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G  rab has launched its Small Business Booster Programme 
in Singapore. Said programme will include tools and 
initiatives that will make it much easier for offline 

businesses to transform themselves and make the shift towards 
digitisation. The programme also aims to help those already on the 
Grab platform to expand their visibility and adapt their operations 

digitally. Specifically, the programme claims to facilitate the 
digitalisation of small businesses either by giving them a digital 
storefront on the Grab platform or through e-payments integration. 
The programme provides merchants the appropriate tools to view 
their sales, their operations, their customers’ purchasing habits, and 
the effectiveness of their marketing campaigns.

GRAB SEEKS TO DRIVE BUSINESS DIGITISATION

ASIA BRACES FOR INSOLVENCY WAVE 

A
s global recession looms, Asian businesses are tightening their 
credit management processes in a bid to minimise bad debt 
risks. With COVID-19's impact on supply chains and trade, the 

use of trade credit has soared. Payment delays have led to suppliers using 
such credit tools to guarantee their cash flow. Additionally, businesses 
throughout the region are committing to tighter credit management. 
Despite the gloomy outlook, most businesses expressed optimism that 
government support or bank finance would be available to help support 
their industries and the economy. Singaporean respondents in particular 
had faith in their government's support packages to keep them afloat. 

PHUKET REOPENS IT’S BEACHES  

T
he lush island province of Phuket, known for its breath-
taking views and bustling tourism industry, will be 
reopening its beaches as the risk of COVID-19 decreases. 

Tourism serves as one of Thailand’s main source of income. However, 
the COVID-19 pandemic and subsequent lockdowns have caused 
catastrophic damage to the sector. As the island’s beaches reopen, 
visitors must strictly abide by rules governing visits to public venues 
and beaches to prevent the spread of the coronavirus, said Pakapong 
Tawipat, governor of Phuket, after a meeting of the provincial 
communicable disease committee.



T he government revealed a HK$29 billion (US$3.8 billion) 
bailout of Cathay after the shares of both Air China and 
Cathay were suspended on the local stock exchange amid talk 

of a mainland cash injection. Previously, Cathay Pacific revealed a 
HK$4.5 billion loss at its airlines, which include its regional business 

Cathay Dragon, during the January to April period and warned of a “very 
bleak” outlook. The government bailout of Cathay is another in the 
growing list of major airlines to be saved by governments. Air New 
Zealand was bailed out by the NZ government several months ago, and 
Lufthansa was saved by the German Government.

HONG KONG GOVERNMENT STEPS IN TO SAVE CATHAY

SINGAPOREAN SMEs TAKE ON MORE LOANS 
FOR IMMEDIATE CASH FLOW 

I
t has been revealed that up to 5,000 
firms have borrowed up to S$4.5 
billion (US$3.2 billion) from 

government-assisted schemes over the past few 
weeks in order to strengthen their defences 
against the impact of the COVID-19 pandemic. 
Several companies have notified media that they 
are utilising these financial aid funds to meet 
short-term costs such as rent and wages, while 
other businesses are putting more emphasis on 
the future and recovery of the company 
post-COVID-19. The majority of these 
companies that are taking out loans are SMEs 
with less than S$10 million (US$7.2 million) in 
annual revenue.

WB: MALAYSIA'S ECONOMIC RECOVERY 
TO BEGIN END 2020  

T
he World Bank said that Malaysia's 
economy can be expected to be on the 
recovery path starting from the end of this 

year and return to growth into 2021. World Bank 
Country Manager for Malaysia, Dr Firas Raad, said 
Malaysia needed to continue with its encouraging and 
effective public health measures while bringing the 
economy back to where it was before the Covid-19 
pandemic. He said pro-growth policies, coupled with 
incentives to push the private sector were crucial 
ingredients to employ to help the nation recover from 
the economic downturn.

PANDEMIC SHIFTS INVESTOR 
PREFERENCES IN PROPERTY  

T he Covid-19 pandemic is ushering in a 
common trend in the luxury real 
estate market among prospective 

buyers in Hong Kong and abroad. In Hong 
Kong, inquiries for property in Clear Water Bay 
on the eastern side of New Territories have 
tripled since January. In Paris, some prospective 
buyers have included an outdoor area as a 
requirement, while the New York suburbs of 
North and Central New Jersey and Hudson 
Valley are gaining popularity. These preferences 
point to a common thread. Empowered by a 
work-from-home regime, well-to-do buyers are 
keen to bypass city centres in search of bigger 
space to practise social distancing and move 
closer to nature, according to agents.
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C  hina has unveiled a package of special policies for 
Hainan, including scrapping import duties, in an effort 
to turn the tropical island into the mainland’s answer to 

Hong Kong or Singapore and dampen the risk of decoupling with 
the United States. Beijing outlined its plan to make the 35,000 sq 
km island a “free trade port” by lowering the income tax rate for 

selected individuals and companies to 15 percent, and relaxing visa 
requirements for tourists and business travellers. The island 
province of 9.5 million people will also enjoy freedoms in terms of 
trade, investment, capital flows and the movement of people and 
data by 2035, as it moves toward becoming a hub of “strong 
international influence” by the middle of the century.

CHINA UNVEILS PLAN TO MAKE HAINAN A FREE TRADE HUB

MOST JAPANESE COMPANIES TO MAINTAIN STATUS QUO ON 
INVESTMENT IN MALAYSIA 

A
joint survey conducted by the Japanese Chamber of Trade and 
Industry Malaysia (Jactim) and the Japan External Trade 
Organisation (Jetro) showed that most Japanese companies 

operating in Malaysia are likely to maintain status quo on their 
investment in the next one to two years, with some planning after 
COVID-19. In a joint statement, both organisations said the most 
popular in terms of “pure expansion and new business development” 
were in the sectors of food, healthcare, electronic parts for 
manufacturing business, and logistics and maintenance service for 
non-manufacturing business. “About 40 percent of Japanese companies 
dipped into working capital/reserve fund as a result of tight cash flow,” 
it said.

HKTDC’S START-UP EXPRESS CONTEST 
SHOWCASES INNOVATIVE SOLUTIONS 

S
tart-up Express, an entrepreneurship development 
programme organised by the Hong Kong Trade Development 
Council (HKTDC), has returned for its third edition. The 

contestants propose innovative and disruptive solutions to transform 
business and social ecosystems through biotech, fintech, robotics, 
artificial intelligence, big data and the Internet of Things (IoT) and 
responded to questions raised by a distinguished judging panel and 
online audience. In addition to organising Start-up Express, HKTDC 
will support start-ups by hosting the annual Entrepreneur Day in July. 
The Council will also set up dedicated start-up zones at its world-class 
trade fairs in Hong Kong to help local start-ups reach out to overseas 
buyers and suppliers for potential partnership opportunities.



EXPLORING NEW EXPORT 
POSSIBILITIES ONLINE

T
his is particularly true 
for exporters, which 
play an integral part in 
today’s globalised, 
interconnected supply 

chains. But as COVID-19 ravaged 
supply chains, businesses 
scrambled to find alternative 
suppliers to quickly get their 
production online again. 
       Just a few years ago, finding 
information about suppliers 
was difficult. Purchasers had to 
either consult specialised trade 
publications or rely on word of 
mouth. Even then, information like 
availability, pricing, and logistics 
was hard to obtain. 
       Now, with platforms like 
Alibaba.com, businesses can 
easily overcome these pain 
points. As purchasers become 
younger and more tech savvy, 
their first port of call to source for 
suppliers is on the Internet. In that 
spirit, Alibaba.com held an online 
summit for SMEs to learn how 
they can tap the global market to 
accelerate their recovery during 
the crucial post-pandemic phase.

ASSISTANCE AND OPPORTU-
NITIES WITH MATRADE The 
summit kicked off with the Malaysia 
External Trade Development Cor-
poration (MATRADE) outlining the 
cross-border trade opportunities 
available for Malaysian busi-
nesses, as well as assistance for 
SMEs. Noraslan Hadi Abdul Kadir, 
Director of Transformation & Digital 
Trade Division at MATRADE said 
that MATRADE has not stopped 
operations, even during the move-
ment control order (MCO) period. 
       “During that period, we organ-
ised virtual B2B meetings between 
Malaysian exporters and foreign 
buyers. We also disseminated 
trade leads to Malaysian export-
ers, which is information provided 
by our global trade offices, which 
we sent to companies registered 
with MATRADE,” said Hadi. Aside 
from information, MATRADE also 
processed RM7.33 million worth 
of export-related grants, as well 
as establishing a one-off fund for 
eTRADE eMarketplaces to support 
digital marketing.

SEIZING GLOBAL OPPORTUNI-
TIES WITH DIGITISED TRADE 
Stephen Kuo, Head of Asia Pacific 

of Alibaba.com, then shared more 
on the global e-commerce market 
and Malaysia’s place within it, 
along with actionable insights on 
buyer behaviours, trends and how 
the Alibaba.com platform can help 
SMEs here to connect with the 
global market.
       With Alibaba.com’s B2B 
online trade platform, exporters 
and buyers can connect quickly 
and efficiently. With over 40 
product categories and millions 
of purchasers from over 200 
countries and regions, Alibaba.
com is a one-stop centre for SMEs 
to begin their global journey. 
Challenges like quality, pricing, 
and finding qualified suppliers are 
greatly mitigated by the platform’s 
marketing and insights features. 
       Kuo said, “I learned that many 
large suppliers rely on traditional 
methods to find customers, such 
as personal relationships and 
word of mouth. Now, more and 
more companies realise that the 
traditional approach is more costly 
and less effective than digital. 
They believe that Alibaba.com is 
safe and can bring success for 
their business.” 
       During the summit, Alibaba.
com also launched two new 
solutions for Malaysian SMEs, 
on top of existing tools including 
automatic translations and 
performance analytics.
       The Smart Marketing Solution 
aims to help businesses price their 
product more effectively, using a 
mix of AI algorithm and intelligent 
bidding based on Alibaba.com’s 
platform insights. The intelligence 
surfaced by the solution means 
SMEs can better understand how 
to position and price products, 
and adjust customer-acquisition 
strategies in a cost-effective way 
through automation. 
       “Malaysia has the potential 
to recover quickly, with a 
competitive business landscape, 
skilled workforce and established 
infrastructure for cross-border 
trade. E-commerce lowers the 
barriers to doing international 
business, and there is no better 
time to go global and go digital. 
With our platform and support 
structure in place, we hope to 
help SMEs here to propel their 
recovery into true growth, powered 
by opportunities from both the 

domestic and global markets,” 
said Kuo.

REAL BUSINESSES, REAL 
SUCCESSES To better 
contextualize how Alibaba.com 
can help businesses secure 
cross-border opportunities, the 
summit closed with a spotlight on 
two Malaysians SMEs and their 
experiences in using the platform 
to access the global marketplace.
       TRL South East Asia Sdn 
Bhd, a local exporter of fresh and 
frozen tropical fruit produce, has 
70 percent of new customers 
captured from Alibaba.com, due 
to the benefits from having ready 
and easy access to thousands of 
buyers worldwide. 
       “The key attraction offered 
by Alibaba.com is the one-
stop solution for the seller. The 
three main things are trade 
assurance, instant freight quote, 
and competitive exchange rate,” 
explains Adrian Yoong, Sales and 
Marketing Director of TRL South 
East Asia Sdn Bhd. 
       Another business, Megix 
Industries Sdn Bhd, has also 
found success in exporting to 13 
countries through Alibaba.com. 
Megix, a manufacturer of paper 
receipt rolls and computer forms, 
started its export journey in 2017 
as a seller on Alibaba.com after 
having experienced the platform 
as a buyer themselves.
       Through the platform, Megix 
has exported to more than 13 
countries, including the Americas, 
Africa, and the Middle East. “Dur-
ing the MCO period, many busi-
nesses are affected. Many buyers 
and sellers will not be attending 
trade conferences or expos. It’s 

the new normal that we have 
to face. Through Alibaba.com, 
we are able to showcase our 
products online, and our exports 
during this period have certainly 
helped our cashflow position,” 
explained Francis Ng, managing 
director and co-founder of Megix. 
He also noted that exports on 
Alibaba.com now accounts for 
almost 85 percent of business to-
day, and encouraged SMEs with 
limited manpower and financial 
resources to explore exporting 
globally via the platform.

NEW NORMAL, NEW OPPOR-
TUNITIES As the COVID-19 
wave subsides, business is 
picking up again. Both purchas-
ers and exporters have to move 
fast to grab this opportunity and 
recover lost ground. With global 
travel and face-to-face meetings 
all but impossible, online B2B 
platforms have become the new 
cost-effective platform through 
which business can be conduct-
ed smoothly and efficiently.
       As one of the largest B2B 
online platforms in the world, 
Alibaba.com is uniquely posi-
tioned to help Malaysian SMEs 
go global and expand their 
horizons. With the surge in inter-
est for online trade as traditional 
ways of doing business are 
disrupted by the COVID-19 pan-
demic, Alibaba.com recorded an 
86 percent year-on-year growth 
in transaction volume on its 
platform in April 2020.
       Through assistance from 
MATRADE and Alibaba.com, 
SMEs can take advantage of 
digitised trade and better con-
nect to global purchasers. 

The ‘new normal’ will force 
exporters and importers to 

look for opportunities online
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G  lobal technology giant IBM, and Singapore's leading 
Continuing Education and Training provider NTUC 
LearningHub (NTUC LHUB), announced a collaboration 

to close technology skills gaps in Singapore amid the evolving Covid-19 
situation. This will be done through curating free courses in areas such 
as AI, Cloud and Data. The tie-up came as a result of ongoing 

discussions about the shared goals of both companies. These include 
making world-class technical training in technology accessible to 
workers and helping them stay competitive in the workforce as the 
coronavirus crisis accelerates the adoption of Industry 4.0 
technologies. The initiative also supports the Government's ongoing 
digitalisation push. 

IBM COLLABORATES WITH NTUC LEARNINGHUB TO CLOSE DIGITAL SKILLS GAPS

INDONESIA TEAMS UP WITH LAZADA TO PUSH SMEs 

T
he Indonesian government has teamed up with e-commerce 
platform Lazada Indonesia to advance its partnerships with 
digital platforms to meet its target of pushing 2 million small 

and medium enterprises (SMEs) to go digital this year. The Cooperatives 
and SME Ministry and Lazada Indonesia today launched a training 
program to help SMEs with digital marketing and with setting up stores 
on the e-commerce platform. Lazada Indonesia, backed by Chinese tech 
giant Alibaba Group, will begin by recruiting 100 tutors, called kakak 
asuh, from successful sellers on its platform. Each tutor will oversee two 
to three small businesses.

SINGAPORE’S GOALS FOR THE POST-COVID RECOVERY 

I
n a national broadcast, Singapore’s Minister of Trade and 
Industry, Chan Chun Sing, spoke about how the Government 
will create opportunities for all to improve their lives at every 

stage of their careers. COVID-19 had hit Singapore particularly hard, 
resulting in the closure of many small businesses and the loss of 
countless jobs. As for immediate priorities, Chan said that the 
government will be creating one hundred thousand jobs and training 
opportunities in the coming year. The range of jobs will include 
healthcare, early childhood education, transport, ICT and financial 
services. 100,000 jobs – that is three times the usual annual number for 
the city-state.
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A  irAsia Group is spreading its wings into the agriculture 
industry with the launch of agriculture business-to-
business (B2B) e-commerce platform Ourfarm. AirAsia 

group chief executive officer Tan Sri Tony Fernandes said Ourfarm 
connects farmers and fishermen directly to businesses, especially 

in the food supply like restaurant and food truck to boost their 
income. In the future, Fernandes said Ourfarm would also provide 
a warehouse or cold chain facility where not only businesses but 
also end consumers could buy fresh products like vegetables, fish 
and meat online.

AIRASIA LAUNCHES AGRICULTURE E-COMMERCE PLATFORM

EVENTS GIVEN THE GREEN LIGHT IN MALAYSIA 

T
he Malaysian government has recently announced its 
intentions to reopen the business events sector with certain 
restrictions. This is due to an improving health climate as 

new cases of COIVD-19 within the nation has remained relatively low 
over the past few weeks. Malaysia is a key business hub within the SEA 
region; as such, the business events industry serves as a key part of 
Malaysia’s economy. The reopening of the industry affirms the 
Government’s confidence that the sector can operate safely, and 
provide a controlled, regulated and secure environment for the 
commencement of events.

SINGAPORE SMES ACCESS TO FINANCING IMPROVED IN 2019 

I
n their annual SME financing research conducted by 
Linkflow Capital, SMEs continue to see improved access to 
financing in 2019. According to Linkflow Capital, up to 39 

percent of SMEs gained access to financing in 2019. This figure has 
continued to improve since the company started tracking data from 
2017, from 19 percent in 2017 to 34 percent in 2018. Presently, the 
elephant in the room will obviously be COVID-19 and more specifically, 
its impact on SME financing availability. Although this research is 
predominantly based on 2019's data, flash figures for the period 
January to May 2020 are included as well to form a basis how 1st half 
2020 might pan out for the SME financing landscape amidst the 
backdrop of COVID-19.





YAMAHA YVC-330 CONFERENCE PHONE  

T
his fancy new gadget is a high-quality 
piece of equipment for professionals 
that will enable them to take calls and 
maintain connectivity from anywhere. 
The conference call speaker features 

USB, Bluetooth and even NFC connectivity, which 
will allow users to hook it up to almost any device 
they require for crisp audio calls whenever need be. 
The speakers also sport SoundCap technology that 
will work with Far Field Noise Reduction to 
eliminate environmental noise from being picked up. 
The unit’s lightweight design allows for easy shifting 
around the workplace as well as outside of the office.

NETGEAR NIGHTHAWK M2 MOBILE ROUTER    

T
hose working in business will eventually find themselves going overseas on a business trip or for a company meeting. The 
Netgear Nighthawk M2 is a rather expensive solution for your mobile internet needs, but with it, you are paying for 
quality. The device performs near flawlessly in many different countries and serves as a dedicated tool for internet access; 
allowing users to save on the already hefty power consumption of smart phones. It also gives access to a whole host of 
advanced features, such as a support for up to 20 separate devices.

