those in middle-
income countries. Economic growth has translated into shared 
prosperity with the national poverty headcount ratio declining from 
15.3 per cent in 2006 to 4.1 per cent in 2016. 

RECENT ECONOMIC GROWTH 
It is estimated that the economy to have grown by 3.6 per cent 

SRI LANKABY 
RAEFAH AB 
RAHMAN

   TRADE      

Official Name: The Democratic Socialist Republic of Sri Lanka  Population: 21.44 million (est. 2017)  Capital: Colombo (administrative capital)  Major Language: Sinhala, Tamil and English   
Currency: Sri Lankan Rupee (LKR)  Major Industries: Rubber, coconut, apparel and textile, tobacco, tea and petroleum  Major Export Commodities: Textiles, tea, spices, gems, coconut 
products, rubber and fish.  Major Export Partners: United States, United Kingdom, Germany, Belgium and Italy.  Major Import Commodities: Petroleum, textile fabrics, food, machinery 

and transportation equipments.  Major Import Partners: India, China, Iran and Singapore.  GDP: US$ 87.17 billion (est. 2017)  GDP Per Capita: US$ 4065.22 (est. 2017)]
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countries in the Asia-Pacific 
region, which indicates a high 
potential for future improvement 
and growth. 

TEA IS A BIG BUSINESS IN SRI 
LANKA If you are a tea drinker, 
your daily cup of tea may come 
from Sri Lanka. Brought from 
China in 1824 by the British, the 
first tea plant on the island was 
displayed in the Royal Botanical 
Gardens outside Kandy and 
has grown into a huge business. 
This teardrop island nation is 
still a leading tea producer and 
exporter, with over 1 million of its 
22 million people working for the 
tea industry.
        “Ceylon Tea” as it is known 

encourage you to do so, 
only use your right hand 
to hold food and pass it to 
your mouth. The left hand is 
reserved for holding the plate 
you eat from. Sri Lankans 
tend to be very considerate 
of vegetarians and will try to 
accomodate for them as best 
as they can. 
        Be aware that it is 
generally not appropriate to 
drink alcohol with dinner as 
many religious disapprove of 
the consumption of alcohol. 
Also, avoid giving alcohol as 
a gift unless you are sure that 
the recipient drinks. 

BASIC ETIQUETTE 
Many norms of etiquette are 
thought to mark differences 
in social ranking. Gender 
is one of a central factor 
in determining what is 
appropriate behavior. Men 
generally do not touch 
women out of respect as 
there is a tendency to view 
women as ‘sacred’. On the 
other hand, women are not 
encourage to touch or be 
seated beside a man. 
        Sri Lankans tend to be 
noticeably hospitable and 
welcoming when having 
guests visit their homes. 

It is a common practice to 
remove one’s shoes before 
entering someone’s house. Sri 
Lankans generally socialise 
before meal. It is best not to 
arrive with feeling hungry as 
you may not eat until a few 
hours later. 
        Try to accept any 
refreshments offered, as 
refusing them is considered 
impolite. Although strict 
punctuality is generally not 
observed, it is considered to 
be a symbol of dedication 
and respect if on tries to be 
punctual as possible. 
        Sri Lankans commonly 
eat with their hands. If they 

in tea-drinking circles has a 
unique floral note, and is prized 
for its mellow, delicate character. 
The highest grades of tea from Sri 
Lanka can fetch incredible prices 
on the world market, and are 
exhibited and drunk in the finest 
tea shops in London and Paris.
        For tea enthusiasts traveling 
to Sri Lanka, be sure to visit 
Ceylon Tea Museum situated just 
4 km south of Kandy. It is an 
ideal place to enjoy a nice cup of 
tea and learn about history of tea 
in Sri Lanka. You will find the 
exhibits of tea pioneers like James 
Taylor and Thomas Lipton who 
had helped make a tea part of 
daily life in the United Kingdom. 

Source: trademap.org
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ocated south 
of India, Sri 
Lanka is a 
hidden gem of 
the Indian 
Ocean. 
Beyond its 

ancient ruins, beautiful beaches 
and amazing wildlife, the island 
nation has many stories to 
uncover. Sri Lanka is a rich and 

fascinating country that has 
everything a traveller could 
possibly desire. The country is 
one of the best safari destina-
tions outside of Africa with an 
abundance of wildlife squeezed 
into its 26 national parks. There 
are verdant rainforests, misty 
hills amid fertile tea plantations 
and miles upon miles of 
dazzling beaches. 

BY 
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   BUSINESS TRAVEL      

grace and humility. Despite the 
nation’s past turmoil, the coun-
try and its people are moving 
quickly forward. 

Average weather in Colombo, 
Sri Lanka; 

        What’s more, the country is 
affordable and full of delicious 
cuisine as well as an intriguing 
history. The people have dealt 
with war, disaster and all the 
challenges of a developing na-
tion, and they have done it with 

SRI 
LANKA

L
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LOCAL ATTRACTIONS 

EAT SRI LANKA
If you’re in Sri Lanka’s capital 
city, Colombo, there is only one 
place to start - Galle Face Green.  
The largest urban park in this 
city, it is actually a cross between 
a park and a beach. It is a go-to 
to spot for sampling Sri Lanka’s 
tasty rainbow of street foods. 

  ISSO VADAI - spicy lentil cakes
that have prawns either mixed 
in or balanced on top. 

  KOTTU - bread, vegetables,
spices and meat or fish all 
mixed and chopped together. 

  SARAVITA AND COCONUTS - as
coconut is king in Colombo, 
Saravita is a street dessert that 
is luminously colored, with 
shredded coconut wrapped up 
in a betel leaf. 

  LAMPRAIS - combination of
meat, rice and ‘sambal’, 
wrapped into a banana leaf 
packet and steamed. 

  GREEN JACKFRUIT CURRY - young
jackfruit cooked with onions, 
garlic, ginger, mustard seeds, 
turmeric, chili powder, curry 
powder, pandan leaves and 
curry leaf sprigs. The final 
step is to add coconut milk 
and simmer. It’s every bit as 
satisfying as a meat curry.

  WOOD APPLE - a type of fruit that
you can only find in South 
and Southeast Asia. It has 
pungent smell, so your nose 
will detect it long before 
your eyes do. Inside the 
shell is a dark brown paste 
that resembles something 
between tamarind pulp and 
fermented raisins. 

while in Sri Lanka. There 
are many national parks with 
great experiences. Get the 
opportunity to see the high 
biodiversity of Sri Lanka in the 
form of its rare and endemic 
wildlife and avian species. 
        Kaudulla was identified 
as an Important Bird and 
Biodiversity area (IBA) by 
Birdlife International recently. 
The Safari is surrounded by dry 
evergreen forests and is home 
to rare grey slender loris, sloth, 
chevrotain, Sri Lankan sambar 
deer, axis deer and many more 
to name.

SUNSET AT THE FAMOUS ROPE SWING 
IN DALAWELLA The Dalawella 
Beach Swing is an example of 
how social media has driven 
local tourism through the roof. 
The swing is located just down 
the road from the popular 
tourist town Unawatuna. 
Famous for its rope swing and 
low bending palm trees, it is a 
beautiful strip of sand that has 
a few picture perfect spots and 
with water that is perfect for 
swimming. 

