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T  en SMEs are exploring opportunities to become suppliers for 
MNCs through the Halal Sourcing Partnership Programme 
(HSPP) introduced in Malaysia in January 2019. Halal Industry 

Development Corporation (HDC) vice president Hanisofian Alias said the 
selected SMEs would receive assistance in obtaining international 

certificates to allow them to supply products to MNCs such as F&N 
Beverages Manufacturing Sdn Bhd and Nestle Malaysia. According to 
him, most of the products being considered are food flavouring, seasoning 
and colouring. In the meantime, the participation of the first batch of ten 
SMEs in the HSPP would end in 2020.

HALAL INDUSTRY DEVELOPMENT CORPORATION EMPOWERS SMES THROUGH HSPP

MALAYSIAN FIRMS COMMITTED TO UN 
SUSTAINABLE DEVELOPMENT GOALS 

A
lmost three-quarters (74 percent) of businesses in Malaysia 
think they have a role to play in delivering the United Nations’ 
Sustainable Development Goals (SDGs). This I considerably 

above the global and APAC average. Industry, innovation and 
infrastructure, good health and well-being, and quality education are 
seen as the most relevant goals to their businesses by Malaysian 
organisations. The three main outcomes of implementing sustainability 
initiatives for Malaysian businesses will be improvement of operational 
efficiency, transparency and traceability as well as growth in sales. 
Notably, Malaysia as a market, shows a higher preference than any other 
market for transparency and traceability as motivators for implementing 
sustainability initiatives.

SINGAPORE’S CLEAN POWER GROWTH ON 
THE WAY TO BEAT EXPECTATIONS 

T
hanks to major government efforts to promote the sector, 
Singapore’s clean power generation may beat expectations in 
the long run. Several factors are still holding back clean power 

growth somewhat. These include a slowing pace in power consumption 
and a lack of private sector enthusiasm to enter the market. Government 
incentives and policies thus far have kept the country on track to reach 
its 2020 solar capacity target of 350 megawatt-peak (MWp). The 
Government has focused its support on the solar sector, given the 
potential for deployment of small-scale installations in a country that 
enjoys high solar irradiance. That makes Singapore relatively attractive 
in terms of wider deployment of photovoltaic (PV) cells.



A  sia’s manufacturing industry finished off 2019 with a 
modestly brighter outlook, with fewer economies 
signalling contraction at factories. Purchasing manager 

indexes (PMI) for South Korea, Thailand, and Taiwan all moved 
above 50 in December 2019, according to data from HIS Markit. 

Malaysia improved to the absolute dividing line of expansion and 
contraction of 50 while Indonesia stayed slightly below it. The 
regional readings come as China's manufacturing sector continued to 
expand output in December, bolstering views that the world's 
second-largest economy is stabilising.

ASIAN FACTORIES END 2019 WITH AN OPTIMISTIC OUTLOOK

VIETNAM PREPARES TO FACE-OFF WITH COFFEE RIVALS 

A
fter helping coffee addicts get their daily fix for decades, 
Vietnam is finally preparing to take on Nestle and its Asian 
rivals in the instant coffee market. Instead of selling raw 

robusta beans to foreign companies for turning into instant coffee, 
Vietnam's biggest supplier is preparing to offer its own soluble powder 
in early 2020. This shift is aimed at reaping more profit from Asia’s 
explosive demand for quick-brewed beverages and to buffer the impact 
of large swings in global commodity prices. Vietnam aims to double 
the value of its annual coffee exports in the next decade, according to 
the agriculture ministry’s international cooperation department.

THAILAND’S GROWING CONSUMPTION OF 
PACKAGED FOODS PRESENTS OPPORTUNITY 

C
onsumption trends show that packaged food is set to post 
positive retail value sales and growth in Thailand over the 
next five years. Offerings of low fat, no sugar, high fibre, and 

organic items are set to do particularly well. As such, neighbouring 
nations, are eyeing the opportunity to take advantage of this growing 
demand in Thailand. Ready meals have also benefited from expansion 
in convenience stores, a channel more frequently used by consumers, 
to purchase daily essentials. Players in the packaged food markets are 
also expected to make new innovations that respond to the growing 
number of busy, urban consumers and the elderly who want 
convenience and quality at affordable price points.
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 J   apan has long been the favoured destination of 
Chinese tourists. But as more and more of this 
lucrative market continues to increase, Japan is feeling 

the pressure from international competition. The number of 
visitors to Japan from China continues to grow; rising 14 percent 
in 2019. However, this pace has slowed down since 2015, when 

the numbers had doubled, amid increasing competition from 
countries like Australia and Europe. Chinese tourists are known 
to have difficulty with regards to making hotel reservations and 
obtaining tax exemptions in Japan. In the face of this challenge, 
Japan has started stepping up public and private-sector activities 
aimed at bringing in Chinese tourists.

JAPAN UNDER PRESSURE AS COMPETITION FOR CHINESE TOURISTS INCREASES

SAMSUNG HELPS TO PROMOTE LOCAL COMPANIES AT CES 

S
amsung Electronics helped support local startups to promote 
their services and products at the Consumer Electronics 
Show (CES) 2020. During the event in January, Samsung 

opened a promotional booth to help five in-house startups of Samsung 
and four outside startups showcase their technologies and products. 
With the aim of nurturing the local startup scene, the tech giant has 
been operating the Creative Lab, an in-house startup incubator 
program since 2012. The company also launched another startup 
acceleration program called C-Lab Outside in October 2018 to support 
innovative startups from outside its network.

INDIA’S SME SECTOR POISED FOR MEGA-TRANSFORMATION 

W
ith the growing popularity of e-commerce and more digital 
data-based credit ratings to help entrepreneurs, India’s SME 
sector is on the verge of a huge transformation. Currently, the 

sector, which contributes 29 percent to the GDP and 48 percent to 
exports, is in urgent need of major reforms and policy interventions 
towards ensuring timely availability of low cost credit. India is eyeing a 
US$5 trillion economy by 2024 and the government is already taking 
the steps necessary to achieve this goal. The government has also 
approached multilateral banks like ADB, World Bank and KfW to 
provide low-cost funds for the sector.
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 T  he final 2020 budget for Dubai has finally been approved 
and it is a staggeringly large sum. The final figure is Dh66.4 
billion (US$18.1 billion), almost a 17 percent increase from 

2019’s budget. The increased budget is attributed to the nationwide 

focus on the Dubai Plan 2021 and Expo 2020 Dubai. Additionally, this 
expenditure plan covers social services, works on supporting families, 
and developing the social benefits fund. All this is being done to achieve 
the goal of making Dubai one of the “most liveable cities in the world”.

DUBAI SETS BIGGEST EVER BUDGET FOR 2020

ANT FINANCIAL APPLIES FOR SINGAPORE DIGITAL BANKING LICENSE 

C
hina’s largest online financial services provider is seeking to 
tap the digital banking sector in its latest gambit into an 
overseas market. In early January 2020, the Alibaba Group 

backed Ant Financial submitted an application to the Monetary 
Authority of Singapore (MAS) for a digital wholesale banking license. 
The MAS has said it will issue as many as five digital banking licenses 
to further liberalise the country’s banking sector. There will be as 
many as two licenses on offer for full digital banks, which can serve all 
kinds of customers, requiring S$1.5 billion ($1.1 billion) in capital as 
well as local control. Three more would be for wholesale banks, which 
foreign enterprises can run, having a capital threshold of S$100 
million, according to the MAS.

2020 PROMISES EXCELLENT E-COMMERCE GROWTH IN ASIA 

E
-commerce proved itself to be a major disruptor over the past 
decade. China and Indonesia in particular has made a big 
deal out of this industry. As a result of a huge population and 

high internet penetration, both nations have massive digital economies 
and opportunities. China’s state council recently approved the 
establishment of 24 new cross-border e-commerce zones to help 
promote the industry. In Indonesia, regulators are excited about 
providing support and creating additional momentum for the 
e-commerce industry. E-commerce in Asia is booming and players in 
the market ought to be excited for what 2020 will bring.
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INTERNATIONAL SMART 
CITY EXPO 2020
11 – 12 FEBRUARY 2020
DUSIT THANI DUBAI, UNITED ARAB 
EMIRATES smartcitiesexpoworldforum.ae

T
he technologies that once 
were science fiction are 
now shaping the smart 

cities of the future. Using big data 
and IoT, many governments around 
the globe are bringing technology 
into just about every aspect of oper-
ations. Smart City Expo is a world-
class platform for collaboration to 
determine solutions for smart city 
planning. It brings together experts 
of innovative technologies, policy 
makers, executives and academics, 
fostering productive discussions to 
address modern challenges to smart 
cities. This platform will also priori-
tise sharing, research promotion, 
best practices, industry secrets, and 
accustomed solutions.

AVIATION FESTIVAL ASIA 2020
18 – 19 FEBRUARY
SUNTEC CONVENTION & EXHIBITION 
CENTRE, SINGAPORE terrapinn.com

A
viation Festival Asia is the 
region’s largest business 
aviation event. From just 

234 attendees in 2004 to over 2,000 
attendees in 2019, Aviation Festival 
Asia is now the must-attend event on 
the Asia-Pacific aviation calendar. 
With more airlines and airports rep-
resented than any other aviation 
event in the region, this event is a 
gateway to the world’s fastest-grow-
ing aviation market. The 2020 edi-
tion of this event will feature more 
than 250 speakers from full-service 
airlines, low-cost carriers, and their 
partners across 9 conferences. These 
include aviation strategy, digital mar-
keting, IFEC, air retail, and more.

TRADERS FAIR 2020
22 FEBRUARY 2020
SHANGRI-LA HOTEL, BANGKOK, THAILAND
thailand.tradersfair.com

T
he world of cryptocurren-
cy, forex, stocks, futures, 

mation reference and exchange plat-
form for enterprises, promote the 
organic integration of digital econo-
my with real economy, and accom-
plish the transformation and up-
grade of global manufacturing.

SMART REPUBLIC 2020
27 – 28 FEBRUARY 2020
THE LALIT, DELHI, INDIA smartrepublic.in

T
he rise of new digital tech-
nologies is opening new 
opportunities to tackle 

some of those challenges and to im-
prove public service delivery. Dis-
ruptive Digital Technologies and the 
Digital Economy Ecosystems offer 
once in a generation opportunity to 
unlock new pathways for rapid eco-
nomic growth, innovation, and job 
creation. Smart Republic 2020 is 
envisaged as a multi partner global 
forum to support collaborate devel-
opment of Framework and global 
knowledge products on Digital 
Strategies and Solutions for acceler-
ating the goal of creating digital 
economy and urban transformation 
ecosystem.

MEDICINE 4.0 CONFERENCE 2020
28 – 29 FEBRUARY 2020
MATRADE EXHIBITION AND CONVENTION 
CENTRE (KL), MALAYSIA
eventprime.asia/medicine4

T
his two-day conference will 
bring together presenters 
and panellists from a 

cross-section of industry experts, ac-
ademics, thought leaders, and heads 
of MNCs to discuss and recognise 
the advent of new treatment para-
digms and technological innovation 
trends to make healthcare more pre-
dictive for better patient outcomes. 
Innovative health start-up compa-
nies will be presenting all-through-
out the conference on game chang-
ing technology for an improved 
patient experience. With tech being 
the driving force behind healthcare 
advances, start-ups are mounting to 
be an essential component trans-
forming healthcare delivery today.

INVEST ASIA 2020
29 FEBRUARY 2020
MINES 2, SELANGOR, MALAYSIA
eventbrite.com

I
nvest Asia 2020 is one of 
Asia’s largest investors’ 
summit that seeks to gath-

er top-notch expert investors, speak-
ers and practitioners in stock invest-
ment, property investment and 
alternative investment personnel. 
The summit will consist of reputed 
conferences happening concurrent-
ly at Mines 2; involving the latest 
trends and happenings within the 
investment sphere. It will also serve 
as a fantastic opportunity for start-
up entrepreneurs and business 
founders to network, pitch to poten-
tial investors, and attend speaking 
sessions led by top business leaders.

CRYPTOECON 2020
29 FEBRUARY 2020
CAVEMAN CUSTOM CYCLES, HANOI, 
VIETNAM cryptoecon.org

C
ryptoEcon is established to 
advance understanding of 
the economic forces be-

hind Bitcoin. Bitcoin is a technology 
that implements a money with a 
transaction confirmation market. 
There are ample resources for evalu-
ating the technology, yet market forc-
es remain poorly understood. This 
two day course is cryptoeconomics 
emphasises the unique aspects of Bit-
coin.  Content is based on Cryptoeco-
nomics by Eric Voskuil, and organ-
ised in a logical progression across 
four sections. Eric will present theo-
ry, with market experts intervening 
to provide context. A moderated 
panel will explore multiple perspec-
tives at the end of each day.

NITRON SUMMIT 2020
29 FEBRUARY – 1 MARCH 2020
GRAND WALKERHILL, SEOUL, SOUTH KOREA
nitron.org

N
iTROn SUMMIT provides 
a communication plat-
form for blockchain prac-

titioners, projects, and opinion lead-
ers from all industries who want to 
understand blockchain technology, 
breaking industry barriers and dis-
cussing blockchain technical solu-
tions and future development 
trends. TRON hopes to use its own 
experience and technology to help 
the traditional industry to transform 
and to discover and support out-
standing projects in the blockchain 
industry. The summit will give par-
ticipants a full range of opportuni-
ties to present and let the investors 
to explore the most promising 
blockchain projects. 

and options markets is a complex set 
of capital markets for each country 
and is growing every more complex 
by the day. Therefore, you need the 
right expertise to work in the stocks, 
futures, options, and forex markets 
as it will become the initial ticket to 
the world of big trade. The Traders 
Fair grants visitors with the opportu-
nity to meet the best trading experts 
as well as the best trading compa-
nies, banks, money brokers from all 
around the world. Top speakers are 
going to make educational speeches 
in the fair seminar halls.

UNICON 2020
22 – 23 FEBRUARY 2020
UTOWN, NATIONAL UNIVERSITY OF 
SINGAPORE unicon2020.com

U
nicon 2020 is a two-day 
conference that serves to 
unite international stu-

dent entrepreneurs, prominent 
founders, industry experts, and ven-
ture capitalists. Each year, the even 
brings together outstanding young 
entrepreneurs from across Asia to 
challenge and inspire. Previous edi-
tions of Unicon had attracted many 
delegates from across the region who 
brought with them their knowledge 
and expertise. Those who attend the 
event can expect to learn technical 
and practical knowledge from the 
best of their respective industries. As-
piring entrepreneurs are encourage 
to present their ideas and gain invalu-
able feedback from the conference.

GLOBAL MANUFACTURING DIGITAL 
TRANSFORMATION SUMMIT 2020
27 – 28 FEBRUARY 2020
SHANGHAI, CHINA ecvinternational.com

W
ith constant developments 
in the area of cloud com-
puting, IoT, AI, and other 

emerging technologies, digital trans-
formation has become the primary 
goal of corporate development. The 
Global Manufacturing Digital 
Transformation Summit will look 
into hot topics such as IT-OT inte-
gration, operation efficiency im-
provement, business model innova-
tion, supply chain optimisation, 
digital twin, and digital talent need. 
It aims to provide a digital transfor-
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DELIVERY ROBOTS  

F
ood delivery apps have really taken off 
in the past few years. It is now more 
easier than ever to get the food you want 
sent straight to your doorstep. Even 
ride-hailing apps are branching out to 

take advantage of this lucrative market. However, with 
the rise of AI and automation, even this rising industry 
looks ripe to be taken over by robots. Companies all 
over the world are already experimenting with 
delivery drones. Each company has their own unique 
design, with a whole variety of sizes and speeds. 
While still mostly in the testing phase, who knows 
when we will start seeing robots at our front doors.

BY 
JORDAN

LOW

DOUBLING THE SHELF LIFE OF PRODUCE    

A
peel Sciences has made an incredible breakthrough. Following six years of R&D, they have developed a plant-based 
coating that is edible, tasteless, and can double and even triple the shelf life of fruits and vegetables. The product has been 
successfully tested in over 250 grocery chains and has led to 50 – 60 percent reduced Avocado waste. The company plans 
to keep testing the coating on other produce to research the effects. Should those prove successful as well, we might just 
have a revolutionary new way to preserve foods.

FURNIQI WIRELESS 
CHARGING SIDETABLE

W
e have all heard about these 
wireless charging docks by now. 
However, have you ever heard 
of a wireless charging table? 
This cleverly disguised 

contraption is made to look like a fancy 
wooden coffee table. No need to fumble 
around with wires twisting and turning on 
the top of your table anymore. Just pop your 
phone down on this piece of furniture and 
watch as your phone fast-charges itself.