BREAKFAST STATION

T
he “Breakfast Station” is an 
interesting kitchen appliance for 
consumers who do not have the 
spare time in the morning to prepare 
a fresh and healthy meal. The kitchen 

appliance works by automatically creating an array 
of fresh food varieties in just three minutes flat 
without the need to do any of the preparation by 
hand. This is thanks to the premixed food varieties 
that come dehydrated in single-serve containers 
that are then mixed with water and microwaved to 
offer fresh meals in a matter of minutes. This 
appliance also features a built-in coffee maker, 
eliminating the need for multiple appliances in 
favour of a single unified system.
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DINKY DIGITAL NOTEBOOK    

T
he DINKY is a rather handy solution for both profession-
als and artists alike that will enable them to write down 
notes or draw sketches for intuitive access alter on in the 
virtual environment. The notebook can be used with the 
user’s choice of paper by simply positioning it onto the 

built-in writing pad before starting to draw, sketch or write at leisure. 
The content that's written onto the pad will be automatically relayed to 
a connected device to let users back it up, share it on social media and 
much more. The DINKY is designed with enhanced ease of use in mind 
and will save any notes or drawings in a number of formats.

SELF-HEALING CONCRETE     

O
ne of the more exciting ideas that began making huge strides in the last decade is that of self-healing concrete. Concrete 
degradation is one of the most costly problems of our time. It not only requires fairly routine maintenance, but also poses 
major hazards if not properly rectified. The potential solution to this is to develop concrete materials that continually 
monitor, regulate, adapt and repair themselves without external intervention. Such self-healing concrete will save both 
lives and resources, and significantly reduce life cycle carbon emissions. Many companies are pouring resources into 

researching and developing this concrete, and its implementation could revolutionise the construction industry. 

CLEANROBOTICS TRASHBOT     

E
nvironmental concerns are becoming a 
huge sticking point for both businesses 
and consumers. As such, many people are 
making a great effort to recycle any waste 
and byproducts that are no longer 

needed. Unfortunately, there are times where recycling 
ends up in the trash and vice versa. CleanRobotics is 
offering a solution with its TrashBot, essentially a trash 
can that helps with automatic sorting. While companies 
are making the switch to recyclable takeaway 
containers and takeaway utensils, many consumers are 
left feeling confused when it comes to appropriately 
disposing of these items. This new device hopes to 
automate the sorting process so that consumers can 
rest easy knowing their trash is being properly recycled.



       Southeast Asia is a hotbed of green 
energy innovation, as well as being 
an important market for cleantech. A 
growing population and increasing 
prosperity mean greater demand 
for energy, and this can be a great 
opportunity for green energy adoption.

EFFICIENT ENERGY USAGE
While oil and gas isn’t going away 
anytime soon, what’s changing is how 

W
ith the debate on 
climate change 
getting stronger, it 
is now more 
important than ever 
that companies look 
to clean up the 
environment, not 

only through their own individual efforts, 
but through innovation, products, and 
alternative energy solutions.
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efficiently we use this energy 
source. Although not as clean 
as alternative energy sources, 
such usage is still the most cost 
efficient. With the rise of sensors 
and data analytics, energy 
consumption can be tracked to 
save costs and fix faulty systems. 
       Green Koncepts is a company 
that tracks energy consumption 
for companies using a cloud-
based system. Its aim is to achieve 
costs savings, and to help mitigate 
the corporate carbon footprint. 
A recent participant in the Smart 
Nations Project, where businesses 
and government work together 
to achieve better living through 
technology, Green Koncepts 
is deploying sensors to gather 
information such as lighting and 
human traffic conditions. 
       It currently tracks over 800 
million transactions of data 
every day. Built for the Internet 
of Things (IoT) and to enable co-
innovation, its Energetix platform 
lets you seamlessly connect 
any device, rapidly develop 
applications and easily manage 
your real time data.

CLEAN ENERGY RETAIL
In a world with high integration of 
renewables, load shifting enabled 
by competitive supply offerings is 
critical. To avoid overgeneration, 
especially with solar power, 
energy retail companies connect 
sellers to buyers.
       Retail competition 
becomes even more important 
as renewables reach market 
parity. Retailers are needed to 
package, market, and sell clean 
energy offerings to buyers. For 
example, competitive solar 
retailers in Europe have been 
offering electrical energy for free 
on nights and weekends. When 
prices are negative, retailers are 
being paid to take the energy, 
which they profitably sell to 
customers at no charge.
       An up and coming solar 
energy startup, Sun Electric 
claims to be Singapore’s first 
clean energy retailer. As its name 
suggests, it focuses on solar 
energy. Sun Electric matches 
consumers who want solar energy 
despite facing space constraints 
with rooftop owners. Through its 
SolarSpace platform, buyers can 
connect to other solar-producing 
sources in the area, so you don’t 

GREEN KONCEPTS

A
s the founder and 
CEO of Green 
Koncepts, 
Kenneth Lee is 

instrumental in charting the 
strategic direction of the 
company. Through his 
experience and training in 
the field of IT, communica-
tions and engineering, and 
through technological 
innovation and keen 
business strategy, he has 
built a company that is 
pioneering the use of cloud 
computing for energy 
management that provides 
businesses with powerful 
energy visualization, 
advanced analytics and intel-
ligent controls in real time 
to help them manage and 
optimize energy usage.

SUN ELECTRIC

M
att Peloso was 
motivated a lot 
through the 
potential in 

knowing that he was doing 
the right thing, advancing 
and improving power for 
consumers and the future 
power sector. After reading 
a Bachelor of Physics, Matt 
started his career in 
photonics. His post-
graduate research 
contributed to quantum 
cryptography and solar 
electricity. He has published 
multiple academic articles 
as well as international 
patents throughout his 
career, with the goal of 
using technical solutions to 
help us transform our world 
for the greater good.

AVA ASIA

W
ei Yik Lee is 
the CEO and 
co-founder of 
AVA Asia. 

The firm is co-founded 
by solar professionals 
who have combined 
experience of more 
than 15 years in solar 
PV industry and over 1 
GW of development, 
EPC and O&M 
experience. 

even need a rooftop to make the switch to solar power.

DRONE INSPECTION AND UPKEEP
Aside from power generation, energy companies also need to keep an eye on maintenance. 
A properly maintained power generation plant is cost efficient and will reduce wastage. 
       AVA Asia is a drone and AI company that provides end to end autonomous drone 
inspection service that includes drone inspection, thermal and visual analytics for solar 
PV owners, EPC (engineering, procurement, and construction), and O&M (operations 
and maintenance) operators. 
       The team can also generate analytics and reports for operational action. Using 
machine learning and artificial intelligence, AVA can process images collected from 
the drone to detect and analyze each and every single panel in solar farms to identify 
potential defects that might reduce the performance of the asset. Drones can be flown 
autonomously according to the preprogrammed flight path that is best suited to the plant 
terrain to ensure maximum quality of the drone data and consistency across flights. The 
autonomous process helps to ensure all panels are scanned and its condition is captured.
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W
     hen a novel pneumonia-causing virus first emerged 

in January in Wuhan, China, no one thought much 
of it. Even when China imposed draconian 
lockdown measures to curb the spread of the virus, 
it was thought that the virus would not spread 
beyond Chinese borders.
       Now, COVID-19 has raced across the globe, 
infecting 4.2 million people and killing more than 
280,000. From its epicentre in China, COVID-19 
swiftly overwhelmed Europe, then America. It 
has compelled many governments to lock down 
their populations to a degree unimaginable until 

recently. Lockdown measures have involved internal movement controls, a ban on 
international travel, and a halt on nonessential business operations.
       The result of all this has severely depressed economic activity. Consumer spending 
has fallen to an all-time low, while businesses have to deal with forced closures and 
disrupted supply chains. SMEs have been particularly hard hit.
       Though many economies that have been hammered by COVID-19 are slowly 
reopening, ‘reopening’ does not mean a full degree of economic freedom – many 
businesses have to adhere to strict guidelines mandating social distancing. For 
example, restaurants cannot operate at full capacity, and offices have to rearrange staff 
seating – not to mention temperature screening, compulsory mask wearing, and other 
measures to combat the coronavirus. Because there is yet no cure for COVID-19.

NEW WORLD, NEW NORMAL
It’s clear that whatever the outcome of the pandemic, we are moving towards a brave 
new world. While societies and economies attempt to come to terms with this, a term 
has been coined for this – the ‘new normal’.
       This downturn is not just another turn of the economic cycle, but a potential 
shakeup of the global economic order as we know it. Our collective experience in 
going through this crisis will lead to a fundamental re-assessment of our assumptions 
and priorities. This will present itself as both a challenge and an opportunity for those 
businesses brave enough to embrace change.

THE POST COVID-19 NORMAL

Localisation

Digitalisation

‘Cash is king’

Variable cost models

Supply chain resilience

Agility

THE POST COVID-19 NORMAL
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But what is this new normal? For 
businesses, it may involve:
  A shift towards localisation
  A new push towards digital
  ‘Cash is king’ business mindset
  Moving towards variable 
  cost models
  Building supply chain resilience
  Operating in an agile manner

These six factors represent 
permanent, structural changes in the 
way we do business, not just in the 
region but across the world. 
       Let’s have a look at these factors 
in turn.

SHIFTING TOWARDS LOCALISATION
The immediate, tangible impact of 
‘black swan’ events like COVID-19 
has laid bare the fragility of the 
global supply chain. Combined with 
ongoing geopolitical instability and 
a recessionary climate, governments 
are likely to implement protectionist 
measures, while risk-averse 
companies will bring their supply 
chain home.

THE REAL PUSH FOR DIGITAL There’s a 
joke making its social media rounds 
during this pandemic period, in the 

form of a multiple-choice question: Who led the company’s digital transformation? 
A) CEO, B) CTO, C) COVID-19.
       There’s more than a grain of truth behind the viral meme. As the pandemic hit 
the pause button on the economy, populations across Asia have faced virtual house 
arrest, with the majority of offline activities suddenly off limits. 
       While digitalisation has already been set in motion by many SMEs, 
COVID-19 has, like the joke explains, hit the fast forward on digital efforts. 
Even the most traditional brick and mortar organisations have been forced to 
experiment with digital channels, which presents a great opportunity to drive 
efficiencies in digital media.
       This has the greatest potential to change the way we work – blurring the 
boundaries between home and work, and greatly extending SME capability to reach 
beyond borders.

CASH IS KING Time and again, crisis after crisis, cash has proven once again that it is 
king. Companies that are over-leveraged and chronically short on cash are the most 
exposed. This reinforces the point that it is important to be financially prudent and 
conserve cash.
       On the flip side, startups are particularly vulnerable to crises like this, as 
funding dries up and their line of credit is stretched to the limit. Due to their 
vulnerable cash position and need to burn cash to grow, startups will find the 
pandemic a major hurdle to their survival.

MOVING TOWARDS VARIABLE COSTS As SMEs get their cash flows squeezed, one of the 
biggest lessons is the importance of lowering business costs. ne significant way to 
accomplish this is to convert fixed costs to variable costs wherever feasible. For 
instance, businesses will now determine what they must keep in-house, and explore 
outsourcing the rest so that fixed costs can be lowered.
       With the advent of digitalisation, outsourcing is made easier with platforms 
like UpWork or Amazon’s Mechanical Turk. In fact, ride-hailing services like Uber 
and Grab advertise themselves as freelance platforms in a way – hiring drivers that 
technically can set their own hours and drive in their free time.

REACT
Every firm must 

triage, then 
prepare for the 

likely recovery path 
for their sector
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take quick action in the face of 
incomplete data. At the same time, 
they also have to be customer-
centric (or citizen-centric, in the 
case of nation-states), address 
employee needs, and reinforce 
culture dynamics while everyone is 
working remotely. 
       This has also led to a more 
widespread thinking about risk and 
the enabling mechanisms that need 
to be put in place to respond to any 
unexpected events in the future. 
Organisations need to be resilient 

A RESILIENT SUPPLY CHAIN This is closely related to the trend of localisation 
covered above. Individual companies will want to ensure their supply chains 
are resilient to remain competitive. Risks to supply chains are numerous and 
continuously evolving. 
       Hence, it is imperative that resilience capabilities are developed in order to 
respond to repercussions of unexpected events and either quickly return to original 
state of business or move to a new and better state after being affected by the risk 
and continue business operations as efficiently as possible.
       Investors are already punishing companies for failing to strengthen their 
supply chain. The shares of American firms with strong exposure to China have 
underperformed the S&P500 index by 5 percent since early January, when news of 
the COVID-19 outbreak first broke.

AN AGILE ORGANISATION COVID-19 is forcing countries and organisations alike to 

STANDARD OPERATING PROCEDURE FOR REOPENING

WEAR 
A FACE 

MASK AT ALL 
TIMES

CLEAN 
HANDS WITH 

SOAP/SANITISER 
FREQUENTLY, AND 

ENSURE IT IS AVAILABLE 
FOR EMPLOYEES/

CLIENTS

CONDUCT 
DAILY 

TEMPERATURE CHECKS 
AND ENSURE THERE IS 

INFECTION PREVENTION 
AND SURVEILLANCE 

PROTOCOL

ENSURE 
SOCIAL 

DISTANCING 
GUIDELINES ARE 

MET

EMPLOYER’S 
OBLIGATIONS

Ensure the 
business and 

employees 
keeps hygiene 

standards 
and adheres 

to SOP.
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COVID-19 ASSISTANCE BY COUNTRY

as well as responsive to evolve faster 
than the market.

GOVERNMENT-SUPPORTED REOPENING
As governments have imposed lockdowns 
to curb the spread of COVID-19, they have 
also instituted measures for a managed 
reopening. While most businesses are 
allowed to operate, they must adhere to 
standard operating procedures meant to 
enforce social distancing.
       It is estimated that the closures of non-
essential businesses in Malaysia alone have 
cost the economy RM2.4 billion (US$550 
million) a day. With increasing fears of 
widespread job losses, permanent business 
closures and the hardship these entail, 
achieving long-term complementarity 
between health and economic policy 
settings is the foremost priority.
       Economic activity is picking up 
around the world as mobility restrictions 
are eased in major economies. Taiwan, 
for example, has had almost no domestic 
infections since late April. According to 
Google’s COVID-19 Community Mobility 
Report, which uses data from map apps, 
the number of people in June at workplaces 

is 2.7 percent higher than before the coronavirus outbreak. In South Korea, people's 
movements at workplaces have returned to almost normal levels, down just 2 percent 
versus pre-pandemic levels.
       In line with the economic recovery, governments have also rolled out hefty economic 
stimulus packages, aimed at maintaining employment and SMEs. These stimulus 
packages represent substantial portions of GDP, with Malaysia’s at 17 percent of 
GDP (RM250 billion so far) and Singapore’s at 20 percent of GDP (S$100 billion and 
counting). If fully implemented, these provide a substantial temporary lifeline for the 
economy and jobs
       But there is a danger that these measures may be too short-term and stopgap in 
nature. The measures range from one to six months in duration, and are premised on 
things returning to normal within the period. When the lifeline does eventually run 
out, SMEs will be facing a credit crunch. As consumer spending returns to normal, 
businesses must transform their way of doing business, or face extinction.

NOT OUT OF THE WOODS
While much of the media narrative is about reopening, many countries, including several 
of the largest emerging economies, are still on the ‘upslope’ of the epidemic, with daily 
case counts increasing. These include several significant emerging economies: Russia, 
Brazil, India, Mexico, Pakistan, and others.
       Even regions with strong responses to the outbreak have faced challenges as they 
reopen. Hong Kong and Singapore have seen the infection curve slowly creeping upward 
as travellers from Europe and the United States reimport cases, while the Japanese island 
of Hokkaido was hit by a second wave of infections as it lifted its state of emergency. 
Likewise, China has also seen an increase in cases over the past few weeks.
       While the health risks of COVID-19 cannot be overstated, its attendant economic 
destruction is also cause for many economies to consider reopening, even if the infection 
count remains high. Countries and regions have taken divergent approaches to this. 



In China’s Hubei Province, where the virus first emerged, 
the government waited until cases were virtually zero before 
reopening, whereas Italy and Spain took the first steps to 
reopening with daily case counts at more than 1,000.
       The world as it was, where mobility of people has been all but 
taken for granted – regardless of environmental cost – may never 
return to ‘business as usual’. 
       Is this a bad thing? There is no ‘good’ or ‘bad’ in this world. 
One could easily argue that the Industrial Revolution has been 
a disaster, inflicting severe damage on the natural world and 
indignity on the human race. 
       Our society has been shaped in one way or another by 
natural or man-made disasters, wars, pandemics, and large-scale 
tragedies. As humans, we have adapted and thrived to whatever 
the ‘new normal’ was. And as SMEs, surviving as a going concern 
needs adaptability, agility, and a willingness to change. 

MANY ADVANCED ECONOMIES 
ARE EXPECTED TO ENTER RECESSION THIS YEAR

OIL PRICE AT 21-YEAR LOW

ZOOM VIDEO CALLS MORE POPULAR

THE IMPACT OF CORONAVIRUS ON 
STOCK MARKETS SINCE THE START OF THE OUTBREAK
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T
he oil and gas industry has had 
a rollercoaster of a decade. 
From the highs of 2010, to a 
crash in the middle of the 
decade, to a stabilising normal, 
the industry has endured high 
highs and equally low lows.
       Since the oil price crash in 
2014, global fuels consumption 

has grown at a rapid pace, but even back then, a concern 
over slowdown in economic growth weighed on oil market 
fundamentals. Demand is not the only concern, as US shale 
has continued to be the biggest single source of production 
growth year after year as investment dried up in many 
regions, and OPEC has pushed to balance the markets.
       Nevertheless, 2020 has the potential to throttle the oil 
and gas industry even more. The COVID-19 pandemic has 
brought demand to a crashing halt. The price war launched 
by Saudi Arabia in March 2020 didn’t help matters. For a 
period, the price of WTI crude actually went negative as 
storage tanks were full with oversupply.
       This has added yet another layer of uncertainty in oil 
markets. In 2020, global oil demand is expected to contract 
for the first time since the global recession of 2009. The 
situation remains very fluid, however, making it extremely 
difficult to assess the full impact of the virus.