RIDE FROM KANDY TO ELLA VIA TRAIN 
(OR VICE VERSA)
It is said to be one of the most 
scenic, epic train journeys in not 
only just Sri Lanka but the world. 
The views on both sides of the 
rail are breathtaking. The train 
winds through the mountains 
overlooking farms and villages 
and of course vast tea plantations. 
        Hanging out of the train 
gives you the best views and is an 
awesome feeling but be careful 
not to leave your limbs out of the 
train at the wrong time as there 
are trees and tunnels that come 
close to the train. 

SAFARI IN KAUDULLA NATIONAL PARK
It is an incomplete experience 
if you did not go on Safari 

FACTS ABOUT SRI LANKA 

1  Sri Lanka was first colonised
by the Portuguese in 1505, 
then the Dutch in 1658 and 
lastly the British in 1796. 
The country gained full 
independence in 1948. 

2 Sri Lanka used to be called
Ceylon, the name of the 
country under the island’s 
first colonial ruler, Portugal. 
It changed its name to Sri 
Lanka when it became a 
republic in 1972. 

5 Adam’s Peak is the most
sacred mountain in the 
country. Perched in the 
picturesque area of the 
southern Hill Country, this 
holy peak has been a mecca 
for people of various beliefs in 
Sri Lanka for over a thousand 
years. Buddhists believe the 
impression to be Buddha’s 
foot, Muslims claim it as the 
footprint of Adam’s, while 
Hindus believe it belongs to 
Shiva. Christians have also 
claimed it for St Thomas. 

3 In 1960, Sirimavo
Bandaranaike 
became the sixth 
prime minister of 
Sri Lanka and the 
world’s first female 
prime minister. 

4 The unique shape
and position to the 
south of India, Sri 
Lanka is known 
as the Teardrop of 
India. 



investing in AI talent and have built robust 
information infrastructure. 
        Investments from Alibaba into 
Malaysia’s City Brain, in collaboration with 
Malaysia Digital Economy Corporation 
and Dewan Bandaraya Kuala Lumpur, 
an artificial intelligence-based smart city 
solution, to manage traffic at Kuala Lumpur 
the city council of the Malaysian capital is 
another leap towards digitising Malaysia, 
where knowledge-sharing and the crossover 
of best practices transpire.
        A big topic for 2018, big data; has driven 
deep learning and influencing decision 
making and Malaysia’s imminent transition 
to Industry 4.0 is on track. The allocation of 
RM210 million for the Readiness Assessment 
Programme and RM3 billion for the Industry 
Digitalisation Transformation Fund in 
the 2019 Budget to improve the adoption 
of Industry 4.0 related technologies is a 
testament to the government's  ambition in 
accelerating Industry 4.0 adoption.
        Over the years, we have observed that 
talk about better IT-business alignment 

2018 OVERVIEW: 
CHALLENGES & MILESTONES  

W
hilst helping customers 
better manage the 
challenges and disruption 
caused by digitalisation 
across Asia, we have the 
privilege of witnessing 
both the successes and 

challenges businesses face. 
        For example, with the new taxation 
law; the Sales and Services Tax (SST) 
here in Malaysia can pose significant 
challenges for businesses operations. For 
CFOs and accounting practice partners, 
this means reviewing financial projections 
as well as implementing new practices to 
incorporate the regulatory changes. Finance 
professionals will also need to manage these 
regulatory changes while going through a 
role transformation as their organizations 
continue to adapt to digitalization.
        With the new GDPR requirements on 
data privacy, businesses can no longer leave 
the security and privacy of their customers’ 
data on the backburner. Businesses in Malay-
sia that are required to comply with the GDPR 
have had to conduct internal assessments in 
order to ensure compliance. Whilst breaches 
with Facebook and Google has created much 
anxiety, this had drawn attention from busi-
nesses to audit their own data management 
and put in place sound practices. 
        This brings us to cyber security 
where we see companies investing into 
this area. The technology industry has 
been so focused on innovation for the past 
several decades that security has too often 
been an afterthought. 
        in 2018, we have witnessed Malaysia 
making leaps in tech adoption, with more 
companies adopting technology solutions 
and transforming its operations. We have 
seen Artificial Intelligence reshaping 
business strategies, Internet of Things 
accelerating data collection and bringing 
new capabilities. The gap between ambition 
and action is closing as more businesses are 

has been going on for decades but today 
digital transformation has finally become 
the catalyst that's making it happen. Leaders 
are using digital transformation to lead, 
communicating and translating business 
impact of tech projects in ways that everyone 
in the organization can understand. With 
this in mind, we see some of the inevitable 
trends that will take place here in Malaysia 
and the region.

01  ARTIFICIAL INTELLIGENCE
Artificial intelligence (AI) has been on the 
radar for years now but we see it being key in 
helping businesses cut back on time spent on 
repetitive tasks and better allocate resources 
to boost productivity in the coming year. At 
the time of writing, Sage estimates that lost 
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supporting mobility solutions, which is 
necessary for smaller businesses that are 
keen on cost management and driving growth 
while maintaining scalability. Today’s mobile 
workers also need quick reliable access to 
applications while on the move. According 
to a recent IDC report, the Asia Pacific SaaS 
market is set to reach US$4 billion by 2019, 
with 80% of new software from independent 
software vendors (ISVs) being delivered in a 
SaaS-based model.

03  CONNECTED PLATFORMS
Another trend we see is the blurring of 
physical borders in the business world. 
Businesses will continue to drive towards 
stronger collaboration and connection to 
their customers and partners, and cross 
border trade will not be much of a barrier 
especially with the explosion of e-commerce 
and m-commerce. 
        This trend is pushing businesses towards 
the adoption of connected platforms as 
they strive to lead data-driven initiatives. 

productivity due to administrative work has 
cost businesses in neighbouring Singapore 
over S$8 million, in 2018. Automation 
through AI can help traditional professions, 
such as accountants, dedicate more time 
to driving greater business value instead of 
being bogged down by menial tasks.
        Embracing emerging technologies, such 
as AI, will also be key for smaller businesses 
that may face great challenges in managing 
cash flow and hiring skilled resources. AI 
can ease some of these demands by taking 
on some of the mundane or repetitive tasks, 
freeing up human workers to redirect their 
attention to higher-value, profit-driving or 
more strategic activities.  

02  CLOUD-BASED SOLUTIONS
As businesses continue to drive towards 
efficiency and better cost control, cloud-based 
solutions such as pay-as-you-use software as a 
service (SaaS) will become more popular and 
readily adopted, especially here in Asia.
        Cloud technology works well in 

Several Asian cities have already embarked 
on connected platform projects that spans 
across the public and private sectors in a bid 
to transform themselves into smarter cities, 
e.g. taking a leaf out of their book, businesses 
will increasingly invest in connected 
platforms that enable them to combine 
data across business units, allowing them 
to generate real-time insights, make faster 
and better-informed decisions and quickly 
increase business opportunities.
        A study by PWC on smart cities in 
Southeast Asia indicated that Singapore and 
Malaysia are far ahead of all other Southeast 
Asian countries in terms of communication 
infrastructure and connectivity. This is 
indeed evidence that Malaysia is striving 
toward the adoption of cutting edge 
technology solutions and won’t be content 
being left behind.   

ARLENE WHERRETT IS VICE PRESIDENT 
AND MANAGING DIRECTOR OF SAGE ASIA



highlights how blockchain for enterprise 
remains by and large a vague optimism at this 
point in time. 
        Enterprises have to make sense of 
blockchain, as the stark reality is that they 
can no longer afford to shy away from 
embracing the technology any less than the 
consumer on the street. From its immutable 
character, blockchain has the immense 
potential to overcome many of the most 
challenging problems pertaining to issues 
of security, transparency and efficiency 
for enterprise adoption. By gaining an 
appreciation of the true value of distributed 
ledger technologies, companies are able to 
embrace the potential of blockchain, and 
more importantly understand the critical 
role decentralized technology has to play. 
As blockchain continues to headline the 
digital conversation, enterprises will have  
to join the disruptor – or risk being 
disrupted themselves. 