13

SUSTAINABLE OFFICE BUILDINGS    

A
rchitecture studio Snøhetta have completed the 
Powerhouse Brattørkaia office in Trondheim, 
Norway, which is said to produce more than double 
the amount of electricity it consumes daily. This 
sustainable harbourside building is wrapped in 3,000 

square meters of solar panels, generating around 500,000 kilowatt 
hours of energy per year. The excess energy the building generates 
is delivered to a local microgrid for use by neighbouring buildings 
and electric vehicles. While difficult to design and construct, the 
building itself is a successful new idea in sustainable construction

SMARTECH LIFEPRINT PRINTER     

A
n ingenious new gadget, the Smartech Lifeprint is more than just you average portable printer. Sure, with it’s unique app, 
you can link it to your phone and print remotely like one would expect it too. But the unique thing about it is the ability to 
“print” videos. Videos that have been printed come out as a regular photo. However, when viewed via the Lifeprint app, 
these photos will come to life as a video on your device’s display. Very neat!  

LUZLI ROLLER MK01 HEADPHONES     

A
pair of high quality headphones can 
really make your day, especially when 
travelling long distance. Being able to 
listen to your favourite tunes in epic 
quality can really make long trips 

shorter than they really are. Unfortunately, most 
headphones are bulky and not easily transportable. 
Enter the Luzli Roller. These headphones can roll-up 
like a metal link bracelet. This offers the gadget an 
incredibly compact design, all the while maintaining 
ultra-crisp sound for your listening pleasure.



product, industry and potential customers 
directly influence the choice of the strategy of 
control of chain management. 
       The first thing aspiring entrepreneurs 
need to know is how much money they 
need to have to organize the logistics, how 
many people are needed for this, where it 
is advisable to begin the production, to buy 
a storage place, with whom it is good to 
cooperate, where and how much to order and 
how to drive. The logistics company has to 
understand of these peculiarities of work.
       When organising the logistics processes, 
it is necessary to have a management system 
to control the couriers, a clear route. It is 
necessary to take into account the weight 
and volume characteristics of the goods. 
Finally, there is a need to define the payment 
system clearly.

T
he logistics industry is 
experiencing disruption 
like never before. At its 
heart, logistics is a field 
of activity related to the 
efficient movement of 
final products from the 
end of the production 

line to the customer.
       But in the quest to reduce delivery times 
down to almost instantaneous, logistics has 
undergone a significant overhaul. In the 
context of start-ups, there are some serious 
and significant problems: the company 
should solve all the scheduling, procurement, 
transportation, storage, delivery and return 
problems, but the startup has no data to 
predict future demands, and it is limited in 
resources, financial and human power. The 
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BY 
ONG XIANG

HONG



In recent times, when we think about 
logistics startups, one particular 
company comes to mind: Amazon. It 
pioneered today’s just-in-time delivery 
paradigm; smart warehousing; next-
day delivery; and even drone delivery. 
Closer to home, startups like Grab and 
Gojek are utilising their vast pool of on-
demand drivers to deliver parcels and 
groceries, among others.
       Southeast Asia’s e-commerce 
boom is an important part of the 
paradigm shift. Online retail will be 
a more than US$38 billion industry 
by the end of 2019, up from US$23 
billion in 2018. Sales are expected 
to mushroom to more than US$150 
billion by 2025 – that is US$50 billion 
more than predictions made over a 
year ago – on the back of stronger-
than-anticipated growth, according 
to Google and Temasek. Southeast 
Asia’s third party logistics market 
accounted for US$36.4 billion in 
2017 and is expected to grow at a 
compound annual growth rate of 5.5 
per cent through 2025. This makes it 
a soon-to-be US$55.7 billion industry, 
according to Research and Markets.

MID-MILE LOGISTICS: 
B2B TRUCKING 
New and innovative companies are 
cropping up in the mid-mile logistics 
space (e.g. B2B trucking). Instead of 
trying to create an end-to-end solution, 
these companies are solving a single 
problem at the middle of the logistics 
equation only. 
       Indonesia-based startup Kargo 
is trying to be an “Uber for B2B 
trucking”. This means providing a 
platform that connects businesses and 
their shipping needs with trucking 
companies that have nearby vehicles 
and cargo space available.
       In theory, this makes on-demand, 
democratically priced shipments 
possible for businesses in Indonesia. 
It cuts out the traditional middlemen 
that would otherwise make margins, 
but it also helps truckers optimise their 
loads – and thereby their earnings – 
by ensuring they’re full-up with cargo 
going both to and from destinations. 
The idea is that they will clear more 
shipments overall, while saving on 
time, fuel, and other associated costs.

LAST-MILE LOGISTICS: 
THE LAST PIECE OF THE PUZZLE
On the short-haul side of the spectrum, 
last-mile delivery is another fertile 
niche. Traditionally, it would be the 
postman walking up to your doorstep 
and handing you the letter or parcel. 

KARGO

K
argo founder 
Tiger Fang was 
one of Uber’s 
first employees in 

Southeast Asia. He then 
took the concepts behind 
Uber and applied it to the 
trucking business. The goal 
is to remove excessive 
middlemen who broker 
logistics and trucking deals 
and thereby provide greater 
transparency, better quality 
service and improved 
financials for clients and 
those operating the services.

NINJA VAN

L
ai Chang Wen’s 
experience with 
the online retail 
business made him 

realise there could be a more 
efficient way of delivering and 
tracking packages, resulting 
in the creation of Ninja Van 
in 2014. His vision is for a 
Ninja to be within the reach 
of any consumer in Southeast 
Asia so that Ninja Van can 
provide a consistently great 
and seamless logistics 
experience for shippers and 
shoppers alike.

EASYPARCEL

F
ounded in 2014, 
Clarence Leong 
formed EasyPar-
cel with a mission 

in mind; that is to provide a 
simplified shipping platform 
where businesses could 
book any manner of 
consignment for delivery at 
prices they couldn't achieve 
themselves. The Penang-
based company has now 
expanded to four markets in 
Southeast Asia, recording 
100% year-on-year growth 
in revenue. 

Now, third-party logistics providers are filling in the niche due to the explosive growth of 
e-commerce in the region.
       Singapore-based Ninja Van is a tech-enabled express delivery company with its own army of 
drivers and vans across Asia. It works with vendors like Lazada, Zalora, Qoo10, and Watsons to 
deliver their range of goods online. Customers can even use Ninja Points to drop off their returns.
       To cope with the surging demand, Ninja Van works with other logistics providers to increase 
its delivery capacity. For instance, it offloads deliveries to McDelivery – McDonald’s food delivery 
arm – when it experiences a lull in operations. Partners that pay for this arrangement can tap 
Ninja Van’s technological infrastructure to optimise their own deliveries; and likewise, they can 
employ Ninja Van’s fleet to help with their operations too.

MAKING IT EASY TO SEND SOMETHING
Many times, logistics isn’t just for big companies. Sometimes, SMEs and even individuals may 
need to send items to venues, partners, friends, or loved ones. Since it can be expensive to send 
items, especially overseas, it pays to compare prices.
       EasyParcel is a web-based parcel consolidator and e-commerce shipping solutions provider in 
Southeast Asia. Customers can enter the source, destination, and weight of a parcel and compare 
rates from different courier service providers. They can then book a courier service from the 
EasyParcel portal and the selected courier provider will come to collect the parcel. 
       These startups are pushing the boundaries of how logistics can work more effectively and 
efficiently. By utilising technology, they are recording strong growth, riding on the back of the 
e-commerce boom in Asia.
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U
     nless you’ve been living under a rock for the past ten years, 

you would have known about the explosion in social 
media. If you don’t have a social media account for 
whatever reason, it is almost certain that your 
acquaintances would have one, or more.
Facebook, Instagram, Twitter and its ilk have overtaken 
the Internet landscape. According to Hootsuite, there are 
3.484 billion active social media users, out of 4.388 billion 
active Internet users. That works out to be 79 percent of 
all Internet users that are active on social media, or 45 
percent of the world population.
       In addition, millennials and members of the 

Generation Z cohort (i.e. today’s teenagers) are on social media literally since the day they 
were born (thanks to their parents uploading baby photos onto Facebook). A World Economic 
Forum article reveals that Gen Z spends more time on social media than millennials, at 2 
hours 55 minutes per day. Hence, Gen Z are known as digital natives, growing up shaped by 
technology, with the Internet as an integral aspect of their daily life.
       With social media platforms improving their technology every day, they have become 
powerful tools for reaching out to audiences hitherto untapped by businesses. Corporations 
are increasingly using social media for engagement, customer support, and advertising; but 
SMEs are hesitant to use these channels. They are asking: do we need a big budget to play the 
social media game? Is the effort worth it for the return on investment? Is it really necessary 
for SMEs?
       But what social media has done is democratise the playing field for SMEs in reaching and 
speaking to customers. SMEs and big corporations alike are on Facebook and Instagram, but 
with a solid social media strategy, both can use digital media to scale up their enterprise and 
compete in a very cost-effective way. We argue that social media can be an essential element 
in the marketing mix and play a very important role, as long as SMEs know what to get out of 
social media and have a focused social media strategy.

      

Brand Awareness
• Number of new 

visitors to page
• Number of 

@mentions

Customer Loyalty
• Increase in 

engagement 
(comments, likes, 
shares)

• Number of page 
followers

Lead Generation
• Increase in click-

through rate
• Increase in 

referrals/conversions

      THE RIGHT METRICS 
FOR THE RIGHT GOALS
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Twitter

•330 million active users, posts must 
be 280 characters or less.
•37 percent of users are 18-29 years 
old, with 33 percent female users.
•80 percent of Twitter users are 
affluent millennials (earning more 
than US$50,000 per year).
•85 percent of SME users on Twitter 
are engaged in customer support.
•Ad platform is limited, with short 
lifespan of posts.

LinkedIn

•303 million active users, primarily 
white collar professionals and 
college graduates.
•90 million LinkedIn users are senior 
level influencers and 63 million are 
in decision-making positions.
•100 million job applications are 
submitted monthly on LinkedIn, for 
20 million job listings.
•LinkedIn is the leading social media 
platform for B2B marketers, 
directing traffic to their own 
websites or blogs.

FFaacceebbooookk

•The largest social media network: 
1.3 billion users, 5 billion posts 
shared daily.
•65 percent of users are over 35 
years old, while 60 percent of users 
are female.
•Followers are 79 percent more likely 
to purchase than on other 
networks.
•Powerful and capable analytics 
tools, plus advanced targeting.
•Low organic reach (pay to play)

Instagram

•Primarily mobile app with over 1 
billion active users.
•72 percent of teenagers use 
Instagram, as well as 71 percent of 
US businesses.
•7 out of 10 hashtags on Instagram 
are branded.
•Top influencers can charge up to 
US$100,000 for a sponsored post.
•Advertising capabilities include both 
normal posts and Stories posts.
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BUILDING ENGAGEMENT For many people, 
the Internet is the first place they would go to 
look up information about a business. Aside 
from the business’ official website, social 
media is another place where prospective 
customers will look to for information.
       For example, 49 percent of Gen Z 
shoppers turn to social media for information 
on purchases, according to a study by Dentsu 
Aegis Network and Econsultancy. Since 
most brands have at least a token social 
media presence, having an up-to-date page 
can create customer engagement and drive 
potential sales. 
       However, social media posting can be 
a challenge for SMEs, as many businesses 
instinctively go for the ‘hard sell’ approach, 
inundating their followers with discount offer 
codes, new product announcements and 
customer reviews. Then, when the account 
only brings in modest traffic gains, they 
assume social media just isn’t a good fit for 
their brand.
       But customers don’t see Facebook, 
Instagram, Twitter etc as marketing machines. 
They use it as social networks to catch 
up with friends and family, as well as for 
entertainment. Therefore, the most successful 
social media strategies involve posting 
informative, brand-relevant content that speaks 
to shared interests. In social media marketing, 

remember that customers don’t want to be pitched to — they want authentic engagement.
       Airbnb is a good example of this. As a company focused on travel, their marketing 
strategy is aimed at getting both travellers and hosts for the platform. Its digital marketing 
relies primarily on user-generated images and videos on Facebook, Instagram, and Twitter 
(highlighting the cities and properties in its stable), how-to videos and posts geared towards 
owners, and popular city guides. In turn, this creates demand for their product. 
       This interest-driven posting can create serious exposure for your product. That exposure 
brings in new leads. Over time, those leads become followers, followers become customers 
and customers become dedicated brand promoters, continuing the cycle. The RoI when using 
social media in this way is clear.

BECOME A LEADER IN YOUR FIELD Closely related to engagement is building your 
firm’s reputation as a leader in its industry. Using the power of social media, there are ample 
opportunities for you to demonstrate your expertise and establish your firm as an authority.
       This can be done by simply answering questions, giving advice, and sharing relevant 
information on platforms like Reddit or Quora. Writing thoughtful, in-depth articles on 
LinkedIn is also a good way to burnish your credentials, while acting as a soft promotion for 
your business. 
       You can also connect to other industry leaders using this strategy as your posts 
gain more traction. Through this, you can learn best practices or consider other ways of 
operations. Linking with industry leaders can also potentially net you corporate customers 
if you are an SME.
       If you use this strategy regularly, it can greatly increase your brand’s reach. Your 
answers to common questions will come up in Google search, as well as in particular 

WHY SOCIAL MEDIA?

  
  

Increasing Brand 
Awareness

Facebook’s organic reach 
is limited, but Instagram 
and Twitter enable your 
message to be heard 
using the right hashtags.

Building a Community
Instagram with its Stories 
function is great, but you 
can get better results 
using specialist platforms 
like Reddit or LinkedIn.

Generating Leads and 
Sales

Facebook’s large user 
base and ad-targeting 
platform is the most 
effective for paid ads to 
generate sales.

Increasing Web Traffic
Your call to action can be 
amplified on Facebook or 
Instagram, which link 
effectively to websites.
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social channels. Other users will start to share to your posts or refer friends and 
colleagues to your social media team when they have questions. And new leads, 
impressed with your helpful information, will be more likely to visit your site and 
purchase your products.

HELPING CUSTOMERS Another dimension of social media is being able to help 
customers with their problems. Nowadays, consumers don’t complain to a helpline 
– they post about it on Facebook. Given the wide reach of social media, this can 
result in bad news about a company spreading like wildfire.
       As a side effect, now customers expect businesses to solve their problem right 
away. A Sprout Social study found that customers want responses to social media 
enquiries within four hours. Yet the average response time is 10 hours. This isn’t 
just a minor irritation for your customers – it directly affects your profits. A Twitter 
study showed that customers are willing to pay more for future tickets when airlines 
respond to their tweets within 6 minutes. 
       The leaders in social media customer service is probably Dutch airline KLM. 
Their expertise is rooted in the 2010 Icelandic ash cloud incident, when many 
flights were grounded and thousands of passengers left stranded. Since then, KLM 
has understood that customers want to be served in the channel they are using, not 
directed elsewhere. Response time is regularly the best in the industry and in 2014, 
KLM’s Director of Social Karlijn Vogel-Meijer said that last click attribution showed 
US$25m had been generated from social media.

HOW DO YOU GO ABOUT SOCIAL MEDIA?

SET YOUR GOALS We’ll say this upfront: there is no ‘right’ answer to what your 
social media objectives should be. Social media strategies can generate other effects 
other than your primary objective since many of them overlap. For example, a 
campaign to increase brand awareness can also lead to increased sales generation.
       But trying to navigate social media without an end game is an exercise in 
frustration. Instead, you should empower your marketing or social media team to 
do what they do best – keeping in mind the needs of the company, your clients, and 
other stakeholders you are working with.

Common social media goals for SMEs include: 
  Increasing brand awareness
  Building a community of users
  Generating leads and sales for a new product
  Increasing web traffic

Setting appropriate goals to your end game will also influence the budget you set 

aside for your social media campaign. Splashing out 
cash on social media ‘just because’ is the best way to 
create a money pit. Instead, you should focus on the 
correct platform to your goals, or hire the right people 
to create the right content.
       For example, if your goal is to generate leads 
and sales via social media, it means translating your 
social media presence into dollars and cents. You 
should be funnelling customers to your landing page 
and payment system, using creative content and calls 
to action. This can be done via advertising using 
Facebook’s robust ad-targeting platform. You can also 
run some influencer campaigns on the side, again 
focusing on your goal to increase sales (perhaps by 
offering a discount).

