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L andlords of Hong Kong shopping malls are looking for new 
and interesting solutions to retain shoppers in an ever-
growing competitive retail market. One such solution is to 

combine entertainment with retailing to turn many of the city’s malls 

into lifestyle destinations. This new strategy also serves as a form of 
insurance against the fickle patronage of mainland Chinese tourist-
shoppers, who contribute as much as 5 per cent of Hong Kong’s retail 
sales, but are not consistent in terms of numbers.

HONG KONG MALLS SEEKING HYBRIDISED RETAILERS TO RETAIN SHOPPERS

ARE COBOTS THE SOLUTION FOR SMEs? 

C
obots are robots designed to interact with humans in the 
physical world in order to support a job or task. Rather 
than a fully autonomous assembly line, a cobot would 

perform a certain task that would help a human with their own task. 
These are cheaper than fully automated robots, and more technically 
accessible for SMEs to implement.

P2P LENDING TO OVERCOME FINANCIAL EXCLUSION 

V
ietnam’s economy is currently thriving; and yet, a good 
chunk of the population remains unbanked. Without a 
banking account, these people will be unable to access 

financial services such as loans and insurance. This state is known as 
‘financial exclusion’. The country has a relatively young population 
with approximately 60 per cent of Vietnamese citizens falling 
between the ages of 15 and 54. This means that the majority of the 
country consists of the age group that are most likely to take out 
loans for homes or business start-ups. As such, Vietnam is ripe for the 
adoption of fintech, especially in peer-to-peer (P2P).



O wing to the trade war between China and the US, 
Vietnam has experienced a massive boost to its 
economic growth. Researchers and analysts have 

speculated that their economy could potentially surpass 
Singapore if Vietnam can maintain this pace. Areas such as Can 

Tho in Vietnam have seen impressive economic growth rates over 
the past few years and is a prime location for the expansion of 
agriculture and industry. As more businesses move out of China 
into countries such as Vietnam; and more and more nations are 
looking to Vietnam as an alternative source of imports.

VIETNAM COULD SURPASS SINGAPORE’S ECONOMY IN 10 YEARS

ESCALATING TRADE WAR COULD POTENTIALLY 
BENEFIT CERTAIN COUNTRIES

W
ith the recent escalation in the China-US trade war, Asia is 
beginning to feel the pressure. However, the trade war has 
also presented some opportunities for certain countries to 

benefit from. Thailand, for example, is already profiting from the 
stand-off as the Chinese shift manufacturing and production to 
Southeast Asia to escape escalating tariffs. A report by real-estate 
services company CBRE shows a growing trend in FDI into Thailand 
was occurring even before the trade war began. However, with 
China’s increased participation, the growth is being accelerated.

MALAYSIANS UPBEAT ON PROPERTY

W
hile Malaysians are satisfied overall with government 
approaches to bring affordable property to the people, the 
majority still feel that a more targeted approach could be 

taken to address this pressing gap in the property market, according to 
the PropertyGuru Consumer Sentiment Survey H2 2018. The 
sentiment comes amid widespread perceptions that property prices 
remain high in the country.
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1 5 SMEs have been selected to participate in 
Thailand’s first Smart Business Transformation 
Programme. They were chosen in recognition of 

their acute awareness of their business constraints and 

challenges. The Smart Business Transformation Programme is 
UOB (Thai) and The FinLab’s way to help SMEs utilise digital 
solution resources to improve their online marketing efforts 
and to help streamline business processes. 

THAI SMEs’ DIGITAL MAKEOVER

NEW OPPORTUNITIES FOR GROWTH FOR 
SOUTHWEST CHINA'S AUTOMOTIVE INDUSTRY 

S
outhwest China’s automotive industry is poised to grow. 
CAPAS 2019 presented opportunities for key Sichuan 
cities to develop investment prospects. By working closely 

with local institutes and organisations, the event successfully 
amplified recent growth of the industry in the region. Additionally, 
the Promotion of International Trade Councils from Nanchong and 
Yibin also spotlighted their latest achievements for both traditional 
and new energy cars.

S&P AWARDS INDONESIA WITH HIGHER INVESTMENT GRADE 

R
atings agency S&P said on Friday it had raised Indonesia’s 
sovereign credit rating to ‘BBB’, citing the country’s strong 
economic growth prospects and supportive policy 

dynamics. S&P had previously rated Indonesia at ‘BBB-’, the lowest 
investable grade awarded by the agency. Investment grade credit 
ratings awarded to Indonesia indicated confidence in the country’s 
efforts to maintain stability against external risks while trying to 
boost economic growth momentum, central bank governor Perry 
Warjiyo said in a statement responding to the S&P upgrade.
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T he Franchising and Licensing Association Singapore 
(FLA) announced the launch of the Franchise 
Competence Framework which aims to make it easier 

for SMEs to expand and run franchises overseas. This new 

programme will build a framework that will help SMEs develop 
and improve their franchising and licensing strategy, and assist 
them in bringing their brands abroad through activities such as 
FLA mission trips. 

SINGAPORE GOVERNMENT ROLLS OUT NEW SCHEME TO HELP SMEs EXPAND OVERSEAS

MOS BURGER IS HEADING TO THE PHILIPPINES 

J
apan's Mos Burger will open its first restaurant in the 
Philippines by the end of next March, the fast-food chain's 
operator, marking its first expansion into a new market in 

seven years. Mos Food Services, together with local peer Tokyo 
Coffee Holdings, will set up a joint venture as early as August. Tokyo 
Coffee will own a 65 per cent majority stake in Mos Burger 
Philippines, while Mos Food will hold the rest. The venture's first 
restaurant will be located in the Manila area.

LAOS TO INCREASE ELECTRICITY TRADE 

T
he Lao government has agreed to conduct a feasibility study 
on electricity trading and hydropower exchanges with 
neighbouring countries to boost cooperation in the energy 

sector. Laos has agreed to sell 5,000MW of electricity to Vietnam, and 
while it is currently exporting just over 300MW it is expected to supply 
1,000MW by next year, Minister of Energy and Mines Khammany 
Inthirath reported at the opening of the energy and mining sector’s 
first quarter meeting. Laos has also agreed to sell 9,000MW of 
electricity to Thailand, and is currently able to export only 4,260MW 
but will supply 7,000MW by next year and 9,000MW by 2025
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7TH ANNUAL SUSTAINABLE 
DEVELOPMENT CONFERENCE
7-9 JULY 2019
AETAS LUMPINI, BANGKOK, THAILAND
sdconference.org

S
DC is a highly exciting 
and challenging interna-
tional conference on sus-

tainable development is intended 
to be a forum, discussion and net-
working place for academics, re-
searchers, professionals, adminis-
trators, educational leaders, policy 
makers, industry representatives, 
advanced students, and others. Tar-
geting government officials, NGOs, 
graduate students, company repre-
sentatives and scholars, SDC 2019 
will provide unlimited resources 
and opportunities to interact with 
prominent leaders in the field and 
greatly expand on your global net-
work of scholars and professionals.

✷ PROCURECON ASIA 2019
9-11 JULY 2019
AMARA SANCTUARY RESORT SENTOSA, 
SINGAPORE
procureconasia.wbresearch.com

I
n this rapidly changing 
world, organisations 
need to be able to adapt 

to changes quickly to reduce risk 
and take advantage of opportuni-
ties. While emerging digital and 
advanced analytics tools promise 
new levels of procurement perfor-
mance, CPOs and Heads of Pro-
curement must discover which of 
them are best suited to the needs of 
their company. ProcureCon Asia 
returns to Singapore for the 8th 
edition this 9 -11 July 2019, at Ama-
ra Sanctuary Resort Sentosa, Sin-
gapore. With 70 per cent new 
speakers, more interactive case 
studies in streams and plenaries, 
well-researched content and more 
time to network, this year’s event is 
about to set the bar to a new high.

ALUMINIUM CHINA 2019
10-12 JULY 2019
SHANGHAI NEW INTERNATIONAL EXPO 
CENTRE, CHINA
aluminiumchina.com/en

A
luminium China 2019 is 
Asia's professional alu-
minium industry plat-

form, annually held in Shanghai. By 
presenting customized match mak-
ing programs, buyers with emerging 
and established demands from 

tate and other industries, not only 
covering resources of all aspects in 
the financial industry, but also mov-
ing forward outside the industry.

✷ CSA INDONESIA SUMMIT 2019
22 JULY 2019
JS LUWANSA, JAKARTA, INDONESIA
csacongress.org

T
oday, cloud represents 
the preferred IT system 
by which organisations 

will transform themselves over the 
coming years. Cloud computing rep-
resents the future of an agile enter-
prise, new technology trends, such 
as Internet of Things, quantum 
computing, and container technolo-
gies. The theme of CSA Indonesia 
2019 is "Moving into the Cloud" and 
targets the user community from 
the private, public and people sec-
tors towards cloud adoption. The 
summit will discuss best practices 
and global governance as well as 
knowledge & experience sharing by 
enterprises that have already em-
barked their cloud journey.

✷ QUALITY ASSURANCE AND TEST 
AUTOMATION SUMMIT 2019
25 JULY 2019
CONCORDE HOTEL, KUALA LUMPUR, 
MALAYSIA
unicomlearning.com

S
oftware testing and QA 
has been set as the best 
practice to increase the 

effectiveness, efficiency and cover-
age of developed software over the 
past years. Among all other meth-
ods involved in Software testing, 
Automated software testing has 
long been considered as a critical 
tool to deliver effective software. 
This conference embarks on how 
organisations need to brace up to 
bring agile models to work in order 
to release higher quality software 
faster through automated testing.

RAIL TECH 2019
25-26 JULY 2019
MUMBAI, INDIA
proventusglobal.com/event/rail-
tech-2019

R
ail Tech 2019 will focus 
on some of the major on-
going and upcoming rail-

way projects in India. The confer-
ence will ideate on next generation 
policy, procedural and regulatory 
initiatives needed to attract invest-
ments in the railway sector. The con-
ference will provide participants an 
update on technology up-gradation 
and joint ventures with equipment 
manufacturers. Discover new initia-
tives and technological advance-
ments in high speed rail, future of 
train sets in India, wagons for dedi-
cated freight corridor, initiatives un-

dertake and future plans for the re-
development of existing stations, 
and high speed rail in India etc.

INFRASTRUCTURE VIETNAM 2019
25-26 JULY 2019
REX HOTEL, HO CHI MINH CITY, VIETNAM
infrastructurevietnam.com

A
s one of the fastest grow-
ing economies in ASE-
AN, Vietnam has a seem-

ingly endless wish list for 
infrastructure. The rising popula-
tion in major cities in recent years 
has strained and exceeded capacity 
of the existing connectivity net-
works and utilities systems. The 
hosting of the Infrastructure Viet-
nam 2019 is to provide an interac-
tive platform for potential investors 
and key players of the industry to 
gather in Vietnam and get updated 
on the new directions, investment 
policies and market potential of the 
construction and infrastructure 
sectors in Vietnam.

✷ APHM INTERNATIONAL 
HEALTHCARE CONFERENCE AND 
EXHIBITION 2019
29-31 JULY 2019
KUALA LUMPUR CONVENTION CENTRE, 
MALAYSIA
aphmconferences.org

A
PHM International 
Healthcare Conference 
and Exhibition is a long 

running annual event that allows 
you to meet key decision makers 
and find out more about the new 
and latest innovative products and 
healthcare supplies. The core theme 
of this year’s event is “Corporate & 
Clinical Governance: Partnerships 
and Participation”. Elements of 
‘Corporate governance’ include re-
sponsibility & accountability, effec-
tiveness & efficiency, and of course, 
moral integrity and the rule of law. 
Whilst ‘Clinical Governance’ com-
prises the pillars of clinical audit, 
effectiveness & information, risk 
management and the appropriate 
staffing/staffing management re-
main prerequisites. 

booming industry clusters as well as 
a comprehensive conference & sem-
inar program, Aluminium China is 
a prime choice for branding, net-
working and sourcing in Asia, which 
is one of the world's fastest growing 
market. Exhibitors from around the 
world representing the entire alu-
minium value chain - from Alumini-
um raw materials, semi-finished and 
finished products to production and 
processing machinery and accesso-
ries, will be in attendance.

✷ SPECIALITY & FINE FOOD ASIA
17-19 JULY 2019
SUNTEC SINGAPORE CONVENTION & 
EXHIBITION CENTRE
speciality-asia.com

F
ood is what makes the 
world go round! Special-
ty & Fine Food Asia is 

Southeast Asia’s leading trade 
show for artisan, gourmet and fine 
food & drink. Join us as we delve 
once more into the depths of culi-
nary excellence. SFFA provides dis-
tributors, retailers, restaurateurs, 
chefs and more from the foodser-
vice, retail and hospitality indus-
tries an excellent platform to 
source new products for their busi-
ness, meet new suppliers and gain 
the latest industry insights.

✷ INTERNATIONAL 
FINANCIAL EXPO 2019: MANILA 
INVESTMENT SUMMIT
20 JULY 2019
PAN PACIFIC HOTEL, MANILA, PHILIPPINES
manila.ifinexpo.com

C
ontinuing from IFINEX-
PO 2018, this summit 
will continue the theme 

of “Connection – Making Business 
Finance More Efficient” in the past 
few fairs, establishing a profession-
al and high-end brand image for 
enterprises, focusing on sharing 
and resources docking of profes-
sional knowledge in the financial 
field to realise zero-distance con-
tact of financial rookie and industry 
mogul and to collide the spark of 
wisdom. In addition to foreign ex-
change brokers, financial technolo-
gy companies, technology solutions 
companies and other financial com-
panies, exhibitors attending the 
summit will also cover PE, VC, 
mergers and acquisitions, real es-

✷              Magazine is a supporting media partner for this event.
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STACKING THE PITCH  

D
esigned specifically for use in 
urban areas where space is 
limited and safety is a concern, 
architecture firm AL_A’s 
stackable Pitch/Pitch sports fields 

turn athletic endeavours into a community 
event. The clear sided structures provide views 
for passersby, and for spectators, covered 
walkways around the pitches provide up-close 
enjoyment of the action. The pitches can be 
configured for different sports, including 
football, basketball and hockey, and for 
different sized teams starting with three-a-side.

STARTUPS ANONYMOUS

T
hat one supplier giving 
you sleepless nights? 
Breaking up with your 
co-founder? Overly 
demanding clients? 

Startups Anonymous is a platform that 
entrepreneurs can use to anonymously 
vent frustration and fears, as well as 
asking questions and getting help. In 
its first two months the site achieved 
more than 130 000 unique visitors, 
and 700 submissions and responses 
from users, showing that there is a 
definite demand for this concept 
within the entrepreneurial space.

BY 
JORDAN

LOW

BYPASS THE USED CAR SALESMAN    

I
t’s a stereotype as old as the automobile: the pushy used-car salesman who pressures you into paying way too 
much for a vehicle you don’t really want. Startup Carvana.com allows consumers to bypass the dealerships. To 
cater to the automation crowd, shoppers can schedule next-day delivery or pickup at one of Carvana’s 
patented, automated “Car Vending Machines”. Carvana even offers a 7-day “test-own” that allows customers to 
ensure their vehicle fits their life, versus only getting a quick 10-minute test-drive around the dealership’s block.
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GROW YOUR OWN ELECTRONICS     

F
innish studio Aivan is growing headphones from sustainable fungus and yeast. Working with scientists from 
VTT Technical Research Centre of Finland and Aalto University, it developed the world’s first microbe-grown 
headphone prototype. The headphones consist of six different microbially-grown substances. The rigid plastic 
frame of the headphones is 3D-printed using the lactic acid in baker’s yeast. The padding that sits over the ears is 
produced by a fungus called trichoderma reesei, which can produce a foaming protein called hydrophobin. 