D
istributed ledger 
technologies (DTL) have 
long illuminated the path 
to a decentralized world 
promising greater 
efficiencies and smoother 
processes, seamlessly 

bridging the gap between the 21st century 
model of the economy and the financial 
utopia first suggested by the ambiguous 
Satoshi Nakamoto. The premise of 
blockchain is a simple one, and yet the 
possibilities are endless; the technology has 
steadily gained a loyal following across 
various industries such as real estate, human 
resources, supply chains, retail payments, 
energy providers and more. With its much 
celebrated success, why then is enterprise 
adoption lagging behind?
        Let’s take a closer look at the curious 
case of enterprise. 

DISRUPTOR OR DISRUPTION 
Blockchain was first proposed as a solution 
to move the financial industry away from 
centralized banks and financial institutions 
after confidence reached an all-time low. 
In 2009, the very first code for bitcoin was 
published and thus announced the arrival 
of blockchain as we come to know it today. 
Over the years, the explosive growth of 
the market has been met with a plethora of 
projects, platforms, and technology stacks, 
each vying to bring the crypto and blockchain 
space into the mainstream spotlight. And yet, 
despite these valiant efforts, a report from 
Greenwich Associates revealed that 57% 
of executives polled in their study admitted 
that they continue to face challenges in 
incorporating distributed ledger technologies 
in a commercial setting. In turn, this 

BLOCKCHAIN AS A FORCE FOR GOOD 
Speed and scalability have often been 
cited as the main reasons stifling adoption 
rates, as results from the same Greenwich 
study showed that 42% of firms pointed at 
scalability as one of the culprits. One such 
technology to combat these concerns is 
Directed Acyclic Graphs (DAGs). Although 
not entirely blockchain technology, DAGs 
are often regarded as the younger sibling 
of blockchain or blockchain 3.0. With the 
capability of improving the low throughput, 
high costs, and compromised security that 
have plagued existing platforms, DAGs 
address many of the significant roadblocks 
hampering the route for enterprise adoption. 
        As enterprises deploy the transformative 
power of decentralized ledger technology, 
they need to do so with their business 
objectives and needs in mind, and not only 
take on adoption as a token effort. The 
greatest success for enterprise adoption will 
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its parts, and none better to describe the 
network effects of an enterprise alliance. As 
projects struggle to gain a foothold in the 
increasingly crowded industry and regulatory 
bodies increasingly exercise a tighter 
rein, enterprises have at times observed a 
disconnect as their needs are overwhelmed 
by the industry noise. The creation of a space 
for constructive discussion goes beyond that: 
members benefit from sharing of resources, 
insights from past experiences, as well as 
standardized guidelines from participatory 
participation. With the chorus of voices 
from various stakeholders, alliances present 
the opportunity for the industry to present 
a united front and further the drive for 
innovation within the space. 

BLOCKCHAIN AS THE NEW NORMAL 
Riding on the wave for enterprise 
blockchain, companies have come to realize 
that distributed ledger technologies are here 

occur when companies demonstrate a clear 
understanding of the technology and seek out 
meaningful partnerships. It is important to 
consider the synergies between the two; how 
blockchain advances the industry towards 
a modernized front, and how enterprise 
adoption will become the testbed for 
blockchain innovation. 

PRESENTING A UNITED FRONT 
In order to accelerate blockchain ahead in 
the adoption curve, enterprise alliances 
have emerged in providing a framework 
for greater utility and scale of distributed 
ledger technologies. Enterprise alliances 
are an encouraging sign that the industry 
is fast maturing as it considers not any 
one singular perspective, but rather 
acknowledges a dynamic industry that 
thrives on the the cohesive and sustained 
efforts of its members. 
        The whole is greater than the sum of 

to stay; and the onus falls on the blockchain 
industry to engineer solutions that truly 
innovate and reinvent existing ways of 
work. While many projects have stepped up 
to the plate, alternative solutions such as 
Byteball, Fantom, and IOTA are validating 
DAGs as offering strong competition 
to traditional blockchains. Ultimately, 
enterprise adoption will depend on whether 
projects can effectively provide a solution to 
blockchain’s weaknesses — and those that 
can do so first.  

JAKE CHOI IS THE CHIEF MARKETING OFFICER 
OF FANTOM FOUNDATION.
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can-do language. He dem-
onstrated a track record of 
tangible successes and he was 
including, not excluding, all of 
us in his message, whether we 
liked him or not. He displayed 
a calmness and confidence 
many of us could relate to 
without coming across as ar-
rogant or out-of-touch.

        Whether you like or dislike 
Dan Andrews and his team, they 
gave many of us a reason to keep 
moving forward together with 
purposeful optimism. And that is 
what the majority of us bought 
on election day – even rusted on 
Liberals voted Labor for the first 
time ever in their lives. Now that is 
saying something.
        So whether we are a business 
or a political party, none of us is 
immune to the power of having a 
clear sales strategy, sales process, 
committed sales team and leaders, 
and healthy, can-do, inclusive 
culture that paves our pathway 
to success. My own experience 
clearly shows that politicians 
like to be friendly (I have to go 
to events as there are people to 
meet, things to do, and babies 
to kiss!).  However, many fail to 
engage with people in genuine 
and caring discussions. They 
appear to talk, but fail to listen.’
        We all know that when 
salespeople talk and fail to listen to 
customers, they fail in sales. And 
the same is true for politicians.
        Effective politicians and 
political parties, like effective 
salespeople and client centric 
businesses, aim for genuine 
‘customer’ engagement by asking 
questions and actively listening 
to and understanding the real 
needs, concerns and priorities 
of their constituents. Taking this 
information on board, they can 
then form meaningful policies, 
strategies and action plans in 
context of their values and the 
overall environment they find 
themselves operating in. From this, 
they can take a clear vision and 
value proposition to market that is 
meaningful and engaging to their 
‘customers’ which enhances the 
chances of people ‘buying’ what 
they are selling.
        It’s Selling 101.
However, if political parties do not 
take heed of this then CHANGE, 
from some, is going to be very 
difficult indeed.
        Remember everybody lives by 
selling something. 

E
ven in the advent of big 
data, the nature of 
developing genuine 

customer relationships is 
generally not understood well 
enough by most businesses, and 
is not often on the agenda for 
thorough examination.
        This got me thinking about 
political parties and the nature 
of their relationships with their 
party members and the broader 
communities upon which they rely 
upon to get elected.
        So what’s this got to do 
with my favourite subject, Selling 
Better? Everything as it happens.

