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THAILAND’S TUK-TUKS FACE A CUTTING-EDGE MAKEOVER
nyone who has been to Thailand has most likely seen the
streets filled with the iconic, loud, and colourful threewheeled taxis known as tuk-tuks. The little vehicle has been
a part of Thailand’s cityscape for decades, and now they are due for a
cutting-edge makeover. Commencing in November 2019, a publicprivate partnership will test the nation’s first self-driving tuk-tuk in an

A

efort to nudge Thailand toward the forefront of developing
autonomous-vehicle technology in Southeast Asia. A local start-up,
together with a major investor and support from the Thai
government, will run the months-long trial inside a gated Bangkok
community, with the hopes that what they learn can eventually be
applied to bigger vehicles such as minibuses.

LINE THAILAND HOPING TO HELP BUILD FIRST
THAI UNICORN STARTUP
hai startups are seeing a greater
surge in in investments from larger
funds, global accelerators, and
regional capitalists. As such, Line Thailand has
announced that they have plans to help build
the first Thai unicorn startup within the next 3
– 5 years. "Thailand's startup scene will get a
big boost from larger funding deals in the
Series B round, with more global accelerators
and corporate venture capital players entering
the market," said Jayden Kang, chief of strategy
and head of Line Man at Line Thailand. Over
the past two years, the number of local
startups that are subject to Series B funding
(US$7- 10 million) rose from three to six, and
should the current trend continue, even more
are expected in the following years.

THE RISE OF SOUTHEAST ASIA’S GIG ECONOMY
ue to an increasing shortage of
workers in the employment market,
businesses are turning towards
freelancers or free agents to fill their vacancies.
This creates a ‘gig economy’ that is defined by the
prevalence of short-term contracts or freelance
work as opposed to permanent jobs. A majority
of hiring managers are using freelancers in their
departments primarily to save on costs. Though
in addition, freelancers can drive innovation by
bringing in new ideas and perspectives and help
keep a competitive advantage. According to a
2018 report by KellyOCG, a talent outsourcing
and consultancy group, 65 per cent of global
hiring managers said the gig economy is rapidly
becoming the new norm for how businesses
organise workflow.

D

T

SINGAPOREAN SMEs IN HONG KONG
ARE STAYING PUT
ince early June of this year, Hong Kong
has been wracked in anti-government
protests that has grown increasingly
disruptive with every week that passes. It goes
without saying that many businesses in the city have
sufered greatly from the chaos, especially mainland
Chinese businesses in particular, who have been the
target of the protesters’ ire. As the situation grows
ever bleaker, a ray of optimism can be seen among
the rough. Several Singaporean companies in Hong
Kong remain confident of their ability to do
business there even as the situation deteriorates.
Homegrown brands such as Lunch Actually and
Bonito have expressed optimism that there is still a
demand for their services even with the turmoil.

S
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CHINA’S GROWING APPETITE FOR ARTIFICIAL MEAT
mid growing demands for meat-based foods due to a
devastating swine fever epidemic, China’s search for an
alternative has spawned dozens of startups looking to fill
the void, with dreams of eventually taking on the US players
currently leading the global market. These artificial meat products

A

are being tailor made for Chinese cuisine and is rapidly gaining
popularity among the masses. The boom is fueled partly by surging
meat consumption in China. The average Chinese person now eats
74kg of pork, chicken or beef a year, up 30 per cent in 15 years.
The country has become one of the world's largest meat importers.

ALIBABA REVEALS THEIR FIVE-YEAR GOALS
FOR CHINA’S CONSUMER BUSINESS

FORMER INDONESIAN DIPLOMAT SEEKS TO
BUILD UNICORN

libaba Group Holding Limited has
recently announced that the
company aims to serve over one
billion annual active consumers and achieve
over RMB10 trillion (US$1.4 trillion) annual
gross merchandise volume (GMV) through its
China consumer business by the end of fiscal
2024. Alibaba Group Executive Chairman
and CEO, Daniel Zhang, said that the
company is remaining steadfast on its mission
that it established 20 years ago of making it
easy to do business anywhere. Empowering
merchants with the data technology and cloud
intelligence is essential to fulfill this mission in
the digital age, he stated at Alibaba’s annual
Investor Day in Hangzhou.

ino Patti Djalal, former Indonesian
ambassador to the United States,
recently launched a startup company
called Waqara, a mobile application for the
umrah (minor haj) marketplace. This is a unique
marketplace that few cater to. However, there
have been many alarming concerns about
reoccurring fraud regarding umrah travel
agencies. Waqara seeks to curb this issue by
being the first of its kind in the country to
“guarantee a safe pilgrimage”. Djalal said he
believed the startup could become a unicorn
company in five to six years as the market
potential for umrah would always grow.
However, he added that the challenge would be
convincing people to book their umrah on a
mobile app.

D

A

MALAYSIA’S SHARED PROSPERITY VISION SEEKS
TO BOOST AGRICULTURE SECTOR
he agriculture sector is going to be
important in launching the Malaysian
economy to the next level, Economic
Afairs Minister Datuk Seri Azmin Ali said. With the
number of poverty cases higher in states whose
economies are driven by agricultural activities, the
government needs to correct the imbalance in wealth
distribution and reduce disparity between income
classes, ethnic groups, territories and supply chains,
he added. Resolving these issues are among the core
goals the Shared Prosperity Vision that will be
undertaken by Malaysia in its long-term development
plan for the next 10 years. The plan moving forward
will involve the consolidation of agri-tech and high
skill management that will help boost productivity
and eiciency.

T

Flexibility of space usages
High storage space up-to 30 feet height
Spacious loading area
Floor loading up to 10,000 newton/m2
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POTENTIAL REVIVAL OF MANILA’S TRAM SYSTEM
consortium led by Greenergy Holdings Inc is contemplating the
idea of investing close to US$500 million to build a tram
system in Manila along a 10 kilometre stretch of Roxas
Boulevard’s service road, the same route plied by the old Manila street
trams from the early 1900s. While the project is still awaiting approval

A

from the local government, plans are in place to put a station for every
kilometres. Since the tram is an above-ground mass transportation
system, the project could potentially be executed quickly. This provides an
opportunity for the developers since insuicient mass transportation has
been frequently cited as the cause for the traic gridlock in Metro Manila.

ITALIAN COMPANIES ARE LOOKING TOWARDS
VIETNAM’S AGRICULTURE INDUSTRY

DUBAI ISSUES VIRTUAL COMPANY LICENSES
WITHOUT NEED FOR RESIDENCY

he Italian Government hopes to
promote commercial activities in
Vietnam, especially in the field of
manufacturing and processing agricultural
products, turning Vietnam into a strategic
entrance for trading and investment of Italy in
Southeast Asia, said Italian Ambassador to
Vietnam, Antonio Alessandro. The strategic
partnership between Vietnam and Italy has
witnessed remarkable development in many
fields, especially in economic co-operation. As
one of the world’s leading countries in
exporting technology, machinery from Italy
accounts for the biggest export value from Italy
to Vietnam. In the coming years, many Italian
businesses are expected to head to Vietnam to
open investment facilities and provide
equipment for Vietnamese enterprises.

usinesses and freelancers throughout
101 select countries will now be able
to get a ‘virtual company license’ in
Dubai through which they will be able to conduct
business digitally without requiring a residency.
The move is in line with the third article of the
50-Year Charter of HH Sheikh Mohammed bin
Rashid, which aims to build a ‘virtual commercial
city’ in Dubai. The virtual licence will be
available to businesses in three main categories,
creative industries, technology and services, and
allow businesses to operate in accordance with
the highest international legal standards.

B

T

IT FIRMS RUSH TO EXPAND DATA CENTRES IN KOREA
T companies from both inside and outside
South Korea are rushing to build and
expand their data centres in the nation in a
bid to prepare for increasing demand amid rapid
growth in cloud computing, IoT, and artificial
intelligence markets. Korea has long been regarded as
an optimal location to operate data centres due to its
significant advances in communications technology.
Earlier in 2019, Korean telecommunication
companies launched the world’s first commercial
fifth-generation networks. Big local names such as
Samsung and Naver have been making significant
progress in expanding their data centres over the last
few months. Global companies such as Oracle have
also been speeding up their eforts in the country.