STILL A MAJOR PLAYER
With all the hubbub surrounding renewable energy and 
electric propulsion, it’s easy to dismiss oil and gas as 
literally ‘fossil’ fuels: dirty, polluting fuels of the past. But 
the reality is that oil and gas aren’t going away anytime 
soon – not overnight, in the next year, or even the next 
decade. Alternative energy sources may be new and 
trendy, but the reality is that they aren’t as cheap or as 
efficient as crude.
       To put it into perspective, at current oil prices, the 
industry is valued at US$1.7 trillion – three times larger 
than all other major raw metals and minerals combined. 
For the sake of comparison, gold, the largest raw metal 
market by dollar value, stands at one-tenth the size 
of Big Oil. Iron, the second most popular mined and 
traded metal, generates US$115 billion in revenues for 
companies and governments.
       Furthermore, heating and boiler systems used in 
colder climates run on oil and gas, even the most modern 
ones. Power plants in much of the world use gas turbines 
running on natural gas to generate electricity. Plastics, 
modern cosmetics, and many other synthetic materials are 
also derived from petroleum processing. And of course, the 
overwhelming majority of cars, ships, and planes around 
the world run on petrol or diesel. 
       What has changed however, is how we use oil. “Energy 
efficiency” has become a tagline in almost every consumer 
oil-burning device: whether it be heaters, cars, or cookers. 
We are clearly aware of the necessity of energy efficiency 

and management; they have engendered an entire industry. 
Development in this sector has been rapid these past few 
years, with the increasing emergence of new technologies 
and constant, environmental research.
       And as the world population grows and develops, 
demand for energy will only rise. Oil and gas is cheap and 
efficient – for now. But with the energy efficiency trend, it is 
expected that the rate of use of oil will not rise as much. 
       Another macro trend that will impact the oil market 
is the increased cost of oil extraction. Excluding the 
Middle East, most oil reserves around the globe are 
increasingly difficult and costly to extract. Significant 
reserves in Venezuela and Canada either contain heavy 
oil or are located in tar sands. Russian oil reserves, while 
plentiful, are located in the Arctic, where extraction 
is challenging due to its remote location and hostile 
weather. The United States and China combined hold 
proven reserves of crude oil that reach 53 billion barrels 
(according to US Department of Energy estimates) in 
the form of shale oil, which has higher production costs 
compared to traditional reserves.

MAJOR MARKET CHALLENGES
Demand from Asia is a big driver of oil prices, but 
COVID-19 has led to a rattled market that is already facing 
challenges. Oil demand in China suffered the most in the 
first quarter of 2020, with a year-on-year fall of 1.8 million 
barrels per day (mb/d). Global demand dropped by 2.5 
mb/d. In the second quarter, an improving situation in 
China may help to offset deteriorating demand elsewhere – 
especially in the COVID-19-hit United States. For 2020 as 
a whole, the magnitude of the drop in the first half can lead 
to a decline in global oil demand of around 90,000 barrels 
a day compared with 2019.
       On the demand side, growth in 2019 is already 
significantly weaker than expected and new vehicle 
efficiency measures have started to weigh on transport 
fuels. Refining capacity additions in recent years have 
outstripped demand growth, bringing tough competition 
for an industry already challenged by tightening product 
specifications, most notably the new International Maritime 
Organisation (IMO) bunker rules introduced at the 
beginning of 2020.
       Global supply looks to be stable for now, with 
OPEC and Russia agreeing to supply cuts in May and 
June. The United States shale oil producers are also 
starting to earn profit even with lower oil prices due to 
operational efficiencies. 
       On the other hand, the natural gas market is reeling 
from a double whammy as the COVID-19 crisis and an 
exceptionally mild winter in the northern hemisphere have 
put global demand for natural gas on course for its largest 
annual decline in history. According to the International 
Energy Agency (IEA), global gas demand is expected to fall 
by 4 percent, or 150 billion cubic metres (bcm) – twice the 
size of the drop following the 2008 global financial crisis.



have the skills — or corporate culture — to compete in all situations anymore. In fact, the 
US unconventional sector is dominated by small companies, such as Chesapeake Energy, 
EOG Resources, and Whiting Petroleum, that have tailored their operating models to the 
unique demands of unconventional production.
       The high barriers to entry and specialised knowledge mean that SMEs in oil and gas 
are also highly specialised. For example, oil drilling is a highly skilled sector, especially 
offshore drilling. The people with the skills and expertise to operate drilling equipment are 
in high demand, which means that for an oil company to have these people on staff all the 
time can cost a lot. For this reason, most drilling companies are simply contractors who are 
hired by oil and gas producers for a specified period of time.
       However, Fitch Ratings has said that the COVID-19 pandemic and resulting oil price 
crash has will wipe out US$1.8 trillion from the revenues of oil and gas exploration and 
production companies this year. Fitch noted that, “The critical and expensive nature of oil 
and gas extraction (in terms of revenue, opex and capex) means that this sector dominates 
our lost-revenue projections, accounting for USD1.8 trillion of lost revenue globally in 
2020. This is six times greater than the impact on the more visibly affected retail sector.”
       This will mean tough times ahead for SMEs in the sector. Ongoing tight access to 
capital markets has created an upstream industry segment of “haves” and “have-nots,” with 
the smaller to mid-size producers mainly feeling the squeeze. An increased level of mergers 
and acquisitions may be taking place during 2020 and 2021 across the industry. 
       And as green energy becomes cost-competitive with fossil fuels, it will be more and 
more in demand. This is especially prevalent in the electricity generation sector, as fossil 
fuel (and coal) plants reach their end-of-life. They will likely be replaced by green energy 
plants as the lifetime maintenance costs are lower. 
       What does this mean for oil and gas SMEs? Companies will need to examine the 
role that digital technologies can play in improving their performance. New applications 
will certainly be developed to support back-office and shared functions, where rewards 
are modest, but technology adoption will also have to go well beyond these obvious 
implementations. Companies that adopted this technology in the US shale oil fields are 
reaping the rewards of this.
       Digitisation should be a lever for innovation that improves productivity and efficiency 
in the field. For instance, robotics is likely to become more commonplace in the industry, 
handling complex and repetitive tasks such as connecting pipes and replacing broken 
machinery, which in turn will reduce labour requirements.
       Without a doubt, the oil and gas sector is a changing industry. COVID-19 has also 
accelerated the transition to green energy. Will this change oil and gas businesses? There’s 
certainly plenty of demand still for oil and gas. It isn’t going anywhere, and it will be 
lighting our homes and offices for some years yet. But like in many other sectors, SMEs 
have to modernise and diversify to survive the challenges ahead. 

       In Asia, the precarious oil market has 
already claimed one high-profile victim. 
Singapore’s Hin Leong Trading (Pte) Ltd 
collapsed amid alleged fraud, owing US$3.8 
billion to 23 banks as oil prices crashed. 
The report by interim administrators PwC 
found that Hin Leong has no future as 
an independent company after it “grossly 
overstated” the value of its assets by at least 
US$3 billion. 

GREEN ENERGY TRANSITION
Global attention is increasingly focused on 
the need to accelerate clean energy transitions 
in order to mitigate the risks of climate 
change. With its major emissions footprint, 
the energy sector – including the oil and 
gas industry – is at the heart of the matter. 
Demand growth for gasoline and diesel 
between 2019 and 2025 is set to weaken 
as countries around the world implement 
policies to improve efficiency and cut carbon 
dioxide emissions, and as electric vehicles 
increase in popularity. Refiners, nevertheless, 
continue to build much more capacity than 
what is needed to meet product demand.
       The impact of clean energy transitions 
on oil supply remains unclear, with many 
companies prioritising short-cycle projects for 
the coming years. To date, announcements by 
major oil companies on reducing their CO2 
emissions have tended to focus on long-term 
objectives. Nevertheless, investors continue to 
ratchet up pressure on the industry to sharpen 
its focus on sustainability issues while activists, 
especially in Europe and North America, seek 
to hinder new oil developments.
       Investments in solar and wind energy 
projects by the world’s oil majors over 
the next five years are expected to reach 
US$17.5 billion, a Rystad Energy analysis 
finds. Nevertheless, 57 percent of the 
amount, is expected to be invested by a 
single company, Equinor, the only investor 
whose majority of greenfield capex will be 
towards renewable energy.
       Equinor, the Norwegian state-controlled 
energy giant, will drive renewable investment 
among majors, spending US$6.5 billion in the 
next three years to build its capital-intensive 
offshore wind portfolio. But COVID-19 could 
also be the catalyst for oil majors to pump 
more capital into renewables, acquiring assets, 
developing skills and nurturing the capacity to 
transition beyond petroleum.

A CHANGING INDUSTRY
In recent years, the oil and gas sector has 
been characterized by a diverse range of 
operating environments, including challenging 
ultra-deepwater drilling and extraction from 
shale oil. Although the oil supermajors have 
traditionally sought to participate in all 
environments, even these companies do not 
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A LASTING LEGACY 
I

f you’ve been to a 
concert, product 
launch, gala dinner, 
press conference, 
awards ceremony, or 

indeed any large-scale event, you 
probably wouldn’t have noticed 
the amount of work that goes on 
behind the scenes. 
       Indeed, for an event to be a 
success, many little things have 
to be done right. A successful 
event needs complex planning, 
rigid deadlines, as well as a 
broad range of project and issue 
management skills. Good event 
management fosters collaboration 
and consideration among 
teammates, in order to provide a 
strong incentive to do things right 
– from the planning stage all the 
way to the day of the event.
       But more than that, hosting 
an event successfully will give 
the event owner instant or 
accelerated credibility in the 
marketplace. The branding 
benefits from a successful event 
are worth many times over in 
publicity, news, and social media 
coverage. But more than that, 
repeated or regularly scheduled 
events can be part of the social 
and business calendar, leaving a 
legacy for the event owner.

PASSION, LEADERSHIP, UNITY
It is easy to think of the short-term 
challenges in delivering a winning 
event. But creating a positive 
and lasting legacy for an event 
requires sustained commitment 
and clear objectives. 
       It needs passion from a highly 
motivated and influential core 
team to drive pursuit.
       It needs strong leadership 
from an effective management to 
lead a successful event.
       It needs unity, from a team 
that takes ownership and gives 
strong support to the client.
       In order to reap maximum 
benefits from this, the event owner 
and organiser must share a clear 
vision for the post-event legacy 
and a sustained commitment to 
pursuing the vision.

A DYNAMIC EVENTS PARTNER
With Absolute Technical 
Production, event owners will 
have their event organisation in 
good hands – a dynamic events 
partner they can rely on. The 
firm has more than two decades 
of events experience, starting 
out with supplying technical and 
production skills and specialists to 
support various events. Through 
constant growth over the years, 
today the firm is a 360-degree 
event company, from ideation 
to full production and event 
management services.

Absolute Technical Production’s 
track record of producing events 
include conferences, roadshows, 
awards, annual dinners, product 
launches, brand activations, 
concerts and other events. Clients 
include NTPM (Nibong Tebal 
Paper Malaysia), Schwarzkopf, 
Goon, Danone, Dutch Lady, Astro 
Radio, Tune Talk, Resorts World 
Genting and more. Highlights 
include the 2013 launch of the 
moving Saving General Yang, 
4th Global Chinese Golden Chart 
Awards in 2014, the 2018 Asian 
Games E-sports Demonstration 

Event in Jakarta, and the 2019 
Yofoto (China) Passionate 
Journey to Malaysia Promotion, 
to name a few.
       The firm’s dynamic team 
of daring thinkers is always 
eager to craft out blueprints of 
effective ideas, strategies and 
solutions for brands to make an 
impact within the community 
and beyond. More than just 
planning and managing events, 
Absolute Technical Production 
ensures that your brand’s 
legacy will continue through 
hosting excellent events.  

2019 Yofoto (China) Passionate Journey to Malaysia Promotion 
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MICHAEL 
BLOOMBERG



T
he history of mass media can be traced back to 
the early days on antiquity, when dramas were 
performed in various ancient cultures. It was in 
such theatres where a form of media was 
“broadcasted” to a wider audience. 
       The first instance of printed media can be 
dated back to 868 AD in China, although the 
slow rate of literacy and the high cost of paper 
often stifled its popularity. Johannes Gutenberg's 

invention of the printing press allowed the mass production of books 
to sweep over the lands in 1440, giving rise to the first forms of mass 
communication through the publishing of books and newspapers on a 
scale much larger than previously possible.
       The phrase "the media" began to be used in the 1920s. The notion of 
"mass media" was generally restricted to print media up until the post-
Second World War, when radio, television and video were introduced. 
The audio-visual medium became very popular, because they provided 
both information and entertainment. The colour and sound provided 
by television and radio was able to engage viewers and listeners far 
more than books ever could because it was easier for the general public 
to passively watch television or listen to the radio than to actively 
concentrate on reading.
       Fast forward to the 21st century, now the media is indisputably 
dominated by one medium, the Internet. The Internet is arguably one of 
humanity’s greatest invention. It has become so interconnected with our 
everyday lives that to take the internet away means to grind the entire 
world to a halt. Whole businesses and communications revolve around 
the internet; and it is also now the fastest and most efficient means of 
communicating the news to widest audience possible.
       Vast fortunes have been made through the mass media, and with 
technology advancing at its current pace, even more opportunities lie 
ahead, with the Internet at its core.
       One such person who has managed to seize the opportunities 
presented by the mass media is Michael Bloomberg. Bloomberg’s life has 
been like a rollercoaster, taking him from one extreme to another. But 
the fact remains that Bloomberg was able to amass his wealth because of 
the media. He has risen up from a dead-end job as a Wall Street financier 
to build one of the most iconic media empires the world has ever known. 
This in turn has helped him climb the political ladder, first becoming 
mayor of New York City, and now becoming a candidate for the 2020 
United States Presidency.
       Michael Bloomberg’s story is a tale worth telling, and in this edition 
of SME Magazine, we will explore his everything from his simple 
beginnings, to his bid for the presidency.

FROM BOSTON TO WALL STREET
Michael Bloomberg was born in 1942 to William Henry Bloomberg and 
Charlotte nee Rubens in Boston, Massachusetts. He is a third generation 
American of both Polish and Lithuanian (present-day Belarus) descent. 
His father was a humble bookkeeper for a dairy company and Michael 
himself lived a frugal childhood. 
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were larger (although the Walton family, majority owners of Walmart, fortune is 
split among four people). Bloomberg moved from 142nd to 17th in the Forbes list of 
the world's billionaires in only two years. More recently in 2019, Forbes’ list of the 
world's billionaires ranked Bloomberg as the ninth-richest person; his net worth was 
estimated at US$55.5 billion.

PHILOSOPHY AND PHILANTHROPY Today, Bloomberg L.P. has grown into a global 
leader in business and financial data as well as a media company of unparalleled 
renown. While Bloomberg himself is no longer the CEO of the company, as he has 
now put his full focus on his political career, the success of the company today is a 
testament to his philosophy and work ethic.
       Bloomberg himself says that he never could have done it alone. And he advises 
young people to eliminate two words from their vocabulary if they want to achieve 
success too.
       “My advice is to get rid of the words, ‘I and me,’ and switch to, ‘we and us,’” 
Bloomberg wrote.
       Bloomberg believes that his company’s success and large profits are a reflection 
of how he invests in his employees. He states that everything is a collaboration, and 
that business owners need to have people to help them. He also says that the only 
way to get these people to help, is to offer them help first.
       Bloomberg heavily emphasises employee care as a core principle that his 
company follows. Employees are payed well and are given the best possible 
healthcare benefits that money can buy. Female employees who have a baby more 
often than not are given up to six months of paid leave. In 2019, Bloomberg L.P. 
ranked 74 on Forbes list of America’s Best Employers and 449th for America’s 
Best Employers for Diversity. Other additional values that Bloomberg attributes his 
success to include honesty, integrity, fairness, and inclusion; all of which also play a 
key part in his political success as well.
       Michael Bloomberg is also well known for his philanthropic efforts. His 
Bloomberg Philanthropies foundation has five areas of focus: public health, the arts, 
government innovation, the environment, and education. According to the Chronicle 
of Philanthropy, Bloomberg was the third-largest philanthropic donor in America in 
2015. Through his Bloomberg Philanthropies Foundation, he has donated millions 
annually since the foundation’s was created.
       In 2019, Michael Bloomberg resigned as the CEO of his company to focus on 
his political career. He has always been a staunch Democrat and is highly vocal 
against conservative policies. His political position include gun control, climate 
change prevention, and city innovation and many of his presidential promises 
include ensuring job security for Americans in a time of economic uncertainty. 
Despite recently dropping out of the running for the presidential election, the fact 
that he got this far is a testament to his dedication and work ethic and he remains an 
icon within the business ecosystems whom young entrepreneurs can look up to. 

       He would eventually go on to 
graduate high school, followed by 
attending Johns Hopkins University; all 
the while working a part-time job every 
week to make ends meet. He graduated in 
1964 with a Bachelor of Science degree 
in electrical engineering. In 1966, he 
graduated from Harvard Business School 
with a Master of Business Administration. 
In an interview with the New York Times, 
Bloomberg stated that while he agreed 
that the degrees were fairly important, he 
himself was unsure if they helped him get 
to where he is now.
       In 1973, Bloomberg became a general 
partner at Salomon Brothers, a large 
Wall Street investment bank, where he 
headed equity trading and, later, systems 
development. The transfer to IT was 
considered a “demotion” at the time 
as IT had yet to truly take-off and show 
its potential. However, the experience 
Bloomberg gained from working in that 
section became invaluable in his future 
endeavours. In 1981, Salomon Brothers 
was bought by Phibro Corporation, and 
Bloomberg was laid off from the investment 
bank with a US$10 million cash buyout of 
his partnership stake in the firm.
       This proved to be another blessing 
in disguise, as the severance pay allowed 
Bloomberg to found his own IT company 
and develop and sell the now famous 
Bloomberg terminal for bond traders, 
an item which has become synonymous 
with Wall Street. "It wasn't elegant," 
Bloomberg said in an interview with 
Business Insider, of the first Bloomberg 
terminal they delivered. "It was laughably 
simplistic by today's standards. But we 
did it, and it worked."

BUILDING AN EMPIRE
By the year 1986, the Bloomberg terminal 
had garnered widespread popularity among 
the financiers of Wall Street. This allowed 
Bloomberg’s company to expand, eventually 
renaming itself to Bloomberg L.P. Over 
the next few years, many ancillary products 
were launched. These included familiar 
names today, such as Bloomberg news, 
Bloomberg Radio, Bloomberg Message, and 
Bloomberg Tradebook.
       As of 2019, Bloomberg employs 
20,000 people in dozens of locations. 
The company itself earned approximately 
US$10 billion in 2018, loosely US$3 
billion more than Thomson Reuters, now 
Refinitiv, its nearest competitor.
       In March 2009, Forbes reported 
Bloomberg's wealth at US$16 billion, a gain 
of US$4.5 billion over the previous year, 
the world's biggest increase in wealth from 
2008 to 2009. At that time, there were 
only four fortunes in the United States that 
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BY 
ONG XIANG 

HONG

“WHAT WE’VE 
GOT HERE IS 

A FAILURE TO 
COMMUNICATE.” 