WHAT ARE THESE POLITICAL 
PARTIES SELLING AND TO WHOM?
It’s hard to ignore the farcical 
events happening on a daily basis 
on our nation’s political stages, 
such as the infighting, warring 
factions and leadership one-
up-man-ship by one particular 
federal party and its state factions, 
especially in Victoria and New 
South Wales.
        This fiasco is on full public 
display every day and has the 
media in a frenzy, reporting every 

nuance, every innuendo, and every jibe. And let’s be honest, many of us 
are looking at this drama like one would look at a train crash happening 
in slow motion. We cannot turn away as it’s fascinating in a macabre sort 
of way. It is also a shameful trashing of a big name brand that seems to 
have lost all sense of purpose to what it once stood for. I suspect Menzies 
would be turning in his grave.
        Post the Victorian Election, fingers are pointing everywhere looking 
for someone to blame; someone to hold to account; and there is a 
question mark over leadership and little evidence of strategic direction. 
Instead, from the outside, we see competing ideologies butting heads. 
Everyone in this party, it seems, is losing it, lost or looking for answers 
and some are wanting to fix this before it’s too late. But where to start?
        Well for one thing, they could start by stepping out from the comfort 
of their own insular abode and get involved with the broader Australian 
community, seeking feedback and insights that would broaden their 
horizons and give them a better understanding of what people really 
want and need; what people are really thinking and saying; what people 
are doing now, to pave a pathway forward to the future with or without 
the politicians.
        By the way, before anyone accuses me of bias, I declare that I am 
neither a Liberal or Labor party member. I am purely interested in 
asking the following questions and exploring the current state of affairs 
from the perspective of Selling Better. So…
   What lessons can we learn from how each of the main parties

approached ‘selling themselves’ in the 2018 Victorian Election?
   What are the consequences of not learning from these lessons for

both political parties at a state and national level in upcoming elections?
Let’s begin: Someone asked me the other day, ‘Did Matthew Guy lose 
the Victorian Election or did Daniel Andrews win it?’
I think it was a bit of both. Here’s why (in brief summary):
   Matthew Guy and his team’s campaign appeared to focus on scare

tactics and marginalising voters by sending messages most of us could 
not relate to; they came across as internally focused forgetting how to 
listen to and engage with the constituents on all sides; they presented 
no real purpose or vision for our collective future nor showed a real 
and tangible pathway forward; what they had to offer lacked depth 
and substance – except their stance on law & order; and their overall 
brand and reputation was severely affected by the infighting of their 
national ‘colleagues’ – they were tarred by the same brush.

In sales terms, they were NOT customer centric because they forgot who 
the majority of their customers were and, instead, focused their message 
on micro segments that would never win them an election; fundamentally 
they chose not to listen to or give what the majority of their ‘customers’ 
wanted and needed; and they had no real strategy or compelling value 
proposition we could buy into; their main message was ‘Get back in 
control’ which was completely at odds with the reality of our experience 
in Victoria and their reactive behaviours and out-of-touch campaign. 
People saw through this for what it was: desperation and disunity. Who’d 
want to buy that?
        This does not mean that the individual Liberal candidates in 
their various electorates were not doing a good job or worthy of being 
elected. Some of them are capable people, like John Pesutto who lost 
Hawthorn, a bluer than blue ribbon seat for the Liberals. How do you 
lose Hawthorn??? All the reasons mentioned above.
        Like any business or sales team, it doesn’t matter how good the 
individual is, if the company brand is on the nose, and the whole team 
is not co-ordinated and united around a compelling purpose and vision, 
and you cease listening to and engaging with the majority of your 
customers, and there is nothing of value to sell, then there is very little 
hope of success. You are at high risk of going out of business fast.
   Contrast this with Daniel Andrews and his team’s campaign. He

and the team were centred around a clear vision for our collective 
future – we could see what we were buying. The team was co-ordi-
nated, united, disciplined and consistent. They gave us a compelling 
value proposition we could buy-in to that offered unity, stability and 
sanity which was in clear contrast to the Liberal Party’s insanity. 
Dan Andrews himself stayed on an optimistic course, talking about 
what could be done, and what would be done. He used positive, 
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A
t one meeting of the 
Board of the Peter 
Drucker Foundation, I 

asked Peter, “You have written 
so much about mission—what is 
your mission?”
        Peter replied, “To help 
other people achieve their goals—
assuming that they are not immoral 
or unethical!”
        Along with his brilliance, Pe-
ter was a simple and humble man 
who wanted to help others achieve 
their goals. He not only taught me 
about management, he also taught 
me about life. By his example, he 
showed me the importance of lov-
ing what you do—and communicat-
ing this enthusiasm to others.
        Peter loved his wife, family, 
friends, work, and life. His zest 
for living was always there—even 
at the end. I visited with Peter 
shortly before his death. He took 
the time to have a lively discussion 
about the state of the world and the 
future we face. I was amazed at his 
sense of history, his deep insight, 
his passion, and his caring. Peter 
Drucker did not just teach by what 
he wrote—he taught by who he was.
        Here are learnings that I 
received from Peter Drucker, 
which have shaped who I am, what 
I do, and how I work in the world.
        Peter once told me that com-
panies should be able to “put their 
mission statement on a T-shirt.” 
Try this for yourself. It is not easy. 
The benefits though are extraor-
dinarily high, as this exercise will 
help you focus and become very 
clear on your mission. For ex-
ample, my own mission is to be the 
world authority in helping success-
ful leaders achieve positive, lasting 
change in behavior. Your custom-
ers (or employers) will respect you 
more if you do not pretend to know 

making a positive difference and 
selling their ideas to decision 
makers, not on proving how 
smart or how right they are.”
        Finally, one last lesson that 
Peter taught me is this wonderful 
phrase that inspires me to action 
every day: “The greatest wisdom 
not applied to action and 
behavior is meaningless data.”
        Will we ever be able to 
write a similar article about 
learning from, and being 
inspired, a machine? I rather 
doubt it. 

everything about everything, but instead have a unique brand.
        Peter taught me three things about how to impact decision makers 
and thus make a huge impact at work. First, he taught me that our 
mission in life is to make a positive difference. It is not to prove how 
smart we are or how right we are. We get so lost in proving how smart 
and how right we are that we forget that’s not what we’re here for.
        The second thing that Peter taught me about making a huge 
impact at work is that every decision in life is made by the person who 
has the power to make the decision. Make peace with that. Decisions 
are not necessarily made by the best person, the smartest person, or the 
right person.
        And, third, he said, If I need to impact a decision-maker and they 
have the power to make a positive difference, the one word I should 
use to describe them is “customer.” I’ve put all this together in a short 
phrase that I teach to all of my clients. “The best leaders focus on 
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have and know that I have poor 
impulse control around says “sure 
– I’ll work on that book project,” 
by putting this on my Won’t Do list 
for 2019, I say no to everything.
        A personal example on my 
Won’t Do list is “buy another big 
thing other than art” (e.g., house, 
car). I’ve got enough. Amy and 
I talked about this around my 
birthday (she was looking into 
getting me a new car) and I didn’t 
want one. I suggested that we buy 
a half dozen Subarus and park 
them in front of my friend Dave’s 
house (Dave hates Subarus) and 
call them an “art installation” 
instead. As I thought through this, 
I realized I don’t want something 
new like this for a while. In 
contrast, I exempted art because 
when I thought about it, I wanted 
to buy some additional art this year 
(especially sculpture.)
        What’s on your Won’t Do list 
for 2019? 

I
n the world of 
entrepreneurship, there 
are endless things to do. 