DEFEAT FACIAL RECOGNITION TECHNOLOGY     

T
o many, facial recognition technology sounds 
like something sinister right out of dystopia. 
For those uncomfortable with the idea of a 
world without anonymity, Isao Echizen of 
Japan’s National Institute of Informatics and 

Seiichi Gohshi of Kogakuin University have invented the 
Privacy Visor, designed specifically to thwart such facial 
recognition attempts. These glasses incorporate a 
near-infrared light source that affects only the camera and 
not people’s vision. So, the glasses look like a simple pair 
of goggles to people nearby; for cameras, however, the 
near-infrared LEDs built in emit rays appear as visual 
“noise” in the camera’s imaging device.

DON’T SELL, RESELL    

S
wedish shopping mall ReTuna is encouraging consumers to 
rethink how they shop with the world’s first shopping mall 
offering exclusively used items. ReTuna aims to be an 
educational resource, teaching consumers to think about the 
value their old products could have by being repurposed. The 

mall also acts as a community centre, providing a restaurant where all 
produce is organically certified, repair centres where visitors can learn 
basic repair skills, and guided tours to hear the stories behind repurposing.
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BY 
ONG XIANG

HONG



E
     ntrepreneurs come in all shapes and sizes, from the hip 

fintech startup, or family business on the high street to the 
home-based manufacturer using 3D printers and the 
power of the Internet to reach new markets.
Their financing needs vary wildly as well. But every 
entrepreneur will agree that cash flow is the lifeblood of 
any business. SMEs also need cash to fuel their growth—
especially when they are scaling up or exporting to 
another market. 
        Consequently, financing is an important part of the 
SME ecosystem.
        Traditionally, SMEs have relied heavily on debt 
financing, particularly through banks. This has made 

SMEs particularly vulnerable to banking system dynamics, with constrained access to financing 
arising in times of financial stress. This was starkly illustrated during the financial crisis of 
2008-09, where the credit crunch significantly reduced access to capital for SMEs.
        Since then, the landscape for SME financing has evolved significantly. Credit availability 
for SMEs has recovered, as interest rates have come down, credit conditions have improved, 
and payment delays have declined. In recent years, alternative sources of SME finance have 
also appeared on the scene: equity instruments, leasing and factoring, non-bank lending, and 
even fintech instruments like P2P financing and cryptocurrency offerings.
        Despite this, SMEs have substantial structural disadvantages in obtaining financing 
compared to large corporations. These structural disadvantages arise mainly from 
limitations inherent to the small size and heterogeneous nature of SMEs, which also 
undermine the profitability of SME-related market transactions. Such structural limitations 
mainly manifest in terms of issuance costs disproportionate to the respective deal sizes, risk 
assessment, financial sophistication, reporting capabilities, and communication (particularly 
financial transparency). This coincides with financing gaps within the SME population: 
micro-enterprises, startups, and innovative ventures are likely to be underfunded despite the 
prevalence of venture capital. 

15

FINANCE-RELATED ISSUES FACING SMEs

DELAYED PAYMENTS 
FROM CUSTOMERS

HIGHER INTEREST RATES 
FOR BANK LOANS

NEED MORE COLLATERAL 
FOR THE SAME FINANCING

SUPPLIERS TIGHTEN 
CREDIT ACCESS
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SME FINANCING THROUGH BANKS
The bulk of SME loans are still provided 
by banks and financial institutions. This is 
because banks are able to provide the cheapest 
interest rate to the SMEs who are eligible to 
borrow from them. Banks’ cost of lending is 
cheaper, and they have access to deep pockets 
to create a financing and transactional solution 
that meets SMEs’ needs and helps them grow, 
even across borders.
        For a long time, banks have been 
reluctant to lend to SMEs due to their 
comparatively high risk and small size. 
However, consumer products have become 
highly competitive and margins from large 
corporate business have also dropped.
        Therefore, in recent years, banks 
in the region have expanded their SME 
offerings significantly, as well as establishing 
dedicated SME financing divisions. As the 
banking landscape has changed, banks have 
been forced to diversify their lending base 
and find new customers.
        As a result, the SME banking space is 
extremely competitive. Most major retail 
banks offer SME loans with differing credit 
criteria, interest rates, and loan conditions, so 
it pays for SMEs to shop around to find one 
that can best meet their needs. According to 
the ASEAN SME Transformation Study by 
UOB, EY and Dun & Bradstreet, the most 
important factor for small businesses when it 
comes to picking their financial partner is the 
competitiveness of the bank's pricing and fees.
        Coming in a close second is the time 
taken for banks to process transactions. 
Therefore, banks are investing in technology 
like AI and data analysis to shorten the 
time it takes to approve loans. For example, 
Singapore’s UOB has developed a data 
analytics-powered credit underwriting engine 
to halve the time that it takes to process 
loan requests, while Malaysia’s CIMB Bank 
is embracing “digital and innovation-led” 
solutions to make banking simpler and faster 
for SMEs.
        Banks are also coming up with technology 
solutions alongside their loan products, both 
to assist SMEs as well as to differentiate their 
products in the market. DBS Bank started 
its DBS TechMatch initiative in 2016 to help 
SMEs embark on innovation projects to solve 
business problems and build capabilities. On 
the other hand, Hong Leong Bank introduced 
its Digital Business Solutions suite in 2018, 
with four e-tools that allow the bank’s 
SME customers to conduct key back office 
administrative and marketing functions easily.

TAPPING INTO CAPITAL MARKETS
As mentioned, an overwhelming amount 
of SME financing comes from banks. But 
the landscape is diversifying. The financial 

crisis of 2007-2008 revealed that bank financing is not a reliable source of financing, especially 
during periods of systemic stress. Moreover, regulatory measures taken after the crisis, such as 
strengthened rules on capital requirements, create additional challenges on the financing of SMEs 
through bank loans.
        The capital markets have stepped in to partially alleviate that gap. In 2007, the Singapore 
Exchange launched Catalist, as a platform for SMEs to tap into the capital markets and hopefully 
make the jump to the Main Board. Similarly, in 2017, Bursa Malaysia introduced the Leading 
Entrepreneur Accelerator Platform (LEAP) market.
        These platforms serve as an alternative platform for SMEs to raise funding and gain access 
to capital markets. For SMEs, equity markets present an opportunity to raise funds without going 
through traditional debt financing. Depending on the situation, equity financing may prove to be 
a more suitable option for raising funds for SMEs. This is especially so for smaller SMEs who may 
not have sufficient assets to be pledged for debt financing.

CONVENTIONAL SME FINANCING

STARTUP FUNDING

STARTUP FUNDING

OWN RESOURCES, 
RETAINED PROFITS

VENTURE CAPITAL, 
GOVERNMENT GRANTS

BANK LOANS, 
TRADE CREDIT, 
HIRE PURCHASING

NON-TRADITIONAL 
LENDERS (E.G. ALIPAY), 
P2P FINANCING

QUALIFIED MARKETS, 
CAPITAL MARKETS

EQUITY CROWDFUNDING, 
PRIVATE EQUITY

DEBT FINANCING

DEBT FINANCING

EQUITY FINANCING

EQUITY FINANCING

ALTERNATIVE SME FINANCING
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        In addition, Malaysia’s LEAP 
market for example has facilitative 
rules and regulations to lower the 
cost of compliance. For example, 
the disclosure requirements for 
companies listed on the LEAP market 
are less onerous. No prospectus is 
required to be issued, and continuing 
disclosure requirements are less 
frequent than that of the Main Market 
and ACE Market.
        However, as a result of the less 
stringent compliance requirements, 
only sophisticated investors are 
allowed to invest on the LEAP 
market. Sophisticated investors are 
deemed to have better knowledge 
on the potential risk and return of 
this market. This is unlike the Main 
Market and ACE Market, which 
have more rigorous compliance 
requirements for the protection of 
public investors.

THE RISE OF ALTERNATIVE LENDING
Further alternative sources of finance 
can also come from entities not 
traditionally associated with finance. 
In 2010, Alibaba launched a micro-
credit company, Alipay Financial, 
based in the city of Hangzhou, 
to offer loans from its own cash 
resources to existing SME users of 
its e-commerce services. Initially 
it offered 30-day working capital 
advances of up to RMB500,000 to 
fund sales of goods via its Taobao 
online marketplace. Subsequently, 
the business expanded geographically 
and began offering a wider range 
of loan products. Larger loans 
could be secured by groups of three 
SMEs standing as guarantors for 
each other. Alipay Financial later 
began originating loans among 
users of Taobao on behalf of China 
Construction Bank and the Industrial 
and Commercial Bank (ICBC) of 
China, among other mainstream 
financial institutions, to expand its 
lending capacity. 
        Alibaba in China has 
overcome the lack of reliable 
third-party credit information on 
SME borrowers by relying on the 
transaction and payment data that 
Alipay, its proprietary payments 
system, collects. This has allowed 
it to build a predictive model for 
assessing credit risk among its pool 
of potential borrowers. Similar 
strategies are being pursued in the 
US and elsewhere by lenders that 

MAJOR TRENDS 
DRIVING SME FINANCING INNOVATION

NEW SOURCES OF FINANCIAL INFORMATION
  The growth of electronic payments systems is a powerful new source 

  of financial information, especially for small-volume borrowers.

SMES ARE MOVING ONLINE
  The online activity of SMEs can be mined for real-time information, 

allowing lenders better insights into their creditworthiness.

ACCEPTANCE OF ONLINE FINANCING CHANNELS
  Similar to Internet shopping, funding platforms are also moving 

online—particularly P2P and crowdfunding platforms. This also allows 
for much lower overheads than a large branch network.
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harvest user data from sources such as eBay, 
Amazon, PayPal and UPS in order to build 
similarly predictive models.
        New sources of equity and debt 
funding for SMEs are also opening up via 
the crowdfunding and peer-to-peer (P2P) 
movement. Equity crowdfunding platforms 
wherein investors buy an actual stake in 
the recipient’s business are only one of the 
crowdfunding options, coexisting with a 
number of pre-selling, donation-, or rewards-
based platforms. The leading US equity 
platform, Kickstarter, raised $480 million in 
2013, while UK-based Crowdcube and Seedrs 
raised £12.2 million and £1.4 million worth of 
investment respectively.
        A common feature of such platforms 
is the ability to turn investor pitches 
into fundraising campaigns through 
multimedia content and social media 
integration. Platforms rely on this 
‘campaign element’ and are built to enable 
two-way investor communications and 
‘crowd-based due diligence’.
        To complement the financing sector, 

fintech solutions are also targeting SMEs with value-added services. These enable SMEs to 
access new levels of financial services that were historically only available to corporate clients. 

WHAT’S NEXT?
It’s pretty clear that future financing will be driven by technology. Emerging technologies 
and the pace of innovation are driving changes throughout the banking industry at an 
unprecedented rate. Across Asia, consumers are not only increasingly adopting digital—most 
are demanding it. With more consumers adopting the digital products and services from 
leading big tech companies such as Google and Amazon, they have come to expect the same 
seamless experience with banking as well. 
        And so have SMEs. Busy entrepreneurs no longer have the time to step into a bank branch. 
Instead, they expect to bank at their desk or as they go about their day. 
        On the other hand, banks are leveraging technology and data to streamline their back-end 
services. Information about an SME’s financial position can be easily ascertained from various 
digital sources: the cash flow in their business current account, merchant payments, online activity 
etc. The challenge is to bring the disparate data sources and analyse it as a composite whole. 
        Consequently, new players in the market are coming to disrupt the banking/debt finance 
model. SMEs have also become increasingly frustrated with what they perceive to be poor 
customer service through the continued deployment of legacy processes, coupled with restrictive 
finance requirements. Therefore, new fintech startups have come to bridge that gap.
        Whether the incumbents will be able to manage the disruption and shake off competition, 
one thing is certain—the SME financing sector will never be the same. It will become more 
granular, more personalised, and more data-driven. The financial crisis of 2007-2008 showed that 
when big banks tighten their belt, SMEs have a lot to lose. Alternative sources of finance will lead 
to a more diverse ecosystem—and just like a biological ecosystem, diversity is strength. 

SME FINTECH RANGE OF SOLUTIONS

VALUE-
ADDED

CORE 
NEEDS

FUNDAMENTAL 
NEEDS

   OMNICHANNEL BANKING
  
   MARKET INSIGHTS 

   AGGREGATOR SERVICES

   CREDIT SOLUTIONS
  
   CROSS-BORDER FX PAYMENTS 

   BUSINESS TOOLS E.G. ACCOUNTING, HR, KYC TOOLS

   DAY-TO-DAY LIQUIDITY
  
   RISK MANAGEMENT 

   GROWTH FINANCING





A NEW MODEL FOR PERSONAL AND 
SMALL-BUSINESS BORROWING 

M
odern companies 
are waking up to 
the wider impact of 
their business on 
society, the 
economy, and the 
planet itself.  No 
longer is it sufficient 
for a business to 

devote its efforts purely to the bottom line 
– now there is a much greater focus on how it 
applies its values – driving all of its practices 
and its ability to service its client base and 
nurture its stakeholders.  This trend is driving 
a longer-term, holistic outlook which is 
transforming businesses.

AN ETHICAL TREND
Listed companies around the world are now 
required to report their impact according 
to a range of ESG (environmental, societal, 

corporate governance) factors, and this trend 
is having a significant bearing on investment: 
the growth of more socially-responsible 
products give investors the choice to allocate 
funds to companies that do less harm 
to society or the planet.  This approach 
acknowledges society’s changing values and 
also enables investors to influence outcomes 
by rewarding policies and practices they 
approve of. 
        For those who provide lending products 
and services for smaller businesses, a 
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similar process of empowerment is driving a 
growing focus on customer experience and 
client journeys – a qualitative and long-term 
view which prioritises clients’ needs.  And 
this is where alternative lending companies 
in Singapore have an impact: we provide 
new ways for participants in the economy 
underserved by traditional lenders to access 
capital in a transparent, responsible, ethical 
and seamless manner. In the short term, this 
relieves cash-flow pressures on sole traders 
and businesses; in the longer term, it can raise 

communities’ quality of life and provide a 
significant boost to the larger economy. 

A RESPONSIBLE APPROACH TO LENDING    
Accessing capital for those who need it 
urgently should be simple rather than onerous. 
Companies need the right support to help 
them realise their aspirations and prosper, and 
not tied into an exploitative relationship. 
        In Singapore, SMEs account for around 
two-thirds of the workforce and a large 
chunk of GDP growth. In 2018, roughly 

219,000 SMEs contributed S$196.8 billion 
to the economy; between 2013 and 2017, 
SMEs generated half of the nation’s growth.  
The average Singapore SME in employs 10 
people and adds S$900,000 to the economy 
every year.
        Even smaller businesses, the micro small 
and medium enterprises (MSMEs), are a key 
part of this ecosystem, with a similar need to 
access working capital that can sustain their 
operations and help them grow.  Lacking the 
scale to access traditional bank financing, 
these businesses’ failure to thrive has a 
choking effect on the economy. By providing 
the means for these enterprises to prosper, 
we can ensure that the greater economy 
remains healthy. 
        A key element to this purpose-driven 
process is technology: thanks to the growth of 
digital and mobile technology, business owners 
have access to more and more information and 
are able to make informed supply decisions 
that suit their requirements – voting with their 
wallets. Service companies are able to harness 
new insights from clients’ data, analysed using 
artificial intelligence, to provide better services 
and enhance the customer experience.
        It is imperative to leverage innovation 
and digitisation as new technologies offer 
the potential to transform the lending sector. 
Innovation has driven numerous services 
designed to support borrowers and eliminate 
the pain-points they may have experienced 
previously when seeking credit arrangements. 
        Setting out the complex reasons 
for why the ethical approach works is 
challenging, but trust – between a lender, 
its borrowers and its employees – is core 
to the explanation. Lenders must be a 
trustworthy partner to borrowers because 
trust is the basis of any successful long-term, 
mutually-beneficial relationships.  The SME 
sector in Singapore can thrive if it is driven 
by a model of sustainable lending driven 
successful partnerships between lenders and 
borrowers and underpinned by innovation 
and responsibility. 