– from the movie 
Cool Hand Luke

GET YOUR MESSAGE OUT CLEAR AND STRONG



e come 
across many 
failures to 
communicate 
in our 
businesses – 
more often 
than we might 
like to admit. 
We think 

of communication as a straightforward 
process: I talk, you listen, you talk, 
I listen, we understand each other. 
What’s so hard about that? Sometimes 
communication actually is that 
straightforward, but often it’s not.
       The failed Bay of Pigs invasion shows 
a dramatic example of communication 
gone wrong. When President Kennedy 
asked the Joint Chiefs of Staff for their 
opinion on the invasion of Cuba in 1961, 
he was told that the proposed operation 
had “a fair chance of success.” The Joint 
Chiefs didn’t explain what they meant by 
“a fair chance”, but Kennedy presumed it 
meant a “good chance” of victory. 
       Years later the author of the 
Joint Chiefs’ report said that, in his 
mind, a “fair chance” meant 3 to 
1 against success. Because of this 
misunderstanding, the President 
approved the ill-fated attack that caused 
unnecessary deaths and led to a historic 
foreign policy debacle.
       Of course, in business, 
communications blunders are rarely 
this deadly. But they can cause 
embarrassment and lost time at best; 
financial loss and reputational damage 
at worst. Companies with as little as 100 
employees, spend, on average, around 
17 hours a week clarifying previous 
communication. This, when translated 
into dollar signs, equals approximately 
US$525,000. 
       Conversely, in a study conducted 
by Towers Watson in 2014, companies 
with high effectiveness in change 
management and communication are 
3.5 times more likely to significantly 
outperform their peers. Therefore, 
effective communication is vital to an 
effective business.
       This is doubly so at this moment, 
when COVID-19 is raging across the 
globe. Clear communications from 
the company will ensure employees 
feel secure – nothing demotivates 
people as much as uncertainty. Few 
things galvanise people as much as the 
knowledge that they are cared about. 
During emergencies such as natural 
disasters, virus outbreaks and political 
upheavals, firms must step up their 
communications to staff.

EXAMPLES OF A FAILURE TO COMMUNICATE

W

TOYOTA From 2000 to 
2010, dozens of people 
driving Toyotas in the US 
died in accidents as a result 
of “unintended acceleration” 
– their cars continued to 
speed up even as they took 
their feet off the accelerator 
pedal and hit the brakes. 
Initially, Toyota blamed 
driver error, then floor mats 
for getting the accelerator 
pedal stuck. Finally, after 
public investigation, Toyota 
was forced to acknowledge 
that an engineering flaw was 
causing its cars’ gas pedals 
to stick – a problem it had 
known about for a long time 
but had refused to own up to. 
       Honesty and openness 
are the No. 1 priority in 
company communications to 
the public. In the age of the 
Internet, when information 
is nearly impossible to 
suppress, businesses must 
expect to be held accountable 
and to clearly acknowledge 
their accountability in both 
word and deed.

NASA The Mars Climate 
Orbiter was a US$125 million 
space probe constructed to 
study the Martian climate and 
atmosphere. As the spacecraft 
was due for orbital insertion, 
it was lost. The cause of 
the loss was that software 
supplied by NASA contractor 
Lockheed Martin produced 
results in imperial units, 
while NASA’s own systems 
produced results in metric 
units. The discrepancy caused 
the spacecraft to fire its 
impulse thrusters incorrectly, 
crashing onto the Martian 
surface.
       Communications 
between the main party 
and contractors are one 
of the most common pain 
points for businesses. When 
disparate organizations work 
together, they need to share 
both consistent standards of 
operation and clearly laid-out 
communication procedures, 
and those procedures must be 
clearly communicated to their 
stakeholders.

YAHOO! In 2013, Yahoo’s HR 
department sent a memo to all 
Yahoo employees announcing 
that all employees were required 
to work in the company’s offices. 
This overturned the lives of 
many employees who, until then, 
had been allowed to work from 
home. In the memo, the company 
explained that, “We want everyone 
to participate in our culture 
and contribute to the positive 
momentum”. Employees found such 
statements empty and unpersuasive. 
What, they wanted to know, were 
the real reasons for the change? 
Was telecommuting hurting the 
company’s productivity? Was 
it costing the company money? 
Morale plummeted as the company 
scrambled to fix the mess by 
reinstating new work-from-home 
policies.
       In any business, 
communications with employees 
must be clear, honest, respectful, 
and thorough. Any workplace 
document, whether directed up the 
corporate chain or down, should 
take into account what its audience 
wants and needs to know.

WHAT IS MIRRORING?

If someone says, “I’m 
struggling with sales. I don’t 
understand the product, and 

the economy is bad.”

Say, “I hear you are…” Followed by the main point, 
“…struggling with sales” 

Mirroring is a technique where the listener repeats key words or the last few 
words spoken. This shows you are understanding the speaker, and acts as a prompt 
for him or her to continue.
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A CONSTANT FLOW OF INFORMATION
Businesses rely on information to help 
them make decisions and manage 
effectively. As communications involve the 
flow of information, being able to convey 
one’s message effectively is crucial to each 
side being able to understand the other.
       Unlike everyday communications, 
business communication is always goal 
oriented. For an enterprise to operate 

successfully, all the rules, core company values, regulations and policies of the 
company have to be communicated to people within and outside the organisation.
       Furthermore, with the rise in technology and globalised businesses, it is even 
more important than ever to ensure that the message does not get lost in translation. 
An e-mail or instant message is very different from a face-to-face conversation, which 
is different again for a video conference call. Research done by Towers Watson has 
found that the companies promoting effective business communication strategies 
are frequently using one-on-one discussions along with interactive media in order 
to stay connected with their team. Such organisations are 2.5 times are found to be 
higher-performing firms because of effective business communication.

Oratory is one of humanity’s oldest tools for communicating ideas effectively. Here are some tips on how to inspire your audience.

GIVE A POWERFUL AND INSPIRING SPEECH

FOUR TYPES OF BUSINESS COMMUNICATION

BUSINESS E-MAIL ETIQUETTE

 
Control your 

nerves by arriving 
early and mingling 
with the audience 
before you start.

 
Tell a 

compelling story 
first, lay out your 
agenda second.

 
Persuade 

your audience by 
showing genuine 

emotion.

 
Give your 

audience a call 
to action.

 
Speak to your 

audience, consider 
why you’re giving 

the speech.FOUR TYPES OF BUSINESS COMMUNICATION

Internal Upward

• From a 
subordinate to a 
manager

Internal 
Downward

• From a manager 
to a subordinate

Internal Lateral

• Among 
employees

External

• With external 
stakeholders 
outside the 
company

BUSINESS E-MAIL ETIQUETTE 

Have a clear subject
The clearer your subject line, the more likely your message 
will be read.

Have a signature This tells the recipient who you are and how to contact you.

Proofread your message
If your e-mail is littered with spelling and grammatical errors, 
you may be perceived as sloppy or careless.

Don’t reply to all (unless needed)
Sometimes hitting the ‘reply all’ button will include unintended 
recipients, or clog up other colleagues’ inboxes.

Don’t write in ALL CAPS
ALL CAPS is the digital equivalent of shouting. You don’t shout 
in the office, do you?



SIX C'S OF EFFECTIVE
BUSINESS

COMMUNICATION
 

CLEAR
Remember that the overriding goal of

communication is to make sure that 

you are understood. Clarity is distinguished by

explicitness, short sentences and concrete words.

1

COMPLETE2
Incomplete communication requires back-

pedaling, which can be a colossal time-waster.

Keep your audience in mind and anticipate their

needs to complete your communications.

CONCISE3
Get to the point. Don't beat around the bush.

Repetition can distract your reader. Don't use 20

words to make your point, when five will suffice.

Concise communications are memorable.

CONCRETE4
Fortify your message with facts, figures,

illustrations and examples – anything that can help 

clarify a message so that it is not misinterpreted. It

leaves nothing to chance and less to the

imagination.

CORRECT5
Correct usage of language shows professionalism.

Proper spelling, punctuation, and avoiding the use

of colloquialisms will make your message clear and

unambiguous. Avoid "txtspk" at all costs!

CONSIDERATE6
Successful business communication skills depend

on you stepping into the shoes of the receiver so

that you can tailor your message accordingly.

Consideration raises the stakes by showing

interest, while being positive and optimistic.

SIX C'S OF EFFECTIVE
BUSINESS

COMMUNICATION
 

CLEAR
Remember that the overriding goal of

communication is to make sure that 

you are understood. Clarity is distinguished by

explicitness, short sentences and concrete words.

1

COMPLETE2
Incomplete communication requires back-

pedaling, which can be a colossal time-waster.

Keep your audience in mind and anticipate their

needs to complete your communications.

CONCISE3
Get to the point. Don't beat around the bush.

Repetition can distract your reader. Don't use 20

words to make your point, when five will suffice.

Concise communications are memorable.

CONCRETE4
Fortify your message with facts, figures,

illustrations and examples – anything that can help 

clarify a message so that it is not misinterpreted. It

leaves nothing to chance and less to the

imagination.

CORRECT5
Correct usage of language shows professionalism.

Proper spelling, punctuation, and avoiding the use

of colloquialisms will make your message clear and

unambiguous. Avoid "txtspk" at all costs!

CONSIDERATE6
Successful business communication skills depend

on you stepping into the shoes of the receiver so

that you can tailor your message accordingly.

Consideration raises the stakes by showing

interest, while being positive and optimistic.

SIX C'S OF EFFECTIVE
BUSINESS

COMMUNICATION
 

CLEAR
Remember that the overriding goal of

communication is to make sure that 

you are understood. Clarity is distinguished by

explicitness, short sentences and concrete words.

1

COMPLETE2
Incomplete communication requires back-

pedaling, which can be a colossal time-waster.

Keep your audience in mind and anticipate their

needs to complete your communications.

CONCISE3
Get to the point. Don't beat around the bush.

Repetition can distract your reader. Don't use 20

words to make your point, when five will suffice.

Concise communications are memorable.

CONCRETE4
Fortify your message with facts, figures,

illustrations and examples – anything that can help 

clarify a message so that it is not misinterpreted. It

leaves nothing to chance and less to the

imagination.

CORRECT5
Correct usage of language shows professionalism.

Proper spelling, punctuation, and avoiding the use

of colloquialisms will make your message clear and

unambiguous. Avoid "txtspk" at all costs!

CONSIDERATE6
Successful business communication skills depend

on you stepping into the shoes of the receiver so

that you can tailor your message accordingly.

Consideration raises the stakes by showing

interest, while being positive and optimistic.

SIX C'S OF EFFECTIVE
BUSINESS

COMMUNICATION
 

CLEAR
Remember that the overriding goal of

communication is to make sure that 

you are understood. Clarity is distinguished by

explicitness, short sentences and concrete words.

1

COMPLETE2
Incomplete communication requires back-

pedaling, which can be a colossal time-waster.

Keep your audience in mind and anticipate their

needs to complete your communications.

CONCISE3
Get to the point. Don't beat around the bush.

Repetition can distract your reader. Don't use 20

words to make your point, when five will suffice.

Concise communications are memorable.

CONCRETE4
Fortify your message with facts, figures,

illustrations and examples – anything that can help 

clarify a message so that it is not misinterpreted. It

leaves nothing to chance and less to the

imagination.

CORRECT5
Correct usage of language shows professionalism.

Proper spelling, punctuation, and avoiding the use

of colloquialisms will make your message clear and

unambiguous. Avoid "txtspk" at all costs!

CONSIDERATE6
Successful business communication skills depend

on you stepping into the shoes of the receiver so

that you can tailor your message accordingly.

Consideration raises the stakes by showing

interest, while being positive and optimistic.

SIX C'S OF EFFECTIVE
BUSINESS

COMMUNICATION
 

CLEAR
Remember that the overriding goal of

communication is to make sure that 

you are understood. Clarity is distinguished by

explicitness, short sentences and concrete words.

1

COMPLETE2
Incomplete communication requires back-

pedaling, which can be a colossal time-waster.

Keep your audience in mind and anticipate their

needs to complete your communications.

CONCISE3
Get to the point. Don't beat around the bush.

Repetition can distract your reader. Don't use 20

words to make your point, when five will suffice.

Concise communications are memorable.

CONCRETE4
Fortify your message with facts, figures,

illustrations and examples – anything that can help 

clarify a message so that it is not misinterpreted. It

leaves nothing to chance and less to the

imagination.

CORRECT5
Correct usage of language shows professionalism.

Proper spelling, punctuation, and avoiding the use

of colloquialisms will make your message clear and

unambiguous. Avoid "txtspk" at all costs!

CONSIDERATE6
Successful business communication skills depend

on you stepping into the shoes of the receiver so

that you can tailor your message accordingly.

Consideration raises the stakes by showing

interest, while being positive and optimistic.

SIX C'S OF EFFECTIVE
BUSINESS

COMMUNICATION
 

CLEAR
Remember that the overriding goal of

communication is to make sure that 

you are understood. Clarity is distinguished by

explicitness, short sentences and concrete words.

1

COMPLETE2
Incomplete communication requires back-

pedaling, which can be a colossal time-waster.

Keep your audience in mind and anticipate their

needs to complete your communications.

CONCISE3
Get to the point. Don't beat around the bush.

Repetition can distract your reader. Don't use 20

words to make your point, when five will suffice.

Concise communications are memorable.

CONCRETE4
Fortify your message with facts, figures,

illustrations and examples – anything that can help 

clarify a message so that it is not misinterpreted. It

leaves nothing to chance and less to the

imagination.

CORRECT5
Correct usage of language shows professionalism.

Proper spelling, punctuation, and avoiding the use

of colloquialisms will make your message clear and

unambiguous. Avoid "txtspk" at all costs!

CONSIDERATE6
Successful business communication skills depend

on you stepping into the shoes of the receiver so

that you can tailor your message accordingly.

Consideration raises the stakes by showing

interest, while being positive and optimistic.

SIX C'S OF EFFECTIVE
BUSINESS

COMMUNICATION
 

CLEAR
Remember that the overriding goal of

communication is to make sure that 

you are understood. Clarity is distinguished by

explicitness, short sentences and concrete words.

1

COMPLETE2
Incomplete communication requires back-

pedaling, which can be a colossal time-waster.

Keep your audience in mind and anticipate their

needs to complete your communications.

CONCISE3
Get to the point. Don't beat around the bush.

Repetition can distract your reader. Don't use 20

words to make your point, when five will suffice.

Concise communications are memorable.

CONCRETE4
Fortify your message with facts, figures,

illustrations and examples – anything that can help 

clarify a message so that it is not misinterpreted. It

leaves nothing to chance and less to the

imagination.

CORRECT5
Correct usage of language shows professionalism.

Proper spelling, punctuation, and avoiding the use

of colloquialisms will make your message clear and

unambiguous. Avoid "txtspk" at all costs!

CONSIDERATE6
Successful business communication skills depend

on you stepping into the shoes of the receiver so

that you can tailor your message accordingly.

Consideration raises the stakes by showing

interest, while being positive and optimistic.

BACK AND FORTH
Furthermore, communication is also a two-way street. 
Feedback and listening is as important, if not more so, than 
the message that is conveyed. 
       As such listening is a critical skill that many individuals 
and organisations need to focus on. Many of us get confused 
between listening and paying attention. Thus, many people 
overlook this easy and simple tip for effective business 
communication. Being attentive and taking mental notes can 
help you understand the other party in greater detail. 
       By using constructive feedback, both parties to the 
communication can improve the outcome. For mass 
communication though, feedback can be hard to obtain. A 
good way to measure the impact of the communication is 
through surveys, which are often used to obtain employee 
feedback. However, in the age of social media, it is also 
a good option to keep an ear to the ground, using social 
media comments to take the pulse of the respondents.

MAKE COMMUNICATION COUNT
Poor communication carries too many risks to an 
organization to count. Great communication, however, 
brings an opportunity for outstanding employee and 
customer engagement. It creates clarity, more significant 
outputs, and growth in revenue and profit.
       In times of crisis, like the COVID-19 pandemic we are 
currently facing, clear communication comes at a premium. 
Whether you are a company or a government, people will 
be looking to you for guidance at a time when it is needed 
most. Therefore, great communication is the most valuable 
tool any organisation can have.
       Your employees will be more productive, and your 
clients will have a more positive opinion of your business. 
There are no downsides to good communication. When you 
can create a culture of meaningful communication at your 
company, great things will happen.

LOST IN TRANSLATION
Effective communication is especially important for businesses 
in multilingual Asia, where multiple languages may be spoken 
between cross-border participants in a message. 
       English is the modern day lingua franca of business, but 
its not enough to simply have a good command of English. 
Aside from sticking to the basic rules of good communication, 
the message must also have an element of cultural tact and 
sensitivity. Some jokes may work well regardless of the 
situation, while others may fall flat on your audience.
       Differing levels of proficiency in English may also hinder 
the clarity of your communications. Avoiding the use of 
obscure idioms or providing a summary to dense business 
documents may help. However, you may still need to invest in 
translated documents to provide the best tools for the job. 

SIX C'S OF EFFECTIVE 
BUSINESS COMMUNICATION
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BY 
LARS 
FÆSTE

ne of the 
tall-order jobs 
that falls to 
big-company 
leaders is being 
ready with 
the courage, 
empathy and 
agility to face 

crises and unexpected, hard-to-chart 
events in the world.
       COVID-19 clearly qualifies as one 
of those. The interruptions and profit 
warnings mount: an S&P 500 correction, 
single-digit hotel occupancy rates in 
Hong Kong, plunge in oil prices and 
market value hits to strong companies. 
Those rank among the countless COVID-
19-related headlines.
       We agree with the most successful 
business leaders that the effective way 
to respond to the crisis is to be part of 
the overall solution, to act quickly in 
the short term and to make some big 
changes to help advance and benefit 
from the rebound.

Effective leaders are taking steps to:
  Establish Rapid-Response Rooms for

this crisis. These high-level benches 
of strength are armed with the power 
to make decisions quickly, especially 
when it comes to safeguarding people 
and core operations and preparing for 
the rebound.

  Protect their people – employees,
customers, and other stakeholders. 
This means updated hygiene 
programs, including quarantine 
guidelines, to ensure safe 
environments. It also means thinking 
through flexible work plans, such as 
remote work and other infrastructure 

solutions. Assessing morale and 
performance is important too – as is 
intervention when there are issues on 
those fronts.

  Communicate clearly and frequently.
It’s important to be upfront and 
avoid sending mixed signals. 
Leading firms will communicate 
internally and externally often 
to minimize misinformation and 
prevent organizational paralysis: 
Stakeholders need to know what they 
should do and how the crisis could 
affect the business.