Tasks, to do lists, new initiatives, 
new projects, and P1s. Leaders 
spend a lot of time planning, 
especially in the context of “we 
have to grow more, do more, and 
get bigger.”
        Lately, I’ve been suggesting 
to a few of the CEOs who I work 
with to make a “2019 Won’t Do 
List.” While this is a high-level list 
of things not to do, it can be on 
multiple dimensions.
        I like to start with things that 
often are optional, but consume a 
lot of time and energy. Examples 
would be “an acquisition” or “a 
financing” or “an IPO.” Let’s 
take “acquisition” as an example. 
Assume you are a fast growing 
company with plenty of financial 

resources. Maybe you’ve made some acquisitions in the past. But, you 
haven’t thought about it specifically, so it’s a reactive or opportunistic 
move. It’s very freeing to decide “this year we aren’t making any acquisi-
tions and we aren’t going to be distracted by the motion around an acqui-
sition.”  The nice thing about being a CEO, especially of a company in a 
strong position, is that you can change your mind. But by declaring what 
you won’t do up front for some time, it makes the decision one where 
you have to actively change your mind about what you won’t do.
        Then, I like to roll into metrics that create a floor on how the 
business will operate. For example, “We won’t have a month of negative 
EBITDA.” Or, “well never have negative cash flow of more than 
$500,000.” Or, we won’t hire anyone new, other than replacing attrition, 
until after we have revenue of $X / person.” These are different than 
what your goals are, where the goals look like “We are going to grow 
10% month over month” or “We will adhere to the rule of 40 for a 
healthy SaaS company.”
        Then, I like to end by pushing the CEO to define personal Won’t 
Dos. These can be behavioral or functional. Most people are comfortable 
with the functional ones, but struggle to identify the behavioral ones. 
I like the struggle around this – it almost always generates fascinating 
conversations that are highly personal.
        An example of something from my Won’t Do list is “take on another 
book project.” I have several that I’m working on and I’m happy about 
them, but once I’m finished with them, I’m not going to do any more 
non-fiction for a while. I have a desire to write some near-term science 
fiction and see if I’m any good at it. Since I want to finish the projects I 
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THE CONSUMER TO  
CONTRIBUTOR CONTINUUM

P
eople who live in 
developed societies are 
routinely referred to as 

“consumers.” From a customer 
service, business and marketing 
perspective this concept of a 
compulsive consumer makes 
sense, because that’s exactly what 
we are.  We consume food, 
beverages, electricity, gasoline, 
entertainment, clothing, an 
ever-growing variety of household 
gadgets, electronic devices, and 
other accumulating “stuff”.
        “Consumer” is a synonym 
for “customer” or “shopper”. And 
in these terms being a consumer 
doesn’t seem objectionable. After 
all, few of us grow our own food, 
make our own clothing, or chop 
the wood to heat our homes—
and neither do our neighbors. 
Purchasing these necessities (and 
yes, a fair number of luxuries) is 
simply part of modern life.
        The problem arises when the 
word “consumer” stops being a 
word that describes our transaction 
patterns and instead describes our 
attitude, our lifestyle, and even 
our identity. When we find that 
we’ve become more a compulsive 
consumer than a conscious 
contributor, then we’ve lost an 
essential part of what makes us 
human. We’ve reduced who we 
are to what we can buy rather than 
how we can care, give, or serve—
and that’s a huge loss, not a gain.

THE GARBAGE DISPOSAL 
LIFESTYLE Being a compulsive 
consumer is like being a garbage 
disposal in the kitchen sink. A 
garbage disposal unit “eats” 
whatever is put into it, but it 
doesn’t give anything back. Stuff 
goes into its endlessly grinding 
maw and nothing ever comes 
back out. (Not that you would 
want a garbage disposal unit to 
regurgitate its contents.) The 
point is, a garbage disposal 
doesn’t have a reciprocal 
relationship with anything around 
it. It’s the ultimate taker.
        Isn’t that how we live 
when we behave as compulsive 
consumers? We suck in whatever 
we can afford (or what our credit 
limit allows us to charge). We 
wear stylish clothes, eat overpriced 
meals at trendy restaurants, 
entertain ourselves with the latest 
gadgets, upgrade our cars and 
homes more often than needed, 
and overwhelm our kids with toys.

        When we’re not actively consuming, we’re often thinking about 
what we want to buy next. And often, our consumption isn’t prompted 
by genuine need or thoughtful consideration, but by clever marketing 
which stimulates greed, laziness, desire to keep up with the neighbors, 
or an insatiable urge to fill our emptiness or cover our unhappiness 
with more and better “stuff.”
        We rarely think about the fact that when we consume we are 
also in relationship with someone else, whether it’s a manufacturer, 
salesperson, or customer service provider. Instead, we see our 
purchases as opportunities to satisfy ourselves, to become happier, to 
fill a hole in our lives, to one-up the neighbors, or to give our kids an 
edge. We don’t think about our consumption as a genuine interaction 
that creates a real impact on others. Often—like the garbage disposal 
unit—we don’t make any effort at all to give back to the person who 
sells, provides, or services what we are consuming.
        We think that giving them our money is enough to fulfill our 
obligation. Like a garbage disposal, we are simply “sucking in” what 
we want and washing it down with money. We don’t focus on—or 
sometimes even notice—the quality of our human interaction with 
others. In fact, at our worst, our attitudes and behaviors may even drain 
energy from those who serve us.

BEING A CONSCIOUS AND CONNECTED CONTRIBUTOR
But this compulsive consumption is not required. We do have a choice, 
and we must make this choice every day. Instead of unconscious, 
compulsive consuming, we can choose a mindset of conscious and 
connected contribution. We can recognize that life is reciprocal and 
social. We can participate in each of our interactions as an exchange 
of energy that affects both sides far beyond the products and services 
purchased, or the money made.
        When you choose to be a connected contributor, you recognize 
the act of consumption itself can be shifted to a more meaningful level 
by valuing the human element that’s always present in an exchange of 
goods and services. This mental shift is what changes our attitudes, and 
this changes our behavior. And changing our behavior is what, quite 
literally, what changes the world. 

This article is from Ron Kaufman’s 
book, The Joy of Service.
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AskGaryVee     GARY VAYNERCHUK

S ociety puts a lot of 
pressure on people in 
their 20s to “figure out” 

their lives.
        The reality is, most 57-year-
olds don’t even have their lives 
figured out. There’s no reason to 
put pressure on yourself so early in 
the process.
        Here are a few things to 
remember as you’re navigating life 
in your 20s:

01 TAKE THE BIGGEST  
RISKS OF YOUR LIFE.
Going “conservative” in your 20s is 
something you really, really should 
debate. Especially if you aren’t in 
debt.
        When you’re this young, the 
number one thing you should focus 
on is executing on the most high 
risk behaviors of your life.
        The biggest reason that so 
many people become unhappy 
is that they play life in “reverse.” 
They go for the safe and practical 
job right out of school, and they 
buy expensive stuff to impress 
their parents and friends. Then, 
it becomes less practical to quit 
their job because they’re “chained 
down” with expenses.
        Instead, make high risk moves 
around the thing that will make you 
the happiest.
        This is exactly when you 
should go live in Bali for a year. 

This is exactly when you should try and become Beyonce.  
        This is exactly when you go on the “offense.”

02 DON’T BE AFRAID TO TAKE A $12 / HOUR  
JOB OVER A $52K / YEAR JOB.
I’m a big believer in working for cheap (or free) for the person you want 
to try and become.
        Getting “closest to the sun” is where all the leverage is.
Here’s what I mean by that:
        If you go and work for someone you admire and do an incredible 
job, they could “put you on” and change the course of your entire 
career. For example, if you admire Alex Rodriguez or Chance the 
Rapper and you had the chance to run their social media for $12 / hour, 
there’s no question that would be better than a job that pays $52,000.
        Imagine what it would be like to be known as the guy or girl behind 
A-Rod’s social or Chance the Rapper’s videos.
        Be humble, patient, strategic, and stop caring what your living 
situation looks like to people “on the outside.” You’ll set yourself up for 
an incredible future.