MEASURE AND MEASURE AGAIN Your social 
media goals are what determine your metrics. You 
need to have metrics set up to track if your strategy 
is hitting the mark.
       For instance, your business goal may be to 
increase conversions. Therefore, your social media 
goal becomes increasing conversions from those that 
visit your site via posts that are part of your strategy. 
Now that you have a goal in mind, you can clearly 
identify which social media metrics to measure and a 
time frame in which to measure them. For example, 
increasing conversions from social by 25 percent in 
a three-month span. To meet this goal, you decide to 
run a campaign that will include ads, product tags and 
influencers. To measure this, you determine that you’ll 
look at the social traffic and conversion rate metric 
from those posts in your website analytics.
       Fortunately, every social media platform has 
analytics tools which you can use. Facebook Insights, 
Twitter Analytics, and Instagram Insights can help you 
see a post’s reach, engagement, page visits, and other 
metrics. Other third-party analytics tools are also 
available which can help you see, for example, how a 
competitor’s page is doing, or how many clicks their 
website is getting.
       Social media metrics are important because they 
prove you can measure how successful a campaign 
is, how well your social strategy is performing, and 
ultimately if you will have an impact on your overall 
business. 

    

Photos
Posts with a photo receive 2.3 
times more engagement than 
posts without
A photo is essential for 
Instagram, which doesn’t 
allow text only posts

Expertise and Insights
Articles that show you are a 
thought leader or expert in 
your industry
Particularly useful for 
LinkedIn and Twitter

Ask a Question
An easy way to increase 
engagement on any social 
media platform
Can be a simple poll, to an 
Ask Me Anything (AMA) 
session, where your audience 
can ask any question they like

Uplifting Content
Positive content like 
inspirational quotes get more 
likes than normal posts
You can create beautifully 
styled quotes using free 
design tools online
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I
f you ask someone to tell you 
what the most important 
industry in the world is, they 
would probably say something 
like, the food industry or 
healthcare. Of course, we need 
food to live, and healthcare 
research and application helps 
us to live out our lives healthily. 

However, there is another industry that most might not 
immediately think of, despite it being almost indispensable 
to our lifestyle today. That industry is that of logistics.
       The practice of logistics has been around since early 
civilisation. Traders from early societies would move goods 
from one place to another to barter for other desirable 
items. Eventually, merchants would form guilds o manage 
trade between cities and early nations; creating the first 
form of a “logistics company”. Early militaries would need 
to carefully plan their logistics to ensure that their armies 
did not overextend themselves.
       Fast forward to today, logistics has become a central 
part of our lives. Governments from nations around the 
world are scrambling to secure ever more trade lucrative 
trade deals with each other, exponentially increasing the 
flow of goods between countries; even more so now with 
the advent of e-commerce and digitalisation. 
       According to a report by IMARC Group, the global 
logistics market size reached a value of US$4,730 billion 
in 2018. The Asia Pacific region alone accounted for 
more than 30 percent of the global contract logistics 
market. With the previous decade being revolutionary 
for the further development of technology such as AI, 
automation, biometrics, GPS, etc. organisations and 
businesses have been aided greatly to work proficiently, 
thereby spurring the growth of the logistics market across 
the globe.
       With the ever increasing popularity and usage of 
e-commerce and cross border purchasing, the demand for 
logistical services will continue to increase. In turn, the 
logistics industry will continue to invest into the research 
and development of technologies and innovations that will 
increase efficiency. 

THE POTENTIAL OF THE ASIAN REGION
Region-wise, Asia Pacific accounts for the largest market 
share in the logistics industry followed by Europe, North 
America, Latin America, and Middle East and Africa.
       With the rise of e-commerce, sellers and online 
retailers are scrambling to ensure that customer orders 
are fulfilled in a timely manner. The ability to deliver 
products to the consumer in good shape and in as 
short a time as possible is a huge factor in determining 
customer loyalty, retention and earnings.
       For the most part, these companies handle logistics 
internally, but this can be time consuming and highly 
inefficient if not implemented correctly. This is particularly 
true for startups and SMEs, all of which form the vast 
majority of all businesses in the APAC region.
       This is where third-party logistics (3PL) providers 
come in. The degree of outsourcing in contract logistics 
is relatively low, indicating significant room for growth. 



and the need for maximum efficiency. With robots, a logistics warehouse will be able 
to operate on a 24-hour basis without the need to employ a full team to ensure peak 
operational productivity around the clock.
       There are several more key technologies that are tied closely to logistics automation. 
These are AI development, IoT, and 3D printing. AI allows for machines to think 
and respond appropriately; allowing them to perform menial task, particularly in 
manufacturing, production, and delivery. In addition, AIs are also being developed to 
create chatbots that provides meaningful and realistic customer support.
       With the implementation of IoT, the logistics industry will be able to monitor 
staff and equipment, as well as performance and consumption of machinery; allowing 
efficiency to be maximised. It also allows for the efficient tracking of inventory and flow 
of materials.
       3D printing is a revolutionary innovation and a game changer in the logistics 
industry. With it, businesses can facilitate the storage of parts and replacement parts in 
virtual warehouses as data models and in a digital form. As long as there is access to an 
appropriate 3D printer, said parts can be printed anywhere on demand. This alleviates 
many problems with last minute shipping and will help to boost logistics productivity.

INTERESTING STATISTICS:
  Global logistics market is predicted to reach US$12,256 billion by 2022
  Growing at a CAGR of 3.48 percent (2016-2022)
  APAC 3PL logistics revenue for 2017 was US$329.3 billion

KEY PLAYERS:
  Deutsche Post DHL
  Kuehne+ Nagel
  The Maersk Group
  DB Schenker Logistics
  C.H. Robinson
  Dsv Global Transports and Logistics
  Panalpina
  United Parcel Service (UPS)
  Supply Chain Solutions and Geodis
  CJ Logistics
  Hitachi Transport System Ltd
  Yusen Logistics Co Ltd 

Globally, the share of outsourced contract 
logistics in the total market stands in the 
range of 10-15 percent only. Going forward, 
China and India are two significant potential 
markets for outsourcing in the Asia Pacific 
region. These two markets coincidentally 
are some of the fastest growing users of 
e-commerce in the world.
       India’s infrastructure and logistics market 
is relatively less developed compared to 
others in the region, reducing the possibilities 
for logistics outsourcing. However, businesses 
that can overcome the hurdles in the country 
will find prime opportunity to expand.
       China on the other hand is advancing 
logistics at a rapid pace. With one of the 
largest consumer markets in the world, China 
is leveraging the latest and most efficient 
technologies such as robotics and automation 
to increase logistical efficiency. High tech 
logistics organisations will have no problems 
thriving in such an environment.
       The Southeast Asia region remains a 
huge opportunity for logistics companies. 
The high economic growth rates, rapidly 
developing infrastructure, and rising 
consumer demand makes the region an 
attractive destination for companies looking 
for entry or expansion.
       Overall, a lot of new businesses being 
started or expansion of existing businesses 
can be observed in the region in the 
manufacturing and consumer goods sector. 
This presents a lot of opportunities for the 
contract logistics market players.

FUTURE OF LOGISTICS
As previously mentioned, the growing use 
of e-commerce platforms is driving more 
opportunities for the logistics market. 
Consequently, the logistics industry is investing 
in more tech that allows for more efficient 
storage and delivery methods. Currently, 
technologies such as AI, robotics, and 
automation are being developed to augment 
humans in their task to make the logistics 
process more efficient and economical.
       First generation logistics storage 
involved huge warehouses with rows upon 
rows of shelves and storage space. Second 
generation warehousing involved a shift 
towards more vertical storage I an attempt 
to save on space and increase efficiency. 
As the industry continues to evolve, there 
is one feature among others that is getting 
more and more crucial for prime logistics 
facilities: automation.
       Modern logistics businesses are 
beginning to build third generation 
warehouses with automation in mind. 
These are multi-floor facilities with high-
density storage equipment to accommodate 
automation and robotics. We are seeing more 
demand for automation due to rising wages 
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L
et’s say that you are at work. You are sitting at 
your desk, minding your own business when 
suddenly, you realise that you’ve forgotten to 
chuck you laundry into the washing machine. But 
then, you also remember that you have family 
members at home today. What is would be your 
immediate reaction? You would most likely pick 
up your phone and leave them a message; asking 
if they could make up for your mistake.

In today’s interconnected world, almost every single person has a mobile 
phone. With the proliferation of smartphones, everyone essentially 
has a miniature computer in the palm of their hands that can be taken 
anywhere you need to go. And with the rise of smartphones, also came 
the rise of instant messaging.
       With how common smartphones and internet access have become, it 
was only a matter of time before instant messaging took off as well. Phone 
calls are an incredible convenience, yes. However, sometimes we want to 
communicate a message to someone without the immediate urgency for a 
reply. As such, it is much more appropriate to just drop a text message via 
an instant messaging app.
       Today, there are dozens of instant messaging tools available for 
our use. Each one is a little different; tailored for a certain demographic 
or location. Regardless, they all offer a level of convenience that is 
unprecedented. 
       Among all the instant messaging apps on the market, there is 
undoubtedly one that first comes to mind. That application is most 
likely WhatsApp. When one even mentions a phone message, the green 
and white logo of WhatsApp instantly comes to mind. Its convenience, 
ease of use, and availability has made it the go-to application for instant 
messaging and has even replaced actual phone calls to some extent.
       In this edition of SME, we will be diving into the story of how 
WhatsApp came to be, and the amazing journey its co-founder, Jan Koum, 
made to get here.

LIVING IT ROUGH
Jan Koum was born and raised in a small village outside of Kiev, Ukraine. 
He is the only child of a housewife and a construction manager. Getting 
through life in the then Soviet countryside was no easy task. Their house 
had no hot water and his parents rarely used the telephone as they feared 
it was being monitored by the state. Despite his rough beginnings, Koum 
still pines for the rural life today, as it has shaped his view of the world.
       When he was 16, Koum and his mother moved to California, USA, 
to escape discrimination. Unfortunately, his father could not follow. 
There they lived in poverty, with Koum working odd jobs while attending 
school. When his mother was diagnosed with cancer, they were able to 
live off her disability allowance.

COMPILED 
BY 

JORDAN 
LOW

WHAT’S UP, WHATSAPP? 
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THE BIG BREAK
WhatsApp did not make a lot of money at first. In the beginning, the company was 
making just about enough to cover costs, plus a little extra revenue. This did not 
bother Koum or Acton much. They stuck with their principles, often turning away 
media attention and venture capitalists who were offering them funds. However, by 
2011 WhatsApp was becoming too big to ignore. Venture capitalists became even 
more persistent. Eventually they would finally convinced by Jim Goetz, a partner at 
Sequoia Capital, agreeing to take US$8 million from the company on top of their 
US$250,000 seed funding.
       Two short years later in 2013, WhatsApp’s user base had swelled to about 200 
million active users. The company had grown to about 50 staff, and Acton and 
Koum both agreed it was time to raise some more money. They would later secure 
another US$50 million from Sequoia, valuing WhatsApp at US$1.5 billion. With 
new funding secured, the company quietly expanded further.
       During this time, Koum was in talks with another big name in the 
communications tech industry, Mark Zuckerberg, founder and owner of Facebook. 
Zuckerberg expressed much interest in acquiring WhatsApp, a prospect that took 
over two years of courtship with Koum to achieve. But achieve it he did, when 
Facebook finally bought WhatsApp in 2014 for a total of US$19 billion. 
       It was mostly business as usual at the WhatsApp office. There was no immediate 
expansion, no transferring to larger offices, and no big party. Koum himself was 
famously recounted as saying “We still have a company to run,” after announcing 
the merger to his staff and got straight back to work.
       Today, WhatsApp has over 300 million active daily users and has essentially 
wiped SMS out of existence. Within the Facebook empire, WhatsApp is a valuable 
part of the ecosystem, supplementing its native Messenger service with a more 
robust offering.
       Due to his aversion for media and spotlight attention, it is hard to say what Jan 
Koum has been up to as of late. After selling WhatsApp to Facebook, we served on 
Facebook’s board of directors for several years before leaving in 2018. However, 
if there is one thing we learned from this shy, upstart engineer who wouldn’t even 
hang up a company sign because he believed it was an ego boost; he is probably out 
there somewhere thinking about the next best app he could create to make peoples’ 
lives better. 

       By 18, Koum had become known as 
a troublemaker at school. During his free 
time, he would borrow or buy books on 
computer networking and would eventually 
trach himself how to code. He joined a 
hacker group called w00w00 on the Efnet 
internet relay chat network, squirreled into 
the servers of Silicon Graphics and chatted 
with Napster co-founder Sean Fanning.
       He would eventually meet his future 
business partner, Brian Acton, while 
working at Yahoo. The two would remain 
close friends even after leaving Yahoo in 
2007. By 2009, Koum had been rather 
aimless for a while. He would eventually 
buy an Apple iPhone around this time, 
which would arguably mark the start of his 
illustrious WhatsApp career.

WHATS UP?
The Apple App store was just seven months 
old when Koum got the iPhone. Despite its 
infancy, Koum saw the massive potential 
that it could offer users. After some 
planning and networking to find the talent 
he needed, Koum incorporated WhatsApp 
Inc. in California. The idea came from him 
thinking that it would be really convenient if 
one’s phone could track the statuses of their 
contacts and update it real time. He chose 
the name almost immediately as is sounded 
almost like “whats up?”.
       The early version of WhatsApp had its 
fair share of problems. It was constantly 
crashing and barely had a user base to 
speak of. After several months, Koum and 
his team had ironed out many of the issues 
with WhatsApp on the technical. However, 
the lack of users was a problem that was not 
easily remedied. 
       During a game of ultimate frisbee 
with Acton, Koum grudgingly admitted 
that he should give up and look for a job. 
Fortunately, Acton pulled Koum out of 
this defeatist slump and encouraged him to 
continue with WhatsApp.
       Help came in the most unexpected 
form. In June of 2009, Apple launched push 
notifications, letting developers ping users 
when they weren’t using an app. Koum 
updated WhatsApp so that each time ones 
status changed, it would ping everyone in 
that network. This slowly turned WhatsApp 
from a status prompter into a form of 
instant messaging.
       “Being able to reach somebody half 
way across the world instantly, on a device 
that is always with you, was powerful,” 
says Koum.
       Realising the huge potential that 
WhatsApp had, Acton and Koum went 
about developing the application further. 
Their passion for the project was partly 
fueled by their disapproval of metered 
messaging services like SMS and MMS.  
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H
ong Kong’s 
Li & Fung, 
India’s 
Reliance 
Industries, 
Japan’s 
Suntory, and 
Malaysia’s 
Genting are 

all big, successful conglomerates. And 
they have one thing in common.
       Each of them is family owned. 
The Fung, Ambani, Torii, and 
Lim families respectively control 
their business empires across Asia, 
collectively worth over US$116.4 
billion. As Asia plays an increasingly 
important role in the world economy, 
the future of international markets 
will likely be shaped in no small part 
by the decisions of Asia’s major family-
owned firms.
       When one thinks of the 
term ‘family firm’, the image of a 
neighbourhood family-run restaurant 
or sundry store comes to mind. Mom 
and/or Dad are behind the counter, 
while the children help out with 
stacking shelves or washing dishes. 
       In fact, just over half of the 30 
biggest firms in 27 developed countries 
are family-owned, as are 40 percent 
of the S&P 500 in the United States. 
Around 85 percent of businesses in 
Southeast Asia valued at US$1 billion 
or more are founder- or family-run; in 
India, that figure stands at 67 percent, 
while in China, it is 40 percent. The 
15 wealthiest families in Hong Kong 
control assets worth 84 percent of 
Hong Kong’s GDP; in Malaysia, they 
control 76 percent, and in Singapore, 
just under 50 percent.
       These patriarch-led businesses 
drove Asia’s post-colonial 
economic boom, yet many of these 
organisations face great challenges. 
Succession, technological disruption, 
and family disputes are among some 
of the issues that these firms must 
navigate. These challenges apply 
equally to businesses big and small; 
whether it is the family-run corner 
store, or a powerful conglomerate.