  Understand and respond to
customers’ new needs. Smart 
businesses are reaching out to 
customers and distributors to find out 
where they’re feeling pain because of 
the crisis and what will help them. It 
may be helpful, or necessary, to extend 
lines of credit to them. Companies 
may also need to adjust pricing and 
offerings to help meet new consumer 
needs and desires – like stocking up 
on certain products or focusing more 
on at-home enjoyment for consumer 
companies. Sales teams often need to 
be redeployed for this new customer 
outreach and assessment.

  Assess operating risk and cash flow
implications. Top teams are 
determining which company 
operations are systemic and critical, 
and which are optional. The first 
two probably need contingency 
plans so they’re safeguarded if 
the event of close down. Prudent 
teams also look at overall company 
liquidity and how this will develop 
in different scenarios. It may be 
wise to redirect discretionary 
spending from optional operations.

  Preserve supply chains. At now to
identify alternative suppliers for 
critical components and prepare for 
changing lead times and logistical re-
routes. Also, prepare to adjust trade 
terms to help suppliers with their 
cash flow concerns.

  Live their purpose. The best
companies will naturally be taking 
steps to help society and get the 
economy back on track. For instance, 
they may be providing services 
and products (not just monetary 
donations) to affected people.

The above steps help address near term 
issues. It’s also important to begin 
planning now for a quick, effective 
rebound. This means:
  Sussing out the inflection point. 

Put analytics in place that will help 
determine when the inflection 
point signaling stabilization and 
return to confidence occurs by 
segment or geography.

  Studying what’s working well during
the crisis. Review the new 
channels forged for the crisis and 
any new disruptive formats to 
determine long term changes that 
will fuel the business. 

  Planning new messages and
communications. In preparation 
for the rebound, plan how 
communications may be adjusted – 
for instance, comeback celebration 
marketing campaigns, increases 
in ad spending, new product and 
service stories. 

While no one can predict the future, it’s 
safe to say there will be significant shifts 
as industries recover at least in China. 
Expect a new normal. Ecommerce and 
online service delivery will accelerate 
even more and this will impact retail, 
food and beverage. Expect a boom in 
the emerging market healthcare markets 
and further diversification and ongoing 
contingency planning in global supply 
chains. 

LARS FÆSTE IS MANAGING DIRECTOR AND 
SENIOR PARTNER; MANAGING PARTNER OF 
BOSTON CONSULTING GROUP GREATER CHINA.
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et’s face it: it’s been a tough 
beginning to 2020. The rise 
in the number of COVID-19 
cases is impacting most 
businesses – some sectors 
such as hospitality, travel 

and F&B more than others. While businesses 
brace themselves for potential ramifications 
of the imminent slowdown, SMEs are highly 
vulnerable, owing to smaller operations and 
reliance on immediate cash flow.
       Over the last few weeks, I have had 
conversations with my SME clients on 
revisiting their marketing approach in the face 
of this crisis. Here are a few recurring themes 
that came up in our discussions.

KEEP CALM AND UNDERSTAND 
YOUR CUSTOMER MINDSET
A crisis is bound to change people’s 
spending behaviour. Whether it’s necessary 
precaution or driven by sheer fear, people 
will be staying home more often, cutting 
down on discretionary spending. In any case, 
your digital marketing campaigns are likely 
to be affected. Multiplying marketing spends 
and/or making ad-hoc panic-driven changes 
to your marketing campaigns isn’t going to 
change that.
       For example, if you are a travel agency 
facing cancellations and a slump in bookings 
as a direct response to the crisis, paid 
campaigns may not do much. Instead, take 
some time to understand your customer’s 

is key to campaigns, especially for B2C 
businesses. It’s worthwhile revisiting your 
digital distribution and make the brand 
more discoverable. You may want to 
focus on Google search ads and optimize 
on keywords, as opposed to investing in 
awareness campaigns. For the moment, it’s 
better to spend money on being discovered 
by people who are looking for you rather 
than educating people about your brand.

OPTIMIZE ON YOUR COMMUNITY 
AND LOYAL CUSTOMERS
It’s cheaper to retain a customer than 
acquire a new one. Customers are less 
likely to be experimental and prefer coming 
back to a brand they connect. Design 
marketing campaigns and restructure loyalty 
programmes to engage your community and 
loyal customers. Additionally, this also the 
best time to demonstrate your commitment 
to them. For instance, certain hospitality 
and travel companies are extending loyalty 
programmes to customers affected by 
COVID-19.
       The COVID-19 situation is dynamic and 
the long-term effects remain uncertain. Don’t 
shy away from hitting the whiteboard and 
revisiting your approach to marketing more 
regularly. 

mindset in such stressful situations and 
customize your strategy to meet their needs in 
this changing environment. Ask yourselves the 
following questions:
  If your customer can’t come to you, can

you make them experience your product 
or service differently?

  Can you expand your offerings to cater to
immediate challenges arising from this 
crisis?

If your business is able to pivot and serve in 
this complex environment, then tailor your 
marketing plan to these realigned business 
goals. If your product/service doesn’t allow 
you to pivot easily, holding on to your 
marketing purse may not be a bad idea.

BE SENSITIVE TO THE ENVIRONMENT
There is nothing worse than a marketing 
strategy that cashes upon a crisis. So while 
puns and memes might be tempting, this 
is not the right time for F&B outlets to 
run one-for-one Corona beer campaigns. 
This is probably a good time to earn brand 
equity from your customers. Reach out, 
be informative and show that you care. 
Promotions and offers to improve sales are 
fair game as long as you are sensitive about it.

FOCUS ON ‘DISCOVERY’ RATHER 
THAN BRAND EDUCATION
Most SMEs play around with limited 
monthly media spends. Building awareness 

L
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COUNTRY FARM ORGANICS
E

stablished in Malaysia in 1998, Country Farm 
Organics strives to promote a healthier lifestyle by 
offering high quality and affordable certified 
organic products. In order to uphold this standard, 

the company makes an effort to ensure that their products are 
thoroughly checked at every point from the origin source to 
customer consumption.
       On top of having company owned and franchised retail 
outlets, Country Farm Organics’ products can also be found in 
hypermarkets and supermarket chains all across the country.
       The brand’s retail outlets offers customers a trendy 
place to purchase organic products in a social environment. 
Attached to some of these retail outlets is a Country Farm 
Organics restaurant cum café that serves wholesome organic 
food. The juice bar, the third business concept, is custom 
made to provide an ‘open-concept’ so that customers can 
watch their fruit juices being freshly made with the special 
cold-press juicing machines.
       Country Farms Organics wishes to expand via its 
licensing and franchising programme in order and spread its 
organic ideals by providing education and training to those 
who want to be part of the growing organic industry. The 
brand is a perfect fit for those with strong beliefs in organic 
values and standards, as well as being an advocate of a 
balanced and healthy lifestyle.

F
Food franchises are 
without a doubt, one of the 
most popular franchise 
opportunities out there. 
Many new entrepreneurs 
and franchisees tend to 
gravitate towards food as 

their first business opportunity. Said 
franchisees are also spoilt for choice as there 
are plenty of food franchises that are ready and 
willing to engage with potential partners.
       From fast-food to diners, bars to cafes, 
restaurants to desert stalls; the possibilities 
for a food franchise are near-endless. 
However, there is a relatively new market that 
is growing in popularity among consumers 
and foodies alike. That new market is health 
and organic foods. 
       Health and environmental friendliness is 
becoming a big sticking point for consumers, 
especially among the more developed 
economies. As such, more and more consumers 
are looking to healthier, non-chemical grown 
organic foods as an alternative. Such foods 
also serve to satisfy the conscious of consumers 
who are concerned about the environmental 
impact of mass food production. 
       Farmers, wholesalers and distributors 
around the world are working tirelessly 
to increase the production or organic and 
healthier produce. It is these hard workers 
at the start of the supply chain that are 
responsible for providing restaurants and food 
establishments with the quality produce that 
keep consumers happy.
       In this edition of SME magazine, we will 
be taking a look at several food wholesalers 
and distribution franchises that place emphasis 
on organic, environmentally friendly, and 
chemical free produce.

BY 
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BIO BASICS
B

Bio Basics was launched in April 2015 as a 
social enterprise with a mission to work for the 
well-being of the environment, farmers and 
consumers. Based in Tamil Nadu, India. The 

company works to create a market for safe, organic, whole 
foods by educating consumers, while making it easy for 
them to order and access safe food.
       All products are grown, processed, stored and 
transported without use of chemicals. 
       Over 200 food and non-food basics that a family 
needs that are whole, and safe to consume. These 
includes vegetables, fruits, herbs, greens, traditional rices, 
unpolished millets, whole pulses, cold-pressed oils, pure 
spices, sweeteners, personal care and home care products.
       Utilising a strong network of organic farmers, the 
company delivers superior customer service through 
the use of an impeccable supply chain and inventory 
management system.
       Bio Basics envisions building a strong franchise 
network to scale up their penetration in the market; as 
well as increasing the adoption of organic food. The 
venture focuses on holistic triple bottom-line approach 
of 3 Ps (Profit, Planet and People), and this presents 
an opportunity for the franchise partners to make a 
difference. 

VALUE WELLNESS
V

alue Wellness Organic is the 
Singapore subsidiary of Value 
Wellness Limited (HK) and is one of 
Singapore’s leading distributor and 

retailer of organically-grown produce. Their 
main goal is to strive towards making organics 
accessible to all. They make an effort to go an 
extra mile in order to ensure that their products 
are the best quality possible and contains no 
traces of chemical fertiliser and pesticides.
       Value Welness’ core expertise is in providing 
affordable, healthy, and quality products to 
the mass markets. Much effort is poured into 
the sourcing and verification of these products 
so that you are able to consume good-quality 
organic foods on a daily basis.
       Their passion for organics stems from a 
respect for nature and Earth’s limited resources 
and believing organics stands for health, fairness 
and care for our land, water, animals and people.
       Unlike many conventional franchises, 
Value Wellness supports all their retail 
partners. They also do not charge a franchise 
fee, products for the franchisees are provided 
on a consignment basis.





BULK MOVERS OF THE NATION

W
hen we drive on the 
highway, we often see 
big lorries plying the 
roads. These lorries 
are a key part of the 

logistics which drive our modern 
life. They carry everything from the 
goods in our daily life, to the raw 
materials used in manufacturing.
       Such trucks range from light 
duty 4x4 pick up trucks, to box 
lorries used for city transport, and 
huge container lorries for moving 
bulk freight. 
       Bintang Bulk Mover Sdn 
Bhd is one of the operators of 
such heavy lorries. Based in 
Rawang, Malaysia, the company 
provides specialist solutions to the 
construction and building industry. 
KH Yap, Executive Director of 
Bintang Bulk Mover says, “We 
mainly operate cement tankers, 
used to transport bulk cement 
from cement factories to various 
locations around Peninsular 
Malaysia. Our tankers transport 

cement to various building sites 
around Malaysia, including major 
infrastructure projects like the Tun 
Razak Exchange and the MRT.”
       In fact, 80 percent of the 
company’s fleet is used to 
transporting cement for cement 
manufacturers like YTL Cement, 
Tasek Cement, Cement Industries 
of Malaysia Berhad (CIMA), and 
others. The rest are used to move 
other products like chemicals, food 
flour, and cars around Malaysia.
       Yap says, “Currently our 
fleet is around 300 vehicles in 
size, including cement tankers, 
chemical tankers, food flour 
tankers, car carriers and tipper 
trucks. Aside from transporting 
cement, Bintang Bulk Mover also 
transports products such as clay 
used in oil palm refining, chemical 
precursors, and cars.”
       “Our history goes back 
to the 1960s, when we were 
based in Kampung Attap, Kuala 
Lumpur. We started out with one 

conventional cargo lorry which 
was used to transport goods 
from Kuala Lumpur to Teluk 
Intan, Perak. As we grew the 
business, we moved to our current 
headquarters in Rawang. Our 11 
acre lot is equipped with the latest 
logistics infrastructure facilities, 
including an in-house mechanical 
and engineering team to minimise 
downtime and ensure our fleet’s 
safety and reliability,” adds Yap.
       As a specialist bulk logistics 
mover, Bintang Bulk Mover focuses 
on safety, performance, and 
reliability. The company has set 
benchmarks in the industry, with 
certifications like ISO 9001 (certified 
quality management system), ISO 
14001 (certified environmental 
management system), ISO 45001 
(certified occupational health and 
safety), and ISO 39001 (certified 
road traffic safety management). 
Health and safety is a core value 
for the business for the wellbeing 
of its stakeholders. 

       But deeper than that, the com-
pany thinks of the long term when 
investing in its future. “We realised 
we needed to invest in new lorries 
when our previous, aging fleet 
became more and more costly to 
maintain,” said Yap. “We decided 
to invest in the new generation of 
automatic trucks. These vehicles re-
duce our driver training time, while 
also providing them with increased 
comfort on the road. Automatic 
trucks are also reliable and easy 
to maintain. The oldest automatic 
truck in our fleet is 13 years old, 
and it’s still going strong.”
       Looking further in the future, 
Yap plans for Bintang Bulk Mover 
to diversify into other areas of 
logistics. “We have dabbled in 
container transport before, but 
we found that sector to be too 
competitive. Our next step is to 
go into warehousing. We have 
some land near Port Klang which 
we are planning to develop into a 
warehousing hub.” 
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young cohort will not yet be realised immediately, but this augurs 
well for future economic growth in the coming decade.
       Furthermore, Indonesia is culturally diverse, with more than 
17,000 islands and 300 ethnic groups, spanning the Indian and 
Pacific Oceans. Historically, Indonesia has been a resource-rich 
land, integral to spices, rubber and minerals trades, and a centre 
of power for Javanese kings who had created a Southeast Asia-
wide tributary system. In modern times, Indonesia has retained 
that regional influence, ranking as one of the most influential 
voices in ASEAN decision-making. Globally, as a member of the 
G-20 group of nations and of APEC, Indonesia has a permanent 
presence on the world economic stage.
       Domestically, Indonesian President Joko Widodo (popularly 
known as Jokowi) has made it clear that the Government’s top 
priority is boosting GDP growth rates to above 7 percent per 
year, while making growth more inclusive. After cutting costly 
energy subsidies, the Government is shifting spending toward 
infrastructure and social programs like education and healthcare. 
President Jokowi has prioritized infrastructure development, 

A
regional powerhouse, Indonesia is the world's 
third most populous democracy, the world's 
largest archipelagic state, and the world's largest 
Muslim-majority nation. As Southeast Asia’s most 
populous nation, as well as the largest by land 
area, the country is a key trading partner for 

many of ASEAN’s economies.
       Economists and analysts have long touted Indonesia’s potential. 
It is part of the newly-coined acronym of MINT, referring to the 
next group of fast-growing, emerging markets Mexico, Indonesia, 
Nigeria, and Turkey. 
       Indonesia is the 25th largest export economy in the world 
and the 71st most complex economy according to the Economic 
Complexity Index (ECI). Its domestic market is largely the impetus 
for its economic growth. At 267 million people, Indonesia has the 
world’s fourth-largest population. Almost half the population lives 
in urban areas, with the associated increased spending power. In 
addition, more than 50 percent of the population is aged below 20, 
which is a bottom-heavy population pyramid. The potential of this 

INDONESIABY 
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   TRADE      

Official Name: Republic of Indonesia (Republik Indonesia)  Population: 267,026,366 (July 2020 est.)  Capital: Jakarta  Major Languages: Bahasa Indonesia (official), local dialects (of which the most 
widely spoken is Javanese), English widely spoken  Currency: Indonesian rupiah (IDR)  Major Industries: petroleum and natural gas, textiles, automotive, electrical appliances, apparel, footwear, 
mining, cement, medical instruments and appliances, handicrafts, chemical fertilizers, plywood, rubber, processed food, jewellery, and tourism  Major Export Commodities: mineral fuels, animal or 

vegetable fats (includes palm oil), electrical machinery, rubber, machinery and mechanical appliance parts  Major Export Partners: China, United States, Japan, India, Singapore, Malaysia, South Korea   Major Import 
Commodities: mineral fuels, boilers, machinery, and mechanical parts, electric machinery, iron and steel, foodstuffs  Major Import Partners: China, Singapore, Japan, Thailand, Malaysia, South Korea, United States  GDP: 
$3.25 trillion (2017 est.)  GDP Per Capita: $12,400 (2017 est.)  Country code top-level domain: .id
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including building 24 seaports and 
adding 35 gigawatts of installed 
power to pursue a value-added 
industrial development policy.
       Trade-wise, the country has 
seen a slowdown in growth since 
2012, mostly due to the end of the 
commodities export boom. During 
the 2007-2009 global financial crisis, 
Indonesia outperformed its regional 
neighbours and joined China and 
India as the only G20 members 
posting growth. Indonesia’s annual 
budget deficit is capped at 3 percent 
of GDP, and the government of 
Indonesia lowered its debt-to-GDP 
ratio from a peak of 100 percent 
shortly after the Asian financial crisis 
in 1999 to 34 percent today. In May 
2017 Standard & Poor’s became the 
last major ratings agency to upgrade 
Indonesia’s sovereign credit rating to 
investment grade.

DOING BUSINESS IN INDONESIA
Supported by political and 
economic stability, Indonesia is 
an attractive target for foreign and 
domestic investors to target its large 
population of potential customers. 
       Over the last decade, the 
Indonesian government has also 
worked to actively court investment 
in Indonesia and improving the 
country’s regulatory and economic 
environment. These measures have 
included overhauling the country’s 
company and tax laws, loosening 
investment restrictions, and 
simplifying the licensing process for 

businesses operating and investing 
in Indonesia.
       Another area of focus 
for the government is to 
improve the archipelago’s 
infrastructure. Through a 
public-private partnership (PPP) 
scheme, the government offers 
investment opportunities for the 
infrastructure projects to develop 
the country’s roads, railways, 
power and utilities. Investments in 
mining and agriculture sectors are 
also actively encouraged.
       As a member of the World 
Trade Organisation (WTO), 
Indonesia maintains its 
commitment to a free-trade policy, 
gradually reducing the overall 
level of import tariffs. The focus 
on trade liberalisation is primarily 
designed to support Indonesia’s 
medium-term growth potential. 
       Nevertheless, building and 
maintaining relationships in 
Indonesia is crucial to a successful 
business venture in the country. 
Observing basic business eti-
quette, like avoiding using the left 
hand to pass or receive anything, 
including business cards and gifts, 
can go a long way. As Indonesians 
place great emphasis on age and 
experience, respect towards elders 
in Indonesian society is expected. 
Patience is also a key element in 
doing business successfully in 
Indonesia, as negotiations can be 
lengthy to give the other side time 
to consider the proposal. 
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A
re we facing an 
unprecedented pandemic, 
or will our fears be 
unfounded? It’s impossible 
to say right now, but global 
concerns over the current 
spread of coronavirus, and 

what will happen next with the outbreak is 
driving companies to review how their 
employees go about their daily tasks.
       Millions of people across Asia have 
started working from home. Leading 
tech companies like Amazon, Microsoft, 
Facebook and other employers have asked 
their workforce to log in remotely until the 
situation improves and the virus is contained. 
In light of all of this, enterprises such as JP 
Morgan have taken steps to test drive their 
remote working policies and infrastructure. 
This impending working paradigm shift 
means that every member of the workforce 
must prepare for the day when they are 
instructed to work from home.
       Working from home is not complicated. 
Most of us do so now and again. Accessing 
an internet connection is easy enough, and 
cloud office suites and SaaS applications 
make it seamless to transition from working 
at the office to doing so on the couch in your 
living room. But most organisations will not 
have supported so many employees working 
remotely, and employees themselves may 
be a little out of practice in observing best 
practices when working from home.
       So now is definitely the time to review 
and enhance security around remote 
access to corporate data, at both ends of 
the connection. Here are our top tips for 
secure remote working for employees, and 
for their employers.