03 DO IT BECAUSE YOU ENJOY THE PROCESS,  
NOT BECAUSE YOU’RE CHASING RESULTS.
When I look for talent, I’m obsessed with finding people who love the 
process — not the stuff that the game “buys” you.
        If you’re focused on the cars, the shoes, and “posturing” to your 
friends, you’re finished. If you’re building a business or navigating your 
career based on what’s going to get you the off-whites, private planes, 
spa treatments, or jewelry, you’re not going to have a long career.
        So many people in their 20s are taking jobs that pay a few 
thousand dollars more just so they can buy more stuff. Don’t get me 
wrong, I have empathy for people in debt. But a lot of people are taking 
these jobs because they’re trying to live up to the expectations of their 
parents and friends.
        I look for people who “can’t breathe” if they’re not doing their art 
because those are the people who are going to win long term. For me, 
business is my art. For you, it might be design, performing on stage, or 
something else. 
        Whatever it is, be that person who’s obsessed with their craft and 
would be doing it for “free” no matter what.

04 DON’T STRESS ABOUT FINDING THE ANSWER TO  
“WHAT SHOULD I DO WITH MY LIFE?”
If you don’t know what that “craft” is yet, that’s okay.
        It blows me away how much pressure we put on people in their 20s 
and early 30s to have their entire lives figured out.

        Of course you don’t know what 
you want to do yet – you haven’t 
even lived yet!
        Now’s the time to be massively 
risk-oriented and try everything you 
want to try. There’s no “wrong” 
move you can make. If you genuinely 
want to spend every minute working 
like I did, great. If you want to travel 
to Bali or work in a vineyard in 
Tasmania, great.
        Now is the time to go have dif-
ferent experiences and try different 
jobs until you find one you like.

05 STAND UP TO THE PEOPLE 
YOU LOVE AND HAVE TOUGH 
CONVERSATIONS.
If there’s one piece of advice you 
take away from this article, it would 
be this:
        Have the conversations you 
need to have with the people you’re 
closest to.
        Tell them the truth. Tell them 
how you feel about everything 
— about what you want to do, 
where you want to work, your 
insecurities, how you feel about their 
expectations, and everything else.
        It will absolutely change your 
life. Even if they get angry and react 
poorly, their level of respect for you 
will be enormous.
        It saddens me that so many 
people allow the opinions of their 
parents and their friends to hold 
them back in their careers, or worse, 
push them to make decisions that 
have terrible long term consequences 
(like taking on massive debt).
        If you don’t have the tough 
conversation with them now, you’ll 
resent them in the long term because 
you lived your life for them and not 
yourself.

06 STOP DEBATING.  
START EXECUTING.
I implore you to not worry about the 
current judgement being deployed 
on you.
        One of the biggest reasons I’m 
happy and can navigate my life so 
quickly is because I believe in one 
thing more than anything else:
        The truth will play out in 
the end.
        It’s not that I’m right or will 
be right, it’s that the truth plays 
out regardless. It’s pointless try to 
prove those around you wrong with 
your words.
        Stay patient, and do it with your 
actions. 



A round this time ten years 
ago, the US economy was 
famously tanking.  I 

remember it well as revenue at 
Objective Management Group 
dropped by more than 30%, almost 
overnight.  During 2008 and 2009 
more than half of all US sales reps 
were missing quota and 
considering the circumstances, that 
didn't seem to shock anyone.  But 
during a slow crawl back to 
respectability between 2010 and 
2016, and soaring revenue during 
2017-2018, the percentage of reps 
making quota has not only 
remained flat, but the percentage 
hasn't even returned to pre-2008 
rates.  This article attempts to 
explain why.
        Here are 12 possible reasons 
that don't attribute everything to 
the completely useless 80/20 rule:

01.  Companies are setting
unrealistic quotas, basing in-
creases on nothing other than 
the belief that "Our revenue 
should be soaring too"

02.  The quotas are realistic for
the territory but the reps aren't 
up to the challenge as only 5% 
are elite, 20% are strong and 
25% are serviceable.  50% of 
all salespeople suck anyway!

03.  As the market for sales
candidates has dried up, 
companies are lowering 
their standards and hiring 
crappy salespeople to keep 
territories staffed.

04.  The wealth of Inbound leads,
most of them nothing more 
than contacts, have made 
salespeople incredibly lazy.  
Only 24% of the bottom half 
have the Hunting competency 
as a strength.

05.  Only 14% of the bottom half
of all salespeople have and/or follow a formal, structured Sales 
Process.  In other words, they wing it.

06.  The ever-increasing difficulty reaching decision makers has left
salespeople with pitiful pipelines.

07.  Only 10% of the bottom half of salespeople are providing,
demonstrating or selling value, resorting to price as they fail to 
differentiate

08.  Salespeople are still taking a transactional approach to selling
instead of learning and embracing the more desirable consultative 
approach to differentiate themselves from the competition. Only 3% 
of this group has the Consultative Seller competency as a strength.

09.  Salespeople are mistaking "nice to have" for "must have".  When
they only get their prospects to "nice" they fail to create urgency, 
making it difficult to get decision makers engaged or money 
approved, with opportunities stalling in the pipeline.  Only 20% of 
the bottom half of all salespeople have reaching decision makers 
as a strength, only 9% of that group has the  Qualifier Competency 
as a strength, and only 22% of this group has the CRM Savvy 
competency as a strength.

10.  Lack of Commitment - 53% of the bottom half of all salespeople
lack the commitment necessary to do what it takes to achieve 
success. When it becomes difficult, they do what's easiest and most 
comfortable instead of what is required.

11.  Excuse Making - Even worse, 66% of the bottom half of all
salespeople make excuses, rationalize their outcomes, preventing 
improvement.

12.  Sales DNA - In order to execute sales process, methodology,
strategy and tactics, salespeople must have strong Sales DNA. The 

bottom half of all salespeople 
don't, as only 3% of them 
have Sales DNA that is strong 
enough to help them execute.

If the bottom 50% are this bad in 
all 21 Sales Core Competencies, 
then what are the bottom 
50% good at? They may have 
tremendous product knowledge, 
decent presentations skills and 
some great relationships, but they 
aren't very good at selling. They are 
really order takers.  If they work 
for the best-known company, the 
low price leader, or the incumbent 
vendor, then it might be enough. 
But if they work for an underdog 
it's simply not enough to get the job 
done. 

Dave Kurlan is a best-selling 
author, top-rated speaker and 
thought leader on sales devel-
opment.  He is the founder and 
CEO of Objective Management 
Group, Inc., the industry
leader in sales assessments 
and sales force evaluations, 
and the CEO of David Kurlan 
& Associates, Inc., a consulting 
firm specialising in sales  
force development. 
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SUPPLY CHAIN PROFITABILITY     WITH ROY STRAUSS

Roy Strauss, president 
of The Strauss Consulting 

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

increase their profitability and 
competitive edge by improv-

ing customer service while 
reducing costs since 1983. SCG 

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

the complete design and imple-
mentation of distribution and 

manufacturing centers.

THE PROCESS STEPS
A contingency plan requires performing a wide range of activities prior 
to any disaster in order to properly prepare for the potential disruption 
in business. Possible scenarios must be identified, economic feasibility 
must be considered, and support at the highest levels of the organization 
must be obtained for any plan to be effective. The following is a list of 
steps required to create and execute a significant disaster recovery plan.