JAMES CHEOW IS CAPITAL C 
CORPORATION’S CEO & CO-FOUNDER.



I
spent eight years 
failing to act on an 
innovative idea that 
I knew would work. 
It was an idea that 
had not just 
technological 
promise but also 
societal value. It 

would help people contribute to the most 
important, impactful charities in the country. 
But I kept letting it languish.
        The biggest reason I held back wasn’t 
fear, being too busy or lazy, or any of the other 
natural blockades to entrepreneurship. It was 
something else.
        I didn’t move on this idea because it 
seemed obvious. It made so much sense to me 
that I was convinced someone else would do it. 
So, I assumed it would be a waste of time and 
energy for me.
        I was wrong. And it turns out I would 
have known better if I had listened to some 
of the best-known innovators, including Isaac 
Asimov and Steve Jobs. Obviousness, it turns 
out, is a common—and even important—part 
of the creative process. Whether you’re 

considering the possibility of launching a 
startup or you want to create change within 
your organization, learn from my experience. 
Don’t procrastinate like I did.
        For years, I organized charity fundraisers 
at bars. I’d gather friends together, discuss 
a cause and present information about an 
organization helping that cause. I’d show 
photos, tell stories, and explain how each 
charity helped.
        These crowds included young investment 
bankers, who often agreed to contribute $500 
or $1,000. I’d thank them and ask if they 
had a check. They’d respond, “A check? No, 
I’m 25. I don’t use checks.” So, I’d explain 
that they could contribute to the charity via 
its website. Asking them to surf to a website 
on their mobile phones at the bar just didn’t 
work. Many would say they’d take care of it 
at home sometime, from a computer. But, 
despite the best of intentions, most didn’t. The 
only contributions I’d end up with from these 
events were in cash, usually a few hundred 
dollars total in $20 bills from whoever had 
extra cash on them.
        Meanwhile, when the bar tab would come 
at these same events, we’d split it by paying 

each other through our apps, such as Venmo. 
That’s when I realized there should be a 
simple app that allows people to contribute to 
any U.S. charity.
        See? Obvious. So even though I knew 
I could gather a team to build such a tool, I 
figured someone else would do it. I let that 
assumption hold me back. Instead, I should 
have taken the sense of obviousness as a 
reason to move forward with the idea.
        “When you ask creative people how 
they did something, they feel a little guilty 
because they didn’t really do it, they just saw 
something. It seemed obvious to them after a 
while,” Steve Jobs told Wired in 1996. “That’s 
because they were able to connect experiences 
they’ve had and synthesize new things.”
        Back in 1959, Isaac Asimov wrote about 
how this same idea applied to “the theory of 
evolution by natural selection, independently 
created by Charles Darwin and Alfred 
Wallace.” Both men had travelled, observing 
the diversity of plant and animal life. Both 
read Malthus’ Essay on Population and 
realized how the latter may help explain the 
former. “Once the cross-connection is made, 
it becomes obvious,” Asimov wrote. He noted 
that biologist Thomas H. Huxley “is supposed 
to have exclaimed after reading On the Origin 
of Species, ‘How stupid of me not to have 
thought of this.’”
        A paper from the University of Minnesota 
argues that the recognition of obviousness is 
an important part of one of the “five stages of 
the creative process.”
        “In times of clarity, your resolutions 
appear obvious and simple; but in fact, they 
appear simple because the illumination has 
all the parts lining up and shedding light on a 
resolve,” the paper says.
        But there’s also a flip side to this. 
“Obvious” answers aren’t obvious to most 
people, partly because most people aren’t 
thinking about the question.
        Ideas only come to those who recognize a 
problem and look for innovative solutions. As 
the book How to Think Like Einstein explains, 
“Even Einstein couldn’t find a solution if he 
had the wrong problem. You must have an 
enabling problem, one that allows imaginative 
solutions different from your original 
expectations…Finding that great problem 
requires much thought, especially when the 
solution seems obvious.”
        In the end, I did pursue my idea: 
co-founding Givz. And this experience 
helped prepare me for some of the feedback 
we get from partners and stakeholders. 
Recently, I found myself having to assuage a 
representative from a corporation and explain 
that the idea really is as simple as it sounds.
        “Really?” he said. “Then that’s a 
no-brainer.”
        Exactly. 
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W
ith the Malaysian 
government’s 
recent initiatives 
on 5G, the local 
digital landscape 
is transforming at 
unprecedented 
speed, which has 
given rise for data 

economies to grow and build a robust digital 
infrastructure locally. Malaysia is one of the 

early adopters of this trend, as seen from the 
Compounded Annual Growth Rate (CAGR) 
of 52% in internet traffic since 2012. This 
trend is expected to continue as the 
hyper-connected, digital-savvy Generation Z 
enters the workforce and gain more 
purchasing power.
        Taking into consideration that Malaysian 
Gen Z consumers spend an average of 
eight hours a day on the internet and have 
been exposed to the inundation of generic 

advertisements online since they were young, 
brands today need a more personalised 
approach to engage and retain the loyalty of 
these digital natives.  
        However, digital advertisements are 
still viable, so long as they are personalised 
and remain relevant to the demographic of 
the target audience, as seen from the billions 
in revenue generated from targeted online 
advertisements. The emergence of innovations 
enable brands globally to stitch together data 
from across its enterprise to acquire sought-
after real-time customer profiles via artificial 
intelligence (AI) and machine learning (ML) 
for instant actionability and personalisation. 
        Today, brands can provide Customer 
Experience Management (CXM) at scale 
for each individual, with the right message, 
at the ideal time, through the preferred 
channels. Despite the rich pool of data readily 
accessible, it is found that only 9% of APAC 
businesses regard their customer experience 
as ‘very advanced’ – indicating a lack of data 
maturity in the industry. So, brands must 
take the necessary steps to fill the gap of data 
maturity and translate it into better business 
performance and brand affinity. 
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01 
BUSINESS GOALS
Firstly, brands should take a step back and 
start by considering the organisation’s key 
business goals and the challenges faced. 
Considering the business aspects that could 
be impacted from personalisation efforts 
will ensure that brands are focused on the 
right areas. Moreover, it will further entice 
shareholders to reinvest funds back into the 
program as CXM start delivering returns.

02 
CUSTOMER SEGMENTS
Then, it is imperative for brands to identify 
key customer demographic to achieve key 
business goals, such as to either pinpoint the 
target audience with the highest churn rate 
to build brand affinity via personalisation or 
to drive incremental revenue from the most 
loyal customers. By prioritising audiences by 
value and profitability, brands can target the 
customer segment to personalise experiences.

06 
PRIORITISATION
Brands need to repeat the customer 
journey exercise for all different customer 
segments to generate more opportunities for 
personalisation. A simple task like classifying 
each opportunity against effort and reward 
as high, medium and low T-shirt sizes can 
go a long way towards understanding the 
relative merits of different opportunities. 
Using a graph where effort is plotted against 
reward will help brands quickly realise the 
low effort & high reward opportunities. 
Furthermore, brands will know where to 
start and gauge some longer-term higher 
effort & high reward opportunities.
        For each prioritised opportunity brands 
can create a new personalised experience 
and test it against the existing, or control 
experience on its site or channel. Brands will 
need to define how to measure success and 
develop the personalised content.

07 
START SMALL AND ITERATE
Test the minimum viable versions of an 
improved or new customer experience 
against brand’s priority audiences. It is a 
much better approach to make several small 
personalisation tests, learn what has potential 
and iterate, rather than one big test that takes 
months to develop and may not have the 
impact expected. By starting small brands will 
move faster and learn more.

08 
BUILD FOR SCALE
While it’s possible to start manually crafting 
personalised experiences for a variety of 
customer segments, it will soon become 
increasingly difficult to scale without the 
right technology in place. A priority should 
be having a common data platform across 
all channels and campaigns from the start, 
including a centralised content repository, 
customer data, and offer management engine. 
As brands’ personalisation efforts ramp up 
over time, businesses will also want to review 
and streamline campaign preparation and 
processes to leverage templates wherever 
possible to drive repeatability. 

ARRAN PECK IS SENIOR BUSINESS 
CONSULTANT AT ADOBE.

03 
360° UNDERSTANDING OF CUSTOMERS
Once the target audience is identified, brands 
then have to start creating 360-degree view 
of customers. By leveraging insights on 
online behaviour from high volume entry 
pages through to the purchase funnel, brands 
can generate online sales by building up a 
customer profile through data on transactions, 
Net Promoter Score, pain points, and the gaps 
in customer experiences.

04 
FOCUS ON THE CUSTOMER EXPERIENCE
Then, brands must consolidate and integrate 
every customer touchpoint, including 
marketing and operations, to chart out the 
end-to-end omnichannel customer experience 
for at each stage of the purchase funnel, from 
consideration to advocacy. 

05 
OPPORTUNITIES FOR PERSONALISATION
By considering each stage of the customer 
journey through the eyes of a particular 
customer segment, or persona, brands can 
proceed with personalisation to improve 
customer experience and drive business value.
        Taking into account of all the necessary 
information available will help personalise or 
contextualise experiences at the key stages in 
the customer journey where personalisation 
will have the biggest impact for a brand. 
Brands must also explore the various channels 
and different types of content that will be 
needed to be personalised. 
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GIANLUIGI 
APONTE



NEPTUNE ON THE 
SHIPPING LANES

T
rade makes the world go round. Human history 
and civilisation revolves around trading. Our 
ancestors in the distant past had the mental 
acuity to recognise the fact that sometimes, 
others can easily produce and obtain things that 
you can’t; and that the only way to get said items 
is to give something of equal worth in return. 
        The earliest traders of old would only carry 
what meagre goods they could on their backs 

to trade in a neighbouring town or village. After domesticating animals, 
they would usually have one, maybe two, pack animals to carry goods 
for them. As cultures evolve, these traders would have their animals pull 
wagons loaded with goods, allowing them to travel further and faster; thus 
creating the first ‘modern’ delivery service.
        Humans would eventually come to the realisation that building 
settlements next to rivers and large bodies of water was a pretty good 
idea. Thus, transportation via boats became the next logical step in trade. 
Cargo ships would rule trade and logistics of human civilization until the 
age of aviation, thousands of years later.
        Today’s trade logistics and shipping have become much more 
efficient compared to our early days as a civilization. With the invention 
of aircraft, we can now deliver large quantities of goods in a much 
shorter time span. Modern carriers can even make priority deliveries 
internationally which ensures your items get delivered in days where once 
it would take months, even years. 
        Despite being slower than air transport, sea shipping has not been 
made obsolete. Ships are not hindered by the laws of gravity as much as 
aircraft are. As such, we are able to create truly humongous cargo ships 
that can carry far more goods than any one aircraft ever could. This 
combined with the relatively good speeds of modern ships make for a very 
efficient form of trading.
        The Mediterranean Shipping Company is the world's second-
largest shipping line in terms of container vessel capacity and serves 
as an example of how far trade logistics have come. Privately founded 
in 1970 by an Italian sea Captain, Gianluigi Aponte, the company has 
not only found success, but has continued to grow ever since. In today’s 
world of interconnectivity, specialisations and absolute advantages, trade 
companies like MSC are absolutely indispensable. With the turmoil that 
has been brought about by the ongoing US-China trade war, you can see 
the damage that can happen to a modern society if trade is disrupted.

ANCHORS AWAY Not much is known about the early life of Gianluigi 
Aponte. However, family records state that the Aponte family has had a 
long maritime history dating back to the 17th century. Gianluigi himself 
became a ship captain before purchasing his first ship. With only $5,000 
of capital in hand and his first ship, the Patricia, Gianluigi would set out 
on his journey to become a world renown shipping magnate. 
        Soon after acquiring Patricia, Gianluigi would go on to obtain a 
second vessel, naming it Rafaela after his wife. Both were registered 
in the name of Mediterranean Shipping Company; and with these two 
conventional cargo ships, MSC began a "Liner" service between the 
Mediterranean and Somalia in 1971. 

COMPILED 
BY 

JORDAN 
LOW

"APONTE FAMILY 
HAS HAD A 

LONG MARITIME 
HISTORY DATING 

BACK TO THE 
17TH CENTURY. 

GIANLUIGI HIMSELF 
BECAME A SHIP 

CAPTAIN BEFORE 
PURCHASING 

HIS FIRST SHIP. 
WITH ONLY $5,000 

OF CAPITAL 
IN HAND AND 

HIS FIRST SHIP, 
THE PATRICIA, 

GIANLUIGI WOULD 
SET OUT ON HIS 

JOURNEY TO 
BECOME A WORLD 
RENOWN SHIPPING 

MAGNATE."
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Despite this, Gianluigi still oversees many of 
MSC’s operations and assists his son in guiding 
the company forwards. 
        MSC has only continued to grow since 
Gianluigi’s retirement from his role as CEO. In 
2014, MSC invested billions into obtaining new 
ships for its cruise line as well as renovating 
some of it’s existing cruise liners. MSC shipping 
also continues to grow with ever larger and more 
modern vessels to tread their shipping routes.
        As of 2018, MSC has a fleet of 490 
container vessels, with a capacity of around 3.1 
million TEU, as well as operating a handful of 
bulkers, general cargo, and ro-ro vessels. The 
company is the world's second-largest shipping 
line in terms of container vessel capacity and 
operates in all major ports of the world. 
        MSC Cruises now operate 17 cruise liners 
with plans to increase that number to 25 within 
the next 8 years. MSC Cruises is the world's 
largest privately held cruise company, and is the 
fourth largest cruise company in the world.
        Gianluigi Aponte was just a man with a 
fancy boat in 1970. But he has built an ever 
expanding shipping and cruising empire that 
shows no signs of slowing down. MSC continues 
to be at the forefront of trading and shipping 
today while MSC Cruises are continuously 
implementing new technology and innovations 
to present customers with the latest and greatest 
in leisure. 
        Travel and transport by sea has been an 
integral part of human life for thousands of 
years, but it seems that it will continue to be so 
for thousands more. 

        These were the early days of MSC. Gianluigi would continue his business while slowly 
growing his fleet of second-hand cargo ships. As his fleet grew, so too did his business. 
MSC would eventually expand it’s shipping routes to areas such as Northern Europe, 
South Africa and the Red Sea in 1977 and into the Indian Ocean the following year. The 
expansion continued through the 1980s; by the end of the decade, MSC operated ships to 
North America and Australia.
        Throughout most of the 1980s, MSC’s expansion was made entirely through the 
judicious purchase of second-hand ships, initially multi-purpose vessels, but increasingly 
purpose built container ships would eventually become part MSC’s fleet, albeit still 
being second-hand purchases. By utilising strategically placed hub ports throughout the 
world, all of MSC’s services became linked, allowing those shipping with MSC access to 
destinations world-wide.
        Interestingly enough, you would think that such a successful shipping and cruise 
business would have ordered some of their own ships after operating for over 20 years. 
However, it was not until 1994 that MSC ordered its first newly constructed ships, which 
were delivered beginning in 1996 with MSC Alexa. 