BEST PRACTICES FOR EMPLOYEES
We naturally tend to be more relaxed 
at home, especially when it comes to 
security. After all, we’re in the safety of 
our own homes, so what could go wrong? 
Unfortunately, cyber-criminals are seeking to 
exploit exactly this sort of complacency with 
carefully-engineered phishing exploits and 

threats.  So employees should:
  Passwords matter: it’s a good idea to review and strengthen passwords that you use

for logging onto remote resources, such as email or work applications.
  Be phishing-aware: be wary of clicking on links which look in any way suspicious

and only download content from reliable sources that can be verified. Remember 
that phishing schemes are a form of social engineering so if you receive an email with 
an unusual request, check the sender’s details carefully to make sure that you are 
communicating with colleagues, not criminals. Our research team has uncovered that 
domains related to COVID-19 are 50 percent more likely to be malicious, so make 
sure to cast a critical eye over anything unexpected that pops into your mailbox.

  Choose your device carefully: Many employees use their company computer or laptop
for personal use which can create a security risk. The risk is even greater if you 



CHECK POINT SOFTWARE TECHNOLOGIES
EVAN DUMAS IS REGIONAL DIRECTOR, 

  Trust no-one: Your entire remote access
plan has to be built using the mindset 
of zero-trust where everything must be 
verified and nothing should be assumed. 
Make sure that you understand who has 
access to what information – segmenting 
your users and making sure that you 
authenticate them with multi-factor 
authentication. Additionally, now is the 
time to re-educate your teams so that 
they understand why and how to access 
information safely and remotely.

  Every endpoint needs attention: In a
typical scenario you might have people 
working on desktops inside the office. 
Assuming that their devices aren’t going 
home with them, you now have a slew 
of unknown devices which need access 
to your corporate data. You have to 
think ahead about how to handle the 
threats posed by data leakage, attacks 
propagating from device into your 
network, and you need to ensure that the 
overall security posture of the devices 
are sufficient.

  Stress-test your infrastructure: In order to
incorporate secure remote access tools 
into your workflows, it’s critical to have a 
VPN or an SDP. This infrastructure must 
be robust, and should be stress tested to 
ensure that it can handle a large volume 
of traffic, as your workforce shifts gears to 
work from home.

  Define your data: Take the time to
identify, specify and label your sensitive 
data, in order to prepare for policies that 
will make sure that only the appropriate 
people can access it. Make no assumptions 
about previous data management and take 
a granular approach which will serve you 
well once remote access is fully enabled. 
No one wants to accidentally provide the 
entire organisation with access to HR.

  Segment your workforce: Run an audit
of your current policies relating to the 
access and sharing of different types of 
data. Re-evaluate both corporate policy 
and your segmentation of the teams within 
your organisation, so that you can rest 
assured that you have different levels of 
access which correlate with the various 
levels of data sensitivity.

These cornerstones of remote access security 
will help organisations better protect their data 
and networks against threats and interception 
at both ends of the connection. 

use a personal computer for work purposes. If you have to use a home or personal 
computer for work, talk to your IT team about how to strengthen security – for 
example, by adding a strong anti-virus and security package to it.

  Who’s listening in?  Does your home wi-fi network have a strong password, or is it
open? Make sure it is protected against anyone within range being able to access and 
connect to the network. The same applies to working from a coffee shop or hotel – 
use caution when connecting to public wireless networks. Unsecured networks make 
it easier for cybercriminals to access emails and passwords.

BEST PRACTICES FOR EMPLOYERS
This guide should serve as a starting point for organisations whether their apps and data 
are stored in data centers, public clouds or within SaaS applications.
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N
ot long ago, artificial 
intelligence sounded like 
a science fiction 
prophecy of a tech 
future. Today machine 
learning has become a 
driving force behind 

technological advancements used by people 
on a daily basis. Image recognition is one of 
the most accessible applications of it, and it’s 
fuelling a visual revolution online.
       Machine learning embedded in 
consumer websites and applications is 
changing the way visual data is organized 
and processed. Visual recognition offers 
exciting opportunities similar to the ones 
in science fiction movies that made our 
imagination run wild.
       Image recognition has grown so 
effective because it uses deep learning. This 
is a machine learning method designed to 
resemble the way a human brain functions. 
That’s how computers are taught to 
recognize visual elements within an image. 
By noticing emerging patterns and relying on 
large databases, machines can make sense 
of images and formulate relevant categories 
and tags.
       From image organization and classifica-
tion to facial recognition, here are three of 
the top applications for image recognition in 
the current consumer landscape.  

AUTOMATED IMAGE ORGANIZATION One 
of the most popular applications of image 
recognition that we encounter daily is 
personal photo organization. Who wouldn’t 

like to better handle a large library of photo 
memories according to visual topics, from 
specific objects to broad landscapes?
       Image recognition is empowering the 
user experience of photo organization apps. 
Besides offering a photo storage, apps want 
to go a step further by giving people better 
search and discovery functions. They can do 
that with the automated image organization 
capabilities provided by machine learning. The 
image recognition API integrated in the apps 
categorizes images on the basis of identified 
patterns and groups them thematically.
       Take Eden Photos, a Mac app for photo 
organization, as an example. It uses image 
recognition to offer its users image tags, 
automatic keywording of photos, and auto-
categorization on the basis of visual topics. 
Users can sync their photos’ metadata on all 
devices and get keyword search in the native 
Photos app on their iPhones too.
       Telecoms are another set of companies 
that integrate image recognition to improve 
their users’ experience. They add value to their 
services by offering image organization and 
classification for photo libraries, which helps 
them attract and retain their customers. On 
the customer side, user experience is improved 
by allowing people to categorize and order 
their photo memories.
       An illustration of this application Swiss-
com. The Swiss telecom needed an efficient 
and secure way to organize users’ photos for 
its myCloud online service. With an image rec-
ognition API installed on premise, Swisscom 
now offers its customers a safe feature that 
organizes and categorizes their visual data.   

STOCK PHOTOGRAPHY AND VIDEO A powerful 
commercial use of image recognition can 
be seen in the field of stock photography 
and video. Stock websites provide platforms 
where photographers and videomakers can 
sell their content. Contributors need a way to 
tag large amounts of visual material, which 
is time-consuming and tedious. In the same 
time, without proper keyword attribution, their 
content cannot be indexed – and thus cannot 
be discovered by buyers.  
       Image recognition is thus crucial for stock 
websites. It’s fuelling billions of searches daily 
in stock websites. It provides the tools to 
make visual content discoverable by users via 
search. In the same time, image recognition 
is a huge relief for stock contributors. They 
get automatic keyword suggestions, which 
save them a ton of time and efforts. Image 
recognition can also give them creative ideas 
how to tag their content more successfully and 
comprehensively.
       Keywording software tools have 
integrated with image recognition AI to help 
stock contributors describe and tag their 
content with ease. Such tools analyse visual 
assets and propose relevant keywords. This 
reduces the time needed by photographers for 
processing of visual material. It makes manual 
keywording a thing of the past by suggesting 
the most appropriate words that describe an 
image.

VISUAL SEARCH FOR PRODUCT DISCOVERABILITY 
Visual Search allows users to search for 
similar images or products using a reference 
image they took with their camera or 
downloaded from internet.
       This enables companies to implement 
image-based search into their software systems 
and applications to maximize the searchable 
potential of their visual data. Fashion, home 
décor and furniture online retailers are 
already integrating it in their digital shopping 
experience to increase conversions and 
decreases shopping cart abandonment while 
also offering rich media experience to users.
       Meanwhile consumers are increasingly 
adopting this new search habit and Gartner 
predicts 30 percent increase in digital com-
merce revenue by 2021 for companies who 
redesign their websites and apps to support 
visual and voice search.  The benefits of visual 
search include enhanced product discovery, 
delivery where text searches fail and easy 
product recommendation based on actual 
similarity. 
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 New markets and new ways of
operating can emerge during 
a crisis – discuss with your 
teams and colleagues what you 
‘Can Do’. A positive outlook 
is better than allowing a 
general cloud of doom hanging 
over your teams; purposeful 
optimism needs to be carefully 
nurtured in such times.
 During healthy economic
periods, “holding your ground” 
most likely isn’t enough to keep 
an edge over your competition. 
In times of crisis, when others 
retreat (e.g. through reducing 
staff, hours or operations), 
or are anxious to make their 
moves holding your ground can 
actually give you an advantage. 
Try to stay level-headed and to 
assess pragmatically what can 
be done to hold your ground, 
or even progress into new 
opportunities without putting 
your business at risk.

STAY HEALTHY, CALM AND PATIENT
 There is an abundance of
information out there on how 
to keep the virus out of your 
office, from washing hands to 
cleaning surfaces and objects. 
However, knowing these things 
is one thing, applying them an-
other. An enclosed office space 
can give people the impression 
they’re in a safe space, like they 
feel when they’re at home. This 
can lead to a paradox effect of 
neglect when it comes to basic 
rules of hygiene. Make sure to 
re-enforce such measures, and 
communicate them again and 
again. Use signage as remind-
ers in key places like toilets, 
kitchens, meeting rooms and 
other common areas.
 We need to accept that during
this crisis we need to reduce 
the level of exposure to others, 
contain our social lives for a 
while. This does not only mean 
reducing travel or face to face 
meetings that can be avoided, 
but it also includes the pub visit 
on Friday after work.
 Consider the mental health and
social consequences of all this. 
Address those potential issues 
and offer information and 
support.

So keep the doors open and find 
ways to keep on selling and do-
ing business.
       There are more opportuni-
ties than you think.
       Remember everybody lives 
by selling something. 

H ave you noticed how easy 
it is to get spooked in 
times of crisis and 

uncertainty what with COVID-19, 
bushfires, floods, panic buying and 
climate crisis? Given what we see 
on social media and in the news 
you’d be forgiven for asking ‘Is it 
all over?’
       Well NO, it is not. Far from it.
COVID-19 will pass eventually. 
Yes, it is having a dramatic impact 
on various industries and people, 
especially those involved in inter-
national travel, tourism, confer-
ences/events, hospitality and of 
course, healthcare. This is affecting 
hundreds of thousands of people, 
especially casual workers, here in 
Australia in terms of their liveli-
hoods. Which is why governments 
are delivering stimulus packages to 
help people get through the crisis. 
As communities, we need to pull 
together and do everything we can 
to reduce exposure and the spread 
of the disease.
       It doesn’t mean that the vast 
majority of us have to stop doing 
business with each other. But we 
have a duty of care, to keep our 
businesses open and operating, 
to get money flowing through the 
economy, and to keep our teams 
and customers safe. In fact, this 
is precisely when we need to 
call upon our human creativity, 
ingenuity and community spirit 
to keep the wheels of commerce 
and industry as well as our 

communities rolling on for all our sakes.
       Remember as the old saying goes necessity is the mother of invention.
So how can we keep selling and doing business during COVID-19?
       The good news is many organisations are digitally equipped to keep 
on doing business.
       This is what business owners and leaders need to be considering now:
HAVE A PLAN
 Working from home is a great option, but it is not possible for all roles
or businesses. How flexible can your work arrangements be? Do you 
have a contingency / continuity plan when several employees can’t 
come to work at all anymore?
	How	do	you	handle	an	actual	staff	shortage?	What	if	you	can’t	get	the
resources you need to run your operations delivered? How can you 
keep the impact this might have on your business at bay? Make sure to 
plan for these scenarios, even if the likelihood of your business getting 
into such a situation still seems low. Identify what products and / or 
suppliers can turn into a bottleneck.
	Educate	and	train	your	staff	on	how	to	handle	any	potential	scenarios,
how	to	communicate	internally	and	with	customers	about	the	effects	
this might have.
 Diversify! In the long run, this might be a healthy thing to do anyway.
Too many businesses we encounter are stuck with a very limited num-
ber of key customers/types or suppliers. Whilst limiting the number of 
other businesses you interact and do business with makes life easier in 
general, it may prove dangerous in downswings.
 Have a clear policy in place for employees that suspect to be or are sick.
 Critically assess what risks for disease transmission your work environ-
ment has, and how you can reduce these risks.

STAY IN CONTACT WITH YOUR CLIENTS AND REASSURE THEM YOU’RE THERE FOR THEM
 Let your clients know that you are working on ways to keep things go-
ing i.e. managing supply, keeping them up-to-date, making it easier to 
get access to important information, etc.
 Show them how they can keep buying from you i.e. online ordering,
digital meetings, virtual presentations and pitches.
 Be proactive about communicating what is possible and what isn’t
during	this	time.	Help	your	customers,	staff	and	other	stakeholders	
to get a realistic idea of what goes on. Build trust by being proactively 
transparent. As trust can fade and panic can spread faster than any 
virus, it is critical to nurture trust, reliability and consistency through 
any crisis.
 Conduct your business online if possible. Often it is not technology that
limits	these	options	for	businesses,	but	executives	as	well	as	staff	that	
are falling back behind technological advances and trends. Yes, chang-
ing established procedures, supply chains and processes is annoying 
and bears risks, but not adapting, whether it’s because of a virus, or 
simply because markets change anyway, is far riskier on the long run.

FIND THE BEST WAY TO HAVE MEETINGS, CONFERENCES, TRAINING AND SITE INSPECTIONS, 
AND INTERNAL, SALES AND CLIENT MEETINGS
 You can still meet people in person, just be aware of hygiene factors
– no handshakes, hugs or kissing – see how to greet people in person 
below.
 Use Zoom, Skype, Teams, etc. to conduct (and record) client meetings
– we have done this for some time now especially with existing clients 
–	this	saves	so	much	time,	fuel	and	effort.	We	can	now	all	use	it	for	new	
client meetings as well. With COVID-19 getting closer they switched to 
Zoom meetings and the results were amazing. They still did business 
but without all the time, hassle, money and health risks of travel.

DON’T PANIC, INSTEAD LEARN TO ADAPT TO THE NEW REALITY AND SEE OPPORTUNITIES
 Clever investors, business leaders and salespeople look at downturns in
markets as opportunities to find new ways, new solutions, new 
markets; they look at the evidence at hand, the trends that are emerging 
and see opportunity when many others see disaster. These people 
aren’t idealistic or oblivious. The truth is they are far more aware of 
all the challenges and issues at hand because they keep themselves 
fully informed of what’s happening, and then look for patterns and 
commercially viable opportunities. They understand that selling is the 
vehicle that allows opportunity to flourish and people, businesses, 
economies and societies to prosper.



Dr. Marshall Goldsmith 
was selected as one of the 10 
most Influential Management 
Thinkers in the World by 
Thinkers50 in both 2011 and 
2013. Marshall’s exciting new 
research on engagement will 
be published in his upcoming 
book – ‘Triggers’

LEADERSHIP EXCELLENCE     WITH MARSHALL GOLDSMITH

A
classic problem of 
smart, successful 
people is Adding Too 

Much Value. This bad habit can 
be defined as the overwhelming 
desire to add our two cents to 
every discussion. A slight 
variation on Winning Too Much, 
Adding Too Much Value is 
common among leaders who are 
used to running the show. It is 
extremely difficult for successful 
people to listen to other people 
tell them something that they 
already know without communi-
cating somehow that (a) they 
already knew it and (b) they 
know a better way.
       What is the problem with 
adding too much value?
It would seem like it would be 
better for all concerned if our 
ideas were always improved 
upon. It’s not. Imagine an 
energetic, enthusiastic employee 
comes into your office with an 
idea. She excitedly shares the 
idea with you. You think it’s a 
great idea. Instead of saying, 
“Great idea,” you say, “That’s 
a nice idea. Why don’t you add 
this to it?” What does this do? 
It deflates her enthusiasm; it 
dampers her commitment. While 

Admirals don’t make sugges-
tions. If an admiral makes a sug-
gestion, what is the response? 
“Sir, yes sir.” Their suggestions 
become orders.
       What does this mean 
for leaders? It means closely 
monitoring how you hand out en-
couragement and suggestions. If 
you find yourself saying, “Great 
idea,” and following it with 
“But,” or “However,” try cutting 
your response off at “idea.” Even 
better, before you speak, take a 
breath and ask yourself if what 
you’re about to say is worth it. 
You may realize that you have 
more to gain by not winning 
(adding value)! 

the quality of the idea may go up 5 percent, her commitment to 
execute it may go down 50 percent. That’s because it’s no longer 
her idea, it’s now your idea.

EFFECTIVENESS OF EXECUTION = A) QUALITY OF THE IDEA X B) 
MY COMMITMENT TO MAKE IT WORK.
Effectiveness of execution is a function of a) What is the quality 
of the idea? times b) What is my commitment to make it work? 
Oftentimes, we get so wrapped up in trying to improve the qual-
ity of an idea a little that we damage their commitment to execute 
it a lot. As a leader, it’s important to recognize that the higher 
you go in the organization, the more you need to make other 
people winners and not make it about winning yourself.
       I asked my coaching client J.P. Garnier, former CEO of the 
large pharmaceutical company GlaxoSmithKline, “What did 
you learn from me when I was your executive coach that helped 
you the most as a leader?” He said, “You taught me one lesson 
that helped me to become a better leader and live a happier life. 
You taught me that before I speak I should stop, breathe, and ask 
myself, ‘Is it worth it?’ He said that when he got into the habit of 
taking a breath before he talked, he realized that at least half of 
what he was going to say wasn’t worth saying. Even though he 
believed he could add value, he realized he had more to gain by 
not saying anything.
       The flipside to this concept is that people often take leaders’ 
suggestions as orders. I asked J.P, “What did you learn about 
leadership as the CEO?” He said, “I learned a very hard lesson. 
My suggestions become orders. If they’re smart, they’re orders. 
If they’re stupid, they’re orders. If I want them to be orders, they 
are orders. And, if I don’t want them to be orders, they are orders 
anyway.”
       For many years, I taught this to the students at the new admi-
rals’ school of the US Navy. The first thing I taught them was that 
as soon as they get their stars, their suggestions become orders. 
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 Provide support for
frontline workers, first 
responders and healthcare 
workers, as they fight this 
on the frontlines
 Treat one another kindly in
the stressful time

If you are a business or civic 
leader, I encourage you to join 
this initiative to #LeadBoldly 
to #StoptheSpread of 
COVID-19. 