WEALTH BEYOND 
THREE GENERATIONS
There is a Chinese proverb which 
says, “Wealth never survives three 
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       Very often, succession is a thorny 
issue, especially within families who 
are on less-than-favourable terms. 
Succession is so challenging that many 
business owners stay on to a very old 
age. For example, Hong Kong’s Sir 
Run Run Shaw was 103 years old 
when he retired from TVB.
       Joseph Fan of the Chinese 
University of Hong Kong studied 
succession in 250 publicly listed 

built the business up from nothing, 
Father grew the business beyond 
unimaginable wealth, and now the 
sons and/or daughters are ready to 
take over from Father. These young 
leaders will face the difficult task of 
leading the business into the future, 
while also preserving the knowledge, 
cultural insights and rich tapestry of 
relationships that paved the way for 
the success of their forefathers.

generations” (富不过三代). It sums 
up a widely held belief across Asia: 
the first generation builds the family 
fortune, the second reaps the benefits, 
and the third squanders the wealth.
       While this saying highlights 
the fragility of a family business, 
many of the Asian family-owned 
conglomerates are seeking to break 
this curse. Most of these businesses 
tread a similar path: Grandfather 

BALANCING FAMILY AND BUSINESS

FOUR PATHS TO SUCCESSION

  

Ownership

Wealth

Continuity

Governance

Purpose and 
Values Business

Digital 
Transformation

Growth

Profitability

Talent

Regulation

Capital

   

Stewardship
Stewards focus on 

protecting the profitability 
and long-term 

sustainability of the family 
firm.

Transformation
Transformers drive 

significant change in the 
family firm, with the 

scope and support to do 
so.

Intrapreneurship
Intrapreneurs set up their 

own venture within the 
family business, often 
with family financial 

backing.

Entrepreneurship
Entrepreneurs strike out 

on their own, with no 
connection or profits 

going back to the family 
business.



family businesses in Hong Kong, 
Taiwan and Singapore, and found 
succession carried enormous costs. On 
average, over an eight-year period (five 
years before and three years after a 
succession), companies lost 60 percent 
of their value.
       Fan’s best theory for this decline 
is that much of the value in an Asian 
family business is intangible. Investors 
look at who is running a company, 
what their values are, and the owner’s 
connections and reputation in society – 
different from the fundamental analysis 
of revenue and earnings that would 
drive investment decisions in the West.
       At such a critical juncture, these 
intangible perceptions and protecting 
the company’s reputation become 
even more important. However, with 
technological disruption on the horizon, 
family firms cannot afford to stand 
still and be overtaken. Hence, younger 
leaders are needed to inject innovation 
and creativity into sometimes staid, risk 
averse business cultures. 
       For example, Adrian Cheng, 
grandson of the late Cheng Yu-
tung, the founder of New World 
Development, is modernizing Chow 

Tai Fook, a leading jeweller in 
mainland China, Hong Kong and 
Macau, to make it more accessible to 
a diverse range of customers. He also 
founded K11 Art Mall, combining his 
passions for art and entrepreneurship. 
John Riady, grandson of Mochtar 
Riady, founder of the Lippo Group in 
Indonesia, is leading the company’s 
charge into e-commerce through 
MatahariMall.com, the online version 
of one of Indonesia’s biggest mid-
priced department stores.
       As part of their grooming to take 
over the family business, many of 
these young leaders have been trained 
at top international business schools 
and cut their teeth at management 
consultancies before returning home 
to run the family business. This has 
helped to introduce a higher level of 
professionalism within management 
structures, though it remains a 
delicate balance to maintain family 
ownership while also instilling 
professional and effective governance 
to attract more funding. 

BLOOD IS THICKER THAN WATER
Managing a family business is a project 

that requires commitment from all 
family members involved. 
       For SMEs, a family involved in the 
same business will have shared values 
which can be a powerful competitive 
edge. A strong entrepreneurial spirit 
combined with family kinship and 
ethical practices can be a growth 
driver. According to the PwC Global 
Family Business Survey, family 
businesses with double-digit growth 
are mostly those with a clear, codified 
and shared set of values embedded 
across both the business and family. 
       However, while this advantage 
has been sustained over decades, 
times change – and family businesses 
are now being propelled into a vastly 
different and fast-moving landscape. 
As a result, the strategies that worked 
in the past might not be sufficient to 
keep delivering success in the future. 
Families must now ask: against this 
background, how can they use their 
legacy and values as a differentiator 
for strategic renewal?
       One way is by implementing 
family governance, which deals with 
the dynamics, roles and relationships 
within the business-owning or 

THE LARGEST FAMILY BUSINESSES IN ASIA PACIFICThe largest family businesses in Asia Pacific

Company Revenues (2015, 
US$billion)

Family Country

Reliance Industries Ltd 56.5 Ambani India

LG Corporation 48.0 Koo and Huh South Korea

Amer Technology 
(Shenzhen) Co Ltd

47.8 Wang China

Dalian Wanda Group 44.7 Wang China

Tata Motors Ltd 39.4 Tata India

Idemitsu 38.6 Idemitsu Japan

JD.com 27.9 Liu China

Lotte Shopping 24.8 Shing Dong South Korea

Suntory Holdings Ltd 22.3 Torii Japan

Midea Group Co Ltd 21.3 Xiangjian China
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shareholding family. This is similar to 
corporate governance, which focuses 
on the control and leadership of the 
business and the roles of the various 
parties involved in managing it.
       Effective family governance 
provides many benefits. At a high 
level, it reinforces the business-
owning family’s feeling of belonging 
and personal identification with the 
company. It also brings the family a 
common framework and approach 
for resolving any conflicts that 
arise, and ensures that standards of 
“professional ownership” are applied. 
This means the shareholders have 
a full understanding of their family 
business’s operations, economic 
relationships and strategy.
       In the same vein, promoting 
sustainable, long-term growth is 
fundamental to the longevity and 
continuity of all family businesses. 
Managing the family’s legacy is a 
complex undertaking – made even 
more complicated by the familial 
connections underlying the business. 
Achieving the right level of sustainable 
growth is an especially complex 
undertaking for family businesses 
because of the need to consider not just 
the business’s goals but also those of 
the family.
       Challenges like digitalisation, 
acquisitions, efficiency improvements, 
and talent recruitment are some of the 
obstacles that family-run firms need to 
address before moving on to focusing 
on sustainable growth. The changing 
business environment demands that 
firms need to make decisions fast. 
This can be difficult in patriarchal 
family-run firms, but as older relatives 
make way for young blood, this too 
will change.

the move, especially at a time when 
Toyota had serious problems with 
safety issues in their cars, losing 
credibility among investors.
       Ryutaro Takashi, the eighth 
generation family CEO of Ryukaku, a 
200-year old Japanese pharmaceutical 
firm, once explained the company’s 
philosophy saying, “We mainly 
consider how to do business in 
order to benefit the community, to 
help others. So I am not interested 
in making money or making the 
company bigger.”
       Equally, having a clear line of 
succession is crucial to preserving 
the business. If the children are 
unable to run or uninterested in the 
business, arranged marriages and 
adoptions have been used to secure 
future successors. Furthermore, under 
Japanese law, fathers can adopt a son-
in-law, giving him both the name and 
the family business.
       This succession model may 
seem antiquated, but many Japanese 
businesspeople believe in their 
necessity. They are the cornerstone of 
a culture that has 50,000 businesses 
that are over a century old, 3,886 
firms that are more than 200 years 
old, and home to 8 of the world’s 10 
longest-running businesses. 

apan is home to 
some of the world’s 
oldest family 
businesses. One of 
the most notable is 
the Hoshi Ryokan in 

Awazu Onsen, Ishikawa Prefecture. 
Founded in 718 AD, the inn has been 
owned and managed by the Hoshi 
family for almost 50 generations. 
       The current proprietor, Zengoro 
Hoshi defines his business philosophy 
as “water running down a small 
current” – the water continuously 
improves the stream by moving small 
obstacles on its way. In much the same 
way, the Hoshi Ryokan’s purpose is 
to provide hospitality and to prepare 
succession to future generations, and 
therefore Hoshi works to remove 
small obstacles and to continuously 
improve the hospitality at the inn.
       Thus, strong value-driven 
leadership is key to a successful 
family business. Whether consciously 
or otherwise, descendants of the 
founding family often inherit these 
ideals and connections of the 
previous generation. When Akio 
Toyoda took over the top position at 
Toyota Motors in 2009 after almost 
17 years with no family member at 
the helm, stakeholders welcomed 

Every morning at quarter to seven, 78-year-old Zengoro Hoshi 
sounds a gong. His guests sit down on tatamis around him, sip 
tea and silently listen to the Buddhist truths the inn owner has for 
them for the day. The speaker is none other than the descendant 
of a business that has been in his family for 46 generations.

J



W
illiam Lance Conlay was once the Commissioner of Police for 
the Federated Malay States. Among other things, he 
introduced fingerprinting into Malaya – an innovation 
pioneered by Scotland Yard. 
       Now, the street that bears his name is a serene 

neighbourhood. Jalan Conlay, a quiet oasis in the heart of Kuala 
Lumpur, is dotted with elegant bungalows that have been converted into 
businesses. Among the most notable are the National Craft Complex, 
a one-stop centre for Malaysian culture and craft. The historic house of 
Penghulu Abu Seman, a traditional wooden Malay house, is also located 
in the area.

A NEW ARCHITECTURAL LANDMARK
Joining the historic landmarks will be Conlay Place, a new development 
by Eastern & Oriental Berhad (E&O) and Mitsui Fudosan Group. A 
contemporary, tropical 51-storey tower, Conlay Place melds a striking 
architectural form with elegance and luxury. At the same time, the tower’s 
lines belie the fine craftsmanship, artistry, and respect for place, space 
and culture that has been seamlessly woven into every detail of this 
striking structure.
       Designed by Kerry Hill Architects – the firm behind Aman Tokyo, the 
Sukhothai in Bangkok, and the Datai in Langkawi – Conlay Place features 
a sleek form with bezels and fins to stand out in the Kuala Lumpur 
skyline. These are not just for show: the fins are specially designed to 
shade the sun and help in the reduction of electricity consumption.

LIVING IN THE CITY
In keeping with the serene nature 
of its neighbourhood, Conlay 
Place is a serviced apartment 
with 5-star facilities. It is a low-
density development, consisting 
of only 491 units across 1.44 
acres of freehold land. The 
development utilises a layout 
ranging from 1 to 2+1 bedrooms, 
catering to top management 
executives, professionals, and 
business owners.
       In each unit, open floor 
plans cleverly draw the lines of 
separation between private and 
family rooms. While luxurious, 
branded fittings and finishes 
create a simple, yet gracious style. 
The result is spaces that set the 
stage for elegant living. The units, 
ranging from 743 sq ft to 1335 sq 
ft in size, are fitted with premium 
appliances and fittings, paired with 
a carefully chosen colour palette 
for a luxurious look and feel.
       Furthermore, as an elegant 
urban resort concept, Conlay 
Place comes with 5-star 
amenities and hospitality services 
courtesy of E&O Concierge. 
Featuring a heated infinity pool, 
gym, sauna, library lounge, 
multimedia room, multi-purpose 

hall, and other facilities, 
residents of Conlay Place can 
have a resort-like experience 
at home while entertaining 
their guests in style.

SUPERB CONNECTIVITY
While it is located in a quiet 
neighbourhood, Conlay Place 
is located just a mere stone’s 
throw away from the upcoming 
Conlay MRT Station, with 
direct links to Kuala Lumpur’s 
major transportation hubs. It 
is also within a few minutes’ 
walking distance from the 
Golden Triangle’s most 
notable landmarks such as the 
Petronas Twin Towers, Pavilion 
shopping mall, Tun Razak 
Exchange and many more.
       By providing excellent 
service, complemented by top 
quality fittings and furnishings, 
Conlay Place is headlined 
by E&O and Mitsui Fudosan 
– a byline for excellent 
hospitality service and fine 
quality craftsmanship. Like its 
namesake, Conlay Place will 
seek to leave its fingerprint on 
the Kuala Lumpur skyline with 
its innovative architecture and 
luxurious living. 



   FEATURE      36

BY 
HEWITT 

LEE



MEs in the 
tech industry 
don’t have 
it easy when 
it comes 
to quality 
assurance – 
their small 
size usually 

means a relatively small product 
portfolio, and singular product issues can 
have significant repercussions on brand 
reputation. While there’s some room for 
a bounce-back if the brand is otherwise 
well known for the quality of its products, 
product issues are still something to 
avoid at all costs. 
       While competing in such an 
environment, organisations have, more 
often than not, neglected the strategy 
of using their own solutions for their 
infrastructure and business operations, 
ensuring that all employees are familiar 
with the nuances of the solutions their 
company offers, both positive and 
negative. SMEs would be more familiar 
with this approach, but in this article I’d 
like to offer some additional nuances for 
consideration by tapping onto Synology’s 
own experiences.
       Based on our experiences over the 
years, here are five key takeaways that 
SMEs should look to incorporate to drive 
success in 2020: 

01  PRODUCT EXPERIMENTATION 
WITHIN YOUR BUSINESS
As I had alluded to in the title of this 
article, a key factor in our quality 
assurance success lies in our commitment 
to incorporating our own products 
and solutions across our business’s IT 
infrastructure, allowing the organisation to 
collect feedback from all of our workforce 
– from IT to HR. 
       Aside from quality assurance, one 
huge additional benefit is that our sales, 
marketing and support teams are very 
familiar with the company’s products since 
they’re using those solutions on a daily 
basis. For example, to name just a few, we 
use our products for the following critical 
business functions: storage for virtual 
machines; Active Backup for Business; 
collaboration and messaging; surveillance; 
and disaster recover. 

       To the layperson, this wouldn’t seem 
to be a particularly onerous task for 
organisations, but business leaders will 
recognise that it requires the investment of 
time and resources to conduct an intense 
scrutiny of an organisation’s infrastructure 
and processes, from both business and 
operational leaders. This might even spark 
some additional ideas about how your 
products could be further refined to better 
fit into businesses. 

02  ENCOURAGE A FEEDBACK-
FRIENDLY ENVIRONMENT
For many SME employees, the products 
and solutions that their companies offer 
is often a labour of love. This emotional 
investment might result in them being 
resistant to feedback, whether it be from 
customers or from their colleagues. The 
organisation’s leaders will need to be 
proactive in fostering a culture where 
employees are receptive to criticism, and 
where feedback is valued and seen as an 
essential part of helping the company and 
its solutions succeed. 
       From the R&D team to department 
heads, we ensure that all employees 
understand the importance of actively 
addressing feedback, and that this is seen 
to be a priority from the management. Our 
own efforts in this regard are perhaps most 
clearly demonstrated in the anecdote that 
the company’s Chairman spends a couple 
of hours every day reading through user 
comments and enquiries.

03  ESTABLISH ACCESSIBLE PLATFORMS 
FOR COMMUNICATION
It goes without saying that there should be 
as few barriers as possible to the sharing 
of such feedback. Aside from emails, our 
teams also visit end customers from time to 
time to get them to share their comments 
and address any issues they might have, 
allowing our team to gather feedback 
directly from the ground; we find that this 
also helps to encourage our users to share 
thoughts that they may not have penned in 
written feedback. 
       Similarly, our employees are 
encouraged to use email or internal 
messaging platforms to share feedback 
freely, both when they have positive 
experiences and whenever issues arise. 

04  BE PROACTIVE IN ADDRESSING
FEEDBACK AND SUGGESTIONS
In using our own products, our R&D 
team is able to examine how our products 
function in real-world scenarios, allowing 
them to quickly identify issues and 
possible improvements, accelerating our 
development process.
       Another possible point of failure 
for many businesses is that feedback 
can be lost down a black hole, where 
internal teams can decide to prioritise 
what they themselves deem to be 
important rather than addressing 
actionable feedback. Going back to 
what I mentioned earlier, all feedback 
is also read by the management so 
that they are aware of any issues that 
they might need to direct their team’s 
attention to. We also collect and log all 
of such feedback for internal reference.

05  MAINTAIN STRONG 
COMPETITIVE AWARENESS
One reason why many SMEs might 
prefer to use competing products would 
be to avoid letting their team’s vision of 
the competitive landscape can become 
too insular. The management therefore 
needs to ensure that the team proactively 
keeps itself up to date on the latest news 
and products on the market through 
thorough market research; in this era 
of information overload, the difficulty 
is not in finding the information, 
but rather in ensuring that the team 
avoids complacency and continues to 
keep an eye on the competition.  By 
incorporating these points as well as 
proactively addressing any possible 
points of failure, SMEs can continue 
to innovate while being assured in the 
quality of their products. 