THAT’S A NICE BOAT By 1988, MSC’s shipping operations were proceeding smoothly 
and successfully. As such, Gianluigi began making plans for an even larger scale 
expansion of his fleet. However, it was not cargo liners that he was eyeing; it was cruise 
ships. In 1989, MSC purchased Lauro Lines, which was founded in 1960, and renamed 
it StarLauro Cruises.
        Thus began MSC’s venture into the cruise line business. Much like it’s parent 
company, StarLauro would continue to operate successfully while slowly expanding it’s 
fleet through the acquisition of second hand ships, repurposed and refitted as proper 
leisure boats. In 1995, StarLauro would be renamed once more to MSC Cruises, cementing 
itself as an indispensable part of the MSC brand.
        By 2003, MSC has made huge investments in expanding their cruise line. Thanks to 
a massive €5.5 billion investment programme, MSC had 12 new and modern cruise liners 
in just over a decade of acquiring the company. In 2008, MSC Cruises is the first cruise 
company in the world to be awarded the coveted ‘6 Golden Pearls’ for its outstanding 
standards in environmental protection, health and safety.

MSC OF TODAY As of 2014, he has retired from the position of CEO and president in 
favour of his son, Diego Aponte, and took on a role as executive chairman within MSC. 

"MSC HAS ONLY 
CONTINUED TO GROW 

SINCE GIANLUIGI’S 
RETIREMENT FROM HIS 

ROLE AS CEO. IN 2014, 
MSC INVESTED BILLIONS 

INTO OBTAINING NEW 
SHIPS FOR ITS CRUISE 

LINE AS WELL AS 
RENOVATING SOME OF 
IT’S EXISTING CRUISE 

LINERS."
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M
aritime 
transport is 
mankind’s 
oldest form 
of interna-
tional 
logistics. 
Ships of 
every stripe 

have criss-crossed the globe since the 
Age of Sail. 
        Even now, in the age of the jet 
engine, seaborne transport comprises 
roughly 90 per cent of world trade. 
Containerisation and the growing 
size of ships have made shipping 
the cheapest form of transport, and 
the life blood of the global economy. 
Without shipping, intercontinental 
trade, the bulk transport of raw 
materials, and the import/export of 
affordable food and manufactured 
goods would simply not be possible.
        There are over 50,000 
merchant ships trading 
internationally, transporting every 
kind of cargo. The world fleet is 
registered in over 150 nations, and 
manned by over a million seafarers 
of virtually every nationality.

        Contrary to popular news 
coverage, shipping is the safest and 
most environmentally benign form 
of commercial transport. Perhaps 
uniquely among industries involving 
physical risk, commitment to safety 
has long pervaded virtually all deep 
sea shipping operations. Shipping 
was among the very first industries 
to adopt widely implemented 
international safety standards. 
        Because of its inherently 
international nature, the safety of 
shipping is regulated by various 
United Nations agencies, in 
particular the International Maritime 
Organization (IMO). The IMO 
has developed a comprehensive 
framework of global maritime safety 
regulations, which are enforced on a 
worldwide basis.
        Seaborne trade continues 
to expand, bringing benefits for 
consumers across the world through 
competitive freight costs. Thanks to 
the growing efficiency of shipping as 
a mode of transport and increased 
economic liberalisation, the prospects 
for the industry’s further growth 
continue to be strong.

TOP 8 SHIPOWNING NATIONS
GREECE 330

JAPAN 224

CHINA 183

GERMANY 107

SINGAPORE 104

HONG HONG SAR 98

SOUTH KOREA 77

UNITED STATES 69
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CONTAINER SHIPS
Container ships 

emerged from the idea of 
combining transportation 

on land and sea routes using 
standard-sized containers. 
Virtually every major port 
can load and unload such 

ships with container cranes. 
The biggest examples of this 
species are 400m in length 

with a capacity of 
20,000 TEUs.

RO-RO SHIPS
Roll-on, roll-off (Ro-Ro) 

ships are suitable for 
cargo which can be driven 
on/off the ship via ramps, 
such as cars, lorries, and 

cargo on trailers. 

BULK VESSELS
These vessels are designed 
to carry dry bulk cargoes 
such as grain, ore, coal, 
fertilizer, and sugar. The 

loading and unloading crane 
is replaced by a conveyor or 
pumps. Ship tonnage can be 

up to 200,000 dwt.

BARGE CARRIERS
Barge carriers were the 

result of an effort to 
minimize the time spent 

by ships in ports. The 
cargo is carried within the 

vessel within very large 
floating pontoons, and 

the loading and unloading 
takes place at the harbour 

gates without the ship 
approaching the port.

OIL TANKERS
Like their name implies, 
oil tankers carry crude 

oil from oil producers to 
refineries. Their sizes range 
from about 50,000 dwt to 
the mammoth ultra large 

crude carriers (ULCCs) of 
550,000 dwt. The largest 

ship in history, the Seawise 
Giant, was a ULCC tanker.

COMMON TYPES OF CARGO VESSELS



MARITIME AND SHIPPING 
IN SOUTHEAST ASIA
Southeast Asia is located along one of 
the most important routes in global 
shipping. Trade in goods between 
China, Africa, the Middle East, and 
Europe have to transit through the 
Straits of Malacca and the South 
China Sea, making the region a 
strategic choke point for trade.
        As a result, a thriving maritime 
service industry is present in 
Southeast Asia. In particular, 
Singapore is well-known as a maritime 

MARITIME INDUSTRY OUTLOOK
Shipping demand is spurred by 
economic growth. According to the 
International Monetary Fund (IMF), 
we should look towards emerging 
and developing countries for such 
growth. The IMF also points out that 
advanced economies’ growth is on 
a downward trend and has been so 
since the mid-2000s.
        Such a development affects every 
shipping sector across the globe—in 
different ways, naturally. Dry bulk 
demand is supported by such a trend, 
whereas container shipping will see 
demand growth rates come under 

hub in the region. Singapore is a 
leading centre for ship repair, and its 
other key activities include building of 
marine vessels and offshore structures, 
vessel design and engineering and 
marine equipment and services. The 
nation has also become a strategic 
centre for maritime business. With its 
excellent reputation in the maritime 
and shipping industry, coupled with 
sophisticated port facilities, shipyards 
and various services, Singapore 
has developed into an international 
maritime centre where ships convene 

further pressure. Oil tankers may find 
it somewhat bittersweet, as demand 
generated in the East may be dented by a 
contraction in the West.
        In particular, China is further 
moving away from being the world’s 
factory for goods, towards being a 
consumption country. The shift that 
started from China to move production 
of labour-intensive products years ago 
will further accelerate in the future. 
Especially labour-intensive products, 
such as textiles, apparels, footwear, and 
furniture, are the first industries that 
will leave China.
        To prevent this, many factories 

and also where services in shipping, 
commerce and logistics flourish.
        Most commercial ships are 
registered under a flag that differs from 
the flag of the economy of ownership. 
Singapore is also a preferred flag 
registry for many shipowners due to 
its maritime hub status, favourable 
admiralty and tax laws, as well as being 
a reputable flag that complies with IMO 
conventions. More than 127 million dwt 
were registered in Singapore in 2018, 
making it the fifth largest ship registry 
in the world by deadweight tonnage.

in China are moving further inland 
as Western China continues to offer 
cheaper labour compared to China’s 
coastal cities. However, being further 
inland means more expensive freight 
rates and longer transit times, as barges 
must be used along with other means of 
transportation to connect coastal cities 
for mother vessel departures. Southeast 
Asia may be the biggest winner of 
this switch, as it has very good port 
infrastructure, such as deep sea ports 
which can now accept larger vessels.
        To take advantage of this, the 
Maritime and Port Authority of 
Singapore (MPA) has drafted four 

Deadweight tonnage (often shortened to dwt) is a measure of how much weight a ship can carry, not its 
weight, empty or in any degree of load. Dwt is the sum of the weight of cargo, fuel, fresh water, ballast 
water, provisions, passengers, and crew. It does not include the weight of the ship itself. Deadweight tonnage 
is a good indication for shipowners and clients of how much revenue the vessel is capable of generating.

The twenty-foot equivalent unit (TEU) is a unit of cargo capacity often used to describe the capacity of container 
ships and container terminals. It is based on the volume of a 20-foot-long (6.1 m) standard-sized container.

WHAT IS DEADWEIGHT TONNAGE?

WHAT IS TEU?
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strategies which are expected to 
drive the port of Singapore as a 
global maritime hub for innovation, 
connectivity, and talent. The authority 
presented plans to boost its physical 
connectivity, which includes major 
investment in the port capacity and 
infrastructure to meet the long-term 
needs of the Industry. 
        For instance, Phases 3 and 4 of 
the Pasir Panjang Terminals will be 
operational soon, which enhances the 
total port capacity to 50 million TEUs. 
Additionally, MPA plans to launch the 
Maritime Transformation Programme 
(MTP) and set up Singapore Maritime 
Data Hub (SG-MDH) to create a path 
for emerging technologies, develop 
innovative solutions, and also foster 
R&D in the maritime sector. Apart 
from technologies and infrastructure 
development, MPA continues to invest 
in the development of its maritime 
workforce. The authority set to roll 
out a new global talent program by 
2019, which focusses on human capital 
development by partnering with more 
than 20 maritime companies.

        Singapore’s neighbour, Malaysia 
is in many ways still playing catch up 
with its island counterpart. Although 
terminals Port Klang and Tanjung 
Pelepas have world-class facilities, rough 
waters lie ahead due to overcapacity and 
tight financing.
        To that end, a Malaysia Shipping 
Master Plan has been formulated. 
Among others, the Plan proposes to 
promote the use of Malaysian-owned 
vessels, facilitate access to financing 
for shipowners, and promote digital 
innovation in Malaysian shipping 
services. As the US-China trade war 
heats up, Malaysia is also promoting 
itself as an attractive destination for 
Chinese transshipment.

TECHNOLOGY IN MARITIME SHIPPING
Mariners have had a long history of adopting 
as well as inventing new technology. After 
the military, merchant ships were among 
the earliest users of GPS for navigation, and 
automated engine management has been 
standard on container ships for decades, 
drastically reducing the number of crew 
needed on board.

        Modern merchant ships are 
technologically sophisticated giants, with 
larger designs costing well over US$200 
million to build. These ships incorporate 
the latest in ship design, navigation 
systems, naval engineering, marine 
propulsion and more. 
        And the maritime industry continues 
to evolve. Smarter ships, intelligent cargo 
tracking, automation and a host of fringe 
technologies are beginning to make 
an impact on the way shipowners do 
business. All will come together to form 
new standards across the next decade.
        Shippers are also harnessing the 
technologies powering the Fourth 
Industrial Revolution. Many of these new 
digital solutions, which range from the 
buzzwords of big data and blockchain to 
the more literal buzz of drones, robotics 
and autonomous systems, offer game-
changing alternatives to the traditional 
way of doing things.
        Maritime operators are steadily 
automating operations, dealing 
proactively with maintenance, improving 
security and developing greater visibility 
across the supply chain. 

BUSIEST PORTS IN ASIA (BY COUNTRY) 

PORT

SHANGHAI

SINGAPORE

HONG KONG

BUSAN

DUBAI

PORT KLANG

KAOSHIUNG

LAEM CHABANG

SAIGON

TANJUNG PRIOK

COUNTRY

CHINA

SINGAPORE

HONG KONG SAR

SOUTH KOREA

UNITED ARAB EMIRATES

MALAYSIA

TAIWAN

THAILAND

VIETNAM

INDONESIA

LOCATION

YANGTZE DELTA

STRAITS OF MALACCA

PEARL RIVER DELTA

KOREAN STRAIT

ARAB PENINSULA

STRAITS OF MALACCA

TAIWAN STRAITS

GULF OF THAILAND

SOUTH CHINA SEA

JAVA SEA

CONTAINER TRAFFIC 
(IN 1000 TEUS, 2017)

40,233

33,666

20,770

20,493

15,368

11,978

10,271

7,670

6,156

6,090 
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For example, many maritime companies still 
rely on arcane practices, such as using pen and 
paper to handle all their planning. Alvin Ea, 
co-founder of Haulio, said, “It’s a challenge for 
[maritime companies] to even use a software 
like Microsoft Excel.”
        But that’s not to say the maritime 
industry is stuck in the past—new technology 
just needs time to prove itself through 
repeated use (and abuse). 
        To help shippers connect with hauliers 
(transport on land), Haulio is a centralised, 
collaborative platform for the container 

T
he maritime sector is 
notoriously slow in 
adopting new 
technologies. For an 
industry that has been 
around since man first 
floated a log in a lake, 
that is in some ways 

understandable. Mariners hold onto tradition 
in an industry fraught with the peril that 
Nature herself can unleash upon the ocean.
        Even on the administrative side, maritime 
companies are slow to embrace innovation. 
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haulage industry as a haulier-to-haulier 
portal that is built to serve the hauliers (and 
shippers) better. Through better optimization 
of resources, Haulio can better distribute the 
workload among hauliers, who traditionally 
communicate on a piecemeal, ad-hoc basis 
with shippers.
        To date, Haulio has an outreach of more 
than 75 per cent of Singapore’s hauliers, 
comprising of more than 2,000 prime movers 
and 20,000 trailers.
        Vicknesh Pillay, managing partner of 
venture capitalist TNB Aura Fund added, 
“As the maritime industry is characterised by 
its heavily manual and largely paper-based 
processes, digitisation is the key to unlocking 
further innovation such as automation, data 
analytics, and optimisation. It is precisely due 
to the inefficiencies of traditional processes 
that we see massive opportunities ahead.”
        Another aspect of shipping that is still 
largely fragmented is bunkering. Bunkering 
is the supply of fuel to ships—an operation 
so important that it is built into shipping 
contracts. It is a huge industry worth over 
US$100 billion. But as large as the industry is, 
there are still many operational inefficiencies 
that limit fleet optimisation, which leads to 
a lot of wastage of resources. Furthermore, 
there are numerous stakeholders involved in 
each delivery, with no common platform to 
bring them all together on the same page.
        To solve this problem, Claritecs has 
devised a software-based solution to automate 
bunker scheduling operations, with data-
driven insights for increased work efficiencies, 
scheduling clarity and fleet optimisation. 
The software, named BunkerMaestro, makes 
use of the Singapore Maritime Data Hub to 
access the Maritime and Port Authority of 
Singapore’s port and ship-related real-time 
data for practical application.
        Claritecs chief executive officer Wong 
Hong Lee said: “BunkerMaestro tracks 
vessels within Singapore waters, using vessel-
tracking application programming interfaces 
from SG-MDH with the aim of providing 
just-in-time bunkering services to receiving 
ships; assisting operators optimise their 
bunker tanker fleet utilisation at the world’s 
largest bunkering port.” 
        But the current pinnacle for maritime 
technology is the autonomous boat. Uncrewed 
vessels will revolutionise the industry as 
we know it—dramatically slashing costs, 
inefficiencies, and environmental pollution. 
        Oceanalpha, a Zhuhai-based company, 
is one of the handful of companies around 
the world specialising in unmanned surface 
vessels (USVs). The company uses these 
vessels to conduct water quality surveys, 

hydrologic mapping, and even conduct search and rescue missions. 
        “If you look at Chinese traditional culture, we’re not as close to the ocean as Western 
countries. But now we’re getting closer,” said Zhang Yunfei, founder of Oceanalpha. He has also 
predicted, “There will be a huge revolution in the maritime industry within three years. Cargo 
ships will be autonomous before cars.”
        Similar to counterpart DJI which pioneered aerial drones, Oceanalpha is leading the 
charge in USVs. The holy grail in this field is unmanned cargo ships, which Oceanalpha is 
currently locked in a global race for the prize. Norway, Japan, Canada, the United Kingdom, 
and the United States are just some of the countries vying for the first to launch an unmanned 
cargo vessel. 
        Oceanalpha’s prototype cargo vessel, nicknamed Cloudborne, is a 500-ton vessel with a hull 
length of 50 meters. The use of an electric propulsion motor will give it a range of 500 nautical 
miles. Developed in conjunction with China Classification Society (CCS), Zhuhai Municipal 
Government and Wuhan University of Technology, the small USV cargo ship will mainly be 
used for inland navigation and island supply. In the future, with further progress of the project, 
controllers based in Guangdong, Hong Kong, Macau and Taiwan will be able to control the vessel 
remotely from unmanned navigation control centres.