I
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✷ H.E.R MALAYSIA SUMMIT 2019
6 NOVEMBER 2019
SHERATON IMPERIAL KUALA LUMPUR,
MALAYSIA herentrepreneur.com/h-e-rmalaysia-summit-2019
he H.E.R Summit was
born out of the belief that
entrepreneurial women
should gather together, support
each other, and learn from each
other. The H.E.R Summit serves as
a massive networking conference,
where C-Level Executives and local
SME Business Owners can gather
and make meaningful connections.
The conference will play host to 3
full length panels discussing the latest and most relevant topics in the
local and regional business spheres.
While the event is female-centric, it
is not restricted. Men are welcome
and free to join as well.

T

LEVEL UP KL 2019
6 – 8 NOVEMBER 2019
CONNEXION CONFERENCE & EVENTS
CENTRE, KUALA LUMPUR, MALAYSIA
levelupkl.com
outheast has been known
to receive plenty of outsourcing for movie editing
and video game development. Only
recently has the nation begun to develop its own digital industry. Entering its fifth edition in 2019, LEVEL
UP KL is an annual South East Asia
Game Developers conference, organised by Malaysia Digital Economy Corporation (MDEC). Its goal is
to provide an industry business platform for the region’s Game industry
to thrive, bringing in business, technical insights and future-shaping
trends from thought-leader keynotes
and high level panels from all over
the world.

S

CRYPTO EXPO VIETNAM 2019
9 NOVEMBER 2019
WINDSOR PLAZA HOTEL, SAIGON, VIETNAM
vietnam.tradersfair.com
ryptoExpo is a one-day
panel session at the huge
event Traders Fair Vietnam which focused on latest industry trends and crypto currency trading in general. Crypto market is
quite a young market, so there are
new tools and updates every day
which makes it diicult to keep up
with. This event gathers speakers
from not just Vietnam but abroad to
lead people into the industry and ex-

C

✷

pand the crypto currency market.
They will explain the principle of
successful investment, tell what the
investment tools are, share about
the risks and highlight on how it can
be used in crypto market.

9 PHILIPPINE SME BUSINESS
EXPO & CONFERENCE 2019
TH

12 – 13 NOVEMBER 2019
SMX CONVENTION CENTER MANILA,
PHILIPPINES philsme.com
he Philippine SME Business Expo & Conference
(PHILSME) is the Philippines’ largest B2B expo, conference,
and networking event dedicated to
empowering the SMEs in the Philippines. PHILSME is a 2-day business
event presented in an interactive
program featuring an expo, conference, product & business presentations, a technological innovations
village, and other networking activities that provide growth opportunities for SMEs to be competitive in
the Philippines and the ASEAN economic community. The upcoming
9th edition of PHILSME sets to feature over 250 smart business solutions and opportunities, 20 product
& business presentations plus an interactive SME business conference
of over 20 industry talks.

T

✷ 22ND SHARED SERVICES &

OUTSOURCING WEEK

13 NOVEMBER 2019
SINGAPORE
ssonetwork.com/events-ssowasia
he world of Shared Services is evolving faster
than we know, and Asia’s
Shared Services Centres are being
disrupted more rapidly than other
regions for one simple reason: its
worker and cost arbitrage advantage
is gradually losing traction. Alongside market shifts, SSOW Asia returns to focus on community discussions
on
solidifying
Asia’s
competitive advantage in the lobal
shared services map. These discussions include value creation, digital
transformation and change management with the ultimate goal of driving agile business services and Centres of Excellence.

T

VIETNAM FOODEXPO &
FOODTECH 2019
13 – 16 NOVEMBER 2019
SECC, HO CHI MINH, VIETNAM
foodexpo.vn/en/index.php
ietnam Foodexpo is the
most complete food and
food technology ofer under a single roof in Vietnam. Taking

V

Magazine is a supporting media partner for this event.

place alongside Foodtech 2019, the
event is the largest scale of regional
and national food business opportunities. Together, the true objective
of the events is to develop the export
market and improve the quality of
domestic market products in accordance with international standards
for agriculture, fishery and food
industry of Vietnam. In 2018, with
over 600 booths of 456 enterprises
from local and foreign countries,
Vietnam Foodexpo 2018 welcomed
17,641 trade visitors in which 3,158
international visitors comes from 45
countries and territories.

ering of CHina CHat! This is a 2-day
conference dedicated to WeChat
and China digital marketing. CHina
CHat brings together the top industry speakers and experts from
across China and is co-organised by
two of the most widely respected online sources of WeChat information:
China Channel (ChCh) and WalktheChat. The event will feature presentations from top WeChat experts, in-depth and practical
workshops, booth display areas featuring the latest WeChat and China
social products, and panel discussions with experts, brands, KOLs.

SMART CITIES INDONESIA
EXHIBITION 2019
20 – 21 NOVEMBER 2019
SAHID JAYA HOTEL LIPPO,
CIKARANG, INDONESIA tpmi-group.com/
smart-cities-indonesia-expo
n today’s transforming
digital age, eiciency is
king. Businesses throughout the world are incorporating new
technologies and innovations to optimise all aspects of work. This
quest for eiciency is now spreading
into infrastructure and property development. The 3rd SCIEX 2019 is
expected to bring together business
players, government oicials, policy
and decision makers, community
leaders, smart city planners and developers, who are all taking on the
challenge of creating a Smart City.
Take the opportunity to meet and
learn from professionals on how integrated IoT technology can enhance the quality and performance
of urban services such as energy,
transportation and utilities.

I

UXSEA SUMMIT 2019
19 – 20 NOVEMBER
NTUC CENTRE, SINGAPORE
uxsea.org/summit-2019
ust a few short years ago,
the word “designer” usually meant one thing:
graphic design. As demand for digital products has increased, the design market has shifted heavily toward interactivity. These days, a
product must not only look god, it
must display superior usability and
ease of use as well as maintaining
exceptional design. That is where
US designers come in. UXSEA
Summit 2019 is a unique UX Design event bringing UX enthusiasts
together from all over Southeast
Asia. This knowledge sharing and
networking event delivers immense
benefits to the Industry by scaling
beyond Interface Design and addressing End-to-End Experiences.

J

CHINA CHAT 2019
19 – 20 NOVEMBER 2019
THE PLACE, HUANGPU, SHANGHAI, CHINA
eventbank.cn
nterested in WeChat and
China online social marketing? Then you will not
want to miss the third annual gath-

I

2ND INTERNATIONAL CONFERENCE
ON COMPUTATIONAL INTELLIGENCE
AND INTELLIGENT SYSTEMS
23 – 25 NOVEMBER 2019
AVANI ATRIUM BANGKOK HOTEL, THAILAND
ciis.net
he 2nd International Conference on Computational
Intelligence and Intelligent
Systems (CIIS 2019) aims at addressing advances in research on
computational intelligence and intelligent systems, covering topics ranging from enabling technologies to
emerging applications and industrial experiences. CIIS aims to encourage researchers and practitioners to
exchange and share their experiences. Topics include, but are not limited to Knowledge-based Systems,
Machine Learning, Multi-Agent Systems, Clustering, Embedded Systems, and many more.

T
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IDEAS BAR

BY
JORDAN
LOW

FETCH ROBOTICS

A

s the world continues down the road of the digital age, AI and robotics are slowly taking centre-stage. From manufacturing to
delivering a product to a customer's doorstep, the race for ever more eiciency is fierce. Fetch Robotics’ autonomous mobile
robots make it easier to find, track, and move items around warehouses and factories. The robots are also gathering useful data
about everything around them. This data is not only useful in improving eiciency and speed of the robots, but can also serve
as a convenient inventory tool to explain to clients about the inside of factories.