S

HEWITT LEE IS DIRECTOR OF PRODUCT MANAGEMENT 
AT SYNOLOGY INC.
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DAILY FRESH
M

alaysian-based Daily Fresh is a huge 
company, with more than 800 
franchises and 1,000 licensing selling 
points around the world. Daily Fresh 

stores serve a variety of snack foods including ice 
cream, popcorn, and its iconic buttered corn in a 
cup. The company has a presence in 15 countries 
and is pretty much a household name in Malaysia. 
The majority of their ingredients comes from 
farms owned by their sister company, Mah Yong, 
which guarantees quality produce and products. 
       As a franchise, Daily Fresh adheres to four 
pillars: convenient, healthy, trendy, and innovation. 
Those who franchise can expect to carry all 
the flagship foods that Daily Fresh offers. The 
company itself will conduct promotions to increase 
traffic to the various locations where its outlets are 
located. Franchisees also have a number of options 
to choose from with regards to kiosk design. In 
order to provide consistently excellent service 
throughout all its franchises, the company also 
provides hands-on training to owners.
       For more information on franchising 
opportunities, you can inquire via the Daily Fresh 
website by filling out a franchising enquiry form.

W
e all have our guilty pleasures. Be it binge 
watching a whole season of a campy drama 
or partaking in a hobby that others might 
find outright boring. However, the most 
common of guilty pleasures has most likely 
to be snacking. 
       Human beings love food. The proof 

of this is all around us. From the hundreds of cuisines 
we have created to the thousands of dishes we’ve made. 
Different cultures have shaped food and different food has 
shaped cultures. 
       In times of happiness, we eat. In times of sadness, we 
eat. Good food is not only a good mood booster, it can mend 
bridges and bring people together. 
       While we do eat because it is necessary for our survival, 
we have developed a habit of eating for the pleasure of eating. 
We humans tend to get addicted to things that make us feel 
good. And the euphoric pleasure we get from eating good 
food is no exception. 
       As such, we often find ourselves getting a little peckish 
for some good food in-between meals; even if we are not 
necessarily all that hungry. When this happens, we go looking 
for a little snack to satisfy our cravings. Snacking isn’t exactly 
the most healthy thing to do, but it does feel great. 
       The snack food business was made to cater to the 
cravings of these people. Unlike a full-fledged restaurant, 
snack food businesses often have a cheaper, smaller selection 
of light food and drinks. They don’t need to have an extensive 
menu as their purpose is to give us a taste to satisfy a craving, 
not to fill our bellies.
       In this edition of SME, we will take a look at a few snack 
food franchises that helps tickle that itch on our tongue we get 
from time to time.

BY 
JORDAN 

LOW
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STAR FRAPPE 
SNACK BAR & CAFÉ

T
he Star Frappe café franchise began in the 
Philippines as a simple food cart concept, serving 
frappe’ milk tea, and hot coffee. With the help of 
FaB Suffrage Inc., a franchising business, Star 

Frappe was able to develop itself and conceptualise a 
café-style business, serving anything from hot & cold drinks 
to pizzas and burgers. The business prides itself on the 
delivery of quality and consistent food & drink.
       Star Frappe, along with other franchise offers under 
FaB Suffrage, is also among some of the cheaper franchise 
options for F&B in the Philippines. Total investments can vary 
between P499,000 and P99,000. 
       When applying for a franchise, you will get the right to 
use the trade name and proprietary marks. The company 
will also offer assistance with site approval and hands-on 
training of staff to ensure consistency. Franchisees will also 
benefit from all major marketing schemes that are run by the 
company. You will also have access to the company’s research 
and development team to reap any benefits that may turn up.
       Franchise terms last of three years, but is renewable 
without a fee. The operations for the store is also fairly 
easy, thus allowing franchisees to work without continuous 
guidance and product development. 

OLD CHANG KEE
O

ld Chang Kee has a long and storied history that 
dates back to 1956. Beginning as a small stall in a 
coffee shop along Mackenzie road, people from 
every corner of Singapore would flock to this stall to 

savour the affectionately known “Rex Curry Puff”.
       Old Chang Kee has since evolved. It now specialises in the 
manufacture and sales of a wide range of very affordable high 
quality food products including the signature curry puff. The 
company has even gained international recognition for being 
among some of the best fast food franchises in the world.
       Apart from leveraging on Old Chang Kee’s powerful 
brand, franchisees will hold the exclusive franchise rights 
to sell the well-loved and distinctive products that they 
offer; including the signature curry puff. Comprehensive 
training in all essential aspects of business operations will 
be provided. This includes setting up of outlets, point-of-
sales, product knowledge, customer service, staff training, 
accounting and more.
       Startup and ongoing support are both also provided 
by the company. Franchisees will also benefit from any new 
developments and products that result from the efforts of 
the company’s R&D as well as benefitting from all extensive 
marketing campaigns conducted.
       Those who are interested in franchising can contact the 
company via their website. 
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stumbling blocks, such as lowering restrictions on importing and 
exporting activities; reforming the policy on taxes; and improving 
the public delivery system. In 2016, Myanmar passed a foreign 
investment law that consolidates investment regulations and eases 
rules on foreign ownership of businesses. Recently, Myanmar also 
overhauled its colonial-era Companies Act from 1914 – simplifying 
requirements for small and family-owned businesses; improving 
corporate governance standards; removing outdated regulations; 
and crucially, allowing foreign investors to hold shares of up 35 
percent in Myanmar firms. 
       The changes will also enable foreign investors to purchase 
shares on the Yangon Stock Exchange (YSX), which in turn is 
expected to aid the development of the YSX as a trading platform 
by opening it up to more institutional investors. The government 
hopes that this will make it easier for local companies to attract 
international funding, expertise and more investments.
       Myanmar’s progress has caught the world by surprise for 
good reason, and drew much acclaim from the international 
community. This development has reinvigorated interest in what 

O
ver the past few years, Myanmar has experienced 
remarkable economic growth to become one of 
the most exciting destinations for businesses. As a 
member of ASEAN, Myanmar is well-placed to 
take advantage of the bloc’s trade connections 
and investment infrastructure.

       Rich in natural resources, with a large untapped market 
of more than 50 million people; a young labour force; and 
strategically located between China, India, as well as ASEAN, 
Myanmar presents many unique opportunities for joint ventures 
and business partnerships.
       Since Myanmar liberalised its economy in 2011, the country 
initiated economic reforms aimed at attracting foreign investment 
and integrating into the global economy. Starting with its financial 
system, Myanmar established a managed float of the Myanmar kyat 
in 2012, granted the Central Bank operational independence in July 
2013, enacted a new anti-corruption law in September 2013, and 
granted licenses to 13 foreign banks in 2014-16.
       The Myanmar government has also taken steps to remove other 

MYANMARBY 
ONG XIANG

HONG

   TRADE      

Official Name: Republic of the Union of Myanmar  Population: 55,622,506 (July 2018 est.)  Capital: Naypyidaw (administrative capital)  Major Languages: Burmese (official), English used by 
businesses  Currency: Myanmar kyat (MMK)  Major Industries: agricultural processing; wood and wood products; copper, tin, tungsten, iron; cement, construction materials; pharmaceuticals; 
fertilizer; oil and natural gas; garments; jade and gems  Major Export Commodities: natural gas; wood products; pulses and beans; fish; rice; clothing; minerals, including jade and gems  Major Export 

Partners: China, Thailand, Japan, Singapore, India  Major Import Commodities: fabric; petroleum products; fertilizer; plastics; machinery; transport equipment; cement, construction materials; food products including 
edible oil  Major Import Partners: China, Singapore, Thailand, Saudi Arabia, Malaysia, Japan, India, Indonesia  GDP: US$329.8 billion (2017 est.)  GDP Per Capita: US$6,300 (2017 est.)  Country code top-level domain: .mm
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many call the ‘last frontier market 
in Asia’. Many businesses are thus 
making a beeline to establish a 
presence in this burgeoning market. 
       Nevertheless, several challenges 
remain to doing business in 
Myanmar. 
       Firstly, obtaining market and 
financial information as well as 
relevant data can be an uphill task. 
The situation is exacerbated by 
limited public information while 
many official records are still being 
maintained using manual methods.
       Foreigners are not allowed to 
purchase land, though rental prices 
are prohibitively high between 
US$8-15 per square metre, per year 
for some of the prime locations 
around Yangon. This is comparable 
to some of the high-end rentals 
in more developed economies 
around the region. In addition, 
basic infrastructure such as roads, 
bridges, ports, electricity, and water 
are still insufficient. Many factories 
rely heavily on short-term yet costly 
solutions such as generator sets to 
achieve output.
       Furthermore, the pool of 
skilled workers is limited as the 
rush of multinational companies 
into Myanmar scramble to attract 
the best talent. Demand for well-
educated and trained workers 
is high, especially for returning 
Myanmar candidates with overseas 
experience. 
       But these challenges are merely 
roadblocks in what promises to be 
ASEAN’s diamond in the rough. 

As investors and multinationals 
continue to make their way to 
Myanmar, the infrastructure and 
governance will naturally improve 
over time. 

PROMISING SECTORS
With Myanmar’s economy 
averaging 7 percent growth year-
on-year, almost every sector has 
the potential to grow.
       For example, Myanmar’s 
automotive sector is the fastest 
growing in ASEAN, where 
the total number of registered 
vehicles has increased by 
more than 220 percent to 
1.02 million (passenger and 
private vehicles) in 2016 from 
460,000 in 2012 according 
to data from Myanmar’s Road 
Transport Administration 
Department (RTAD). The 
number of vehicles has grown 
substantially since 2012 when 
the government eased import 
regulations as a part of the 
recent reforms. The automobile 
penetration rate is still low 
compared to other countries in 
the region, and more than 90 
percent of registered vehicles 
are reconditioned imports 
from Japan.
       Another sector with great 
potential is the construction 
sector. Myanmar’s size of the 
construction market is estimated 
at US$3.5 billion with capital 
expenditure in Myanmar 
increasing mainly due to heavy 
investments in residential, 
commercial, hotel, retail and 
office space. Yangon has been 
the centre of construction activity 
and is likely to undergo more 
development in the near future. 
Furthermore, the increasing 
number of expats and locals 
moving to Yangon for job 
opportunities will contribute to 
higher demand for housing.
       Myanmar’s rapid economic 
growth has also contributed to 
increased consumer activity, which 
makes it an attractive market 
for international franchises. 
Before 2011, the country had 
little exposure to foreign brands, 
but it has now experienced a 
flood of international franchises, 
particularly in food and beverage 
making inroads into Myanmar. 
Now, more than 50 franchises 
from Asia and across the world 
are operating in major cities 
like Yangon, Mandalay, and 
Naypyidaw.  
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BROADER IT LANDSCAPE, 
WIDER SECURITY GAPS
Cybersecurity is poised to continue as an 
even hotter topic in 2020, than it was in 
2019. With an election year upon us, election 
security and protecting the integrity of our 
electoral systems will be front and center 
more than ever. However, I fully expect that 
the massively distributed IT reality we find 
ourselves in, with its explosion of unsecured 
exposure points will continue to dominate 
the daily headlines.
       Businesses, government and consum-
ers are all going to dealing with securing 
the proliferation of IoT devices, apps, the 
cloud, etc. as their anywhere, anytime 
needs continue to change the IT landscape. 
At the same time, this will highlight the 
cybersecurity business gap that exists — 
increasing risk, high costs and limited 
resources — as everyone strives to protect 
themselves. The search will be on for solu-
tions that make the best use of real-time 
prevention, economies of scale, automa-

 

T
his month, we 
hear the experts’ 
cyber security 
predictions for 
2020: new trends, 
new paradigms, 
and new themes 
to watch out for 
as the year 
progresses.

CHANGING ROLE OF THE CISO
One of the biggest cybersecurity stories in 
2020 will be the changing role of the chief In-
ternet security officer (CISO). The imbalance 
of their work-life will continue to worsen and 
the role will need to change to meet the de-
mands of the modern cyber-scape; for example 
becoming more of a strategic resource for the 
business on mitigating risk and facilitating 
business transformation safely.
       This will be easier said than done as the 
majority of CISOs feel that while their work is 
appreciated by senior management teams, it 
is still yet to be seen as strategically valuable. 
Given the broader focus of senior business 
leaders to drive revenues and protect brand, 
cyber security is still not widely accepted as a 
strategic function. Only around half of CISOs 
feel executive teams value the security team 
from a revenue and brand protection stand-
point and unfortunately almost 20% believe 
their board is indifferent to the security team, 
or sees them as an inconvenience. This percep-
tion will continue to have a tangible impact 
on the role of the CISO, potentially leading to 
more churn within the role and creating big-
ger gaps in security knowledge and coverage 
across the industry.
— Stuart Reed, VP of cyber security, Nominet

tion and machine learning and help better 
protect them from the unknown.
— Bill Conner, CEO, SonicWall

RANSOMWARE ON SMARTPHONES?
In 2020 we may see the first major ransom-
ware attacks on smartphones. If there are two 
things we know about hackers, it’s that they 
repeat successful attacks, and they’re always 
on the lookout for new targets. Mobile devices 
fall into that second group. Historically we’ve 
seen phishing attempts through text messages, 
but as people continue to shift from traditional 
computers to smartphones, these devices will 
become an irresistible target for ransomware 
attacks. In the case of local, city and county-
level governments, hackers took advantage of 
vulnerabilities in Windows computers running 
unsupported, outdated or unpatched software. 
It’s this same combination of factors — out-
dated and unpatched systems coupled with 
pressure to restore service quickly — can apply 
to smartphones, too.
       With Google facing an uphill battle against 
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about encryption — from a business, policy, 
and consumer standpoint — will reach a 
crescendo.
       Businesses are stepping up their strategies 
to ensure compliance with the 2020 California 
Consumer Privacy Act, and organisations with 
an international presence have a continued 
eye on complying with GDPR and determin-
ing how Brexit will impact existing rules and 
regulations governing the storing and sharing 
of sensitive data.
       In the U.S., lawmakers on Capitol Hill 
have re-energised a push for encryption 
backdoors, an initiative that is seeing bipar-
tisan support. Internationally, the UK and 
Australian governments (in addition to the 
U.S. government) are pressuring Facebook 
to scrap plans for end-to-end encryption of 
Facebook Messenger.
       Consumers, meanwhile, want more 
control and privacy over their data yet are 
often left confused about what that really 
means—and how to make it a reality. Also 
factoring into the encryption conversation is 

OS fragmentation (and its stance to only sup-
port software updates for three years), many 
Android smartphones are being left unsup-
ported with older software and less frequent 
security patches. This is a headache for IT 
teams simply from an application compatibility 
perspective, but this is increasingly leaving 
organisations exposed to vulnerabilities that 
hackers can and will exploit to deliver ran-
somware. With so much data on our mobile 
devices, there is a great likelihood that we will 
be willing to pay a ransom to recover that data 
or pay simply to prevent an embarrassing leak. 
This combination of increased vulnerability 
and stronger incentive to pay will lead attack-
ers to launch widespread mobile ransomware 
attacks in 2020.
— Joel Windels, CMO, NetMotion Software

YEAR OF ENCRYPTION: 
COMPLIANCE, GOVERNMENTS, 
AND PERSONAL PROTECTION
2020 will be the “year of encryption.” In 
2020, national and international dialogue 

the protection of voter information leading up 
to the U.S election and advancements in facial 
recognition software.
       While encryption may never be a water 
cooler topic of conversation a la “Game of 
Thrones,” it will be more readily under-
stood, discussed, and debated in 2020 than 
ever before.
— Peter Galvin, VP strategy and marketing, nCipher 
Security

BOTNETS AND CREDENTIAL STUFFING
This year saw credential stuffing attempts mul-
tiply considerably, and 2020 shows absolutely 
no slowdown in sight. Unfortunately, it’s be-
come easy and cheap for bad actors to quickly 
rotate the IP addresses used in a credential 
stuffing attack, causing significant stress on IT 
resources and potential brand damage.
       Getting access to breached passwords is 
the first step for attackers, and unfortunately, 
there are billions openly available on the 
internet for purchase. Breached credentials, 
in combination with 65% of people reusing 
passwords across accounts enables hackers 
to architect botnets — networks of exploited 
devices — to direct large-scale attacks in a 
coordinated manner.
       2020 will see the proliferation of “botnets-
for-hire” where services are traded among 
hackers, even rented for nominal fees for use 
in widespread attacks. With the proliferation 
of subscription-based services, the reward is 
significant for hackers. If they manage to find 
0.1% of the credentials that work, out of the 
two billion breached passwords out there, 
there are already a lot of accounts (Netflix, 
Spotify, many others) they can sell in the black 
market for half the price of the subscription.
— Matias Woloski, CTO and co-founder, Auth0