A coalition of 250 
American CEOs and 
leaders (and growing by 

the hour) are asking our fellow 
business and civic leaders 
around America to #LeadBoldly 
and #StoptheSpread of 
COVID-19.
       We as leaders are doing 
the following, and asking other 
leaders to join us:
 Immediately change our
organization’s policies to 
“work from home” for all 
employees where possible, 
including leaders.
 Do everything we can to
support our frontline 
workforce, our first responders 
and our healthcare workers, 
as they show up for work and 
fight this on the frontlines.

 Ask our employees to stop hosting or attending voluntary/social
public events of ANY size
 Free up time on our calendars to support our state and local
communities as we move through this crisis

We’re encouraging all of our employees, our friends, and our families to:
 Stop hosting or attending ALL voluntary/social public events of
ANY size
 Stop patronizing bars, restaurants, and gyms. That said, please
do what you can otherwise to support small businesses and their 
employees during this tough time — buy gift cards from local 
restaurants to use later this year, support small online retailers, etc. 
(More to follow on specific initiatives to support small businesses — 
please send us your suggestions).
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A
s the Coronavirus 
spreads, it brings new and 
unique challenges to 

organizations in every industry in 
all parts of the world. People are 
working in a time of tremendous 
uncertainty and stress.
       If you’re a leader in this 
unfolding drama, there is no clear 
view of the direction or duration 
of the crisis. The health of people 
near you may be threatened. Gov-
ernment restrictions and actions 
shift daily. The future of your work-
force is unpredictable. Staff are 
increasingly working from home. 
And customers are asking for new 
flexibility or demanding service you 
are not able to offer.
       It’s hard to imagine a time 
requiring stronger leadership than 
now. We watch as other govern-
ment and corporate leaders grapple 
with how to put structure around 
their response, make decisions 
from behind the curve, and com-
municate to inspire and control.
       This calls for a unique blend 
of service and care for others. We 
must keep the enterprise afloat 
while digging deep into our own 
humanity. Care for our families, 
friends and loved ones is first and 
foremost. But we also must provide 
new types of service for our col-
leagues, partners and customers.
       The concept of leadership as 
service is not new. The current 
situation calls it forth with urgency. 
Pandemics naturally pull people 
apart. Fear can overwhelm our best 
intentions. “Social distancing” is 
necessary but potentially isolating. 
Author David Brooks writes: 
“dread overwhelms the normal 
bonds of human affection.”
       The Seven Rules of Service 
Leadership is a guide for leaders 
driving service culture change. 
However, you can use it equally 
effectively during this crisis, as a 
guide for responding to the culture 
changing around you.

01. DECLARE SERVICE A TOP 
PRIORITY A declaration is 
more than a communication. 
It is a clear and unwavering 
commitment, strongly 
articulated. Now is the time 
to declare care and service for 
your people and your customers 
as the top priority. Sustaining 
business during this pandemic 
is important, but the long-term 
welfare of people is most critical.
       As an example, Google’s CEO 
Sundar Pichai sent a company-wide 

fatigue as teams contend with a 
much higher volume of customer 
issues. Or it may be boosting 
morale for staff who suddenly have 
few customers, little work or are 
isolated at home.
       One leader went from hud-
dling with her team once per 
week to twice a day. She holds a 
9am and a 5pm virtual meeting to 
update status, brainstorm solu-
tions, recognize efforts and bolster 
spirits. This small change has big 
payback in team motivation.
       Leading with service now is 
challenging.
       But keeping these rules in 
mind as you plan and respond each 
day will help you succeed.
       Let’s uplift each other and 
strengthen the bonds of human 
affection. 

memo titled “Taking Care of Each Other.”
       He stated: “It’s important that we contribute to fulfil our mission 
and be helpful to people in these uncertain times…Google has an impor-
tant role to play right now…You’ve heard me talk about helpfulness in 
the context of moments big and small, this is one of those big moments.” 

02. BE A GREAT ROLE MODEL How leaders role model in times of 
crisis has enormous impact on the trust and behaviour of the people 
they lead. What you do and say makes a difference. Demonstrating 
confidence, compassion, clarity and concern can keep a team 
productive and emotionally secure.

03. PROMOTE A COMMON SERVICE LANGUAGE Having a consistent 
language about the service you extend during times of unexpected 
change or crisis helps people understand your direction, feel safe and 
trust your priorities.
       Your service language may need to change in two ways. One 
is shifting from the language of your business to adopting a more 
compassionate language focused on the care and well-being of people.
       Football manager Jurgen Klopp’s message to disappointed fans 
read: “Today football matches really aren’t important at all…we don’t 
want games suspended, but if doing so helps one individual stay healthy, 
we do it no questions asked…If it’s a choice between football and the 
good of society, it’s no contest.”
       Your language of service may also need to adjust to what customers 
suddenly value most. Airlines have shifted from the language of 
inspirational experience — promoting pampered luxury — to a service 
language of education about enhanced cleaning and disinfection 
measures used for your protection.
       Likewise, a local brew pub shifted their social media photos of 
happy customers drinking beer, eating ribs and playing games to a photo 
of a sparkling clean taproom with the caption: “we pride ourselves on 
keeping our brewery pristine” and offering new take out options.

04. MEASURE WHAT REALLY MATTERS While standard business 
measures may continue, temporary measures to ensure focus on 
declared priorities are needed while weathering the virus.
       A major bank announced temporarily waiving monthly payments for 
customers facing financial distress due to the virus, trading short-term 
profit for long-term loyalty.
       A sales organization adjusted internal targets considering the 
changing economy to keep staff motivated and focused.
       And in a past crisis, one organization measured and recognized the 
number of new ideas generated by staff to help them emerge from the 
crisis successfully.

05. ENABLE AND EMPOWER YOUR TEAM High control tactics may be 
necessary when responding to emergency situations. But where can 
you empower teams now to help you innovate and succeed? 
       One social club’s security team quickly worked to change the entry 
process, eliminating the need for members and staff to pass membership 
and towel cards back and forth by hand, which spreads germs.
       And the training teams from many organizations are rapidly 
innovating to convert standard in-person events to online formats, 
testing new platforms and content design along the way.

06. REMOVE THE ROADBLOCKS TO SERVICE Quick action may be needed 
to remove barriers to service now required. Systems and policies can be 
reviewed to find changes to meet the new concerns of clients and staff.
       For example, many airlines have waived fees for travellers making 
last minute changes. Hotel chains are loosening cancellation policies and 
retaining points or membership status that otherwise may have expired.
       Early on, some companies relaxed work-at-home policies, providing 
flexibility to stay healthy and care for families. (This has now become 
mandatory for many workers.)

07. SUSTAIN FOCUS AND ENTHUSIASM (AND RESILIENCE)
Leaders must maintain the energy of teams. This may be combating 
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AskGaryVee     GARY VAYNERCHUK

M ost businesses really need 
to adjust their mindset 
when it comes to hiring 

and firing employees.
       So many are obsessed 
with short-term performance, 
“numbers” and quarterly targets. 
But to build a real long-term 
business, it takes much higher-level 
thinking.
       It’s about focusing on overall 
culture and continuity over short-
term financial performance.  

WHY GOOD PERFORMANCE DOESN’T 
MAKE UP FOR BAD BEHAVIOUR
What a lot of people don’t 
understand is, speed in business 
comes from great internal culture. 
The biggest things that will 
make your company go fast is 1) 
continuity and 2) lack of politics.
       That’s why it doesn’t matter 
how “great” an employee’s 
numbers are if he or she makes all 
the other employees miserable. If 
they constantly spread negativity 
or drag other employees down, it 
doesn’t matter to me how good 
they are on paper.
       If you’re the CEO of a 
company, it’s imperative that you 
go audit every single employee 
in your company, and figure 
out which ones make the other 
employees miserable.
       It doesn’t matter if it’s your 
number one salesperson, your best 
developer, or even your co-founder.
       Cancer spreads.

And if you have people in your company that are cancerous, you have to 
get rid of them no matter how much revenue they bring in.
       It comes down to a couple of reasons:

01. IF YOU DON’T FIRE EMPLOYEES WHO ARE TOXIC, 
THEY WILL SLOW YOUR COMPANY DOWN
In a world where competitors are so quick to copy product features, the 
speed of product output matters over everything else.
       And if you have toxic employees within your organization, you’ll 
have other employees who are scared to have meetings with them. You’ll 
have people who are spending time navigating discussions with those 
employees than actually executing.
       Your people will be spending time on politics. Not on execution.
When you build a culture where people feel safe and excited to come to 
work, they won’t worry about dealing with other employees as much.
       When they’re not spending any time worrying, they’re spending 
time executing. If they don’t have to spend 15 minutes a day bickering 
or figuring out who’s trying to “ruin” them, they’re free to come up with 
new ideas and actually do the job they were hired to do.

02. EMOTIONAL INTELLIGENCE IS WAY MORE IMPORTANT 
THAN TECHNICAL SKILLS
We are at the dawn of an era where emotional intelligence will become a 
very, very important trade.
       Technical skills are being commoditized more and more every day. 
To me, the differentiator between employees in the future will be how 
they’re able to work with other people, and their level of EQ.
       EQ is hard to measure and quantify, but it can be a disproportionate 
advantage in business. For me, it has helped build leverage with my 
customers – whether they’re buying a bottle of Wine at Wine Library, or 
whether they’re clients at VaynerMedia.
       EQ can be the differentiator that leads to continuity within an 
organization. For example, if someone’s performance is constantly bad 
on paper and they have a high salary, most managers and leaders might 
think about letting them go.
       But what if that person is the emotional support for three other 
people in the organization who are driving most of the sales? What if 
that person is someone who other employees can come to when they 
have personal issues or problems?
       These are the types of employees that make the entire engine run, 
and most business just don’t recognize it.

“But shouldn’t bosses think about WHY toxic employees behave the 
way they do? What if their personality is just a reaction to the overall 
company culture, which is also toxic?”

If you’re an employee in a company 
where the overall culture is toxic, 
then the best option is to leave.
       There’s sadly not much you 
can do to change the culture of 
an organization when you’re an 
employee. Culture is something 
that’s dictated from the top down.
       If the CEO and upper 
management aren’t building the 
right culture, there’s unfortunately 
not much you can change.

“If an employee is toxic, shouldn’t 
you spend time trying to correct 
that behaviour first? Why would 
you fire them outright?”

Sure, I’m a huge fan of giving 
people more than one chance.
       We’re not in the one, two, or 
three strike policy at VaynerMedia. 
I always try to sit down with 
people, give feedback on their 
performance, and break through 
to them and penetrate any lack of 
self-esteem or negative upbringing. 
I try to get them to a place where 
they can perform well and get 
along with the other employees 
they work with.
       But my biggest concern is, 
what happens if the employee fails 
again? What if they fail a second, 
third, or fourth time? What if they 
continue to make the other employ-
ees they work with miserable?
       Do you “look the other 
way” because they’re bringing in 
revenue or because they’re a key 
part of your organization?
       If you’re a CEO who does, 
then you can’t say that you value 
good culture.
       Because you don’t. 



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

55

SUCCESSFUL ENTREPRENEURSHIP     WITH DAVE KURLAN
   COLUMN      

G
iven the current 
circumstances – a global 
pandemic and an 

economy where so many 
industries have been shut down or 
compromised - selling value will 
be more important than ever. 
       The result of selling value 
is that you are able to win the 
business despite not having the 
best price. But when we talk 
about selling value, what does it 
really mean?
       One sales expert who reached 
out to me last week was worried 
that when we are focusing on 
the Value Selling Competency, 
uninformed salespeople interpret 
that as an invitation to present the 
company's value proposition. They 
see it as an opportunity to show 
and tell and talk about capabilities. 
He's right. Most salespeople will 
seize on an opportunity to share 
what they know because it is so 
much easier than asking lots of 
tough, timely questions. Let's take 
a look at the science. 
       Objective Management Group 
(OMG) has evaluated or assessed 
1,960,765 salespeople. In the table 
below, you can see the percentage 
of salespeople who are strong in 3 
Sales Core Competencies, and the 
average (Sales DNA) of 6 others 
that impact Selling Value, sorted 
by group. 

Selling value will help your 
company navigate the economic 
ripple effect from the coronavirus. 
You'll not only continue to 
generate revenue, you'll be able to 
maintain your margins too.  

       This isn't a pretty picture because it basically shows that except for 
the top 5 percent, most salespeople suck at selling value.
There are four reasons for this:
 They aren't following or using a sales process that supports Value
Selling – only 45 percent of all salespeople have Sales Process as a 
strength.
 They aren't using a consultative approach and value selling
won't work without one – only 15 percent of all salespeople have 
Consultative Selling as a strength.
 Their Sales DNA doesn't support consultative or value selling – only
28 percent of all salespeople have Sales DNA as a strength
 The company hasn't been decisive about not discounting - it sends
conflicting messages.

You can't really get salespeople to properly and effectively sell value 
until they have been trained on sales process, consultative selling and 
been coached up on Sales DNA.
Circling back to the sales consultant who reached out last week, I 
suggested that selling value uses a consultative approach where:
 The consequences of the problem were monetized or quantified and
the solution is a fraction of the cost.
 The salesperson, as a result of their care, concern and expertise,
becomes the value.
 The salesperson is valued as a trusted advisor compared to
competitors who are mostly viewed as vendors.

GROUP
ALL SALESPEOPLE 
TOP 5 PERCENT OF ALL SALESPEOPLE 
LESS THAN 2 YEARS EXPERIENCE 
MORE THAN 10 YEARS EXPERIENCE 
BOTTOM 50 PERCENT OF ALL SALESPEOPLE 

SELLING 
VALUE

41% 
97% 
6% 
53% 
11% 

SALES 
PROCESS

45% 
85% 
29% 
53% 
27% 

CONSULTATIVE 
SELLING

15% 
60% 
6% 
20% 
3% 

SALES 
DNA

28%
100%
11%
37%
1%
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money will leave you short of cash needed for marketing, inventory, 
equipment, or to add key staff, it may be a better idea to lease.
 Space is valued by the cost of the property or of the lease. Space also
should be valued in the context of growth. One should determine for 
how many years the space can support future business based on the 
company’s growth plans. If the business will outgrow the space soon 
after the purchase, one must add all associated costs of moving or 
adding space (if possible) to the cost of the deal.

EQUIPMENT: The value of production and material handling equipment is 
typically calculated by its original cost less depreciation.
 Equipment originally purchased for $30,000,000 many years ago may
have a present book value that is considerably less and that value must 
be determined based on local accounting rules.
 The operational value of the equipment (its ability to provide required
productivity levels to meet present and future customer service 
requirements) is far more important than the cost of the equipment. 
The equipment must provide your company with a competitive edge or 
you will have to upgrade (and at what cost) to be competitive.
 Obsolete equipment will be detrimental as is that which is too expensive.

INVENTORY: 
 Most businesses determine the value of the inventory whether for
products for sale or for raw materials by reviewing the invoices for their 
purchase and then taking a physical inventory to ensure the amount 
on hand for each item matches the quantity listed in the company’s 
perpetual inventory.
 When analyzing inventory one must establish the relevance of the
inventory as well as the dollar cost. Obsolete material, last year’s 
model, and overstock (whether too much was purchased for a deal or 
if sales amounts dropped after purchase) will all reduce the value of 
the business. An inventory aging report is essential to determine non-
saleable products and/or overstock.
 If 25% of the inventory value is for items no longer saleable or for
overstock that will take a very long time to sell, the value attributed 
to inventory as part of the purchase price of the business should be 
reduced by 25%. The real value of inventory is that of better selling 
items in proper quantities.

STAFF: It is one thing to determine the cost of the staff by reviewing 
payroll records but the real value of the staff should be judged by its 
relative productivity, contracts, and rules.
 Having lower cost workers is irrelevant if they under produce the
competition and labor costs per unit are too high.
 One must benchmark the cost per unit produced vs. either industry
standards or that of similar businesses in the same locale to judge the 
staff’s real value.

 Employee contracts must be
examined to ensure that key 
employees will remain with the 
company after its purchase and 
to determine future obligations 
to them.
 Capabilities of key employees
must be ascertained. If they are 
not capable of producing desired 
results for the way you will be 
running the business, they may 
have to be replaced or additional 
staff may have to be added, both 
adding to the cost of the business
 Union agreements (if applicable)
must also be examined to de-
termine future obligations both 
monetarily and otherwise, what 
will your power position be?

TECHNOLOGY: Business 
management, operations and 
communications software and 
hardware must be valued by how 
well they support both current and 
future business requirements to 
determine their real value.
 A gap analysis must be
performed to determine if and/
or when current software should 
be modified or replaced. To do 
this, each key function that is 
required from the particular soft-
ware is measured by how well 
and how complete the software 
supports all user requirements. 
A “gap” defines missing func-
tionality and/or capability.
 Many companies make a mistake
by performing the gap analysis 
for current business require-
ments only. Proper gap analysis 
should be performed to meet 
future business requirements 
and volumes so as the business 
grows the systems purchased will 
provide proper support for the 
foreseeable future.
 The same holds true for IT
hardware. Servers should be 
sized for future business models 
and volumes, bar code scanners 
might have to accept RFID 
or other new technology in 
the future as well, and printer 
capabilities, specifications, and 
volumes may dictate higher level 
equipment.
 The cost for any additional IT
equipment needed immediately 
or in the near future should be 
added to the purchase price of 
the business

By benchmarking all key variables 
one can determine the proper 
price to pay for a business. 

I
f one is buying a 
manufacturing, wholesale, 
distribution, mail order, 

or on-line business it is important 
to benchmark key variables to 
determine the true value of the 
company. Key variables include the 
property (whether leased or 
purchased), equipment - storage, 
material handling, automation, and 
manufacturing as applicable, 
inventory - products for sale and/or 
raw materials and supplies as 
applicable, staff - payroll costs, 
employee contracts, employee 
proficiency, and technology 
(hardware, software, and 
accessories).