NEATO D7 CONNECTED ROBOT VACUUM
obot vacuums are not exactly a new idea.
However, there are plenty of horror stories on
the internet of robot vacuums getting a little
overeager and bricking themselves on a flight
of stairs. The Neato Botvac D7 utilises
cutting-edge laser mapping technology, similarly found in
autonomous cars, to scan and systematically clean spaces, as
well as avoid any untimely death by staircase. The D7 can
store multiple floor plans and allow you to set no-go lines
from your smartphone without the need to install physical
barriers of any kind.

R

CANON EOS RP MIRRORLESS CAMERA
aving a camera on hand has become so
important in the last decade that now
smartphones all come equipped with a
decent camera. However, sometimes we
need our pictures and videos to be just a
step higher in quality, be it for work or play. The EOS
RP is one of Canon’s best works. It is a mirrorless
camera, equipped with a 26.2 MP full-frame image
sensor and an advanced image processor, it's capable
of capturing photos and 4K video with superb quality.
It is an amazing tool for capturing the picturesque
landscape or that perfect marketing picture.

H
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NOMIKU MEALS
omiku Meals was founded in order to bring healthy,
sustainable, and delicious sous vide food to the table.
Sous vide food was expensive and unwieldy, often only
used by fine dining establishments. Co-founders Lisa
and Abe Fetterman, decided to create their own sous
vide machine that was afordable, well-designed, and powerful. As
the market became more competitive, they started ofering frozen
meals based on recipes devised by Michelin-starred chefs. These
meals with RFID tags that tells the Nomiku device the exact
temperatures it needs to cook the meals at to create the perfect dish.
The company sells the devices at cost and makes money on its food.

N

SAMSUNG GALAXY WATCH
amsung launched its first iteration of
its Galaxy Watch line in August 2018.
Since then, it remains among one of
the best options for tech savvy
individuals in search of a new smart
device. The larger 46mm version of the Galaxy
Watch ofers a rock-solid four day battery life for the
wearable, a rather incredible feat considering most
usually flatline out after just a single day's use.
Overall, The Galaxy Watch is quite the improvement
over the previous generation of Samsung oferings,
particularly the Gear S3 series and the Gear Sport.

S

AUGUST SMART LOCK PRO
oT (Internet of Things) is taking over our homes, oices, and even cities. Everything is now interconnected in our
constantly online world. As such, it is no surprise that security products would also start appearing, allowing us to be
connected and kept up to date with any security breaches around our property. The August Smart Lock Pro is a security
lock that is perfect for home or oice use. It is compatible with most deadbolts, so it can easily make just about any door
an integral part of a connected home setup. A mobile app allows you to manage access to the lock, check its usage history,
and receive notifications when someone opens the door.

I
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COVER STORY

BY
ONG XIANG
HONG
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round this time every year, all eyes are on the
Finance Minister as he tables the latest Budget for
the coming year.
With economic headwinds blowing the
wrong way lately, it was widely expected for
the Government to table another expansionary
Budget. Following the example of last year’s
Budget, which allocated investment for SMEs and
didn’t add any new taxes, this year’s Budget has
largely stayed the course.
Budget 2020, themed “Driving Growth And
Equitable Outcomes Towards Shared Prosperity”,
saw some of the most economically vulnerable groups given focus, especially with
regards to long-term goals aimed at elevating living standards. Education and digital
growth in particular received a huge allocation in order to provide future-proofing for
the future.
Economically, 2020 is widely seen to be a challenging year ahead. Domestically,
high Government debt levels and an ever-increasing wealth gap are plaguing
Malaysians. Externally, the prospect of a full-blown US-China trade war, a cooling
worldwide economy, as well as global strife and tensions present a unique set of
challenges for continued Malaysian economic growth.
In line with the country’s aim of becoming a highly-skilled, high-income nation
and achieving its Shared Prosperity Vision 2030, Budget 2020 also included several
allocations for various groups—from the bottom 40 per cent (B40) income segment, to
corporate Malaysia, public transport, technology, and of course SMEs.

A

BUDGET 2020 IN NUMBERS
TOTAL BUDGET
RM297.02
BILLION

DEVELOPMENT
EXPENDITURE
RM56 BILLION

FISCAL
DEFICIT
3.2 PER CENT

OPERATING
EXPENDITURE
RM241.02 BILLION

GROSS DOMESTIC
PRODUCT
4.8 PER CENT

BUDGET 2020 BREAKDOWN OF EXPENDITURE
SOURCES OF INCOME

EXPENDITURE
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44Main
MainThrusts
ThrustsofofBudget
Budget2020
2020
DRIVING ECONOMIC GROWTH IN THE
NEW ECONOMY AND DIGITAL ERA

INVESTING IN MALAYSIANS:
LEVELLING UP HUMAN CAPITAL

CREATING A UNITED, INCLUSIVE,
AND EQUITABLE SOCIETY

REVITALISATION OF PUBLIC
INSTITUTIONS AND FINANCES

POWERING THE SME ENGINE
As expected, SMEs gained quite a few
benefits from Budget 2020. Due to the
importance of their role in driving the
economy and providing employment,
the government has focused on
elevating SMEs to play a bigger role
in the overall economy. This is in line
with the government’s goal of raising
the share of SME contribution to GDP
from 38 per cent to 50 per cent.
Numerous loans and grants have
been made available for eligible SMEs,
while no new taxes have been levied.
Crucially, despite some talk to the
contrary, the government has no plans
to revive the Goods and Services Tax
(GST) regime.

AMONG THE HIGHLIGHTS FOR SMES ARE:
SME Bank will introduce two
new funds comprising RM200mil
dedicated to women entrepreneurs
and RM300mil to support
Bumiputra SMEs with potential to
become regional champions.
RM70mil set aside for the
Malaysian Digital Economy

Corporation (MDEC) to set up 14 one-stop Digital Enhancement Centres in all states
to facilitate access to financing and capacity building of businesses, especially SMEs.
Market Development Grant (MDG) ceiling by the Malaysia External Trade
Development Corporation (MATRADE) raised to RM300,000 yearly from
RM200,000.
RM550 million to provide Smart Automation matching grants to 1,000
manufacturing and 1,000 services companies to automate their business processes.
50 per cent matching grants of up to RM5,000 for SMEs to digitalise their
operations such as electronic point of sale systems.
RM20 million allocation for Cradle Fund to promote early stage innovations.
RM10 million allocation for Ministry of Entrepreneur Development to focus on
advocacy and awareness for halal certification and halal product development.
To support the local medical device industry, the Government will introduce an
initiative to encourage local producers to upgrade equipment and tools used in
public clinics and hospitals, based on a minimum allocation of 30 per cent.
A palm oil replanting loan fund worth RM550m for smallholders has been launched.
National Fiberisation & Connectivity Plan will adopt public-private partnership
approach involving total investment of RM21.6 billion.
RM25 million allocated to Malaysia Healthcare Tourism Council to strengthen
Malaysia’s position as the preferred destination for medical tourism for oncology,
cardiology and fertility treatments.

TAX HIGHLIGHTS INCLUDE:
The chargeable income limit which is subject to 17 per cent tax rate to be increased
to RM600,000. For this to apply, annual sales cannot exceed RM50 million.
Cost of listing on ACE Market or LEAP Market allowed for tax deduction up to
RM1.5 million on fees to authorities, professional fees and underwriting, placement
and brokerage fees.
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SME Support in Budget 2020

SME SUPPORT IN BUDGET 2020

A 50 PER CENT MATCHING GRANT OF UP TO RM5,000 WILL BE GIVEN TO SMEs TO UPGRADE THEIR DIGITAL OPERATIONS.
RM10 MILLION HAS BEEN ALLOCATED TO THE MINISTRY OF ENTREPRENEUR DEVELOPMENT
TO FOCUS ON DEVELOPING THE HALAL INDUSTRY.
TO ENCOURAGE SMEs TO ENGAGE IN PROMOTIONAL ACTIVITIES, THE MARKET DEVELOPMENT
GRANT (MDG) CEILING BY MATRADE IS RAISED TO RM300,000.
RM50 MILLION WILL BE ALLOCATED TO MY CO-INVESTMENT FUND (MYCIF)
TO ASSIST SMEs THAT HAVE DIFFICULTIES IN GETTING FINANCING.
TAX INCENTIVES GIVEN TO VENTURE CAPITAL AND ANGEL INVESTORS WILL BE EXTENDED UNTIL THE YEAR 2023.