SECURING APIS AGAINST 
LEAKS AND ATTACKS
Protecting APIs will be top of mind in 2020. 
The primary reason for this is that they have 
become one of the top targets for attack-
ers given the amount of sensitive business 
applications they power and customer 
data they provide access to. We’ve seen an 
increasing number of attacks and breaches in 
recent years be through APIs, with attackers 
especially focusing on credential stuffing at-
tacks to try to perform account takeovers of 
customer accounts.
       Another style of attack vastly increasing 
on APIs is attackers attempting to brute force 
different identifiers to obtain access to sensi-
tive financial, communication, or account data 
of customer accounts. As we see enterprises 
continue to shift from legacy style applications 
to modern mobile apps and services delivered 
by APIs, the security of those APIs will be top 
of mind for security professionals.
— Zane Lackey, co-founder and CSO, Signal Sciences 



of receiving trusted information, they get a 
bogus paid promotion.
       But consumers aren’t the only ones who 
can fall victim to dishonest sponsorship prac-
tices. Brands can also get hurt. Eager to satisfy 
the KOL market’s demands, many micro-influ-
encers fake their success and inflate their num-
bers so they appear more desirable to business 
partners. From ghost and fake followers to 
staged ads, influencers use several unethical 
practices to trick brands into partnerships. 
According to CBS News, “at least 15 percent 
of advertisers’ spending on influencer market-
ing is lost to fraud, costing them $1.3 billion 
annually,” adding that influencer marketing 
has become “increasingly perilous advertising 
terrain for corporate brands.”
       Honesty, reliability, and truth get lost 
in this process, so it’s hardly surprising that 
brands have become skeptical about leaving 
their entire content-creation process in the 
hands of influencers. But China is one step 
ahead of the game and instead of the tradi-
tional sponsored-post monetization model, it 
now prefers a performance model that relies 
on analytics instead of vanity metrics. By 
using actionable metrics, Chinese marketers 
can better anticipate the success of a product 
in the hands of a selected influencer. Addi-
tionally, this model calculates conversion and 
bounce rates and gives a clearer indication 
of expected ROI. And even more impor-
tantly, this model relies on a commissionable 
compensation framework, meaning that the 
better the influencer performs, the higher his 
or her bonuses are.
       But the new monetization model is doubly 
valuable to brands, as it also gives marketers 
information on audience demographics and 
behavioral data. “As the customer journey has 
ceased to follow a linear path to purchase, 
marketers have had to develop more sophis-
ticated ways to predict which customers are 
likely to take a particular action,” says Lauryn 

T
raditional advertising is 
being outperformed these 
days. This stems from the 
fact that traditional 
marketing strategies, 
including counting “likes,” 
no longer resonate with 

most consumers, while younger consumers 
consider content marketing to be much more 
genuine, honest, and real.
       According to the quantitative study Story-
telling: The Current State of Branded Content, 
“consumers perceive branded content as being 
more consumer-centric because it is less about 
selling products and more about providing 
value to consumers.” Additionally, marketers 
prefer content marketing because it’s a lower-
risk option that comes with a lower price tag 
and higher ROI. We only have to measure the 
resources invested in printing a magazine ad 
or shooting a TV promo against editing text on 
a digital post to understand some of the ben-
efits of content marketing. And on top of that, 
content marketing just works better. Research 
shows that “people remember branded content 
twice as long as they remember a traditional 
advertisement.”
       Needless to say, sponsored content is very 
popular in the West, but marketers in China 
have moved toward a new, innovative model 
that optimizes resources and takes advantage 
of performance management strategies. While 
the U.S. and Europe are still dependent on the 
original sponsored-post model and “vanity” 
metrics, China has moved light years ahead.

WHY THE SPONSORED POST MODEL IS OBSOLETE 
IN CHINA Sponsored posts are going extinct 
because consumers have grown increasingly 
frustrated by posts where the blogger/influ-
encer/idol acts as an advocate for the brand 
rather than the customer. This model creates 
an obscure situation in which consumers rely 
on the KOLs for genuine content, but instead 

Chamberlain, Content Manager at Yext. 
Chamberlain is right to say that marketers can 
no longer rely on traditional strategies and 
models, and they must demand more from 
their content partners.
       Since engagement metrics are becoming 
less effective and impressive and the public 
is becoming more aware of marketing traps, 
brands need to abandon metrics that only 
look impressive in future digital marketing 
campaigns. “As far as the numbers go, vanity 
metrics look great on paper,” says Daniel Ho-
chuli, LinkedIn’s Content Solutions Manager 
APAC & China. “But the sheen on these num-
bers fades when you try to use them to explain 
important business outcomes like ROI or 
customer lifetime value (CLTV); they become 
hollow digits that contribute little substance to 
proving your marketing is making money.”
       According to Kimberly Whitler, as-
sistant professor at the University of Vir-
ginia Darden School of Business, marketing 
campaigns in China “are faster, cheaper, and 
often more effective than traditional Western 
ones.” She also maintains that these market-
ing practices “may be better suited to today’s 
global marketplace,” and various sources 
promote the idea that China’s marketers are 
better equipped to succeed.
       Considering how quickly the global mar-
keting landscape is changing and “how China 
is upending Western marketing practices,” 
we soon expect that the vast majority of 
Western marketers will start moving towards 
the performance model while also getting the 
most out of their actionable metrics. This way, 
marketers can be assured that their businesses 
are optimizing resources as well as diversifying 
income streams.  
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Sue Barrett is a sales expert, 
writer, business speaker and 

adviser, facilitator, sales 
coach, training provider and 

entrepreneur. Sue founded 
Barrett in 1995 to positively 

transform the culture, 
capability and continuous 

learning of leaders, teams and 
businesses by developing sales 

driven organisations that are 
equipped for the 21st Century. 

EXCELLENCE   We give our best 
to all that we do.  We give our 
best in our relationships.  We are 
committed to lifelong learning.  We 
are committed to Self-Mastery.  We 
work with love.  We are guided by 
a noble purpose and bring our gifts 
to fruition.  Excellence is our true 
prosperity.

PURPOSEFULNESS   We are aware 
we are here for a reason.  We 
discern our intention & focus on it 
mindfully.  We create a clear vision 
& set clear goals.  We concentrate 
fully & trust in the journey.  
Purposefulness gives our lives true 
value.

KINDNESS   We are warm, friendly, 
and ready to help.  We listen for 
the needs beneath the words.  We 
balance honesty and tact.  We are 
good stewards of the earth and 
all living things.  We give tender 
attention in ways that bring others 
happiness.  We remember to 
be kind to ourselves.  Kindness 
awakens our hearts.

GRATITUDE & APPRECIATION   We 
are thankful for the gift of life, 
friendship, work and community
 We see the good in life, people and 

environment.  We freely express 
our gratitude and admiration.  We 
know Love thrives on appreciation.
 We pay forward our appreciation 

with the practice gratitude  We 
honour our progress and value 
the gift in our tests.  We do not 
allow ourselves to stay down or 
disappointed  We enjoy all that 
life has to offer.  Gratitude and 
Appreciation fills our cup.

COOPERATION   We work together 
for the good of all.  We invite 
partnership and trust the power 
of unity.  We seek common goals 
in service of a unified vision.  We 
use our different gifts and help 
one another share the load.  We 
work together to accomplish great 
things.  Cooperation brings us into 
community.

So as we enter a new year and a 
new decade maybe we can think 
about adding to our new year’s 
resolutions lists the practice of 
virtues.
       May we all live virtues filled 
lives.
       Remember everybody lives by 
selling something.  

A s a consulting and 
education firm, we go into 
many organisations and 

they inevitably have a set of values 
i.e. integrity, honesty, passion, 
customer centric/obsessed, 
courage, and so on.
       That’s nice on one level, but 
how are these values practised 
every day? How are they 
demonstrated and enacted?
       This is usually the missing 
piece, which is why my preference 
is to be virtues driven rather than 
values driven.
       Values and virtues are often 
seen as synonymous, however, they 
are quite different.
       Simply put, values are goals or 
ideals or even opinions.
       Virtues are behaviours 
showing high moral standards. 
Virtues are how we practice and 
demonstrate character.
       A virtue is a trait or quality 
that is deemed to be morally good 
and thus is valued as a foundation 
of principle and good moral being. 
Personal virtues are characteristics 
valued as promoting collective 
and individual greatness. In other 
words, it is a behaviour that shows 
high moral standards. Doing what 
is right and avoiding what is wrong. 
The opposite of virtue is vice.
       For example, we can say we 
value honesty and trustworthiness 
but not all of us possess or 
practice the virtues of honesty and 
trustworthiness in our daily work 
and life, even though we could if 

we wanted to and knew how.
       Charles Wookey, CEO of the UK charity Blueprint for Better 
Business, highlights there’s a big difference between saying you’re ethical 
and behaving ethically. There’s a big difference between what we say and 
what we do. Which is why at Barrett, we always promote that any sales 
and business interaction should be underpinned by ‘making promises we 
can keep and keeping the promises we make’.
       I am sceptical about values being the only measure of our character. 
Values can become like green-washing or purpose-washing when an 
organisation and its leaders espouse that they are ‘customer centric’ or 
‘ethical’ or ‘committed to fairness’ and so on.
       None of this matters until you demonstrate that you truly are putting 
these ideals into practice through virtues.
       So what should we do when faced with an ethical problem?
I refer here to Aristotle, the ancient Greek philosopher, and one of the 
most influential philosophers of all time, who developed a comprehensive 
system of virtue ethics that we can learn from even today. 
       Aristotle urges us to ask, “What kind of person should I be?”
Which is why I practice virtues rather than values. I’m an Aristotelian 
at heart.
       I treat virtues as skills and mindsets to master – like sport or music 
or any discipline I can get better at them, and the more I practice them 
the better I get – they become habits. And virtues build character and 
resilience.
       There are many virtues and The Virtues Project, a global grassroots 
initiative to inspire the practice of virtues in everyday life, is sparking 
a global revolution of kindness, justice, and integrity in more than 100 
countries. It is an amazing resource I encourage you to explore. I use this 
resource in my work and in my personal life. It’s a wonderful parenting 
and teaching resource, too. The Virtues Project has 60+ core virtues that 
underpin all religions and non-religious practices.
       Every week, at Barrett we practice a different virtue from the Virtues 
Project list. At Barrett we have defined 5 core virtues that underpin our 
daily practice as a team. Our aim is to develop our mastery of these and 
other virtues every day.
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LEADERSHIP EXCELLENCE     WITH MARSHALL GOLDSMITH

K
nowledge workers can be 
defined as people who 
know more about what 

they are doing than their managers 
do. Many knowledge workers have 
years of education and experience 
in training for their positions, yet 
they have almost no training in 
how to effectively influence 
decision makers.
       The guidelines listed below are 
intended to help you do a better 
job of influencing decision makers. 
In some cases, these decision 
makers may be immediate or upper 
managers – in other cases they may 
be peers or cross- organizational 
colleagues. I hope that you find 
these suggestions to be useful in 
helping you convert your good 
ideas into meaningful action.
       Every decision that impacts our 
lives will be made by the person 
who has the power to make that 
decision – not the ‘right’ person, or 
the ‘smartest’ person, or the ‘best’ 
person. Make peace with this fact.
       As simple and obvious as this 
statement may seem, I am amazed 
at how few (otherwise intelligent) 
people ever ‘get’ this point. When 
your child comes home from school 
and complains, “It’s not fair! The 
teacher gave me a ‘C’ and I really 
deserved an ‘A’!”, We, as parents, 
should say, “Welcome to the real 
world, kid! in life, you have to ac-
cept the fact that decision-makers 
make decisions – and that you are 
not always the decision maker.” 
Once we make peace with the fact 
that the people who have the power 
to make the decisions always make 
the decisions, we become more ef-
fective in influencing others.

FOCUS ON CONTRIBUTION TO THE 
LARGER GOOD – AND THE NEEDS OF 
THE DECISION MAKER – NOT JUST THE 
ACHIEVEMENT OF YOUR OBJECTIVES.
An effective salesperson would 
never say to a customer, “you 
need to buy this product, because 
if you don’t, I won’t achieve my 
objectives!” Effective salespeople 
relate to the needs of the buyers, 
not to their own needs. In the same 
way, when influencing decision 
makers, focus on the impact of 
your suggestion on the overall 
corporation. Don’t assume that 
executives can automatically “make 
the connection” between the 
benefit to your unit and the benefit 
to the larger corporation.

STRIVE TO WIN THE ‘BIG BATTLES’ 
– DON’T WASTE YOUR ENERGY AND 

your odds of effectively influencing 
decision makers.
       In summary, think of the 
years that you have spent ‘perfect-
ing your craft’. Think of all of the 
knowledge that you have accumu-
lated. Think about how your knowl-
edge can potentially benefit your 
organization. How much energy 
have you invested in acquiring all 
of this knowledge? How much 
energy have you invested in learn-
ing to present this knowledge to 
decision makers – so that you can 
make a real difference? My hope is 
that by making a small investment 
in learning to influence decision 
makers, you can make a large, 
positive difference for the future of 
your organization. 

‘PSYCHOLOGICAL CAPITAL’ ON TRIVIAL POINTS.
Do a thorough analysis of ideas before ‘challenging the system’. 
Don’t waste time on issues that will only have a negligible impact on 
results. Focus on issues that will make a real difference. Be especially 
sensitive to the need to win trivial non-business arguments on things 
like restaurants, sports teams, or cars. You are paid to do what makes a 
difference and to win on important issues, not to win arguments on the 
relative quality of athletic teams.

PRESENT A REALISTIC ‘COST-BENEFIT’ ANALYSIS 
OF YOUR IDEAS – DON’T JUST SELL BENEFITS.
Every organization has limited resources, time and energy. The 
acceptance of your idea may well mean the rejection of another idea 
that someone else believes is wonderful. Be prepared to have a realistic 
discussion of the costs of your idea. Acknowledge the fact that something 
else may have to be sacrificed in order to have your idea implemented. 
By getting ready for a realistic discussion of costs, you can ‘prepare for 
objections’ to your idea before they occur.

REALIZE THAT POWERFUL PEOPLE ARE JUST AS ‘HUMAN’ AS YOU ARE – 
DON’T SAY, “I AM AMAZED THAT SOMEONE AT THIS LEVEL…”
It is realistic to expect decision makers to be competent; it is unrealistic 
to expect them to be anything other than normal humans. How many 
times have we thought, “I would assume someone at this level…” fol-
lowed by “should know what is happening”, “should be more logical”, 
“wouldn’t make that kind of mistake”, or “would never engage in such 
inappropriate behaviour”? Even the best of leaders are human. We all 
make mistakes. When your managers make mistakes, focus more on help-
ing them than judging them. Treat decision makers with the same cour-
tesy that you would treat customers – don’t be disrespectful. While it is 
important to avoid ‘kissing up’ to decision makers, it is just as important 
to avoid the opposite reaction. a surprising number of middle managers 
spend hours ‘trashing’ the company and its or other co-workers.

SUPPORT THE FINAL DECISION OF THE ORGANIZATION – 
DON’T SAY, “THEY MADE ME TELL YOU” TO DIRECT REPORTS.
Assuming that the final decision of the organization is not immoral, 
illegal or unethical – go out and try to make it work! managers who 
consistently say, “They told me to tell you” to co-workers are seen as 
‘messengers’ not leaders. By demonstrating our lack of commitment to 
the final decision we may sabotage the chances for effective execution.
       A simple guideline for communicating difficult decisions is to ask, 
“how would i want someone to communicate to their people if they were 
passing down my final decision and they disagreed with me?” Treat 
decision makers in the same way that you would want to be treated if the 
roles were reversed.

MAKE A POSITIVE DIFFERENCE – DON’T JUST TRY TO ‘WIN’ OR ‘BE RIGHT’.
We can easily become more focused on what others are doing wrong, 
than how we can make things better. An important guideline in 
influencing up is to always remember your goal – make a positive 
difference for the organization.
       When I was interviewed in the Harvard Business Review, I was 
asked, “What is the most common ‘area for improvement’ for the 
executives that you meet?” My answer was, “Winning too much.” Focus 
on making a difference. The more other people can ‘be right’ or ‘win’ 
with your idea, the more likely your idea is to be successfully executed.