  Step one is to identify and document the critical operating
requirements and customer service considerations for each operating 
segment of the business:

    Who are the critical customers?
    What are the critical products?
    What labor is required to fulfill critical orders?
    What inventory levels are required to fulfill critical orders?
    Which are critical manufacturing resources and equipment for 
    key products?
    How long of a shipping delay will customers accept?

  This is followed by the development of a detailed disaster
classification matrix. For each element in the matrix it is necessary 
to determine a disaster recovery action plan and deployment 
methodology for catastrophic occurrences (acts of nature, etc.) to 
include at a minimum:

    Order processing and billing system backup processes
    Fulfillment by vendors and/or other production locations
    3rd party logistics providers
    Space-occupancy, labor shifting, & skeleton systems
    Recommended equipment redundancies to support the plans
    Internal and external notification procedures
    Who is responsible (primary and back up) for every 
    action required.

A contingency plan can then be developed to include all detailed proce-
dures to be used during and after a disaster, including backup alterna-
tives that have been determined in previous steps. Specific responsi-

bilities for key personnel must be 
spelled out, and procedures for 
maintaining and updating the plan 
as systems or processes in the 
organization change must also be 
made clear. A new contingency-
based organization chart may be 
created, which would include the 
team members, reporting struc-
tures, and departmental functions 
for each of the key personnel in 
the organization. Key personnel 
should be trained in the plan and 
a practice drill should be done to 
ensure that the staff is ready to per-
form should a disaster occur. This 
structure may look quite different 
than the current organizational 
chart. A critical path chart should 
be in place to continually manage 
and update requirements for a suc-
cessful recovery.
        The contingency plan provides 
an understanding of the current 
and future needs, with concen-
trated focus on high profit margin 
items and their implications on 
infrastructure, storage, throughput 
capacity, and processes. This plan 
should be no longer than 15-20 
pages, or else it will never be read 
or used. Key personnel should 
have a copy of this documentation 
at home, along with their assign-
ments, current inventories, and all 
key phone numbers. 

WHAT IT IS

A
 contingency plan is a set 
of documents that 
describe the 

responsibilities and procedures 
that must be implemented when 
unplanned changes or unexpected 
disasters occur. These risks include 
natural disasters, fire, building 
failures, technical failure, acts of 
terrorism, regulatory issues, labor 
issues, or other significant 
disruptions to business beyond a 
company’s control.

WHY IT IS NEEDED
Contingency planning can 
minimize the effects of an 
unexpected change or disaster 
by having staff members fully 
prepared to react quickly, by 
eliminating confusion, and by 
allowing for a quick transition to 
alternate manufacturing and/or 
distribution plans that will reduce 
service disruptions. A well-planned 
disaster recovery plan will also 
provide a sense of security, insure 
organizational stability, and create 
an orderly process to return to 
business as usual as quickly as 
possible. Developing a formal 
documented contingency plan 
has become an important part 
of operations for any business, 
regardless of size.
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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.

O ne of the fastest growing 
segments of our 
population today is made 

up of college graduates in their 20s 
or early 30s who have moved back 
home because they have not been 
able to adequately launch their 
careers. I admire families that 
stand in the gap when people have 
a true crisis or a pressing need, but 
in many cases, I think this 
comfortable safety net may be 
counterproductive.
        After most of my speeches 
at arena events or corporate 
conventions, I have a chance to 
meet people, sign books, and take 
photos. I’m always excited to hear 
about people’s goals, plans, and 
dreams. Recently, I met a young 
man who told me about his interest 
in launching a business. He said, “I 
might as well try it, and if it doesn’t 
work, I can always live in my 
mom’s basement.” I told him that 
success requires persistence and 
tenacity that is often at odds with 
having a comfortable alternative or 
Plan B.
        When he asked about my 
own experience in launching my 
own career as an entrepreneur, 
I told him, “My mom didn’t 
have a basement.” My parents 
raised my brother and me in 
an exemplary fashion giving 
us the tools and instruction as 
well as the examples we both 
needed to find success in our 
individual fields. This is not to 
say that if there had been a crisis 
that family assistance would not 
have been available; however, 
the expectation that we had 
everything necessary to succeed 
was so pervasive that having a 
fallback position to accommodate 
failure never crossed my mind.

        Recently, I participated in a movie based on the life of Napoleon 
Hill and his groundbreaking book Think and Grow Rich. One of the 
great stories in Hill’s book and our movie illustrates my point. Several 
centuries ago, there was a powerful military leader who had sailed to 
a distant land to confront his enemy. As his army arrived on the shore 
and disembarked from their various boats, he gave an unexpected but 
impactful command when he ordered his soldiers to “burn the boats.” 
Burning the boats took away any option of retreat, defeat, or failure. 
The only way to succeed was to defeat the enemy which they did.
        We human beings have a tendency to take the course of least 
resistance when confronted with pain, inconvenience, or discomfort. 
Success requires all these elements and more. You certainly don’t want 
to create a situation where temporary failure is fatal to your efforts, but 

if you plan a convenient and 
comfortable alternative to the 
necessary action, you will too 
often accept that alternative.
        Success often comes 
when we put ourselves in a 
position where the mountain 
summit is the most logical 
and clear destination.
        As you go through your 
day today, burn the boats 
and seize the victory.
        Today’s the day! 
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G
reen tea is 
undergoing a 
worldwide 
revolution in 
recognition. 
Compared to 

other types of tea, green tea has the 
highest amount of antioxidants. 
Hence, it is now known to be a 
healthy beverage that can help you 
feel better, look younger, lose 
weight, lower your risk of chronic 
diseases and much more. 
        You have probably heard alot 
about the health benefits of green 
tea, and it is now so hyped that 
almost every product has Green 
tea extract. Not to mention it is 
also quickly emerging as one of 
the superhero ingredients of the 
beauty industry. 

HISTORY
First, let’s see where green tea all 
started. During the Kamakura 
Shogunate in the 12th century, 
Japanese monks visiting China 
to study Zen Buddhism returned 
home with their new discovery 
of green tea and its wonderful 
healing properties. It was first 
enjoyed exclusively by the religious 
class of Japanese society, but 
spread to the royal and other elite 
classes as tea cultivation started 
in Japan. In particular, a Zen 
priest named Myouan Eisai wrote 
a book called Kissayojoki, in 
which he talked in detail about tea 
cultivation, green tea preparation, 
and how beneficial green tea is for 
health and long life. The success of 
his book led to the emergence of a 

shared tea culture in Japan, where all levels of Japanese society began to 
drink green tea and adopted it as a central part of their daily lives. 

SCIENCE AND BENEFITS
Numerous research studies have found links between consuming green tea 
and lowering the risk of high blood pressure, inflammation, heart disease 
and cancer. While these studies are not definitive and there is still much 
more to learn about green tea, here are some potential health benefits of 
green tea that have been brought forward: 
 01. Green tea contains antioxidants that improve overall health. 
 02. Green tea helps protect heart health. 
 03. Green tea provides calming and relaxing effect to the brain. 
 04. Green tea may lower your risk of diabetes. 
 05. Green tea helps lower the risk of Alzheimer’s and Parkinson’s. 
 06. Green tea can facilitate the burning of fat and help boost the  
   metabolic rate. 
 07. Green tea can stimulate bone formation and help slow its breakdown. 