SUPPORTING DIGITALISATION
IN BUDGET 2020

14 ONE-STOP DIGITAL
IMPROVEMENT CENTRES
WILL BE ESTABLISHED IN
EACH
STATE TO FACILITATE
ACCESS TO FINANCING
AND BUSINESS
CAPACITY DEVELOPMENT.

A 5G ECOSYSTEM
DEVELOPMENT
GRANT WORTH RM50
MILLION WILL BE
INTRODUCED.

RM25 MILLION MATCHING
GRANT FUNDS WILL GO TO
PROMOTING MORE
DIGITAL
APPLICATION PILOT
PROJECTS
THAT UTILISE FIBRE OPTIC
AND 5G INFRASTRUCTURE.

MALAYSIA DIGITAL ECONOMY
CORPORATION (MDEC) WILL
BE ALLOCATED RM10 MILLION
TO TRAIN MICRO-DIGITAL
ENTREPRENEURS AND
TECHNOLOGY EXPERTS, TO
BENEFIT E-MARKETPLACES
AND SOCIAL MEDIA
PLATFORMS.

Deductible donations for charity,
sports activities, and projects of
national interest increased and
streamlined to 10 per cent of
aggregate income.
Tax deduction limit for companies
sponsoring arts, cultural and
heritage activities increased up to
RM1 million a year.
Double tax deduction on
expenses incurred by companies
participating in Skim Latihan
Dual Nasional (SLDN) and
Structured Internship Programme
(SIP) approved by TalentCorp to
be extended.
Tax exemption of 100 per cent of
statutory income to be expanded
to any conference promoter or
organiser which brings in at least
500 foreign participants annually.
Incentives for companies in sectors
such as electrical and electronics
(E&E) and tourism for startup
and expansion.
IP-generated income based on
the Modified Nexus Approach
(MNA) derived from patents and
copyright software will be given
tax exemption for a period of up
to 10 years.

BENEFITTING THE PEOPLE
Like the previous year’s Budget,
Budget 2020 is an expansionary one.
Hence, there are plenty of allocations
for equitable growth and assistance for
the most vulnerable in society.

18

COVER STORY

MALAYSIANS@WORK INITIATIVE LAUNCHED TO CREATE
EMPLOYMENT OPPORTUNITIES FOR WOMEN, FRESH
GRADUATES, BLUE-COLLAR MALAYSIANS, AND
VOCATIONAL APPRENTICES.

Investing in
Human
Capital for
Budget 2020

MATERNITY LEAVE INCREASED FROM 60 DAYS
TO 90 DAYS, EFFECTIVE 2021.

ELIGIBILITY FOR OVERTIME EXTENDED TO THOSE
EARNING LESS THAN RM4,000 PER MONTH.

MINIMUM WAGE INCREASED TO RM1,200 PER
MONTH IN URBAN AREAS.

For example, transport has received
a much-needed lift under Budget
2020. Highway tolls will be reduced,
while public transport will be given
a boost in major cities. The fuel
subsidy will also be much more
targeted towards individuals owning
smaller cars and motorcycles.

AMONG THE HIGHLIGHTS
IN BUDGET 2020 ARE:
Civil servants’ cost of living
allowance or COLA to be raised
by RM50 a month starting 2020
for support group, with an
additional RM350 million a year.
To help those who can't come
up with a deposit or obtain
financing to buy a home, the
government will collaborate with
financial institutions to introduce
the rent-to-own (RTO) financing
scheme, where up to RM10 billion
will be provided by financial
institutions.
To ease the financial burden
of parents who enrol their
children in registered nurseries
and kindergartens, individual
tax relief for fees paid will be
increased from RM1,000 to
RM2,000.

The Cabinet will acquire four
highways in the Klang Valley: Shah Alam Expressway (KESAS), DamansaraPuchong Expressway (LDP), Sprint Expressway (SPRINT) and SMART Tunnel
(SMART) to be funded via Government-guaranteed borrowings.
RM450 million proposed to acquire up to 500 electric buses for public transport in
selected cities nationwide
Bandar Malaysia project will now proceed and include a People's Park, with 5,000
units of afordable homes.
Allocation for subsidies and social assistance increased to RM24.2 billion,
including welfare aid such as Bantuan Sara Hidup (BSH). BSH scheme expanded to
cover 1.1 million single individuals aged above 40, earning less than RM2,000 per
month.
Malaysians@Work initiative to create 350,000 jobs and incentivise companies to
hire local workers.

A BUDGET FOR THE TIMES?
In these turbulent times, it is argued that government budgets should be expansionary
rather than focused on austerity. According to macroeconomic theory, government
spending during cooler economic periods can help to boost spending, thus kickstarting
economic activity.
With its plethora of allocations, especially for SMEs and the B40 group, Budget
2020 seems to be doing exactly that. In addition, the boosts for digitalisation in the
Budget are also welcome by all. However, the devil is in the details: it is hoped that the
actual implementation of 5G and fibre optic cables is eicient as well as efective.
For the Malaysians@Work initiative, it is a laudable efort to promote employment of
local Malaysians. Under this initiative, it will provide both wage incentives for workers
and hiring incentives for employers. Among the groups targeted are unemployed
graduates, mothers returning to the workforce, locals replacing foreign workers, and
apprenticeships for TVET courses.
Whether this is a Budget for the times remains to be seen. Will it work to stimulate
the economy in what may be a cooling economy next year? Whatever the case, SMEs
should be aware of government grants and incentives—but not rely on them too much.

REACTIONS TO BUDGET 2020
“We laud the sharper focus on advancing the
nation’s digital transformation, while also
ensuring the benefits will be broad-based,
enabling all segments of society to capitalise
on the country’s enablement of 5G and other
new technologies. This is clear from the
tax incentives for knowledge-based foreign
investors and encouraging a cashless society,
to piloting technology like autonomous
vehicles and blockchain. Further, the enabling
policies for SMEs to embrace digital in running
their business are well thought out. Going
digital is crucial for them to capitalise on the
potential afforded by the regional and global
e-commerce industry.”
Tengku Dato’ Sri Zafrul Aziz
Group CEO of CIMB Group

“Lazada Malaysia applauds the Government’s efforts
towards developing a holistic ecosystem for all
Malaysians to remain at the forefront of the digital
economy. With a large number of Malaysian SMEs
still in the early stages of digital maturity, we believe
that the way forward is to focus on the professional
development of SMEs which begins with the adoption
of digital tools and channels. Lazada also welcomes the
development of infrastructure to improve connectivity
and accessibility to increase the adoption of eCommerce
and facilitate the transfer of goods. Initiatives such
as the National Fibre Connectivity Plan (NFCP) play a
huge role in the growth of e-commerce, as reliable and
affordable connectivity empowers the next generation
of entrepreneurs from previously unconnected areas.”
Leo Chow
CEO of Lazada Malaysia

“The wage increase to RM1,200 for
workers in urban area is inevitable,
given the higher cost of living in
the city. We will have to adjust and
factor in this additional cost to our
product. The budget is already set
and done, we would like to urge the
government to refrain from increasing
the cost of water, electricity and any
other amenities. Overall, we believe
that this is a liveable budget and we
ought to understand the constraints
faced by the Government.”
Denis Low
President of Malaysian Rubber
Glove Manufacturers Association
(MARGMA)

“We welcome the allocation of RM1.1
billion for the Ministry of Tourism, Arts
and Culture (MOTAC) for the Visit Malaysia
2020 campaign, and the continued focus
on promoting “Malaysia Truly Asia” as
part of the Shared Prosperity Vision 2030.
With the influx of tourists expected in
the coming year, a priority for Malaysia
tourism must be ensuring tourism grows
responsibly and sustainably. We believe
that National Budget 2020 represents a
positive step forward in strengthening
Malaysia’s tourism industry.”
Mich Goh
Head of Public Policy,
South East Asia for Airbnb