FOCUS ON THE FUTURE – ‘LET GO’ OF THE PAST.
One of the most important behaviors to avoid is ‘whining’ about the 
past. Have you ever managed someone who incessantly whined about 
how bad things are? When people consistently whine, they inhibit any 
change they may have for impacting the future.
       Successful people love getting ideas aimed at helping them achieve 
their goals for the future. They dislike being ‘proven wrong’ because of 
their mistakes in the past. By focusing on the future, you can concentrate 
on what can be achieved tomorrow, as opposed to what was not 
achieved yesterday. This future orientation may dramatically increase 
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of sustainable startup 
communities. But, this is 
different than physical office 
spaces. I’m going to explore 
this more over the next year as 
I continue to embrace the lack 
of constraints around physical 
space in my world.
       I know there is an increasing 
number of technologies in use 
for helping manage organizations 
that are distributed – I’m 
interested in real stories of what 
works, vs. marketing hype. And, 
given that humans are intensely 
social creatures, I’d love to hear 
stories about how you maintain 
the appropriate level of physical 
interaction in a distributed 
workforce.  

I ve been a remote worker 
for 24 years. While I have 
an office in Boulder, I’m 

physically in my office for a small 
amount of time.
       For many years, this was a 
function of travel. My investments 
have always been geographically 
distributed across the US and 
I spent the majority of my time 
between Monday and Friday on 
the road.
       I learned how to work in hotel 
rooms, in other people’s offices, 
in conference rooms, at coffee 
shops, and in houses (mine and 
friends). In 1995, at the dawn 
of the age of the commercial 
Internet, this involved landlines, 
answering machines, pagers, and 
fax machines. Today, my bet is that 
most 25-year-olds have never used 
one of these things.
       In the past few years, 
there have been several high 
profile examples of scaled 
companies that have a completely 
distributed workforce. Automattic 
(WordPress) is my favorite, as it’s 
been organized that way by design 
from inception. Zapier is another 
one that has gotten a lot of press 
lately around its distributed 
workforce approach. 
       Many companies in our 
portfolio have multiple locations 
and increasingly distributed 
workforces. There’s a profound 
difference between “two locations” 
and “distributed”, but they are part 
of a similar phenomenon where the 

constraint of the physical is lowered.
       As I reflect on my own work patterns, they are less and less 
connected to any particular physical space. This doesn’t mean that 
physical spaces are eliminated from my life, but that my work isn’t 
actually dependent on any of them. As I type of my laptop, in a room 
at my house in Longmont, with Amy sitting next to me, it’s easy to 
see how my day is going to unroll with a shower, followed by a video 
conference, and then an in-person meeting with someone coming to 
spend some time with me.
       When I look at my schedule next week, I’m in my office on Monday 
for my partner meeting, but there’s literally no other reason I need to 
be in my office next week. I have some in-person meetings, but if the 
weather is nice, they will be walks outside. Any of them could be video 
conferences instead of face to face meetings.
       In the past five years, as I’ve limited my travel, I’ve gained back a lot 
of time not spent moving from point A to point B. When I’ve chosen to 
travel as I did recently on a multi-day trip to Seattle, I’ve been able to be 
deliberate about where I was and who I spent time with, and none of it 
required me having a physical space.
       I continue to strongly believe that place matters for the development 
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Ron Kaufman is the 
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UP! Your Service. 

I
have just dialed into a 
large (very large) retail 
organization to check on 

a pending order.  I am greeted by 
an interactive voice response (IVR) 
system. I only need an answer to 
two short questions from the 
salesperson from whom I recently 
purchased an item. But I am routed 
away from my familiar store 
location, into a large call center, in 
an unknown location.
       I listen to the seemingly 
endless voice prompt instructions, 
none of which offer me a single 
source to speak with a human 
being. I pick the most suitable 
choice and find myself thrown 
further into the IVR maze, with 
more choices, even further from 
the answer I desire.
       I begin hitting the “0” key 
repeatedly. The automated script, 
perhaps sensing my frustration, 
sends me back to the start! I am 
pretty sure this system is punishing 
me for my lack of patience.
       I begin again. This time I 
make different selections. Finally, 
to my surprise and delight, after 
a long series of hopeful button 
presses on the second round, I am 
speaking with a real person! Great 
joy! I am so excited! I quickly fire 
off all my questions.
       There is a pause… then he 
apologizes and explains these 
questions must be answered by 
my local store, and he needs to 
transfer me back to that location 
– which is the number I dialled 
in the first place. Before I can say 
anything more, he puts me into 
another IVR system which prompts 
me to enter my zip code to help 
identify my local store… and off I 
go to the “correct store location” 
that I first dialled. Once again I 
hear the commands of an IVR, and 

once again I navigate eventually to a living, breathing (and hopefully 
serving!) human. Finally, I find someone who can answer my questions, 
in the store location I originally called, at the store where I originally 
made my purchase.
       Wikipedia states that the term “The Experience Economy” was first 
described in an article published in 1998 by B. Joseph Pine II and James 
H. Gilmore. In the article, they described an experience economy as the 
next wave of economic development following the agrarian economy, 
the industrial economy, and the most recent service economy.
       My recent IVR experience made me reflect: Is our economy 
developing to deliver a better experience, or is the customer experience 
being sacrificed in the name of better “economy”. Has the recent 
financial crisis altered our ways of thinking about delivering service? Are 
companies now choosing to use the word “economy” as an excuse that 
degrades the experience of clients, customers and colleagues?
       When a client or potential client reaches out to you, they want to 
interact with you as their supplier, partner, or trusted advisor.  They 
have a concern, an important question, an urgent problem or even a 
complaint. Each interaction has a powerful impact on your customer’s 
view and their opinion of your organization.  What is the impact of 
this person being tangled in an IVR web? Or receiving an automated 
email response stating that the person they need is out of the office 
for a week? How have these shortcuts, in pursuit of greater economy, 
impacted the ultimate experience?
       If you are in service, are you still committed to serving?  

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

A DECADE OF 
EXCELLENCE
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AskGaryVee     GARY VAYNERCHUK

01. THERE’S NO PERFECT DECISION. 
THERE’S JUST LIFE.
It’s just the truth – you don’t know 
the alternative and you never will. 
There’s no time machine, there’s 
no future machine, there’s just 
no way to really know whether 
you made the right move or not. 
Whichever decision you make, you 
won’t know how the other one 
would’ve played out. 
       Let me give you an example… 
Let’s say you start your business 
(instead of doing something else 
like staying at your job), and it 
becomes huge and you turn out to 
be right in your hypothesis. And 
let’s say that led to a big meeting in 
a different country and you had to 
fly there – and in the process, your 
plane crashed and you died. 
       That would’ve turned out to be 
a bad idea. 
       There’s no way of truly know-
ing. If you follow my content, you 
know that I famously passed on in-
vesting in Uber in the angel round 
twice, which means currently, I 
missed out on $600 million. You 
could think that’s a mistake, but 
maybe if I did invest in Uber I’d be 
somewhere else right now picking 
up a disease that would end up kill-
ing me a year later!
       Everybody thinks they can have 
the perfect decision. There is no 
perfect decision. There’s just life. 
       So pick one and be happy with it! 

02. INSTEAD OF TRYING TO MAKE 
THE PERFECT DECISION, CREATE 
MORE OPPORTUNITIES. 

Create more 10-15 minute meetings to open the gateway to new 
relationships. Run more marketing tests to give you the opportunity to 
find a strategy that works. 
       Some of the best decisions I’ve made were things that didn’t look 
that good on paper in the beginning. Plenty of serendipitous meetings 
have led to incredible partnerships and investments that were completely 
unexpected in the beginning.   
       Be more efficient with what you do so you can do more things, 
and so you don’t have to worry about the subjective and uncontrollable 
factors like “knowing” what’s good or great. In other words… create the 
volume you need to give you a better shot at finding those opportunities 
that will lead to success and happiness instead of debating what’s going 
to work.

03. 9 OUT OF 10 TIMES, THE RIGHT DECISION IS THE FASTEST DECISION.
This doesn’t mean you shouldn’t be thoughtful, it means you spend your 
days becoming a practitioner and becoming great at what you do without 
overthinking every move.
       In a world where everyone tries to make the perfect decision all the 
time I go the other way – I think every decision I make is a mistake, and 
if something works out, it’s a happy upside. 
       I just value the speed of the decisions I make over perfection 
because I can always fix the wrong decision. I assume everything is a 
mistake, I’m thrilled when it works out, and when it actually turns out to 
be a mistake, I make a change. 
       It’s a big reason why I’ve been able to build big businesses fast. 

04. STOP CARING WHAT OTHER PEOPLE THINK ABOUT YOUR LOSSES.
       My losses are my losses. I don’t care what you think about my loss 

because you’re losing plenty on 
your own.
       Once you really get to a 
place where you don’t care what 
other people think, you get to a 
place where you can move much 
faster. When you’re not spending 
time worrying, you’re spending 
time executing. Speed matters 
more than ever in the world of 
business today and when you’re 
not spending time worrying about 
what people think, you’re in 
execution mode.
       This ties into how I think about 
building culture in businesses – 
when you feel safe in your work 
environment and feel safe to have 
conversations, you’re not spending 
time scared of whether someone is 
trying to “ruin” you or undermine 
your success. It allows employees 
to move faster and execute on their 
actual work instead of trying to 
navigate politics.
       I do everything I can to put 
myself in a position where I’m in 
constant execution mode at all 
times. 
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Y
ou seek out the best 
products, best stores, best 
websites and best 

experiences. Doesn't it make sense 
to wonder about where you can 
find the best salespeople?
       I asked Objective Management 
Group's (OMG) COO, John 
Pattison, to dig into some of 
our data from the evaluations 
of 1,935,004 salespeople from 
29,389 companies and provide me 
with some scores.
       I reviewed the data and have 
a number of very interesting and 
surprising conclusions to share.
       For this exercise, we looked at 
large (more than 100 salespeople), 
mid-market (30-100 salespeople) 
and small/medium (fewer than 30 
salespeople) companies. Then we 
gathered average scores for each of 
the 21 Sales Core Competencies as 
well as Sales Percentile.
       It turns out that you'll find 
more excuse making at larger 
companies where salespeople 
scored 43 percent worse than in 
small companies. Why? Excuse 
makers aren't nearly as exposed 
in large companies as they are 
in small companies, with more 
layers of management between 
themselves and those who 
might call them out for it. While 
salespeople from small companies 
are the weakest overall, they are 
much less likely to make excuses. 
They'll suck without placing blame!
       Large companies are also 
where you'll find salespeople who 
are more comfortable talking about 

transactional approach can be 
seen with shippers too. All of the 
shippers that have called on us 
seem to be unaware that there 
are any buying criteria other 
than price!
       So what does all of this mean? 
It means that no matter where 
we look, how we look at it, how 
we slice it and dice it, and how 
many findings we dissect, most 
salespeople are still guilty of 
sucking and most companies are 
still guilty of allowing them to 
remain sucky.  

money and having the kinds of financial conversations that are so neces-
sary for sales success. Salespeople in large companies scored 21 percent 
better in this competency. Why? Large companies often sell high-ticket 
products and services to other large companies and when salespeople 
aren't comfortable having those financial conversations they fail. With 
high-ticket sales, quotas are quite large and when salespeople are miss-
ing quota, they are missing by millions, not thousands! That makes it 
difficult to stay under the radar.
       Large companies have salespeople who are far less likely to use 
social selling, scoring 39 percent worse than salespeople at smaller 
companies! Salespeople at large companies have an easier time schedul-
ing meetings than those in smaller and lesser-known companies. Think 
rolling out the red carpet! But social selling isn't the only thing they don't 
use. They are also the worst at using CRM! The executives who invested 
millions on their CRM must be absolutely thrilled over that finding. It 
tells them that they aren't the only ones frustrated with CRM adaptation 
and compliance.
       The best salespeople overall can be found in mid-market companies 
where the average sales quotient is ten points higher than in small or 
large companies. This makes sense too because those are the companies 
that take sales training and coaching most seriously. Many large 
companies buy sales training but don't really care if it changes anything 
because they're just checking off a box. Many small companies don't 
want to pay for sales training because they're afraid it won't change 
anything. But many mid-market companies need it, want it, pay for it, 
and care tremendously about the outcomes.
       The most rejection proof salespeople can also be found in mid-mar-
ket companies. It makes sense because that's where you'll find the best 
hunters! Mid-market companies also have salespeople who are better at 
selling value, taking a consultative approach to selling and qualifying.
       Salespeople who have the worst scores in Presentation Approach 
can be found at small companies. That's where you'll also find 
salespeople who are less likely to follow the sales process. I believe this 
is because there is far less discipline at small companies.
       I didn't stop there. I also looked at sales percentile by industry.
The best? Commercial Real Estate with an average Sales Percentile of 
54 percent. The worst? Transportation and shipping with an average 
Sales Percentile of only 35 percent.
       That's a 55 percent difference! It makes sense though. Many of 
the commercial realtors that have called on me have attempted to 
take a consultative approach even though there were still some that 
began conversations by asking for my lease expiration date. That 
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 Do not use it properly
 Do not know what apps are available from department to department
 Do not have a platform to manage and allow proper access to apps

GROWTH DATA, METRICS It is essential for supply chain planning that one 
understands and properly interprets growth metrics. Many companies do 
not recognize how much higher the demand will be on resources based 
on compound growth.
If a company experiences compounded growth:
 10% per year x 5 years = 162%; 20% x 5 years = 249%; 

 and 5% x 5 years = 127%
 Therefore, one must know which processes, systems, and IT
requirements will be required in the future to meet the speed and 
capability required achieve those growth percentages whether for 
manufacturing or distribution. Using our example:

  If I’m shipping 100,000 orders a year at present, in five years I may 
have to ship either 161,000 or 249,000, or 127,000 orders a year
  I therefore must know what the maximum order volume capability

of my present systems is so I can determine how long the systems can 
support my business successfully and what is the breaking point

  I also must start monitoring growth (should be by exception
reporting) not only for the whole company, but for each department 
and or product group as we cannot afford for part of the system to 
break down if growth is uneven within the company

  I must perform a study now to determine which new systems will be
capable of supporting my business properly at different viable growth 
levels and what is the lead time to acquire and implement the new sys-
tem because it must be in place before I exceed my current capacity

  The cost of the new system must be within the company’s budget
  The system must be within the staff’s management capabilities

 In addition to new processes
one must know how much space 
is required; the proper amount 
of staffing; and which equipment 
and IT resources are necessary 
as well to continually meet future 
growth volumes.

  Space – if my building is
100,000 square feet now, in 
five years will I need 162,000 
or 249,000, or 127,000 square 
feet based on the growth 
models shown or can I change 
systems or add automation to 
reduce the space needed?

   If my lease is up how much
space should I take or if my 
building is too small, what 
size building should I buy, 
again within the company’s 
budget but to ensure future 
operational success

  Staffing – one must determine
how much staff will increase 
for every job function 
throughout the company at 
different volume break points 
and budget for the requirement

   Will the larger business
require new job functions 
and/or higher skill sets for 
existing job functions? Be 
sure to fund for increased 
staff and/or staff levels

  Equipment and IT resources
– again one must benchmark 
current capabilities vs. future 
requirements at the different 
growth steps and levels.

   How soon will we not be
able to produce required 
volumes with current 
equipment and at what point 
will my IT resources be 
insufficient, a gap analysis is 
required

   Will I need to add or increase
automation and/or need 
more sophisticated software 
and at what cost

   How many new workstations,
computers, and phones etc. 
will I need in my larger office 
and at what cost and again, 
with what staff

If any of the 10 conditions 
listed above exist within your 
company and you do not have 
company expertise capable of the 
sophisticated planning required 
for proper growth planning and 
execution, you may have to turn to 
resources outside of your company 
to set you up and train your staff 
so your business can begin to 
experience optimal customer 
service and profits as the company 
grows. 