HAULIO 

I
ncubated by 
PSA 
International’s 
corporate 

venture capital arm, 
PSA unboXed, Haulio 
is Singapore’s fastest-
growing network of 
haulage services. Backed 
by technology, Haulio’s 
B2B haulage services 
marketplace (Haulio 
Community Portal) and 
drivers’ app (Haulio 
Connectivity System) saves 
time and resources for 
hauliers, while improving 
visibility and reliability for 
end-customers.

CLARITECS 

C
laritecs 
provides 
applications 
for 

maritime businesses 
to improve efficiency 
through automation 
and provide data-
driven insights to aid 
management decision-
making. Their goal is 
to digitise, transform 
and disrupt the 
traditional maritime 
industry, starting with 
the bunkering 
industry.

OCEANALPHA 

A
s the leader in 
USVs, 
Oceanalpha has 
developed more 

than 25 models of USVs 
ranging from 1 metre to 50 
metres in length. The USV 
can be equipped with 
survey instruments such as 
water quality probes, 
ADCP, echo sounders, side 
scan sonar, etc to conduct 
environmental 
measurement, 
hydrographic survey, 
oceanology investigation, 
surveillance and rescue, 
and cargo shipping. 
Nanning, China. 
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KooBits
K

ooBits is a very tech and digital oriented 
educational franchise with roots in Singapore. 
They have however, been known to branch out 
to other countries. Their long term vision is to 

transform education beyond the traditional classroom 
barrier. They want the next generation of learning to take 
place virtually from anywhere at any time, with the best 
quality content from the best educators around the world.
        KooBits engages children with specifically designed 
software and learning content. Their software tools are 
intuitive, interactive, media-rich and highly motivating 
and their learning contents are age-appropriate, relevant 
and aligned to the latest education curriculum and 
syllabus. They state that they wish to groom the next 
Steve Jobs, Elon Musk, Mark Zuckerberg and the future 
innovators and leaders who are able to solve complex 
problems in our societies.
        Franchising information can be found on their 
website. Costs for setting up learning centres are broken 
down into easily digestible informative bits and they also 
provide a summary of profitability for the franchisee. 
They also include onboarding and training as well as 
sales and marketing assistance with their franchise 
package. They will also assist with the opening of the 
franchisee’s learning centre.

E
ducation is at the forefront of every parents’ 
mind. Throughout history, humans have 
pondered about how things work in third 
world of ours. Through endless contemplation 
and experimentation, academic individuals 
were able to put together explanation and 
craft theories as to the functions of the world 

around us. These individuals would be eager to share their 
knowledge with others and would thus become teachers.
        Of course, it is not just academics that are thought. Skills, 
both mental and physical are passed down from the experts to the 
novices. Generals taught their soldiers tactics and how to fight. 
Craftsmen taught their apprentices how to create items. Human 
history is a cycle of teachers and students, passing knowledge 
down from one generation to the next.
        Like the instinctual hoarders we humans are, knowledge we 
learn is kept and preserved in writing. This has allowed us as a 
species to retain the cumulative teachings of the past in order to 
apply it in innovative and creative ways; enabling us to discover 
new knowledge. 
        The result of this is clear to see today. Thanks to cumulative 
knowledge and a disposition to learn, humanity has advanced 
both technologically and socially at a rapid pace. Out ability to 
learn from the past allows us to build upon the foundations set by 
our ancestors, enabling us to reach new heights and horizons.
        Learning is a tradition that has become embedded in us as 
a species. Organisations and nations around the world have even 
come to agree that basic learning is now an inalienable human 
right. As such, those who values knowledge and learning have 
gone out of their way to make teaching their profession, so that 
they can ensure the next generation can learn and improve on 
what our generation has done.
        In this edition of SME, we will explore some educational 
franchises that are wholly devoted to the nurturing of knowledge 
and creativity within our children.

BY 
JORDAN 

LOW
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HUTONG SCHOOL
F

ounded in 2005, Hutong School is now a prominent 
global leader for Chinese language training and 
educational travel to China. Aimed more towards the 
college and high-school demographic, Hutong offers 

intensive language courses, internship programs, volunteer 
programs and recruitment partnerships with companies. Even 
teachers may becomes students with their teacher summer and 
placement programs.
        As the first Chinese language school under foreign management 
to be officially licensed by the Chinese Ministry of Education, 
Hutong boasts of a commitment to educational excellence that 
has made it a popular choice for learning the Chinese language in 
various countries around the world. 
        By separating spoken Chinese from character recognition and 
promoting total immersion, learners are encouraged to start speaking 
from the very beginning. As students progress, they develop an under-
standing of the logic that underpins Chinese character construction 
and begin laying a solid foundation for character memorisation.
        Franchise prices and details must be obtained via email, which 
can be found on the Hutong franchise website. Franchisees will be 
provided the necessary student materials to welcome new students 
as well as marketing materials to attract clients and partners. On-
boarding training will also be provided for the franchisee. Hutong 
also offers assistance with regards to learning centre exposure, 
networking and teacher training. 

KUMON
A

rguably one of the most well-known education 
and tuition brands world. Kumon was founded 
by Japanese educator, Toru Kumon in 1958. 
The brand specialises in mathematics and have 

since branched out into native language studies as well 
which varies from country to country. Initial growth for 
the company was slow, but eventually gained traction, 
resulting in the recognisable brand we see today. 
        Kumon is an independent program, where instructors 
and assistants tailor instruction for individual students. 
Each student is given an initial assessment of his or her 
abilities. Based on the results and the student's study skills, 
a Kumon Instructor will create an individualised-study 
plan. Each study plan is regularly updated by the Kumon 
Instructor to match the ability of each student. Kumon 
aims to foster sound, capable individuals who are able to 
independently carve out a path for themselves in life.
        Kumon is one of the most well established 
franchises in the world. Franchisees will have the 
advantage of having a reputable and recognisable brand. 
The brand offers relatively low franchising fees as well as 
a proven business model. There are also many training 
opportunities provided by the company as well as fellow 
franchisees. Assistance is also provided for the opening 
of learning centres.
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and fiscal discipline. In anticipation of eventual declines in oil and 
gas production, Norway saves state revenue from petroleum sector 
activities in the world's largest sovereign wealth fund, valued at over 
US$1 trillion at the end of 2017. To help balance the federal budget 
each year, the government follows a ‘fiscal rule’, which states that 
spending of revenues from petroleum and fund investments shall 
correspond to the expected real rate of return on the fund, an 
amount it estimates is sustainable over time. 
        Norway is not a member of the European Union—it opted out 
of the EU during a referendum in November 1994. However, as a 
member of the European Economic Area, Norway partially partici-
pates in the EU’s single market and contributes sizably to the EU 
budget. The country is also part of the Schengen immigration area.

NORWEGIAN TRADE WITH ASEAN Norway was the first European 
(albeit non-EU) country to enter into a formal partnership with 
the ASEAN trading bloc in 2015. The country was accepted as a 
Sectoral Dialogue Partner, allowing Norwegian stakeholders to 
have a better say in areas like energy, climate change, biodiversity, 

H
igh up in the north of Europe, Norway is a 
symbol of Scandinavian economic strength. 
With a vibrant private sector, a large state 
sector, and an extensive social safety net, 
Norwegians enjoy some of the highest 
standards of living in the entire world.
        Norway is richly endowed with natural 

resources such as oil and gas, fish, forests, and minerals. It is a lead-
ing producer and the world’s second largest exporter of seafood, 
after China. In particular, Norwegian salmon is well-known the 
world over for being the highest grade of salmon available. In fact, 
Japanese people didn’t start using salmon for sushi until Norwegian 
exports convinced them otherwise in the 1990s.
        The other significant contributor to Norway’s economy is the 
oil and gas sector. The petroleum sector provides about 9 per cent 
of jobs, 12 per cent of GDP, 13 per cent of the state’s revenue, and 
37 per cent of exports, according to official national estimates. 
        Unlike many other oil-rich nations, Norway has carefully 
shepherded its oil wealth through extensive government regulation 

NORWAY: BY 
ONG XIANG

HONG

   TRADE      

Official name: Kingdom of Norway (Kongeriket Norge)  Capital: Oslo  Land area: 304,282 sq km  Population: 5,372,191 (July 2018 est.)  
Languages: Norwegian (official), English widely spoken  Currency: Norwegian kroner  GDP: US$381.2 billion (2017 est.)  GDP per capita: 
US$72,100 (2017 est.)  Main exports: petroleum and petroleum products, machinery and equipment, metals, chemicals, ships, fish  Main 

export partners: United Kingdom, Germany, Netherlands, Sweden, France, Belgium, Denmark, United States  Main imports: machinery and equipment, chemicals, 
metals, foodstuffs  Main import partners: Sweden, Germany, China, United States, South Korea, Denmark, United Kingdom  Country code top-level domain: .no
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Norway to ASEAN decreased 
from US$32.7million in 2016 to 
US$14.9million in 2017.
        Through the ASEAN-Nor-
way partnership, the two sides 
will also share experience in the 
SME sector, including transfer of 
technology to increase the role of 
SMEs in the regional and global 
supply chain. In particular, the 
area of sustainability in of great 

interest to Norway, such as sus-
tainable natural resource manage-
ment and biodiversity conserva-
tion, as well as the promotion 
of energy efficiency, renewable 
energy and other clean energy 
programmes and technologies 
which will contribute to enhanced 
food production, sustainable de-
velopment, agricultural productiv-
ity and environment. 

environmental protection, 
maritime and marine, and people-
to-people exchanges, including 
education and culture.
        For example, the ASEAN 
Climate Change and Energy 
Project (ACCEPT) is a three-year 
project that will produce analysis 
and actionable recommendations 
to make ASEAN energy policies 
more coherent. The project is 
jointly implemented by the Nor-
wegian-ASEAN Regional Integra-
tion Programme (NARIP), with 
total funding of US$1,657,060.
        Taken as a whole, ASEAN 
represents Norway’s fourth 
largest trading partner. There are 
currently around 250 Norwegian 
companies operating in the 
region—the highest concentration 
of Norwegian companies 
operating abroad. These operate 
mostly in areas such as oil and 
gas, fertilizers, and maritime. 
        ASEAN and Norway have 
enjoyed robust trade and invest-
ment relations over the past years 
despite fluctuation. The total two-
way trade between ASEAN and 
Norway decreased by 20 per cent 
from US$4.15 billion in 2016 to 
US$3.31 billion 2017. ASEAN’s 
exports to Norway decreased 
from US$2 billion in 2016 to 
US$1 billion in 2017, and imports 
from Norway was relatively 
stable in 2016 and 2017 at US$2 
billion. Meanwhile, foreign direct 
investment (FDI) flows from 



SPEAR PHISHING BY EMAIL Email phishing 
attempts can target both consumers and 
enterprise mobile users. Spear phishing 
attacks on consumers usually involve stolen 
databases of consumer names, phone numbers 
and accounts to create very targeted and 
convincing messages. For example, hackers 
will use a stolen database of credentials from 
a major breach – such as the recent breaches 
at Equifax or Yahoo!— to send mobile users 
targeted messages using that brand’s name or 
personal information about the recipient. 
        Attacks against enterprise users involve 
building a profile of individuals from corporate 
websites and LinkedIn, Facebook and 
Twitter profiles, and then creating targeted 
emails that purport to be from a senior 

 

T
he first recorded use of 
the term ‘phishing’ was in 
1996, in the earliest days 
of the Web. So why is this 
20+ year-old method of 
online fraud still with us? 
For one very simple 

reason: it works very effectively. It’s one of the 
most reliable methods a hacker can use to steal 
access to personal or business digital accounts. 
The FBI has estimated that the total losses 
from business email compromise alone – a 
highly targeted variant of phishing – have 
exceeded US$12 billion globally. 
        Phishing has become an industrialized 
process. It’s estimated that around one in 
every 2,000 emails is a phishing email, and 
over a million fake websites are created every 
month to try and trick users into giving away 
personal information. A recent study showed 
that 25% of phishing emails bypass Microsoft 
Office 365 security. For criminals, it’s a 
numbers game: they just need to distribute 
enough emails and links to fake sites, and 
wait for people to fall into their traps. And as 
more and more transactions are conducted 
via mobile devices, mobile users are being 
increasingly targeted – with increasing success. 
        There are several reasons for the rise in 
mobile phishing attacks. First, the ergonomics 
and smaller screen size of mobiles makes it 
harder for users to inspect an emailed URL 
that they are asked to click on – and easier for 
scammers to attract unwitting visitors to their 
fake sites. Second, mobile devices are typically 
used to connect to multiple email accounts, 
enabling hackers to target both business and 
personal accounts. And finally, smartphones 
can also be targeted by phishing texts, and by 
malicious apps too, giving the attacker a range 
of methods to try and get victims hooked. Let’s 
take a closer look at each of these three main 
phishing vectors. 

executive, requesting an urgent payment or 
service and directing the target to make a 
legitimate-looking but fraudulent transaction. 
Alternatively, these attacks can appear 
to originate from the enterprise IT team, 
directing users to URLs to collect passwords 
and VPN credentials. 

SMS PHISHING So-called ‘smishing’ – SMS, 
text and iMessage phishing – is an increasingly 
common vector for delivering malicious URLs 
to mobile device users. Again, there are several 
varieties, from large-scale attacks resembling 
spam email attacks that incorporate ruses 
such as password resets or account security 
updates, through to far more targeted and 
personalized attacks.
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because they are encrypted.
        Fake social media phishing uses apps 
like Twitter, with attackers setting up fake 
accounts purporting to be genuine customer 
support services. And of course, there are 
entirely fake apps, and even fake third-party 
app stores. The latter often use the technique 
of distributing a configuration profile that 
is installed on a device by visiting a web 
page. Once such a profile is installed on the 
mobile device, the user can then access the 
third-party app stores and download apps to 
the device. These apps are not subjected to 
any verification or security review, and can 
be used to deliver phishing URLs, malicious 
content, and even to install malicious apps on 
the user’s device.

APP PHISHING Mobile apps have become a 
hugely fruitful channel for the distribution of 
phishing links. After all, most mobile devices 
have a huge number of apps installed, and 
with over 3.8 million apps available to Android 
users on Google Play, over 2 million apps on 
the Apple App Store, and over 1.5 million apps 
on other third-party stores, there are plenty 
of opportunities for hackers to introduce 
malicious content.
        Yet again, there are multiple varieties 
to be aware of. Encrypted communication 
phishing takes advantage of the encrypted 
nature of WhatsApp, Telegram and Signal to 
send convincing messages claiming to be from 
customer support or a known online service, 
which cannot be flagged by the enterprise 

NEXT-GENERATION PROTECTION AGAINST 
BEING PHISHED To protect individuals and 
organizations against phishing attacks, a four-
stage approach is needed.
1)  The first line of defense is robust, server-

based anti-phishing protection. This must 
incorporate anti-spam filtering, phishing 
detection, BEC phishing detection and 
spear phishing detection. 