“In our view, Budget 2020 marks an inflection
point in the Government’s steering of the Digital
Economy. We are turbo-charging Malaysia to
become a nation driven by technology and
innovation by building world-class infrastructures,
investing in people and ecosystems, as well as
implementing various catalytic industry programs
and initiatives. Budget 2020 has fuelled new energy
for us at MDEC. As the lead agency for Digital
Economy, we are determined and committed to
realise the vision of a Digital Malaysia. We believe
2020 will bring the best benefits of the Digital
Economy and Shared Prosperity to all Malaysians.”
Surina Shukri
CEO of Malaysia Digital Economy
Corporation (MDEC)

“Celcom Axiata Berhad applauds the government’s
decision to expand network infrastructure
and coverage throughout rural communities in
Malaysia, especially Sabah and Sarawak, the
development of digital infrastructure in public
buildings as well as the grant for the nation’s
5G ecosystem development, as announced
during the Budget 2020 on 11 October 2019.
The budget announcement emphasises on a
sustainability aspect, which will be beneficial in
a long term; providing a ‘win-win-win’ solution
for the Government, the Rakyat, and the Service
Providers at the same time.”
Idham Nawawi
Chief Executive Officer of
Celcom Axiata Berhad
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ood is the
fuel for our
body. If
there’s
anything we
connect to on
a regular
basis, it’s the
food we eat.
Three times a day, we eat regular meals.
Sometimes, we bond with our friends
and family during these times. Our
celebrations and rituals almost
invariably involve some food to
commemorate the event.
But our food is changing. What
we eat now may not be what our
grandchildren eat. Our tastes may
not change, but the way we produce
food may have to. Food production
is modernising and adapting to
changes in our environment.
Increasing urbanisation, the rise
of AI and automated farming, as
well as a lack of manpower are
contributing to this trend.
Our current agricultural system is
incredibly productive, but it also has
serious downsides—wasted food, poor
working conditions, pollution, and
animal welfare concerns are spurring
public and private eforts to act. The
future of food focuses on a more
sustainable, equitable, and of course,
tasty plate in the years to come.

F

FOOD INNOVATION IS NOTHING NEW
When tinned food was invented in
the 19th century, it was hailed as a
revolution. Food spoilage, once the
curse of sailors on the high seas, enabled
longer voyages between more distant
ports. Urban populations in Victorian
Britain demanded ever-increasing
quantities of cheap, varied, quality
food that they could keep at home
without having to go shopping daily. In
response, companies such as Nestlé and
Heinz provided quality canned food for
sale to working class city-dwellers.
Similarly, refrigeration allowed
households to preserve food wellbeyond their natural expiry date.
This led to today’s industrialisation of
agriculture, since comparatively fewer
farms could grow enough food for a
growing urban population.
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In addition, with the burgeoning
field of chemistry also came several food
inventions. Before 1928, no one had
tasted bubblegum. In the late 1930s,
frozen cream desserts threw of their
reputation for being as hard as rock with
the invention of soft-serve ice cream.
Popping candy introduced children’s
mouths to a bizarre efervescence 20
years later. And in the late 1990s, Red
Bull showcased a strange medicinal
flavour that’s since become synonymous
with energy drinks. The foods we eat
are always evolving and new tastes are
being created.
And so it goes that food innovation
will continue creating and influencing
our tastebuds. But those doing it
are looking to a more sustainable,
economic, and healthy way.

EATING LOCAL
If we take a look at a supermarket
shelf, we’d see a veritable cornucopia

of produce from across the world. Apples from China, lemons from
South Africa, onions from India, and avocados from Mexico compete for
our attention (and money).
On the one hand, such a variety of produce made available to
consumers cheaply represents a triumph of our global trade system. Free
trade, coupled with refrigeration, has made fresh food of all sorts widely
available. Importing fresh produce provides opportunities: focusing on
more profitable sectors, consuming ‘exotic’ or seasonal goods year-round,
and profiting from lower production costs (and thus prices) in other
countries.
On the other hand of course—such unfettered trade comes with
downsides. In today’s hyperconnected world, food production has
morphed from local farm systems into global agricultural behemoths.
Ship and planeloads of food criss-cross the globe every day to satisfy the
hunger of the masses. Aside from pollutants emitted by ships and planes,
the issue of food security also comes into play.
For example, Malaysia imports 30 per cent of its food. That number
isn’t exorbitant (at least not compared to Hawaii, which imports 92 per
cent), but it is significant considering Malaysia’s size, population, and
agriculture sector. Local food thinking is not only growing food in one’s
back yard – it’s also eliminating the reliance on large-scale manufacturers
and the logistics of food transport.
Therefore, eating local is projected to be the next future food trend.
In America and Europe, high-end restaurants have been championing

local produce for decades—and it is now trickling down to consumers.
More and more consumers are now aware of the benefits of buying local
produce. Aside from supporting local businesses, buying local is also more
environmentally friendly, as well as staying in tune with seasonality.
We already see that food prices are being afected by weather, disease
and geopolitical issues. Many commodities once taken for granted and
free are now precious (think water during California’s latest drought).
Alongside buying local, we may also start buying cheaper produce. Instead
of eating meat every meal, we will be shifting to eating more vegetables
and legumes for protein—much as our ancestors did.

A MEATLESS FUTURE?
The modern diet is very much driven by meat. Menus are created around
it; many claim that a meal feels incomplete with it; and a multi-billion
dollar industry has emerged to satiate our appetites for it. For sure, meat
consumption has led to healthier growth in children, as well as providing
better health through a varied diet.
However, our current meat consumption levels are not the norm
throughout the developing world. Neither has it been normal throughout
history. As a result, our appetite for meat has resulted in industrial farming
of livestock—rearing animals in conditions that are unnatural. Industrial
livestock rearing also contributes to pollution, through CO2 emissions
as well as ground and water pollution from animal waste. The growing
aluence of China and India will only mean more meat consumption,
straining livestock capacity around the globe.
Consequently, there are several eforts underway to wean our diets of
animal protein. For instance, meat substitutes are being developed that
can pass as the real thing. Substituting plant protein for animal meat is
nothing new—Buddhist monks in China have been doing it for centuries—
but with today’s technology, plant-based meat is looking more and more
like the real thing. Alongside soy products, alternatives like jackfruit, lotus
root, and coconut are being developed.

But the most promising (or freaky)
future for meat sounds almost like
science fiction—lab-grown meat. It is
exactly what it says: meat grown in
laboratories, without the need to kill
an animal. And it’s not as far of as one
would imagine. Surveys have also shown
that consumers are at least willing open
to the idea: research from the University
of Bath, the Good Food Institute, and
the Hong Kong Center for Long Term
Priorities showed that more than half of
consumers in the US, China, and India
are willing to purchase lab-grown meat.
Should lab-grown meat take of, this
will result in us being able to utilize 35
times less lamb, 15 times less water and
could be as much as 20 times less costly.
The question now is not whether we can
replicate animal meat; it’s whether we
can do so economically. Already several
biotech firms are developing lab-grown
meat. The first proof-of-concept was
produced in 2016, but with planned
mass market entry in 2021, costs are
expected to drop.
Similarly, other animal products are
being recreated without the ‘animal’.
Using machine learning to understand
the chemistry in products like milk and
eggs, scientists are developing plantbased products to rival traditional ones.
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Mayonnaise has already been replicated
successfully—with yogurt, cheese, and
milk in the pipeline.