H
aving access to and the 
ability to correctly analyze 
key data is essential to 

optimizing operations, customer 
service and profits. Many 
companies we encounter are 
underperforming because of 
unavailable data or a lack of proper 
tools and/or software for data 
access and the inability to analyze 
data properly. Companies 
including their executives and 
managers must understand key 
metric requirements moving 
forward so they can plan for and 
then measure success whether for 
volume of orders shipped, quantity 
of products manufactured, units 
sold, inventory, or information 
provided to management for better 
business organization and 
management. This applies to 
planning for growth, sales, 
inventory, operations and unique 
company requirements.
       Regarding the data required 
to run a profitable and efficient 
business, we find that many 
companies:
 Are not sure of what to measure
 Do not know which data is required
 Are not collecting the data
 Have the data and do not know 

 what to do with it
 Have the data but do not have 

 access to it
 Cannot get timely access to it
 Do not make the time to use it
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S everal years ago, I was 
hired to be the keynote 
speaker for a dinner at the 

United States Open Golf 
Tournament. Although I was 
extremely well paid for my efforts, I 
would have gladly given a speech at 
the event free-of-charge simply for 
the opportunity to meet some of 
the best competitors in the world.
       The week of that particular 
US Open Championship, there 
was a record-setting heat wave 
that greatly affected the golf 
course, the gallery, and the 
competitors. Tiger Woods was 
leading the tournament after the 
third round and was asked how 
the heat was affecting his play. 
He replied, “I trained to play in 
the heat so I actually hope it gets 
hotter tomorrow.”
       Great competitors win during 
the difficult times. Whenever 
we face difficult economic 
conditions in my industry or 
within my company, I always try 
to remember that everyone in the 
field is facing the same conditions. 

At the end of every economic downturn, there is invariably a 
time of growth and prosperity. The people and organizations 
that enjoy this growth and prosperity are invariably the ones that 
survived the hard times.
       Anyone can perform well and maintain a great attitude when 
they are going downhill with the wind at their back. But only 
when conditions become adverse do the real champions emerge. 
When we understand this principle, we no longer dread difficult 
conditions, but we, instead, embrace them as an opportunity to 
grow, develop, and outshine our competition.
       Great fortunes, innovations, and breakthroughs were forged 
during the most difficult historical times. If you look back at the 
companies that were formed during The Great Depression or 
went through those difficult times during their formative years, 
you will find a great number of vibrant and vital companies. Once 
you have gone through tough times, you no longer fear them. You 
know you can make it because you made it before.
       The first time you rode a bicycle or swam the length of a 
pool, you accomplished something you previously had thought to 
be impossible. After this milestone, riding a bicycle or swimming 
the length of a pool became routine.
       If we want to become better at anything, we have to push 
ourselves in order to extend our capacity and creativity. This is 
never a comfortable prospect, but when difficult decisions arise, it 
gives us all the opportunity to live up to our potential.
       As you go through your day today, welcome the hard times 
as an opportunity to prove your greatness to yourself and the 
whole world.
       Today’s the day! 
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andalay evokes 
images of 
golden 
pagodas, 
proud tropical 
palms, boats 
plying the 

Irrawaddy River, and the 
splendours of old Myanmar. But 
Mandalay is a surprisingly new 
city, founded in 1857 by King 
Mindon of the Konbaung 
dynasty as his royal capital.

BY 
ONG XIANG

HONG

   BUSINESS TRAVEL      

       Today, Mandalay retains its 
neatly planned street layout with 
lettered roads and numbered 
streets. Much of the architecture 
is modern, as the city acts as 
a centre of trade connecting 
Lower Myanmar with China and 
India. Despite the capital having 
been moved to Naypyidaw, 
Mandalay remains by far the 
main commercial centre of 
Upper Myanmar.
       Mandalay is also notable for 

       Only two Konbaung kings 
ruled from Mandalay before 
the British conquered Upper 
Myanmar in 1885. Under British 
rule, the city remained a centre 
of Buddhist learning and royal 
magnificence. Unfortunately, 
most of the old city was 
consumed by fire during the 
air raids of World War II. Thus, 
the contemporary Royal Palace 
and its great temples are mostly 
modern reconstructions.

M

MANDALAY: 
GOLDEN 

HEART OF 
UPPER 

MYANMAR

For the wind is 
in the palm-trees, 

and the temple-
bells they say,

"Come you 
back, you British 

soldier; come 
you back to 
Mandalay!"
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its large Chinese population, 
which has settled in the city 
since colonial times. Thus, it 
is not unusual for shopkeepers 
and traders in the city centre 
to speak Mandarin.

GETTING IN Mandalay 
International Airport (IATA: 
MDL) is a gleaming, modern 
facility completed in 1999. 

SEE AND DO

It has flights to and from most 
other cities in Myanmar, as well 
as to destinations in Thailand, 
China, and Singapore. The 
airport is located 45km away 
from the city, and there are bus 
and taxi services available.
       Alternatively, there are 
train services from other major 
cities like Yangon, Naypyidaw, 
Pyin U Lwin, Lashio, and 

GETTING AROUND Mandalay 
doesn’t have a light rail 
transit system, and buses 
are confusing unless you’re 
a local. However, taxis and 
motorcycle taxis are cheap 
and reliable, with many of 
them hireable using apps 
like Grab. The grid layout of 
the city also makes it easy to 
find your way around.

Myitkyina. Trains in Myanmar 
run on British tracks, but the 
journey is gradually being 
improved by importing Chinese 
locomotives and carriages. 
There are also buses connecting 
these major cities, which use 
Myanmar’s brand new highway 
system as well as small village 
roads connecting certain less 
used routes.

JADE AND GEMSTONE MARKET
Mandalay is one of the world’s foremost locations for the gem trade, 
owing to its location close to the mines in northern Myanmar. The 
jade deposits in Myanmar are some of the highest quality in the 
world, with most of it destined for further polishing and processing 
abroad. The same goes for gemstones, where the fabled pigeon’s 
blood rubies come from the mines at Mogok. Most of the fine jade 
and gemstone products are squirrelled away by wholesalers, but 
visitors can still find related trinkets and knick-knacks being sold 
around Mandalay.

AMARAPURA
Amarapura was the former capital of the Konbaung dynasty 
immediately preceding its move to Mandalay. Now, Amarapura 
is part of Mandalay’s urban sprawl, and makes a good day trip 
from the city. Amarapura is known for its silk weaving, favoured 
by the Myanmar kings (and later, the leaders and generals of 
modern Myanmar). Another highlight is the U Bein Bridge – the 
longest wooden bridge in the world and a sight to see during 
sunrise and sunset. 

MAHAMUNI TEMPLE
The Mahamuni Temple contains a golden image of the Buddha, 
said to have been cast during the lifetime of the Buddha. For 
around 1600 kyat (US$1) you can get some gold leaf to adorn the 
statue. Over the past century a layer of gold over 6 inches deep has 
been pressed into the body of Mahamuni. Do note that only men 
are allowed to approach the image of the Buddha, and women will 
have to watch from the side.

MANDALAY HILL
The city of Mandalay took its name from the hill, which is dotted 
with pagodas. Climbing the hill on foot is considered part of a 
pilgrimage, but now there are motorable roads to the top of the hill. 
At the summit is the Sutaungpyei Pagoda, which offers panoramic 
views of Mandalay and the surrounding countryside. 
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E
arly retirement 
is truly the 
best of both 
worlds: lots of 
free time 
combined with 

enough youthful energy to enjoy 
it. But with today’s economic 
climate, attaining this nirvana-
like state doesn’t come easy. Is it 
even possible to do so when 
there still is no end in sight to 
this trade war? Well, that 
depends a lot on you.
       There is no way around it. 
Being able to retire early means 
a change in lifestyle. It takes 
plenty of planning and even 
more discipline, which can be 
tough when you are working 
through the daily grind. But 
if you decide on the kind of 
lifestyle you want in retirement, 
crunch the numbers and then 
save and invest, you might have 
a real shot at a comfortable, fun, 
early retirement.
       Before figuring out if early 
retirement is possible, you should 
first know what you plan to do 
with your retirement. Your post-
retirement plans can be used as 
a useful goal post to track how 
much preparation is needed pre-
retirement. It is also important to 
be aware of the potential pitfalls 
of an early retirement.
       Preparing for early 
retirement might make you so 
busy, you miss out on time with 
family and friends. Once you've 
retired, you might get bored. And 
you might change your mind and 
find it difficult to get back into 
the career pipeline. You should 
be aware of what you are getting 
into before committing to a 
course of action.
       The general rule of thumb to 
retirement is to replace about 80 
percent of your pre-retirement 
income, but early retirement 
changes things. If you plan to 
throw the towel in early, you 
will obviously have to save more 
while you are still working. 
Figure out the lifestyle you want, 
and then run the numbers for 
your unique situation. Early 

retirement calculators can tell 
you how many years it will take 
you to be ready for retirement. 
Once you have a plan, it is time 
to execute it.
       Another important thing 
to aim for is to get out of debt. 
The more money you put into 
paying off your debt, the less 
money you will have to support 
your post-retirement lifestyle. 
However, it is still a good idea 
to concentrate on clearing that 
debt and taking things one step 
at a time. Start with those that 
have the highest interest rates, 

like credit cards. Then add to the list debts with fixed 
rates and payments, like car loans or mortgages. Slow and 
steady progress will eventually add up and contribute to a 
more relaxing retirement.
       There are plenty of options when it comes to investing. 
Investing is always a risk, but when you have a healthy 
balance of saving and investing, investing has the potential 
to significantly boost your retirement fund. 
       Having your dream retirement lifestyle requires a 
change in lifestyle now — by cutting costs where possible 
and putting those savings into investments. Start by making 
lifestyle changes to prepare for the retirement lifestyle you 
want. Then crunch the numbers, save and invest. While no 
one can guarantee how their investments will work out or 
what the economy will do, you can make choices that will 
make your dream retirement lifestyle more likely. 

MAKING AN EARLY 
RETIREMENT WORK

BY 
JORDAN

LOW



MUSIC MOVIEBOOK

BEATING AROUND THE BUSH 
BY M.C. BEATON

T he 30th book in a long 
running series, Private 
Detective Agatha Raisin 

returns once more in this 
comedic, detective story. Readers 
will not need to catch up on the 
previous books of the series as 
each book is its own contained 
story. Agatha’s direct, brash, and 
rude behaviour is certain to bring 
a smile to 
readers despite 
the morbid and 
grisly nature of 
the murder 
mysteries that 
surround her. 
Beaton has a 
talent to draw 
out the humour 
of a situation 
even if it seems 
highly 
contradict what 
is actually 
happening. 

ZERO TO ONE 
BY PETER THIEL WITH BLAKE MASTERS

W hat valuable company is no one 
building? That is the question 
that the authors are asking. 

According to them, the next Bill Gates 
will not build an operating system. 
Copying the successful might be lucrative, 
yes. But it means that no one is learning 
anything. It's easier to copy a model than 
to make 
something 
new: doing 
what we 
already know 
how to do 
takes the 
world from 1 
to n, adding 
more of 
something 
familiar. Every 
new creation 
goes from 0 to 
1. This book is 
about how to 
get there.

FROM NOW ON BY HUGH JACKMAN

T
he Greatest Showman was a musical 
film from 2017. It featured some of 
the best music pieces of that year. 

However, arguably the most iconic song from its 
soundtrack is From Now On, performed by 
Hugh Jackman. Together with American rock 
band, Zac Brown Band, Jackman gives a somber 
and whimsical performances before building up 
to one of the catchiest choruses in the history of 
music. The song has received praises from 
critics and artists around the world and with 
good reason. Should you like this song, it is 
highly recommended to check out the rest of the 
Greatest Showman Soundtrack.

TANGO IN THE NIGHT BY FLEETWOOD MAC

T
ango in the Night is the fourteenth 
studio album by British-American 
rock band, Fleetwood Mac. Released 

in 1987, it went on to be one of the group’s 
best-selling albums; only being outperformed by 
their ‘Rumours’ album ten years earlier. The 
album was a huge hit among listeners; staying in 
the US charts’ top 10 for weeks and the top 20 
for months. The band’s unique style of rock and 
roll has captured the hearts of millions since 
their debut in 1967. And despite a number of 
departures and returns within their ranks, their 
popularity means that they are still fairly active 
in the musical sphere even to this day. 

THE KING’S MAN
Cast: Ralph Fiennes, Harris Dickinson, Gemma Arterton

T
he first spin-off film to the popular 
Kingsman film series/ The King’s 
Man is a prequel that tells the origin 

story of the eponymous Kingsman organisa-
tion. Based on the comic book series of the 
same name, the Kingsman are a private 
intelligence service founded by British elite 
who lost their heirs in World War I and 
decided to put their money towards protecting 
the world. The franchise is action-packed, 

brutal, and 
with a little 
humour 
sprinkled on 
top. In a 
sense, one 
could look 
at the 
franchise as 
a form of 
modern 
successor to 
the James 
Bond series 
of spy films.

EMMA
Cast: Anya Taylor-Joy, Johnny Flynn, Bill Nighy

J
ane Austen’s beloved comedy 
about finding your equal and 
earning your happy ending, is 

reimagined in this enthusiastic new film 
adaptation of EMMA. Handsome, clever, and 
rich, Emma Woodhouse is a restless queen 
bee without rivals in her sleepy little town. In 
this glittering satire of social class and the 
pain of growing up, Emma must adventure 
through misguided matches and romantic 

missteps to 
find the 
love that 
has been 
there all 
along. 
Based on 
the 1815 
novel by 
Jane 
Austen, the 
film has a 
historic 
legacy to 
live up to. 
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S
yarikat Jaminan Pembiayaan Perniagaan Berhad (SJPP) will start to accept applications to provide Government guarantee schemes to 
Malaysian SMEs. The schemes were launched by Finance Minister Lim Guan Eng at an event on 21 January 2020 at Shangri-La Hotel, 
Kuala Lumpur. The Government guarantee schemes will be extended to SMEs via participating financial institutions. Participating 
financial institutions include most major banks in Malaysia, who will assess the SMEs’ guarantee scheme applications and submit them 

to SJPP. SJPP will then review the applications and inform the banks. SJPP itself does not provide financing facilities.  

LAUNCH OF GOVERNMENT GUARANTEE SCHEMES
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I
f I have to name one 
thing that has 
transformed my life, I 
would say it’s the ability 
to count.
       At the age of 
4, I was taught the 

multiplication table. One learns very fast 
when it’s either getting it right or getting the 
cane. This was before I could speak a word 
of English or Malay. 
       In primary school, like most kids my age, 
we took additional tuition classes after school. 
Coming from a working class family, I was 
told I could only choose one tuition subject 
to attend to, as that was all my parents could 
afford. So I picked maths. The tuition teacher 
had a bit of a reputation for being difficult, to 
put it mildly. We did not study the Malaysian 
syllabus, and instead was doing Singapore 
maths syllabus – which was about one year 
ahead. So I became quite good at maths in 
school as I was one year ahead than most. 
       At the age of 15, I enrolled into 
accounting classes conducted by LCCI. By 

16, I had a diploma in accounting to boot. 
Numbers have been kind to me. Even until 
now, it’s become a habit to randomly divide 
any large number that I see. 
       Being able to count, doing simple maths, 
understanding probability and statistics are 
probably the most important tools in business. 
Nothing else comes close.
       Imagine what a country we would have 
become if everyone can count. And to then 
master maths. And science. And technology. 
We would not just be an Asian tiger; we would 
be the best in the world.
       China is a role model in this. The Chinese 
government understands the importance of 
STEM – science, technology, engineering and 
mathematics education. In 2009, less than 
a third of university students in that country 
graduated with a degree in STEM. The State 
Council then decreed a national innovation 
agenda with STEM education at its core. 
A decade later, in 2019, 8 million Chinese 
students graduated with a STEM degree. 
This is a rate 10 times more than the United 
States, and three times that of India. 
       Having achieved success at STEM 
education at tertiary level, China has now 
trained its sights on promoting the learning of 
science and engineering in primary schools. 
In a campaign dubbed the 2029 STEM action 
plan, subjects such as robotics, programming 
and coding, and creative thinking will make 

their way into the syllabus of 9 year olds. 
       With 150 million Chinese children 
currently in primary school, one can only 
imagine the combined power of these 150 
million kids in the workplace a decade 
from now. How and where do we even 
begin to compete?

TVET: THE PRECURSOR TO STEM
Taking a step ‘backwards’, we have TVET 
– technical and vocational education and 
training. This was what powered countries 
such as Japan and Germany from near 
economic failure after World War II to 
become economic powerhouses. 1 out of 10 
Malaysians are in TVET at secondary school 
level, as opposed to 2 out of 3 in Germany. 
That could explain why a Mercedes is 
perceived as far more reliable than a Proton. 
       And while we are now on a mad dash to 
get young Malaysians into TVET, Germany 
and Japan have decided that STEM is the next 
TVET. While having 2 out of 3 students in 
the vocational stream was useful in the past, 
the future belongs to STEM. Both countries 
have in place plans to move students who 
would have gone into the vocational route into 
universities teaching STEM courses. 
       If you are a parent with children of any 
age, consider this a strong suggestion on how 
to plan for their future. Do not leave their fate 
on the hands of people who can’t count. 
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