2)  Second, device-based URL protection is a
must, given that the vast majority of 
phishing attacks direct a victim to a URL 
that provides convincing content to trick 
the user into disclosing credentials or 
installing malicious apps. URL protection 
which spans not just an enterprise email 
account but also personal email accounts, 
SMS/text/iMessage and the content that 
apps download is crucial.

3)  The third stage is device-based security
profiling, in order to detect whether devices 
have been purposely or inadvertently 
made vulnerable to targeted attacks or 
traffic interception. This needs to examine 
operating system versions and patch 
levels, installed configuration profiles and 
certificates, and scan for malicious apps.

4)  Finally – and this element is often neglected
– user education is essential. The nature 
of phishing attacks requires unwitting or 
uneducated users at the device side – and 
even the most sophisticated technical 
education can be undone in a second by 
a careless user. And as mobile phishing 
attacks get more sophisticated, mobilizing 
sophisticated social engineering techniques 
to trick even savvy individuals, user 
education has never been more important.

Workforces need to be educated to be 
suspicious of any email that is unknown, to 
avoid opening any attachment that is now 
known or requested, to not provide any 
personal information over email or text, and 
to exercise extreme caution when they receive 
unexpected payment notifications via email, 
or requests from social media contacts they 
don’t recognize. They also need to be able to 
identify potentially fake websites, and know 
to immediately close their browser if a URL 
directs to a completely different website. 
With this combination of best-practice security 
technologies and user education, organizations 
will be in a good position to ensure that their 
employees will not easily fall for the bait 
offered by mobile phishers. 

BRIAN GLEESON IS HEAD OF MOBILE SECURITY 
PRODUCT MARKETING AT CHECK POINT SOFTWARE.



improving workforce competitiveness. 
        Unlike traditional industrial robots, 
with complex programming and a long set-
up process, user-friendly cobots feature an 
intuitive, 3D visualisation technology for quick 
and easy set-up and deployment. The entire 
process, from unpacking, to mounting the 
cobot and programming its first task, typically 
takes under an hour. Even for SMEs that lack 
in-house expertise for complex programming 
processes, automation is possible. 
        Lightweight and compact, cobots can 
be easily integrated into production without 
costly infrastructure overhauls to reconfigure 
production space. SMEs can automate 
small-batch production runs and mixed 
product assembly, increasing productivity and 
product quality, without substantial cost and 
manpower requirements. 

AUTOMATION MADE ACCESSIBLE The total 
cost of ownership (TCO) of cobots is lower 
relative to traditional industrial robots. TCO 
comprises direct and indirect costs, including 
maintenance, factory floor layout changes, 
safety barrier implementation (typically 
needed for traditional industrial robots) and 
employee-training costs. 
        Recognising the numerous advantages 
of cobots, manufacturers worldwide are 
deploying them to help solve labour shortages, 
increase productivity and improve product 
quality. For example, PT JVC Electronics 
Indonesia (JEIN) deployed seven UR3 cobots 
into the production line without changing the 
existing factory floor layout. More importantly, 
the company managed to reduce yearly costs 

T
he manufacturing sector is 
a key driver of Malaysia’s 
economic growth, 
accounting for RM325 
billion, or 22.4 percent, of 
gross domestic product 
(GDP) in 2018. Yet in 

today’s Industry 4.0 world, Malaysia Prime 
Minister Dr Mahathir noted that manufactur-
ing firms can no longer achieve similar GDP 
growth rates if they continue to rely on capital 
and labour as productivity levers. 
        The launch of the Industry4WRD na-
tional policy is the right step forward to drive 
digital transformation of the manufacturing 
sector. However, SMEs have been slow to 
adopt these new technologies. In 2017, Malay-
sia deployed just 45 units of industrial robots 
per 10,000 employees, half the global average 
of 85 units. According to a Federation of Ma-
laysian Manufacturers-Malaysian Institute of 
Economic Research (FMM-MIER) survey, only 
7.4 percent of respondents used autonomous 
robots, of which only 23.3 percent were SMEs.  
        Small and medium-sized enterprises 
(SMEs), comprising 98.5 percent of businesses 
in Malaysia, are the backbone of the manufac-
turing sector, contributing 37 percent of GDP. 
Preparing them for Industry 4.0 is crucial, 
especially if they are to achieve the targeted 41 
percent GDP contribution by 2020. 
        As a manufacturing-based and export-driv-
en economy, Malaysia cannot afford to be left 
behind in leveraging Industry 4.0 technologies. 

WHY COBOTS? Automation and robotics are 
at the forefront of Industry 4.0 technologies. 
SMEs have been resistant to adopt them as 
they are thought to be expensive and difficult 
to implement. This is not the case.
        Cobots, short for collaborative robots, 
are robots designed to work safely alongside 
people. Cost-effective, safe and flexible to 
deploy, cobots offer manufacturers of all sizes 
vast benefits, without the extensive workspace 
layout changes and additional maintenance 
costs typically associated with traditional 
industrial robots. 
        Featuring an in-built safety mechanism, 
cobots can function in close proximity to 
people without safety barriers (after risk as-
sessment). By taking over repetitive and strenu-
ous tasks, cobots reduce repetitive strains and 
accidental injuries among employees, creating 
a safer and more efficient work environment. 
Freed from menial labour, employees can 
take on higher-skilled and higher-valued roles, 

by more than USD 80,000, while improving its 
production processes and workers’ safety. 
        Replicating JEIN’s success in Malaysia is 
possible, given the strong support for automa-
tion-adoption across public and private sectors.
        In Budget 2019, the government set aside 
over RM5 billion to help businesses embrace 
smart technology, including automation and 
robotics. Other measures include an “Industry-
4WRD Readiness Assessment” programme to 
assist SMEs in assessing their capabilities and 
preparedness, serving as a guide to their adop-
tion of Industry 4.0 technologies. 
        The private sector has also come onboard 
to promote greater adoption. UR launched the 
UR Academy to provide free online modules 
covering a comprehensive range of cobot 
programming skills, which is suitable for users 
of all backgrounds. For those seeking to self-
deploy robotics solutions, the UR Collabora-
tive Robotics Course in Singapore equips 
participants with the necessary know-how 
under the guidance of a certified instructor. 

EMPOWERING SMEs According to Finance 
Minister Lim Guan Eng, in order for Malaysia 
to move forward, it is imperative that SMEs 
are equipped with the technologies to be 
competitive not just at home but regionally and 
globally. With cobots helping SMEs embrace 
automation, coupled with the multi-pronged 
public and private sector initiatives driving 
technological change, Malaysia is poised to 
reap the benefits that Industry 4.0 brings. 
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This was a change management 
programme beyond the traditional 
sales training formula.
        We acknowledged that this 
was a company-wide initiative 
that would pivot the business into 
a new and better direction. So 
we needed buy-in from the start. 
We knew that this would cause 
disruption, change and potentially 
put some people’s noses out of 
joint but everyone was invited to 
participate and have their say.
There was no turning back, this 
was necessary in order to avoid 
the Kodak Moment of failure.

CLARITY, COMMUNICATION 
AND CONSISTENCY ARE KEY TO 
BUILDING TRUST, COMMITMENT 
AND RESULTS With clarity 
of purpose and direction 
underpinned by a stable sales 
operating framework the business 
has achieved a number of things:
  Quick profitable wins: By resetting

the sales team structure, 
resetting the strategy and up 
skilling the sales team have 
been able to identify and 
engage with the right kinds of 
businesses which have already 
started to deliver over $200M 
per annum of new revenue 
from new clients within 2 
months of launch plus all the 
repeat business they are now 
able to retain more easily.

  Ditch unprofitable clients: Upon
examination senior 
management made the 
decision to let go of a very 
large client who was not 
profitable, took up too many 
resources and was very 
difficult to work with; this 
was a brave move; however, it 
freed up an enormous amount 
of working capital and time 
which could be redirected 
immediately to more profitable 
business. The shortfall of 
immediate revenue loss has 
been quickly made up by 
winning over better quality 
clients.

  Long term view: As I mentioned,
it’s not been easy but with 
the leaders determined to 
deliver their over-arching 
strategy based on sound logic 
and business economics, the 
business has been able to 
weather the storm of short-
termism by news outlets and 
shareholders and stay the 
course for positive change.

Remember everybody lives by 
selling something. 

H uman beings, by and large, 
are notorious for staying 
with what is familiar to 

them and not wanting to ‘rock the 
boat’, instead chasing the familiar 
quick fix, the easy option, that 
which feels safe and comfortable.
        ‘Why not get as much out of 
today as I can and to hell with the 
future’. Boom and bust mentality.
        ‘We’ve always done it this 
way, no need to change’. Staying in 
our comfort zone mentality.
        ‘If it’s not broken, why fix it?’ 
Not keeping an open mind to new 
innovations, ideas, challenges, etc.
        Sound familiar?
Well, this approach didn’t go well 
for Kodak.
        Their business model was 
destroyed by digital photography 
and the irony is they invented the 
digital camera in 1975. Why? 
One of the reasons was Kodak’s 
senior management were stuck in 
time and were myopic. As the Wall 
Street Journal reported, “They 
never fully grasped how the world 
around them was changing. They 
hung on to now obsolete assump-
tions about who took pictures, why 
and when. Kodak always thought 
that people would never part with 
hard prints and that people valued 
film-based photos for their high 
quality. In other words, they saw 
digital as a direct substitute for film 
based photography.”
        In 2013, hundreds of 
thousands of people lost their 

livelihoods and with that went over 125 years of history – most of which 
was defined by amazing innovations and many memorable ‘Kodak 
moments’ for people and families all over the world. What a waste of 
opportunity, talent and fortune.
        By not stepping back and looking at our businesses from all angles, 
challenging preconceived ideas and exploring what’s possible and how 
our markets, clients, society and environment are changing on a regular 
basis, we are putting ourselves and our companies at risk of creating our 
own Kodak moments. With obsolescence the only option.
But it doesn’t have to be this way.

A SELLING BETTER CASE STUDY
It’s with this backdrop that I want to share with you a current (in 
progress) case study about a very large, by Australian standards at 
least, publicly listed company that was staring into the abyss of rapidly 
declining sales and share price, unhappy customers and a business and 
operations model that was just not working as it was supposed to.
        There had been several attempts to ‘right the ship’ by a previous 
leader; however, these attempts were more decorative in their approach 
and did not invoke the fundamental changes required for the necessary 
changes in the marketplace or create the right business and sales 
strategy, the value proposition, the offer, the sales force structure, sales 
operational framework and so on.
        In late 2017 I met with the newly appointed leader of this business. 
He had been with the business for some time but in finance, not sales 
and he knew things weren’t right. He was looking for options and a 
better way forward that would secure the business for the future. But 
where to start, what to do?  
        I listened to him for 90 minutes as he explained his dilemma, 
priorities, goals and objectives. I asked questions in order to stake out 
the various concerns of his – from business and sales strategy, sales team 
structure, market segments, ideal clients, backend operations, culture, 
and trends.
        There was a lot to consider and it wasn’t going to be a quick fix. We 
agreed that we needed to rethink the whole way this business went to 
market and how it operated. We agreed that he needed to get everyone 
on board, not just the sales team, if the business had any hope of 
resetting itself as the business could and moving forward successfully.

BEGIN WITH THE END IN MIND So we looked forward to the future and 
imagined what an ideal state would look like:
  Implementation and execution of effective sales strategies that

delivered real value and sustainable competitive advantage;
  A business culture and reputation built on trust, engagement,

commitment and high performance with all employees, clients and 
suppliers; and

  A sales system that develops sales mastery, and minimises sales
execution risk and operational risk to deliver consistent and 
sustainable revenue and growth

  Leading to happy, engaged and satisfied staff, customers and suppliers
  A partner of choice



Provincial Electricity Authority (PEA) is responsible for the provision of 

standardized electricity services and related business to attain customer’s 

satisfaction on productsand services through PEA’s continual corporate development

plans with the recognition of social and environmental responsibility.

Provincial Electricity Authority (PEA) is responsible for the provision of 

standardized electricity services and related business to attain customer’s 

satisfaction on products and services through PEA’s continual corporate development

plans with the recognition of social and environmental responsibility.
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a hard six even though the definition is contested by pilots who think 
non-pilots confuse planes with dice. In wartime, the odds are often very 
against you. Sometimes you just have to get lucky.

ANOTHER ONE THAT I LOVE IS: Peacetime CEO strives for broad based 
buy in. Wartime CEO neither indulges consensus-building nor 
tolerates disagreements. 
        Things during wartime are intense. Decisions have to be made 
quickly. Many will be wrong, need to be overturned, and new decisions 
have to be made. Sitting around arguing about what to do simply 
doesn’t work. Get all the ideas out on the table, but then choose. And 
then execute like crazy.

FINALLY: Peacetime CEO sets big, hairy audacious goals. Wartime CEO 
is too busy fighting the enemy to read management books written by 
consultants who have never managed a fruit stand.
        Your big hairy audacious goal in wartime is not to die.

As an investor, I’m involved in 
some companies operating in 
peacetime and others in wartime. 
There’s a lot of emotional 
dissonance during the day as I 
go back and forth between them. 
I’ve learned how to be calm in 
both modes and deal with my 
emotions outside the context of 
interacting with CEOs, founders, 
and leaders. But, Ben’s metaphor 
of peacetime vs. wartime has 
been so incredibly helpful to 
me as an investor in identifying 
what mode I’m in that I should 
probably get him some sort of a 
gift as a thank you. 

I
read Ben Horowitz’s The 
Hard Thing About Hard 
Things last weekend. This 

is the third time I’ve read it. It gets 
better each time. If you are a CEO 
and you haven’t read it, buy it right 
now and read it next weekend.
        There are endless gems in 
the book, many of them from 
Ben’s own experience. My favorite 
of all time, that stays with me 
through all the work I do, is his 
distinction between “peace time” 
and “war time.”
        I think the first time he wrote 
about this was in his post in 2011 
titled Peacetime CEO/Wartime 
CEO. There has been plenty of 
commentary on the web about it, 
which really only says a CEO has 
to be effective in both wartime and 
peacetime to be successful.

BEN HAS AN INCREDIBLE RANT IN 
THE POST THAT STARTS OFF WITH:
        Peacetime CEO knows that 
proper protocol leads to winning. 
Wartime CEO violates protocol in 
order to win.
        The rant is worth reading 
every single word, but I want to 
highlight and comment on a few of 
my favorites.

THE FIRST ONE IS: Peacetime CEO 
always has a contingency plan. 
Wartime CEO knows that some-
times you gotta roll a hard six.
        Our fans know about rolling 
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I
n our work with 
organizations all over the 
world, we encounter six 

signs of substandard service 
culture and customer service. Each 
of these signs can defeat the best 
intentions of service leaders and 
degrade the best effort of service 
providers. Do any of these signs 
look or sound familiar to you?

SIGN #1: YOUR CULTURE TURNS 
PEOPLE OFF. You have let your 
service culture decline while other 
organizations have improved. 
Perhaps you focused on making 
profits, launching new products, or 
other urgent issues.
        But this lack of attention to 
building or sustaining your service 
culture can be costly. If you don’t 
stop this decline, your customers 
will leave and your best employees 
will resign in frustration.
        You can stop this slide by 
becoming a better place to work 
as a service provider, and a better 
place to be served as a customer.
        Study the architecture and 
implementation roadmap for 
building a service culture. All over 
the world, companies are following 
these guidelines to become 
distinguished by Uplifting Service.
        Building a service culture 
takes time, energy, and 
commitment, but this work pays 
off. Companies with strong service 
cultures are consistently more 
profitable and productive. They 
keep more loyal customers and 
retain more passionate employees.