THE FUTURE OF FARMING
Closely related to how we eat food will
also be how we produce food. The 20th
century saw great increases in farm
productivity, thanks to new fertilisers
and irrigation methods. This has led
to the elimination of hunger in large
swathes of the world, while increasing
the variety in our diet.
Yet, much of humanity’s progress
has come at a considerable cost to the
environment. To produce more food
and other non-food agricultural goods,
a combination of intensified agricultural
production processes and the clearing
of forests has led to the degradation of
natural resources and is contributing to
climate change.
Population and income growth drive
the demand for food and bring about
changes in people’s dietary preferences.
Persistent poverty, inequality and
unemployment constrain access to
food and hamper the achievement
of food security and nutrition goals.
Agricultural production is limited by
the increasing scarcity and diminishing
quality of land and water resources,
as well as by insuicient investment in
sustainable agriculture. Climate change
is increasingly afecting yields and rural
livelihoods, while agriculture continues
to emit greenhouse gases.
But several trends in farming
are looking to reverse environmental
degradation, as well as improve access
to food. For a start, AI and Big Data are
already driving innovations in growing
and harvesting. Tractors can already
plough a field autonomously through
pre-set GPS coordinates. Harvesters
are getting smarter all the time—and
the most advanced are able to pick
soft, easily bruised fruit like peaches
and strawberries. On the horizon are
even more exciting innovations: robots
that can apply pesticides in precise
doses; hybrid seeds that can grow in
inhospitable conditions; and drones
facilitate information collection around
the farm.
But the most revolutionary idea
would be the transformation of the farm
itself. Instead of growing on a sprawling
piece of land, vertical farming may be
part of the solution to rising demands
for food and limited natural resources.

Like its name implies, vertical farming is agriculture in a high-rise
building. Using techniques like hydroponic growing, farmers are able to
grow fresh produce in the limited confines of a city building. But unlike
traditional farming, which is highly dependent on whether, the confines of
vertical farming also allow farmers to finely control each variable—from
water, temperature, and even CO2 levels.
This potentially allows for produce to be transported to supermarket
shelves in minutes instead of days. Coupled with lab-grown meat, it is
envisioned that urban areas will become self-sustainable in food—while
rural areas will be managed or allowed to return to their natural state.
Will this be enough to satisfy our appetites while reducing our
environmental footprint? Only time will tell. Meanwhile, as the world
population grows, modern food will continue to evolve to suit the ever
changing landscape of our palates.

26

START-UP GUIDE

BY
ONG XIANG
HONG

n the not-too-distant
past, all you needed to
get started in food
production was some
land for farming. Then,
factories took over to
produce and distribute
food for an increasingly
urban population. Farms morphed into huge,
industrial concerns.
However, startups are riding a wave of
food innovation and environmental concerns
to re-invigorate the food production sector. In

I

particular, Southeast Asia has proved to be a
suitable launchpad for many food startups, due
to the region’s rich food culture, productive
land, and supply chain. Furthermore, the
young and increasingly urban population of
Southeast Asia is constantly on the lookout for
new food trends.

NEW FLAVOURS AND ESSENCES
One of the startups keen to capitalise on this is
Baccus Marketing Sdn Bhd, a Malaysia-based
flavours, extracts, and essences manufacturer.
As flavours are a new trend in cuisine,

Baccus strives to create new and
original flavours for its clients,
who comprise packaged food
manufacturers, ready-to-eat meal
kitchens, as well as food service
providers. With technical support
from partners who are experienced
and specialized in the food industry,
Baccus provides professional advice
and knowledge to its customers. With
a state-of-the-art application laboratory,
Baccus welcomes customers to visit
and join the team for trials. This allows
even shorter product development time
and cost for customers.
In addition, nutrition and
wellness are also gaining traction with
customers. Though artificial flavouring
gets a bad rap, at Baccus, each flavour
product is carefully developed with
wellness in mind. By using technical
and creative solutions to address health
and nutrition issues, the firm constantly
and consistently creates flavours that
also enhance consumers’ wellbeing.
In this manner, bold new flavours like
meaty umami tastes, as well as delicate
flavours like tea can be developed to
suit customers’ needs.

But some startups are taking meat one step further, by growing it in the lab. Shiok Meats
is a cell-based clean meat company, the first of its kind in Southeast Asia. Its mission is to bring
delicious, clean and healthy seafood and meats by harvesting from cells instead of animals, i.e.
lab-grown meat.
For this, the firm is focusing on a favourite meat of Asian consumers: crustacean meat
(shrimp, lobster, and crab). Shiok Meats exploits the capability of stem cells to grow outside of
the animal body and form tissue and organs. Stem cells from shrimps are used to grow shrimp
meat in a clean laboratory setting. It is grown in a controlled, clean setting with no animal-based
ingredients. At the end of the process, the product is real meat down to the molecular and cellular
level, also in taste and smell.
In blind taste tests, consumers either cannot tell the diference, or prefer lab-grown meat to
animal-based meat. With our population projected to grow to more than 10 billion in the next 30
years, we do not have enough food to feed all of them. So, plant-based, cell-based and insectbased proteins are the key to solving this huge problem.
As our palates and buying habits change, so does the landscape of food production. As these
startups show, there are many opportunities for the enterprising business person to enter the
food sector.

SUSTAINABLE FOOD
Another trend that’s becoming popular
in Asia is sustainable food. Industrial
farming leads to soil degradation,
water pollution, and greenhouse
gas emissions in livestock farming.
Consequently, many startups are
looking to develop new food products
in this space.
Karana is a Singapore-based
startup that is using plant-based
ingredients to replace meat. Though
meat substitutes like tofu and
mushroom have been used in Asia for
generations, Karana’s product uses
young jackfruit.
Jackfruit does not grow in
monoculture, is one of the highest
yielding but least water intensive
crops in the world, and is resilient
against climate change issues and soil
degradation. It is also a low glycaemic
index food in its unripe form and can
be utilized in its whole plant form.
Furthermore, in blind tastings, people
can’t diferentiate jackfruit flesh from
animal meat. Karana is also working
with chefs to create new dishes based
on jackfruit.

BACCUS
MARKETING
accus is a
global
flavours,
extracts
and essences
manufacturer and
supplier in Malaysia.
Managing director
Sean Thye and his
team uses extensive
experience across
food, beverage and
nutritional products
industries to design
and propose new
flavours to satisfy the
taste buds of millions
of consumers.

B

KARANA
aniel
Riegler
spent a lot
of his
career working in
developing markets
on projects related to
food and agriculture.
KARANA is a
Singapore-based
food-tech startup
which uses natural,
regional, Southeast
Asian ingredients like
jackfruit as meat
substitutes in
consumer and
foodservice
applications.

D

SHIOK
MEATS
biotech
enthusiast,
researcher,
and
entrepreneur,
Sandhya Sriram
founded Shiok
Meats, a biotech
start-up that utilises
cellular agriculture to
grow seafood meat in
labs. Funded by
international
investors, Shiok
Meats advocates the
consumption of
sustainable cell-based
meat.

A
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THE PRIEST WHO BECAME

A CEO
hat defines a leader? Is it charisma? Boldness?
Courage? The ability to bring people together?
While certainly, these are all aspects that most of
us expect a leader to have in some capacity or
the other; the one truly all-encompassing
definition of leadership is the art of motivating a
group of people to act towards achieving a
common goal.
In a business sense, leadership can mean
the ability to direct workers and colleagues with a strategy to meet the
company’s needs. Business leaders are often put in a tough place. They
have the diicult task of trying to satisfy company shareholders and clients
all the while trying to meet the needs and wants of the employees under
them. Unfortunately, more often than not, it is the employees who are the
first to feel the burn if a company is not doing so well.
While it may not be ideal, the harsh reality is that sometimes,
reaching a goal to keep a business going calls for hard decisions; which
will hopefully result in improved conditions for employees once a business
stabilises. Being able to calmly rationalise and make these tough calls and
bringing together the employees that are left to achieve this goal is the
mark of a true leader.
Kazuo Inamori is one such individual. In the cutthroat business
market of Japan, Inamori was able to pave a way to success for the
companies he worked for. His leadership ability propelled Kyocera from a
humble electronics component manufacturer to an industrial juggernaut
responsible for much of the world’s supply of semiconductors, industrial
and automotive components, and solar power generating systems.
Thanks to his unique style of leadership, Inamori was even able to
take the failing Japan Airlines (JAL) and within a year; turn the whole
company around and made it profitable once again.
Many of criticised Inamori for his leadership style, often stating
that it is archaic and unsustainable for shareholders. Others have even
stated that his leadership style can only really work because of how
intimately tied the Japanese work mentality is to everyday life. While all
these criticisms may be true and valid, the results of Inamori’s leadership
speaks for themselves.
In this edition of SME, we will take a look into how Kazuo Inamori
implemented his leadership style into the companies he worked for; and
see how it lifted them to prominence.