PROPERTY: When considering a 
business for purchase, the value of 
the total property or of the lease 
is a prime factor. Considerations 
should include:
 The cost of the property
compared to similar properties 
in the same locale or the cost and 
length of the lease vs. comparable 
properties in the same locale to 
determine the relative property 
value for your situation.
 Cash flow – if the added cost to
own the building will consume 
your available cash and/or the 
additional money to be borrowed 
and the cost of borrowing the 
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ULTIMATE PRODUCTIVITY     WITH JIM STOVALL

Jim Stovall has been a 
national champion Olympic 
weightlifter, president of 
an Emmy Award-winning 
television network, and a 
highly sought after author 
and platform speaker. He was 
chosen as an International 
Humanitarian of the Year, 
joining Jimmy Carter, Nancy 
Reagan, and Mother Teresa as 
recipients of this honour.

I have long believed that 
we are all only as big as 
the smallest thing that it 

takes to divert us from our goals 
and our destiny.
       We live in a complex, high-tech 
world that requires many tools 
and accessories we use on a daily 
basis. Whether it’s our computer, 
our sophisticated automobile, or 
our multi-functioning cellphone, 
21st century humans become lost 
without these items that started 
out as luxuries but have rapidly 
become necessities. These items 
become obsolete at an alarming 
rate and need replacing or 
repairing at a moment’s notice.
       In the process of writing these 
weekly columns, I do quite a bit of 
research. Occasionally, I will run 
across some research and statistics 
that simply defy belief. Following 
are some current financial 
statistics that were gathered in 
the process of a survey done by 
the Harvard Business School. 
The results of this survey caused 
me to have to catch my breath, 
then double and even triple check 
before drafting this column.
 Over half of Americans cannot
raise US$2,000 within 30 days 
from all sources, including 
savings, emergency funds, credit, 
or even family and friends. 
 Twenty-five percent of households
earning from US$100,000 to 
US$150,000 could not come 
up with the same US$2,000 
within 30 days from all available 
sources, including their family 
and friends. 
 Forty percent of Americans will
never save the first dollar for their 
retirement.
 The average retirement fund
in America has approximately 
US$35,000 in it. This would 
only generate a little over 
US$100 a month throughout 
a long retirement before it was 
completely exhausted.
 Twenty percent of American
households have no savings at all.
 Approximately half of all
Americans die with no assets and 
leave liabilities behind.
 The average American household
debt is currently US$118,000.

If you live in a home, drive a car, 
use a computer, or depend upon 
a cell phone, it’s only a matter of 
time until you face a major repair 
or replacement bill. A visit to a 
doctor’s office or a pharmacy for a 
relatively minor ailment or illness 

like a mountain range.
       As you go through your day 
today, create a financial buffer 
between you and modern-day minor 
financial distractions by creating an 
emergency fund.
       Today’s the day! 

can cost hundreds or even thousands of dollars. These are not the trag-
edies or disasters that traditionally we buy insurance to protect us from. 
These are daily occurrences that are definitely headed in your direction.
       I have the opportunity through my speaking engagements and spe-
cial events to work with many billionaire and multimillionaire families. 
They live wonderful lifestyles and create great opportunities for their 
families, loved ones, and causes that matter to them. No matter how 
much wealth you may accumulate, however, the most satisfying and re-
warding asset you will ever have is not a mansion, a sports car, or expen-
sive jewelry. It is, instead, a fully-funded emergency fund. You can take 
the looming disasters that most Americans who comprise the statistics 
above are facing and turn those disasters into minor annoyances simply 
by having an emergency fund available to you at all times.
       Most financial experts agree that an emergency fund should have 
three to six months of your regular income. While I agree that this would 
be an optimal amount for an emergency fund, most Americans would 
benefit greatly from having just one month’s expenses in an emergency 
savings account. If you can only save eight percent of your income each 
week, you will reach this initial goal of having one month’s income in a 
savings fund within a year.
       The average American household income is a little over US$40,000 
annually. After taxes and regular withholdings, the take-home income 
for this average family is approximately US$2,800 per month. If this 
average family would save only US$50 per week, they would at least 
have a minimal emergency fund set aside within a year, and then every 
time the car makes a strange noise, the roof begins to drip, the computer 
screen goes blank, or worse, when a child begins to cough, their first 
thought would not involve an immediate financial panic.
       To reach our goals in life, we’ve got to have daily focus and 
intensity. This is impossible to do if every minor bump in the road looks 
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ocated along 
the strategic 
Madura Strait, 
Surabaya is 
Indonesia’s 
second largest 
city, and one 

of the earliest port cities in 
Southeast Asia. The city can 
trace its roots back to the 
kingdom of Majapahit, where it 
was a key coastal settlement in 
the maritime kingdom’s string of 

BY 
ONG XIANG

HONG

   BUSINESS TRAVEL      

until independence that Batavia 
(now Jakarta) overtook Surabaya 
in importance.
       Today, Surabaya retains 
its importance as a port 
city and main commercial 
centre of East Java. From its 
port is shipped the riches of 
the island of Java, including 
sugar, as well as coffee, 
tobacco, teak, cassava, 
rubber, spices, vegetable oils, 
and petroleum products. 

       Surabaya is also Indonesia’s 
greenest city, with the city 
government winning many awards 
in the field of environment and 
city planning such as the ASEAN 
Environmentally Sustainable 
City Award and the Lee Kuan 
Yew City Prize. Visitors can 
immediately see this in tree-lined 
boulevards and roads, which 
are lined with large, older trees 
– a rarity in rapidly-developing 
Southeast Asia.

ports on the Java Sea.
       In the 18th and 19th 
centuries, Surabaya was the 
largest city in Dutch East Indies. 
It became a major trading 
centre under the Dutch colonial 
government, and hosted the 
largest naval base in the colony. 
Surabaya was also the largest city 
in the colony serving as the centre 
of Java's plantation economy, 
industry and were supported by 
its natural harbour – it was not 

L

SURABAYA: 
GREEN CITY OF 

EAST JAVA
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GETTING IN
Surabaya’s Juanda Airport 
(IATA: SUB) is the second 
busiest in the country after 
Jakarta's Soekarno-Hatta, with 
very frequent flights to other 
major Indonesian cities, as well 
as international destinations 
including Singapore, Kuala 
Lumpur, Penang, Johor Bahru, 
Hong Kong, Taipei, Jeddah and 
Bandar Seri Begawan.
       The airport is relatively 

SEE AND DO

close to the city, which is 
about a half-hour’s drive 
away. There is an airport bus 
service, but the bus station 
is hectic and is only slightly 
closer to the city centre than 
the airport. Thus, taking the 
taxi is recommended.
       Alternatively, you can also get 
in by sea. The main ferry terminal 
is Tanjung Perak, located about 
4 kilometres away from the city 
centre. The main ferry company, 

easy to hail. Ride-hailing apps 
like Grab and also available 
in Surabaya.
       Public transport is also not 
as developed as Jakarta. Buses 
and minibuses are confusing if 
you don’t understand Bahasa 
Indonesia – not to mention 
crowded. Commuter city trains 
are extremely limited, serving 
only a small part of Surabaya 
and its exurbs of Sidoarjo, 
Pasuruan, and Lamongan.

Pelayaran Nasional Indonesia, 
runs passenger ships from a large 
number of port cities throughout 
Indonesia, including to and from 
neighbouring Bali.

GETTING AROUND
Though not as infamously 
congested as Jakarta, Surabayan 
traffic can be chaotic and difficult 
to navigate for newcomers. Taxis 
are the best option to get around 
town, as they are plentiful and 

HOUSE OF SAMPOERNA Located in old 
Surabaya, this stately Dutch colonial-style 
compound was built in 1862 and is now 
a preserved historical site. The complex 
offers a museum, an art gallery, a cafe as 
well as souvenir shops. 

MONUMEN KAPAL SELAM The Pasopati, a 
Soviet-built Whiskey-class submarine has been 
preserved as a unique attraction since its de-
commissioning in 1990. Visitors can tour the 
cramped interior, peek through the periscope 
and even climb into the torpedo tubes.

BUNGKUL PARK Surabaya is one of the 
greenest cities in Indonesia, and nowhere 
is that exemplified more than Bungkul 
Park. It was awarded the Asian Townscape 
Award 2013 from the United Nations due 
to its excellent facilities (including free Wi-
Fi) and upkeep of the grounds.

PASAR AMPEL This is a market located in 
the city’s Arab quarter, selling a selection 
of herbs and spices as well as dried fruits 
and dates, perfumes, jewellery, clothing, 
and all manner of snacks. At the end of 
the main narrow lane is the mosque and 
grave of one of the nine Muslim saints of 
Java, Sunan Ampel.

MASJID CHENG HO Named after the 
Chinese admiral who led the Ming 
Dynasty treasure fleet, this mosque was 
built in 2002, in a blend of Islamic and 
Chinese architecture. 

TROWULAN Trowulan is an archaeological 
site, reputed to be the capital of long-lost 
Majapahit. Excavations in and around 
Trowulan have shown that parts of the 
Hindu-Buddhist settlement still lie buried 
under several metres of mud and volcanic 
debris. Several temples at the site have 
been restored, while most relics have been 
moved to nearby Trowulan Museum. 
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WATCHES: 
TRADITIONAL VERSUS MODERN

BY 
JORDAN

LOW

TRADITIONAL 

ROLEX SUBMARINER 

R
olex’s iconic Submariner is the 
archetype of the modern 
sports watch. Equipped with a 

timing bezel, luminous hands, and 
waterproof to 300 metres, the Sub is 
equally at home in or out of the water. 
It’s also available in gold, but the stainless 
steel models are the more desirable ones.

GRAND SEIKO SBGA211 ‘SNOWFLAKE’ 

J
apanese watchmaking is 
every bit as good as the 
Swiss, and Grand Seiko is 

here to prove it. The SBGA211, 
nicknamed the Snowflake, has a fine 
textured dial, crisp case finishing, and 
the innovative Spring Drive which 
combines the accuracy of quartz with 
the artistry of a mechanical movement.

PATEK PHILIPPE CALATRAVA 

W ith clean lines and elegant 
styling, the Calatrava is the 
essence of a dress watch. It 

is an all-time classic, with a hand 
wound movement, Bauhaus-inspired 
design, case slim enough to disappear 
under a shirt cuff – and a price as 
stratospheric as it is understated.



T
he new crop of smartwatches can set reminders, read your messages, measure heart rate…among other, hundreds of 
functions. But the traditional watch is not dead – far from it. Symbols of beauty and prestige, a watch is an accessory 
that says a lot. Which one would you choose?

MODERN

APPLE WATCH 

T
he smartphone juggernaut’s 
offering revolutionised the 
idea of a watch – it tells time, 

as well as combining a whole host of 
fitness and productivity functions. Now 
in its fifth iteration, the Apple Watch is 
so successful that it outsold the entire 
Swiss watch industry in 2019.

FOSSIL HYBRID HR

T
his smart watch is for 
people who don’t want 
to be seen wearing a 

smart watch. With its physical 
watch hands and number markings, 
the Hybrid HR may look like a 
traditional watch at first glance, but 
an e-ink display and fitness tracker 
makes it a true smart watch.

TAG HEUER CONNECTED 

T AG Heuer’s Connected is 
a Swiss offering in the 
smart watch sphere – a 

rarity given the Swiss love of 
horological affairs. More known for 
their racing chronographs, TAG 
Heuer’s model combines smart 
watch functionality with Swiss luxury 
touches like ceramic bezels, sapphire 
glass, and a faceted finish. 



MUSIC MOVIEBOOK

THE SPLENDID AND THE VILE 
BY ERIK LARSON

O
n Winston Churchill's first day 
as prime minister, Hitler 
invaded Holland and Belgium. 

Poland and Czechoslovakia had already 
fallen, and the Dunkirk evacuation was 
just two weeks away. For the next twelve 
months, the Nazis would wage a 
relentless bombing campaign, killing 
45,000 Britons and destroying two 
million homes. In The Splendid and the 
Vile, Erik 
Larson gives a 
new and 
brilliantly 
cinematic 
account of 
how Britain's 
most iconic 
leader set 
about unifying 
the nation at 
its most 
vulnerable 
moment, and 
teaching 'the 
art of being 
fearless.'

MAMBA MENTALITY B
BY KOBE BRYANT

T
he Mamba Mentality is Kobe 
Bryant's personal perspective of 
his life and career on the 

basketball court and his exceptional, 
insightful style of playing the game; a 
fitting legacy from the late Los Angeles 
Laker superstar. In the wake of his 
retirement from professional basketball, 
Kobe "The Black Mamba" Bryant decided 
to share his vast knowledge and 
understanding of the game to take 
readers on an unprecedented journey to 
the core of the legendary "Mamba 
mentality." 
Citing an 
obligation and 
an opportunity 
to teach young 
players, and 
devoted 
students of the 
game how to 
play it "the 
right way,"

CRONOS 
BY JO BLANKENBURG

J
o Blankenburg is a German composer 
based in Los Angeles. He writes music 
for film and motion picture advertising. 

Some of his most popular tracks have been used 
in the advertising campaigns of The Hunger 
Games, Harry Potter and the Deathly Hallows, 
X-Men: First Class, and How To Train Your 
Dragon among many others. Jo Blankenburg's 
new album "Cronos" takes you to a wonderful 
and epic journey. Utilising heart-pounding 
orchestral scores, this album ensures that you 
will be pumped up and ready to get things done, 
be it work, exercise, or any other activity.

KILL OF BE KIND 
BY SAMANTHA FISH

T
raversing rock, blues, R&B, soul and 
country-soul, Kill or Be Kind puts 
Fish’s high, plaintive voice and slicing 

guitar in the service of emotionally direct songs 
she co-wrote with noted tunesmiths. The title 
song’s punchy horns, electric piano and 
tempting groove evoke classic Memphis soul. 
probably the best new rock song we’ve heard all 
year, and maybe for a few years. In a time where 
the rock genre of music has been relatively 
tame, Fish shows us the totality of her versatil-
ity, expression, solid guitar skills and on-stage 
prowess fuse into a dynamic package.

ANTLERS
Cast: Keri Russell, Jesse Plemons, Jeremy T. Thomas

P
roduced by legendary industry name , 
Guillermo del Toro, Antlers is a 
science fiction horror film that is 

based on Nick Antosca’s short story “The Quiet 
Boy”. It Tars Keri Russell as a teacher in a 
small Oregon town and her brother, the local 
sheriff, both of whom become concerned over 
one of her students. This boy appears to be 
keeping a supernatural creature in his house 
that causes severe disasters. Based on del 

Toro’s track 
record of 
creating 
mind 
bending and 
unnerving 
imagery, 
such as his 
acclaimed 
“Pan’s 
Labyrinth”, 
viewers will 
be in for a 
wild ride of 
scares with 
this film.

NO TIME TO DIE
Cast: Daniel Craig, Rami Malek, Lea Seydoux

N
o Time to Die is a forthcoming spy 
film and the twenty-fifth instalment in 
the James Bond film series. It stars 

Daniel Craig once more and for the final time. 
Craig’s performance as Agent 007 has been 
exemplary over the years and this film will be 
his magnum opus for the character. No Time to 
Die will take place five years after the previous 
Bond film, featuring an aged and retired James 
Bond who is enlisted by his CIA friend to find a 

missing 
scientist. 
Cary Joji 
Fukunaga 
will be 
helming this 
project; a 
relative 
rookie as a 
movie 
director, but 
a renown 
veteran in the 
making of 
short films. 
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N
iccolo Machiavelli, the 
Renaissance 
philosopher who 
asserted that politics 
have no relations to 
morals, would be 
proud that his 

observation on this most important facet of 
our lives continues to be true. 
       It is an open secret that some of 
the most riveting politicians of our 
times, from Indonesia’s Sukarno and 
Suharto, Singapore’s Lee Kuan Yew, and 
Malaysia’s Dr Mahathir, are ardent fans of 
Machiavelli’s works. 
       Good politicians understand that 
populism is the quickest and surest way 
to secure votes and the people’s devotion. 
Give the people what they want – even if 
that would ruin them – and you are more 
likely to get their support. 
       As Machiavelli observed 500 years ago, 
“Men are so simple and so much inclined 

to obey immediate needs that a deceiver 
will never lack victims for his deceptions.” 
Hence you will never find politicians 
teaching anyone to fish, and would prefer 
to just hand out those fishes. 
       But great politicians go one step 
further and understand the other tenet 
of Machiavellism is to divide and rule, as 
perfected by the British Empire.
       The very heart of this strategy is to sow 
distrust, create anger, fear and hatred, and 
to physically separate the subjects of the 
strategy – so that physical interaction and 
coordination become impossible. 
       This was creatively and liberally used 
by the British in Malaya. The various races 
are segregated by profession and geog-
raphy. The Malays became farmers and 
live in rural kampungs, the Chinese were 
encouraged to trade in cities, while the In-
dians worked the rubber estates. To further 
sow distrust – already brewing from the 
physical segregation – the Malay rulers are 

 PERSPECTIVE William Ng is Group Publisher and Editor-in-Chief of Business Media International.  He can be reached at 
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THE POLITICS 
OF RACE

told to tax the Chinese, and the Chinese 
were encouraged to form kongsis. Which in 
turn imposed exorbitant fees for farm prod-
ucts of the Malays to be traded in shops 
and markets controlled by the kongsis. 
       The strategy worked well for decades, 
until the likes of Tunku Abdul Rahman 
and other pioneers decided that it was 
time to break that segregation and to work 
together to demand for independence from 
the British.
       Alas, that temporary truce and co-
operation was short-lived, as politicians 
find it more convenient to fall back on 
Machiavellian tactics to retain power. 
       Decades later, our multi-racial and 
multi-religious society – which could have 
been our most powerful asset, remain our 
biggest stumbling block to moving forward 
as one nation. While we outwardly project 
a united country, inwardly we are as 
fractured as can be as a society. All it takes 
now is the tiniest of shakes for the races to 
break apart. Indeed, the venom that is race 
politics run deep among us. 
       When politicians have failed us and the 
country, as business leaders we must take 
the higher moral ground and resist this 
death trap of race and religion. 
       If one must learn from Machiavelli, 
it is this, “The lion cannot protect himself 
from traps, and the fox cannot defend 
himself from wolves. One must therefore 
be a fox to recognize traps, and a lion to 
frighten wolves.”
       Therefore, be fearless and be careful 
– and be the change that we want for this 
country. 
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