SIGN #2: YOUR SERVICE 
PERFORMANCE IS SUB-STANDARD.
Complaints are pouring in. 
Customers react to your poor 
service with public rants of 
disappointment. Responding to 
these complaints upsets your staff, 
costs you money, and damages 
your reputation.
        You’ve tried to improve 
service, but customer expectations 
keep rising. You give your people 
scripts to use and tell them what 
standards to achieve, but all this 
customer service training doesn’t 
make a lasting difference.
        Solving this problem 
requires a different approach. 
First, stop telling people what to 
say and do. Instead, educate your 
people to understand service 
situations and design more 
effective service actions.
        We define service as taking 
action to create value for someone 
else. The anchor of this definition 

Fortunately, you can fan a glowing 
ember back to life. Reignite the 
interest and motivation of your 
team with contests, workshops, 
town halls, keynote presentations, 
customer visits, panel discussions, 
cross-functional teams, and more. 
Be proactive. Make sure everyone 
is engaged – weekly, monthly, 
quarterly – in creative programs 
that keep the flame for service 
burning brightly.
        Sustaining focus and 
enthusiasm for service is an 
essential leadership skill. Not 
sustaining focus and enthusiasm is 
a deadly service sin.
        The Six Signs of a Second-
Rate Service Culture can be found 
in many business, government, and 
community organizations. When 
you see these signs at work, take 
action to turn the tide. You can lift 
your culture out of the darkness 
and into the light of service. 

is not the action you take, or even the value you create, it is the other 
people you are serving. What do these people want to accomplish or 
achieve? What do they want to avoid? What are their top priorities? 
What are their real concerns?
        Few of us were educated in the foundations of superior service. 
In school we learned math, science, history, and language, but never 
the fundamental principles for creating value through service to others. 
This is a serious educational lapse, as most of us will spend our working 
lives in service to other people.

SIN #3: YOUR LEADERSHIP TEAM IS NOT ALIGNED. Your leaders do 
not agree on the priority of improving service. Your intended focus 
on service gets fractured and lost in a deluge of comments on pricing, 
competition, recent problems, and defective products. Your people are 
confused about how much service really matters. And you can’t blame 
them. What’s important seems to depend on which leader is speaking.
        This lack of leadership alignment weakens an organization. As 
your top team argues over projects and budgets, the primacy of service 
improvement fades away. The likelihood of your differentiating on 
service or building a superior service culture is slim.
        It doesn’t have to be this way. You can build strong alignment 
among the members of your leadership team. In fact you must do this, 
because alignment at the top is essential to build momentum with 
everybody else.
        How can you enable this change? Start by bringing your top team 
together to study global best practices and successful case studies. With 
these insights and a proven methodology, you can build leadership 
alignment, agree on a common service vision, and secure commitment 
for implementation.

SIGN #4: POOR INTERNAL SERVICE HARMS EXTERNAL SERVICE 
TO CUSTOMERS. Your people are stuck in rigid silos with poor 
communication and little cooperation across departments. Or your 
matrix reporting structure produces more uncertainty and confusion 
than urgently needed collaboration.
        Either way, departments are more concerned about looking good 
than they are about looking after the customer. And when things go 
wrong, your people are faster at pointing the finger than they are at 
pointing out what can be done.
        This unwilling attitude towards internal service consumes time, 
costs money, and damages employee morale. And worse, it prevents 
you from giving external customers the quality of service they demand 
and deserve.
        Some organizations suffer with this painful condition. But others 
thrive by making excellent internal service to colleagues a focus of their 
culture, and a benchmark for their service to customers.

SIGN #5: YOUR COMPANY IS A MEMBER OF NATO: NO ACTION, TALK ONLY.
Your people have lots of ideas. Big budget ideas, blue sky ideas, and 
“wouldn’t it be great” ideas. But despite this high volume of new ideas, 
there is painfully little new action. At the end of the day, all the happy 
talk about excellent service seems to be just talk.
        Fortunately, a pile of ideas can be transformed into a mountain of 
results with a process that moves ideas into action.
        irst, select a team of Change Leaders who get certified to conduct 
service improvement workshops. Then deploy this powerful resource to 
teach service principles to all internal and external service providers.
        Next, apply the tools and frameworks you learn to review service 
problems and generate new ideas. Choose ideas that offer quick wins 
and others that hold the possibility for big and positive changes.
        Now put these ideas into action. As results are achieved, trumpet 
the service solutions and praise the people involved. Repeat this cycle 
until everyone appreciates how service issues lead to new ideas, new 
ideas lead to new actions, and new action produces results.

SIGN #6: YOUR SERVICE AND YOUR PEOPLE ARE EXHAUSTED. The 
wear and tear of service takes a toll. Customer complaints and 
internal problems keep building up, and they wear your people down. 
Enthusiasm dims like a slowly dying ember.
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AskGaryVee     GARY VAYNERCHUK

U ltimately, how much you 
should work is a 
conversation of “one.” It’s 

a conversation you need to have 
with yourself.
        I have no interest in imposing 
my will on anybody. I love working, 
but I also don’t want to push 
people to work super hard because 
they might have different goals. 
Working hard might not make 
them happy or fulfilled.
        At the end of the day, my vlog 
and my content is about sharing 
my journey and perspectives as 
an entrepreneur. As someone who 
loves working, I’m just sharing 
what makes me happy and what 
works for me.
        And at the end of the day, 
that’s what I want for other people 
– I want them to be happy.
        If you’re complaining about 
working a job you hate, I think it 
makes a lot of sense to give up a 
little bit of short term leisure to try 
to solve your problems (by building 
a side hustle you’re passionate 
about) instead of escaping them 
through Netflix or something else.
        That being said… I notice a 
lot of people pushing back against 
hard work in the recent months.
        There’s this concept that you 
can accomplish enormous things 
by working “smart” without 
working hard.
        There are a few things I have 
to say about this mindset…

WHEN YOU’RE DOING WHAT YOU LOVE, WORK DOESN’T FEEL LIKE “WORK”
A big part of why people don’t want to work hard is because we hear 
stories of older people feeling regret for spending “too much time” in 
the office. Many people look back on their lives and wish they didn’t 
work as hard.
        Totally respect that. I completely understand where people 
are coming from in that regard. I get that people have their own 
perspectives on what they should or shouldn’t have done, and I don’t 
want to judge that.
        What I will say is, many of those people who spent years working 
for money might have enjoyed their work more if they worked hard on 
something they loved doing.
        When you love what you do, it’s not as difficult to work hard.
For example, on an AskGaryVee episode, I took a call from a woman 
who was asking me how to deal with burnout from her job. After talking 
to her, I quickly figured out that she wasn’t actually “burnt out”, she just 
hated her job and wanted to do her dog walking side business full time.
        Older people today who regret working their whole lives didn’t 
have the internet when they were in their prime. It wasn’t nearly as 
practical to build side hustles back then, so it might have made sense for 
some people to “work less” overall to have a happier life.
        But today, we have incredible options. It’s practical to use your free 
time to build a side hustle around something you’re passionate about 
and turn it into an actual business over the course of 10-11 years.
        Take your two hours a night and start your baseball card business. 
Start your Lord of the Rings Podcast. Start your Instagram account. 
And work for a decade around your favourite thing.
        Working hard at something you love can lead to enormous 
happiness over time.

FAKE ENVIRONMENTS: THE REASON FOR BURNOUT THAT NO ONE TALKS 
ABOUT Fake environments are a huge problem not too many people are 
talking about.
        A “fake environment” is a situation where someone’s surroundings 
“subsidize” their success. For example, if your parents are paying for 
your lifestyle when you’re well into your 20s, then you’re in a fake 
environment. If you’re raising millions of dollars for your startup on the 
back of an idea, you’re in a fake environment.
        A lot of startup founders these days are burning out because some 
of them didn’t start their career from a place of true “merit.” Some of 
them were able to raise a bunch of money for their startup because they 
went to Harvard or Stanford, not because they proved themselves to be 
great entrepreneurs.
        So they end up in a situation where they’re “successful” on paper. 
They get rewarded for something that didn’t deserve a reward, so they 

think they’re more talented 
than they really are as an 
entrepreneur.
        In many cases, it’s not 
actually the hard work that led 
to their burnout – it was the fact 
that they weren’t actually doing 
something they loved or what 
they were good at.

HARD WORK ISN’T JUST ABOUT 
YOUR LEVELLING UP YOUR 
CAREER
Let me clarify something again:
        “Hustle” isn’t just about 
working on building a business 
or taking your career to the next 
level.
        It’s about going all-in on 
everything you decide to do – 
whether it’s the parenting of 
your children, the relationship 
with your spouse, and 
everything else that you deeply 
care about.
        It just so happens that a big 
one for many people is figuring 
out how to do something they 
love. But it doesn’t have to end 
there.
        It’s the only real “secret 
to success” to accomplish 
something truly meaningful and 
fulfilling in any area of life.
        If you don’t want people 
to judge your work-life balance, 
don’t judge theirs
        If you’re super happy work-
ing 9 to 5 and watching Netflix 
every night, that’s amazing!
        But at the same time, it 
makes me sad to watch other 
people do the reverse – they try 
to suppress other people who 
genuinely enjoy hard work and 
try to tell them that it’ll make 
them unhappy long term.
        This is all one big game 
of self-awareness. There are 
no universal formulas for what 
people “should” or “shouldn’t” 
do. There’s only what’s right 
for you.
        Personally, I would go 
crazy if I had to sit on a farm in 
middle America – I love build-
ing businesses. I would go crazy 
managing a remote team like 
37Signals – I love interacting 
with my employees in person 
every single day. But if being 
a farmer or running a remote 
team makes you happiest, then 
you should do that.
        We need to collectively 
stop coming from a place of 
judgement and start coming 
from a place of empathy. 



M ost salespeople don't take 
first impressions seriously 
enough. If they did, their 

first impressions would be much 
more favourable.
        I can still remember my 
first (unintentional) lesson about 
first impressions. My family was 
gathered at my grandfather's house 
to watch the debut of the Beatles 
on The Ed Sullivan show. It was 
February 9, 1964 and at 8 years 
old, I was one of seventy-three 
million people watching the show 
that night. I was as excited about 
this show as I would be later that 
same year when I attended my first 
Red Sox baseball game at Fenway 
Park. That is pretty excited! 
        Sitting on the carpet, I was 
completely focused on seeing and 
hearing The Beatles play five of 
their hit songs, but my mother was 
doing colour commentary from the 
plastic covered sofa behind me.
        She said, "He's cleaner than 
the other 3", referring to Paul 
McCartney, who had straighter 
teeth, and a face more suitable for 
the mop top hair style shared by 
the four of them.
        There it was, my first lesson in 
judging people by how they looked, 
and more specifically, what "clean" 
did and did not look like.
        We were all exposed to 
unintentional lessons like that 
when we were young and those 
lessons stay with us today. My 
father was an optometrist and 
around a quarter of his patients 
were on welfare. While they 
were entitled to the same eye 
examination as everyone else, they 
were not allowed to choose from 
the same selection of eye glasses 
and were not allowed to wear 
contact lenses - unless they could 
pay the difference. Therefore, I 
assumed that anyone I saw wearing 
"those glasses" must be on welfare.
        15 years later, when I was in 
the music business, a man who 
looked like he spent the night 
sleeping on the side of the road, 
bought the most expensive guitar I 
had in stock. He paid cash.
        Enough for the trip down 
memory lane.
When you are in sales, your first 
impression has been made the 
moment a prospect sets eyes 
on you, and based on how that 
prospect reacts, you, in turn, create 
a first impression of them.
        How much focus have you 
given to how you make your first 
impression? Here are 10 things you 

Dave Kurlan is a best-selling 
author, top-rated speaker and 
thought leader on sales devel-
opment.  He is the founder and 
CEO of Objective Management 
Group, Inc., the industry
leader in sales assessments 
and sales force evaluations, 
and the CEO of David Kurlan 
& Associates, Inc., a consulting 
firm specialising in sales  
force development. 
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can control to assure that you make a great first impression. For a lot 
of these, Goldilocks and the Three Bears will be a good guide. Not too 
much, not too little, but just right:

 Your smile  Your handshake  Your confidence  Your outfit
 Your hair  Your first words  Your tonality  Your trustworthiness
 Your approach  Your authenticity

Thirty-three years ago, when I was far less experienced in the sales 
development space, my first impressions were not very good and it was 
represented by the quality of my clients at the time. Fortunately, thirty-
three years provides a nice, long runway for improvement!
        Selling, and especially consultative selling, is difficult enough 
without having to dig out of the hole created by first impressions gone 
wrong. You rarely get a second chance to make a first impression so 
remember, every encounter provides you with your last chance to make 
a good first impression. 
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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.

ULTIMATE PRODUCTIVITY     WITH JIM STOVALL

I believe that movies 
are among the most 
impactful cultural 

forces in the world today. I 
have written more than 40 
books, and eight of them have 
been turned into movies. As 
successful as my books have 
been, the movies have a wider 
reach and connect with an 
audience that otherwise might 
not read my books. I’m 
convinced that if William 
Shakespeare, the Apostle 
Paul, or Mark Twain were 
alive today, in addition to 
writing, they would be making 
movies. Movies impact us on 
the deepest level throughout 
our culture.
        In an ongoing annual 
survey of people’s greatest 
fears, sharks had never been 
on the list until the year Jaws 
was released, and then the fear 
of sharks was listed among the 
top 10 things that concerned or 
frightened people.
        People were shocked when 
BMW paid the movie studio 
$3 million to have James Bond 
drive their new car in one of 
the films; but it proved to be 
an insignificant investment 
considering that BMW had 

$340 million in presales of the car Bond drove in the movie.
        Sales of archery equipment went up more that 100 percent 
after the release of the Hunger Games movie.
        There are a number of issues involving women’s rights and 
roles in our society today. Whether the movies mirror our culture or 
our culture mirrors the movies, there are several concerning trends. 
Fully 50 per cent of film school grads are women, but only 5 per 
cent of movies have a female director. According to film industry 
statistics, 30 percent of women who appear onscreen in a film are 
either naked or scantily clad.
        Like most things in life, movies are neither good nor bad. Their 
impact depends on the creative people behind the camera and those 
who appear on the screen. Movies account for some of our most 
highly-charged emotional memories. Whether it’s “Go ahead. Make 
my day,” “We’re not in Kansas anymore,” or “Frankly, my dear, I 
don’t give a damn,” movies always leave their mark. Many of us 
in the film industry are committed to making sure movies leave a 
pure, powerful, and positive impact on our world.

        We succeed or fail 
based on our attitude. Few 
things can affect our attitude 
more than the movies we 
watch. The images, sights, 
and sounds stay with us. 
Just as you monitor the food 
that your family consumes, 
you need to make sure the 
movies that feed their minds 
have the messages, images, 
and impact you want.
        As you go through 
your day today, make sure 
movies create the magic and 
memories you are seeking in 
your life.
        Today’s the day! 

MOVIES, 
MYTHS, 
AND 
MAGIC
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slo is Norway’s 
capital and 
largest city. 
The city is 
home to about 
650,000 
people and is 

surrounded by fjords and forests 
making it one of the most 
picturesque and unspoiled cities 
in Europe. Museums, galleries 

and green spaces contrast with 
nightlife in numerous bars, clubs 
and live music venues, perform-
ing arts theatres and a great opera 
house, along with hundreds of 
cafés and restaurants.
        Set at the tip of Oslofjord 
which leads to the North and 
Baltic Seas, Oslo has always had 
a close connection with the sea. 
Some 60 ships a day use the 

BY 
ONG XIANG

HONG

   BUSINESS TRAVEL      

city to live in the world.
        However, facilities are 
excellent and incentives are 
offered for meetings and 
conventions. That helps to keep 
costs reasonable for delegates 
and other attendees. There is 
an excellent range of top-class 
budget accommodations, a great 
selection of free attractions, and 
good value meals in cafés and 

city's port and it handles 125,000 
containers annually. The city is 
home to the world's largest ship 
and offshore classification society 
DNV GL.
        Norway has one of the high-
est GDPs per capita in the world, 
and the highest in Europe after 
Luxembourg. It is also has an 
expensive capital; Mercer ranks 
Oslo as the 20th most expensive 

O
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restaurants for those who have 
free time when on the road.