HOW TO CHOOSE THE BEST BREW? 
Are you overwhelmed when it comes to choose a type of green tea? 
        Like any food that grows naturally, the environment has a major 
impact on the quality of the product. A tea that grows close to an 
industrial area will not have the same quality as a tea grown in the 
natural mountains. 
        It is better to choose a green tea from a region far away from major 
urban centers like Shizuoka. This region of Japan produces tea by the 
tonne and more green tea in the rest of the country. Other green tea-
growing regions include Sichuan in China and Shan State in Myanmar.
        An excellent quality tea is worth the price as much for its taste as 
for its virtues. 

HOW MUCH GREEN TEA SHOULD YOU DRINK PER DAY? 
Drinking three to five cups of green tea per day seems to be optimal to 
reap the most health benefits. But if you are a real devotee, by all means, 
drink more. 
        However, if you are sensitive to caffeine, you may want to consider 
switching to decaffeinated green tea. 

BY 
RAEFAH AB 
RAHMAN THE GREEN TEA 

REVOLUTION



MUSIC MOVIEBOOK

HOLMES AND WATSON 
Genre: Adventure, Comedy 
Cast: Will Ferrell, John C. Reilly, Lauren Lapkus 

T
he step brothers are reunited, a 
legendary detective Sherlock 
Holmes and his partner Doctor 

Watson return for a comedic take on their 
classic literary partnership as they use their 
incredible deductive minds to solve a mystery. 
Will Ferrell and John C. Reilly star as Holmes 
and Watson, this time playing the world’s 

greatest 
consulting 
detective 
and his 
loyal 
biographer. 

GLASS 
Genre: Horror, Mystery 
Cast: Bruce Willis, Anya Taylor-Joy, James McAvoy, 
Samuel L. Jackson 

M
. Night Shyamalan brings together the 
narratives of two of his standout 
originals - 2000’s Unbreakable and 

2016’s Split, in one explosive comic book 
thriller, 
Glass. The 
movie is 
about a 
security 
guard 
named 
David Dunn 
who uses his 
supernatural 
abilities to 
track Kevin 
Wendell 
Crumb, a 
disturbed 
man who 
has twenty 
four 
personali-
ties. 

NINE PERFECT STRANGERS 
BY LIANE MORIARTY 

I
n Nine Perfect Strangers 
best-selling author, Liane 
Moriarty takes us into the 

world of wellness as we follow a 10 
days ‘Mind and Body Transformation’ 
retreat at the fictional Tranquillum 
House, a 
grand old 
country 
estate in 
north-
western 
New 
South 
Wales. 

KILLING THE SS
BY BILL O’REILLY AND MARTIN DUGARD 

T
he authors write a suspenseful tale 
focused on effort to bring Nazi war 
criminals to justice. The book 

specifically focuses on the post-war effort to 
find, arrest and try Adolf Eichmann, “logistical 
villain behind the Holocaust,” Martin Boorman, 
Adolf 
Hitler’s 
personal 
secretary, 
Klaus 
Barbie, the 
“Butcher 
of Lyon,” 
and Josef 
Mengele, 
the Nazi 
doctor 
known as 
the “Angel 
of Death”. 

EASTSIDE 
BY BENNY BLANCO, HALSEY AND KHALID 

T
he bittersweet love song, Eastside is 
built around the hazy pluck of a 
guitar. It is a debut single by American 

record producer and musician Benny Blanco. 
Khalid and Halsey  trade verses about how 
young love morphs into the malaise of 
adulthood. In an interview, Blanco noted that 
Eastside came together with the help of several 
other artists and songwriters, including Ed 
Sheeran and Cashmere Cat. 

BE ALRIGHT 
BY DEAN LEWIS 

B
e Alright is a song by Australian singer 
songwriter, a gut wrenching new 
single. A frank and fairly candid 

meditation on romantic betrayal and moving 
past pain, Lewis delivers his lyrics above a 
relatively sparse, stripped back instrumentation. 
Punctuated with a swelling, hopeful chorus, this 
song is the kind of slow-burning balladry that is 
equal parts uplifting and devastating. 
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T
he ceremony for the premier award for SMEs and corporates was held on 7 December 2018 at Marina Bay Sands, Singapore. A total 
of 47 companies won the Award, winnowed from a total of 559 nominees. Research on the winners was conducted by Baker Tilly 
TFW and ACRA of Singapore. 

GOLDEN BULL AWARD SINGAPORE
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just had my year end 
holidays down south, 
where summer reigns. 
It’s also that time of the 
year when Australians 
take their long holidays 
– up to a month away 

from work. 
        Many friends who studied and worked 
in Australia lamented that Australians are 
far from the most hardworking people. You 
will find most Australians at the local bar at 
5 pm sharp. And that doesn’t mean they are 
more productive it work. You are just as likely 
to find Australian workers on their phones 

chatting with friends as you would find in 
Asia. Their ‘work hard, play hard’ approach 
to life could indeed be easily mistaken by 
hardworking Asians as being lazy. 
        There’s even a study to prove it. In 
2017, a Stanford University study by Tim 
Althoff et. al. ranked Australians as the 19th 
laziest country in the world. In case you were 
wondering – the laziest people, according 
to the study are the Arabs, and the most 
hardworking and active, the Hong Kongers 
and Chinese. 
        Yet, when you compare the Australian 
GDP to our own, a different picture arises. 
How could a country, purportedly to be 

among the laziest in the world (according to 
Stanford, not this writer) be so much more 
productive than ourselves? 
        One key difference, and disadvantage, 
for employers in Australia is the high 
minimum wage. In fact, it’s the highest 
in the world. As such, employers need to 
devise creative ways to get the most out of 
employees. One of the practices that emerged 
is to link wages to productivity. 
        Housekeepers are paid not by hours 
worked, but by number of rooms cleaned. 
Accountants are paid not by monthly wages 
(some do) but by a percentage of fees 
collected. Writers are not paid a salary, but by 
actual articles written. 
        It is common to walk into a restaurant 
in Australia, and find that the greeter, waiter, 
bartender, cashier, captain and manager is 
the same person. So that’s one person doing 
the work that would have been divided into 
six different positions in our own restaurants. 
You will be hard pressed to find real chefs 
doing the cooking in hotels in our own 
country. The fancier their titles, the less likely 
they do any actual cooking. In Australia, it 
is common that the chef, is the chef. And the 
only one in the kitchen. His kitchen hand 
would likely do the dishes, and double up as 
the chef on his days off. 
        That’s the positive side effect of the 
insanely high minimum wages in that country. 

PAY FOR RESULTS, NOT EFFORT
We clearly have a thing or two to learn from 
the Australians. We’ve adopted lock, stock and 
barrel the British system of paying a monthly 
(or fortnightly) wage based on the number of 
hours worked. While the British themselves 
have started evolving away from that - our 
society, labour regulations and work culture 
are still very much on a time-worked basis.
        As a result, labourers slow down their 
work for a chance to get double pay on 
overtime, employees fake sickness to be able 
to get paid for not working, and of course, 
the whole nation cheered not for the chance 
of bringing home the Suzuki Cup, but for the 
extra holiday that would have come with it. In 
short, while we don’t want to be labelled as 
labourers, we are behaving exactly as such.
        While it is good for the government to 
increase the minimum wage; it must also give 
greater flexibility for employers to fire non-
performers at will. We can’t have it both ways. 
        Of course, we can’t expect this 
government to do all the above overnight. As 
such, as employers, it is important that we 
start the ball rolling. Reward employees for 
results, not for their time. If every one of us 
does the same, we might just be able to see the 
start of a performance culture. 
        Ok, it’s 5 pm. Where’s the beer I’ve just 
ordered? 

 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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