W

EARLY LIFE AND KYOCERA Kazuo Inamori was born in Kagoshima,
Japan, 1932. He was a talented intellectual person with a particular
ainity for science. By 1955, Inamori graduated from Kagoshima
University with a Bachelor’s in applied chemistry. He would quickly
secure a job as a researcher at Shofu Industries in Kyoto.
There, he would quickly prove his worth; playing a major role in
several important developments which include: developing fosterite as
an insulator for high frequency radio waves; using fosterite for the mass
production of high frequency insulator components; and developing an
electric tunnel kiln for use in sintering.
Following several successful years at Shofu Industries, Inamori
would strike out on his own to found Kyoto Ceramic Co. Ltd. (Now
Kyocera) in 1959. He was able to do so with a 3-million yen investment
from acquaintances. Kyocera manufactured high-frequency insulator
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components for television picture tubes for Matsushita Electronics Industries (later
Panasonic) and silicon transistor headers for Fairchild Semiconductor and ceramic
substrates for IBM in the USA.
Much of Kyocera’s success can be attributed to the implementation of Inamori’s
Amoeba Management system. This unique management method involves dividing an
organisation into smaller units called “amoebas”. Each amoeba leader is responsible for
drafting plans and goals for the unit. These amoebas will then achieve their goals through
collaboration and the hard eforts of all their amoeba members. In this system, every
employee plays a major role and voluntarily participates in managing the unit, achieving
what is known as "Management by All."
By allowing all employees to participate in managing the company by taking active
roles in the operation of their own amoebas, these employees can consolidate their skill sets
and work with their strengths and the strength of others to reach a shared goal. This builds
a sense of purpose and achievement into the workplace; similar to how modern concepts of
employee engagement applies today.
Apart from this, Inamori has also applied twelve management principles to himself and
also expects managers working under him to do the same. These principles include:
1. Clearly State the Purpose and Mission of Your Business.
2. Set Specific Goals.
3. Keep a Passionate Desire in Your Heart.
4. Strive Harder than Anyone Else.
5. Maximize Revenues and Minimize Expenses.
6. Pricing Is Management.
7. Success Is Determined by Willpower.
8. Possess a Fighting Spirit.
9. Face Every Challenge with Courage.
10. Always Be Creative in Your Work.
11. Be Kind and Sincere.
12. Always Be Cheerful and Positive. Hold Great Dreams and
Hopes in the Pureness of Your Heart.

KDDI AND JAPAN AIRLINES In 1984, Japan’s telecommunications industry was
deregulated. Sensing an opportunity, Inamori acted swiftly, taking the initiative to establish
DDI Corporation, becoming it’s chairman. DDI would later enter the cell phone market

In the cutthroat
business
market of
Japan, Inamori
was able to
pave a way to
success for the
companies he
worked for.

and eventually merge with other prominent
industry names such as KDD and IDO in the year
2000; forming KDDI in the process. By applying
the very same management style and principles
that helped him mould Kyocera into the corporate
giant it is today, Inamori has transformed KDDI
from a fledgling of the cell phone industry into
Japan’s second-largest telecommunications services
provider.
Of the many things that Inamori is known
for, it is the miracle he pulled-of in reviving Japan
Airlines that will most likely go down in the history books. In 2010, Japan Airlines, once the gold
standard in commercial aircraft service, filed for
bankruptcy. It had grown complacent under government leadership and did not have the skills and
knowhow to survive as a private entity. Inamori
was then approached to take the oice of CEO,
hoping that the successful entrepreneur would be
able to turn the ailing airliner around. They were
absolutely right.
Despite having no prior experience in the aviation industry and taking no pay, Inamori took the
job. In just two short years, he turned the company
around and made it one of the most profitable
airliners in the world. Despite his philosophy of trying to ensure maximum happiness for employees,
Inamori had to make the hard decision of letting a
huge number of employees go in order to save the
business. Only after doing this did his tried and
true Amoeba Management saw an efect.

PHILOSOPHY AND PHILANTHROPY Inamori credits
much of his success to a strict adherence to Zen
Buddhism. As a qualified Zen Buddhist monk,
his philosophy centres around ‘doing the right
thing as a human being’, and is a way of thinking
he actively encourages his employees to follow. It
is a philosophy that embodies positive thinking
and optimism, which Inamori cites as factors
contributing to his overcoming of hardships during
his tenure at Kyocera, KDDI, and JAL.
Some of the value that he espouses involve
loving what you do, being creative, remain cheerful,
aim high, and treating others how you would treat
yourself. Inamori believes that this mindset helps
to promote happy employees, who will naturally be
productive without the constant need to lead them
through heft incentives.
Inamori is also well known for his
philanthropic activities. Adhering to the tenets of
Zen, Inamori is no stranger to frugal and simple
living. As such, a good portion of his wealth goes to
multiple charity organisations. In addition, Inamori
has also established the Inamori Foundation in
1984, which annually awards the Kyoto Prize
to honour those who have made significant
contributions to science, civilisation, and the
spirituality of humankind.
He has also contributed large sums of money
to education and pursuing human improvement.
These include contributions towards expanding
university research facilities and establishing
centres of learning for ethical leadership.
To this day, Inamori continues to spread his
ideas of optimism and encourage leaders to be the
best humans they can possibly be.
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WHILE MICROMANAGEMENT HAS
NEVER DONE A FIRM
ANY GOOD, IT’S LETHAL
IN START-UPS.

BY
GUILLAUME
CATELLA

n their early
stages, start-ups
generally pay less
and provide fewer
employee benefits
than companies
in the corporate
world. However,
they still attract
their share of talent as start-ups typically ofer
a vital environment that allows for exponential
learning and development. But what happens
when a venture founder turns out to be a
micro-manager? It can kill morale, growth and
soon the start-up itself. Having co-launched
over 20 start-ups, I have seen it first-hand.
On the flip side, empowerment – the
opposite of micro-management – can lead to
exceptional results. For instance, I observed a
Japanese gaming start-up, Bank of Innovation,
as it grew from 80 to 200 employees between
2013 and 2014. Senior management achieved
this growth by empowering a diverse group
of people, hired specifically for their lack of
significant experience. Their bet? That people
unaware of the industry constraints would
surpass those limits without even knowing.
Management gave the new hires full profit-andloss responsibility over their specific team’s
product. This level of empowerment inspired
drive, motivation and entrepreneurial spirit. It
also allowed the top leadership to discover the
best product managers and assign them to the
biggest projects.

I

MICRO-MANAGING WOES
When start-ups are run by micro-managers,
three stumbling blocks hobble the ventures.
First, micro-managing founders have
a hard time scaling up their ventures. A
lack of empowerment inevitably creates
decision bottlenecks, which hamper speed of
execution, a key ingredient of scalability. Such
bottlenecks also foster “firefighting”, which
is when small issues keep grabbing more
attention and resources than they should.
Ultimately, high-level, high-impact decisions
sufer neglect and progress grinds to a halt.
Second, micro-management is a talent
drain. Often those who are attracted to startups want to build something, to be part of
something bigger. Millennials in particular
want to have an impact. Micro-managers
clip wings and can’t retain top contributors,
especially creative ones. All firms must nurture
creativity, but as innovators, start-ups need it
like oxygen.
Third, time spent micro-managing is time
spent away from a founder’s most important
tasks: Thinking about the big picture,
drumming up business and finding resources
to make everything run smoothly. A founder’s
micro-management, evidenced by high
turnover, may even put of potential advisors
and investors.
Zig Ziglar, the American motivational

speaker who passed away in 2012, said, “You
don't build a business. You build people, and
people build the business.”
Expanding on this favourite quote of
mine, I would argue that it’s also about
building the best environment and the best
culture to attract the best people. The best
people will then build the best products.