GETTING IN
Oslo is served by two 
airports: Oslo Airport 
(Gardermoen) and Sandefjord 
Airport (Torp). Oslo Airport 
is the larger of the two and 
is the main international 
gateway to Norway.
        Direct flights are 
available to a multitude of 
Norwegian and European 
airports, as well as several 
intercontinental destinations. 
The largest airlines in Norway, 
Scandinavian Airlines (SAS) 
and Norwegian Air operate 
most of the flights.
        The Flytoget Airport 
Express Train runs from the 
airport every ten minutes at 
peak times, taking around 
20 minutes to reach the 
centre of the city and is the 
recommended option.
        Taxi fares are fixed 
from the airport but depend 
on destination and time of day. 
Remember that the airport 
is 50km out of the city and 
the fare will be steep and the 
journey longer than by train.

GETTING AROUND
There is a comprehensive 
public transport system in 
Oslo, consisting of buses, 
trams, trains, metro (T-bane) 
and boats. The public 
transport is planned and 
coordinated by Ruter.
        Oslo has one of the largest 
metro systems in Europe. It 
is known as the Tunnelbane 
or mainly just T-bane in 
Norwegian. Trams and buses 
complement the metro network, 
and use the same tickets. They 
cover most of the city, and run 
from approximately 5.00am to 
past midnight.
        Local trains cover certain 
areas of the city, and run out to 
the neighbouring municipalities 
and towns. The local train 
network spans across the city 
limits to neighbouring cities 
and towns. Boats run to the 
small, cozy islands just outside 
Oslo. Locals use these to get a 
little escape from the city.

Norwegian colleague wants to 
get the opinion of others before 
committing to anything.
        Business dress is usually 
informal, and almost never 
anything more than smart casual. 

During the winter months it's 
common to leave your shoes/
boots in a separate room, and 
change into comfortable trainers 
or even slippers to wear around 
the office. 

Firstly, and perhaps most 
important of all, you 
must understand that 

Norwegians work to live rather 
than live to work.
        This results in many 
workplace behaviours that can 
surprise international visitors, 
especially from across the 
Atlantic. The working week is 
short. 37 hours is normal and 
never above 40.
        Family comes first, so 
even senior managers will leave 
the office at around 4pm to 
be home for dinner with their 
family. Friday afternoons are 
often cut short as Norwegians 
like to spend their weekends up 
in the mountains.
        In addition, Norwegian 
companies tend to make 
decisions on a consensus basis. 
Don’t be frustrated when your 

VIGELANDSPARK 
(or Frogner Park) is an 
open-air collection of 
more than 200 amazing 
sculptures by Norwegien 
sculptor Gustav Vigeland. 
It's open 24 hours a day 
and is close to Majorstuen 
metro station and well 
worth a quick visit.

THE ROYAL PALACE 
is the official residence of 

the current Norwegian 
monarch. Tours are 

conducted in English 
twice a day in summer.

THE NATIONAL GALLERY 
features mainly 
Norwegian art from the 
Romantic period. The 
Scream by Edvard Munch 
is one of the highlights.

AKER BRYGGE 
is a waterfront 

neighbourhood full of 
outdoor restaurants and 
bars which comes alive 

in the summer. 

WORKING WITH NORWEGIANS

SIGHTS AND SOUNDS
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W
orking from 
home feels 
fantastic. It 
allows you to 
enjoy a 
comfortable and 

familiar environment without the 
pressure from colleagues and 
bosses breathing down your neck. 
By putting you into a relaxed and 
restful state of mind, you will be 
able to sit down and get some work 
done peacefully and efficiently at 
your own pace.
        Or can you?
For many people, the prospect 
of working from home on your 
own schedule seems like a dream. 
However, we have to admit it. Most 
of us who have tried to work from 
home at least once have found a 
myriad of new and unique set of 
challenges. The first and foremost 
among them is maintaining a 
healthy balanced lifestyle.
        Due to the unscheduled 
and often unpredictable nature 
of working from home, remote 
workers can often find it difficult to 
draw the line between their work 
and leisure time. However, there 
are things that you can do to help 
make your work from home life 
more balanced and more enjoyable.

SET A SCHEDULE AND STICK TO IT!
The first and most obvious thing to 
do when you work remotely. There 
are generally two extremes that 
are problematic when it comes to 
remote workers. On one hand, we 
have workers who believe working 
from home is an opportunity to be 
more efficient, ignoring all possible 
distractions and concentrating 
solely on pumping out as much 
work as possible. On the other end 
of the spectrum, we have those who 
are easily distracted by the myriad 
of temptations we have at home. 
        Both mindsets are detrimental 
and are often the result of working 
without a clearly defined schedule. 
In order to be efficient and be able 
to separate your work and home life 
effectively, setting a strict schedule 
can be useful. Put aside enough 
time to get work done as well enjoy 
your personal leisure.

RELAX, BUT DON’T GO OVERBOARD
As mentioned previously, 
scheduling and allotting time for 
work and relaxation is important 
for working remotely. People 
often take a work hard-play 
hard mentality where they work 
through the day before going out 
and partying into the early hours 
before waking up the next day 
and doing it all again. This can be 
exhausting and mentally draining. 
As such, it would be preferable to 

schedule regular breaks between working hours to gradually enjoy 
throughout your day. Remember, your hours are very flexible when 
you work from home.

LET YOUR CLIENTS KNOW YOUR WORKING HOURS
If you work on a freelance basis, you may find that your schedule is set 
by your clients. While building and maintaining a good relationship with 
your clients is crucial, it’s still necessary to consider your personal life 
and prioritise your downtime. When you have a day off, you don’t want 
to be checking e-mails constantly or taking calls. Doing this can lead to 
serious burnout, and if you talk to your clients, it can be avoided. Let 
them know your hours and if they try to contact you anyway, they will at 
least be aware that you might not reply during your ‘off-time’. 

WORKING FROM HOME: 
HOW TO LIVE THE DREAM

BY 
JORDAN

LOW



MUSIC MOVIEBOOK

ANNABELLE COMES HOME
Cast: Mckenna Grace, Madison Iseman, P
atrick Wilson, Vera Farmiga

T
he 7th film in The Conjuring series, 
Annabelle Comes Home is a 
supernatural horror story that finally 

continues the story of paranormal investiga-
tors Ed and Lorraine Warren and their 
interaction with the cursed Annabelle doll. 
The Warrens as well as the Annabelle doll are 
real life figures, with the Conjuring series of 
films serving as a dramatisation of actual 

paranormal 
stories that 
have been 
reported. In 
this film, it is 
the Warrens 
and their own 
family who are 
at the centre of 
danger. Instead 
of trying to 
save others, 
they must now 
save them-
selves.

GODZILLA: KING OF THE MONSTERS
Cast: Kyle Chandler, Vera Farmiga, 
Millie Bobby Brown, Ken Watanabe

G
odzilla has been a film staple for over 
50 years. His name has become 
synonymous with the ‘kaiju’ style of 

films. Many can still recall the fond nostalgia 
of watching actors in bulky, clumsy monster 
suits destroying tiny model cities. While the 
golden age of kaiju films have long gone, many 
still crave the excitement of an irresistible 
force clashing with an immovable object as we 
humans stand in the side-lines, powerless to do 
anything Enter Godzilla: King of the Monsters, 

the sequel to 
2014’s reboot 
of the 
Godzilla 
franchise 
– and a 
massive trip 
down memory 
lane as we 
relive the awe 
inspiring 
force of 
nature. 

THE SECOND MOUNTAIN: THE JOY OF GIVING 
YOURSELF AWAY BY DAVID BROOKS

W
e live in a society, Brooks argues, that 
celebrates freedom, that tells us to be 
true to ourselves, at the expense of 

surrendering to a cause, rooting ourselves in a 
neighbourhood, binding ourselves to others by 
social solidarity and love. We have taken 
individualism to the extreme - and in the 
process we have torn the social fabric in a 
thousand 
different 
ways. The 
path to repair 
is through 
making 
deeper 
commitments. 
In The 
Second 
Mountain, 
Brooks shows 
what can 
happen when 
we put 
commitment-
making at the 
centre of 
our lives.

JUST MERCY: A STORY OF JUSTICE AND 
REDEMPTION

T he US has the highest rate of 
incarceration in the world. One in 
every 15 people born there today is 

expected to go to prison. Bryan Stevenson grew 
up poor in the racially segregated South. His 
innate sense of justice made him a brilliant 
young lawyer, and one of his first defendants 
was Walter McMillian, a black man sentenced 
to die for the murder of a white woman – a 
crime he insisted he didn't commit. The case 
drew Bryan 
into a tangle 
of conspira-
cy, political 
machination, 
startling 
racial 
inequality, 
and legal 
brinksman-
ship - and 
transformed 
his under-
standing of 
mercy and 
justice 
forever.

I AM EASY TO FIND BY THE NATIONAL

A fter the four-and-a-half-year wait 
between Trouble Will Find Me and 
Sleep Well Beast, there was little 

evidence we should expect a new National album 
in 2019. And yet: Spurred on by their collabora-
tion with director Mike Mills and a host of new 
voices prominent across I Am Easy To Find, the 
National instead briskly returned with one of 
their most intricate and vibrant releases to date. 
The National’s style of music is a strange mix of 
80s dance, folk rock and alternative rock that will 
leave you with a feeling of peace and nostalgia.

DISTANT WORLDS V: MORE MUSIC FROM 
FINAL FANTASY BY SQUARE ENIX

F
ollowing up the incredible first four 
recordings of the series, AWR Music 
Productions and Square Enix presents 

Distant Worlds V, the latest example of the 
pinnacle of orchestral excellence in game music. 
Distant Worlds V contains new arrangements of 
irreplaceable classics including several 
arrangements of Nobuo Uematsu’s composition. 
Uematsu is often considered as the Beethoven 
of video game music. The Distant Worlds 
Philharmonic Orchestra and Chorus, under the 
direction of GRAMMY Award-winning 
conductor Arnie Roth, delivers the precision 
and richness that are hallmarks of this 
monumental series of recordings.
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T he SME CEO Forum, organised by SME Magazine in partnership with MATRADE happened on 25 June 2019 at the 
MATRADE Exhibition and Convention Centre. Themed “Market Access for SMEs”, over 1,000 SMEs gathered at the forum to 
discuss access to new markets.

SME CEO FORUM 2019
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t a recent event organ-
ised by this magazine, a 
speaker proclaimed that 
Malaysia has no 
international brand 
other than Royal 
Selangor. Of course, he 

is not entirely correct. 
        We have many companies, both in the 
consumer and business-to-business sphere, 
that are world renowned. One out of four 
medical gloves in the world are produced 
by Top Glove. One out of six condoms in 
the world is made by Karex. JobStreet, a 
Malaysian brand that has now been acquired 
by Australia’s Seek, has presence in some 
10 countries. These may not be household 
names to the average consumer, but as 
companies, they are international brands on 
their own right. 
        The better question is why are there so 
few world-class companies and international 
brands originating from this country? This 
cannot be from the lack of ingenuity or 
courage, for Malaysians have plenty of both.
        One of the reasons, if I may suggest, is 
the abysmal number of Malaysians who have 
tertiary education. Only 1 out of 3 Malaysians 
have gone to university or college. Contrast 
this to almost 1 out of 2 Singaporeans and 
Thais. Or 90 percent of Koreans. China, 
which has a three-decade handicap behind 
us, now sees 1 in 2 young people attaining 
a college degree. Among our entrepreneur 
cohort, this percentage could even be lower. 

        This, when coupled with our culture of 
handouts become a deterrent to excellence  
- a pre-requisite if you want to take your 
brand beyond our borders. Many of our 
entrepreneurs  - SMEs as well as larger local 
companies  - have become so accustomed 
to help and handouts from the government, 
that we now lament that the new government 
isn’t nearly as generous. Some are openly 
calling for the return of the previous 
regime. It doesn’t matter if the other hand 
is thieving, if one hand is giving. That might 
be overgeneralisation, but it’s really not far 
from the truth. 

CRUTCHES ARE DRUGS
Like drug addicts, many in the country are 
addicted to government handouts. This 
addiction, built over an entire generation, 
is almost impossible to kick – and the long 
term repercussion to the country is one that I 
shudder to think. 
        The problem is not unique to our 
country. Almost every country around the 
world has at one time or another been guilty 
of promoting populist policies that fly in 
the face of good governance and economic 
prudence. While not all populist legislation is 
bad, it is a general rule of thumb that what’s 
good for politics and politicians are often bad 
for the economy. In Thailand, this divide is 
evident in the battle between the ‘red shirts’ 
who claim to champion the working class, and 
the ‘yellow shirts’ who represent the business 
community and ruling class. 

        In many countries, ours included, 
political parties compete and try to outdo 
one another on the freebies that each dish 
out. Economic feasibility and prudence give 
way to ‘mega handouts’ that in the long run, 
do absolutely nothing but great harm to the 
livelihood and economic future of the citizens. 
And the ones most harmed are the very people 
that these populist policies claim to be helping. 
        Populism doesn’t just remove the 
incentive to work and excel, it gives citizens 
the false impression that their lives and 
livelihood are forever protected by the country. 
Hence people do not save or invest, and 
the country is trapped in a vicious circle of 
having to provide a larger and larger social 
safety net to its citizens. We practice the very 
policies that we demonised as ‘communism’ in 
countries we don’t like.
        We are giving out too many fishes 
without first teaching ourselves how to fish. 
The day will come when we will rue our 
misguided efforts, and wish we had done 
more by giving less. 
        Handouts are like steroids. They do not 
cure any disease. They just mask the symptoms 
and give the patient a false sense of being mi-
raculously cured. What happens to the patient 
after the effects of the steroid wear off is really 
of no consequence to the prescribing doctors. 
The more often the same patient comes back 
and visit, the more money doctors make. 
        And like steroids, handouts are very 
addictive. As time goes by, the body wants 
more of them. And like drugs and alcohol, one 
would need bigger and bigger doses to get the 
same high. 
        Ultimately, these handouts end up in the 
same path the world over – in economic and 
social disaster. Reforms become impossible 
when discontent emerges to obstruct the short-
term pain that can bring about long-term gain 
in an economy conditioned for generations to 
handouts and crutches. 
        In the last election, I read the manifestos 
of both sides of the political equation and that 
gave me a nightmare. It looked like a contest 
between two santa clauses to see who will rule 
Christmas. Freebies and political handouts are, 
along with the racial card, the easiest tools to 
use and abuse. 
        Is it now too late to remove the crutches? 
I would argue that it is never too late. We must 
wean Malaysians off handouts – starting with 
the business community. Crutches make for 
weak entrepreneurs. 
        “The national budget must be balanced. 
The public debt must be reduced; the ar-
rogance of the authorities must be moderated 
and controlled. Payments to foreign govern-
ments must be reduced, if the nation doesn’t 
want to go bankrupt. People must again learn 
to work, instead of living on public assistance.”
        No, that’s not a quote from some modern 
day professor. It is not even modern. Roman 
philosopher, Marcus Tullius Cicero said this 
in 55 BC. Two thousand-odd years on, these 
words still ring true. 
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