HOW TO EMPOWER YOUR TEAM
These tips apply to teams of any size, but are
of special significance for start-ups that need to
create a culture of empowerment to retain top
talent and quickly scale up.

TRUST AND BELIEVE IN YOUR TEAM
Don’t merely assign tasks. Share your
vision and mission, and then inspire your
team to take action.
Encourage autonomy by reminding your
staf that they can and should use their
decision power instead of waiting for you to
make every call.
You only need to monitor some of the work
they do, for instance only the projects with
the highest impact. They will reflect the
overall quality of execution.

MENTOR AND SUPPORT YOUR TEAM
Look out for signs of distress and
encourage open communication about general strategies and approaches, but don’t
get involved in employees’ individual tasks.
Channel your desire to micro-manage into
eforts to help and support the growth of
your team.
Build loyalty by listening to people,
understanding what they want from their
work and giving it to them.

ALLOW ROOM TO FAIL
Everyone makes mistakes. Just make sure
your team understands the need to quickly
learn from them.
Accept that your staf may go against your
advice, but support them anyway. Imposing
your decisions will undo any empowerment
eforts.
If a decision fails, share the responsibility.
If the decision succeeds, give credit to
encourage and build trust.
If you can't suddenly transform the culture of
your start-up, begin by asking your staf to tell
you the pros and cons of the diferent solutions
to a given problem they face. Then, gradually
probe their thoughts about the best course of
action. Finally, say: "I trust your decision, go
for it." These words can have a strong impact
on the feeling of ownership over a decision,
and will increase your staf’s commitment and
accountability.

GUILLAUME CATELLA IS THE FOUNDER AND CEO OF CREATELLA,
A VENTURE BUILDER AND START-UP SERVICE PROVIDER
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A LESSON
FROM ASIAN
ENTREPRENEURS
ABOUT LETTING
GO OF THE REINS

BY
ONG XIANG
HONG

oday’s generation of
workers are incredibly
entrepreneurial. Many
seek to form their
own start-up as
opposed to working
for a company.
However, veteran entrepreneurs have
estimated that the average ‘shelf life’ of a
new Asian enterprise is only about 5 to 8
years before it hits its peak. During that
time, the business must evolve and
innovate to diferentiate themselves or
risk stagnating.

T

Whether or not an enterprise thrives
is largely dependent on its ability to
push the boundaries and going beyond
established paradigms. The dilemma of
Asian enterprises today main stems from
the inability for a founder to let go when
the situation arises.
Founders are more often than not
overly protective of their businesses.
This is understandable as they founded
the business based on their own vision;
thus, in a way, they are invested in the
business as if it were the founder’s ‘child’.
As a result, their companies are more

easily exposed to risks from lacklustre
innovation because these ‘founding
fathers’ refuse to let go of the reins.
Comparatively, companies that have
managed to thrive far beyond the ‘shelf
life’ often have a competitive and an
open-minded management style. Unlike
their rivals under the rule of the founder,
they normally have management talent
that shares in the profits they help
generate. Founders who run these types
of successful businesses understand
that compromises to their vision must
sometimes be made in order to achieve
greatness.
It is important that Asian
entrepreneurs, especially ‘founding
fathers’, learn to divorce themselves from
their businesses. There would be no such
thing as the shelf life of an enterprise
if they knew how and when to let go,
however tempting it is to take absolute
control of decision-making.

Lim Kee
Yeong,
Director of
SME Banking,
AFFINBANK

f there’s one thing SMEs are always on the lookout for, it’s
value. Value for money, value for their time, value for the
customer—SMEs need to ind value in what they do.

Successful SMEs share common characteristics: a high
level of entrepreneurial spirit, a clear vision as well as a
competent and committed team of staff. These characteristics drive value
for the company.
Another great driver of value for SMEs are their partners. SMEs can
and do partner with many different organisations to deliver value—be it
technological partners to develop a project, supply chain partners for
day-to-day operations, or logistics partners for customer fulilment.
However, inancial institutions are not often thought of as partners
for SMEs. In particular, inancing for SMEs has traditionally been seen as
risky – more so the smaller SMEs and start-ups.

GROWTH PARTNER FOR SMEs But Afin Bank Berhad (AFFINBANK)
wants to buck that trend and embrace the SME sector, being a key driver
of the Malaysian economy. To do that, the bank has transformed itself to
focus on three business areas: Corporate Banking, Consumer Banking,
and SME Banking. Director of SME Banking at AFFINBANK, Lim Kee
Yeong says, “85 per cent of our business portfolio are SMEs. So, we took
on a solid identity for SME Banking at AFFINBANK. This is in line with
many developments in the market, including the government’s economic
agenda highlighting the importance of SMEs.”
With this, AFFINBANK’s goal is to become the partner for SMEs
throughout their entire business cycle. From start-up, to growth and
expansion, all the way to public listing—AFFINBANK will be there as the
growth partner for SMEs.

ADDING VALUE WITH DIGITAL In this spirit, AFFINBANK is promot-

ing several initiatives for SMEs. These are aimed at inancial inclusion for

SMEs, as well as adding value to
their operations. The SMEColony
app is one such initiative. As the
lagship digital initiative of SME
Banking, the app is already available for download from Google
Play for the Android platform (with
the iOS version coming soon).
Lim says, “SMEColony is
essentially a one-stop resource
centre for SMEs. In fact, this
is the only mobile app solution
in the market to provide a
comprehensive platform
covering business insights and
engagement channels, product
promotions as well as end-to-end
inancial solutions for SMEs—no
other bank has this. We already
have multiple partners on board,
and we continue to obtain new
partners to offer value-added
services for SMEs. These are
mostly private sector partners, like
co-working spaces, associations
like SAMENTA, and others. In
the coming months, SMEColony
will be collaborating with more
partners in intech as well as
government agencies.”
Through these partners, SMEs
can attend talks and events for
business knowledge enhancement
as well as networking with likeminded business people. At
most events, AFFINBANK will be
present so SMEs can approach
directly to know more about SME
partnership. Usage of the app
is free and is accessible to the
public to enjoy the beneits of
SMEColony.

EMBRACING START-UPS

In addition, AFFINBANK is also
tailoring its offerings to start-ups.
Start-ups have been gaining
traction in the digital economy
and recognised as one of the key
thrusts toward future industries,
as underlined in key strategic
objectives under the National
Entrepreneurship Policy 2030
by the Ministry of Entrepreneur
Development, in which AFFIN
Bank Group is committed to
support in realising this initiative.
On this, Lim says, “There are
50,000 to 60,000 new start-up
company registrations every
year. It is important to support
them from day 1. From the day
you register your business at
the SSM ofice, we already have
a presence at these ofices for
you to open a business account.
Furthermore, you may also be
eligible for a start-up loan from
us after six months of business,
subject to terms and conditions.”
Moving forward, AFFINBANK
will be playing an active role
in nurturing all deserving
entrepreneurial efforts with
insights, solutions, events and
partnership opportunities.
Existing offerings will be further
reined and enhanced, and are
also available for commercialgrade customers to enjoy.
In adding value through
partnerships, AFFINBANK is
committed to driving value for
the SME community and its
ecosystem.
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BY
JORDAN
LOW

og is man’s best friend. This age old adage
has existed for far longer than written
human history itself. Over our long and
storied history, people throughout the
world have found constant companionship
with animals. These animals have since
become our constant companions; being an
indispensable part of the family unit.
The history of pets is intertwined with the process
of animal domestication. Perhaps the initial steps toward
domestication were taken largely through the widespread
human practice of making pets of captured young wild animals.
Eventually, we would develop a working relationship with the
first likely domesticated species, which were likely dogs.
The dog was swifter, had stronger jaws, and was better
at tracking prey; therefore, it could be of great use in hunting
and guarding duties. From human beings, on the other hand,
the dogs were assured of a constant supply of food as well
as warmth from the fire. Eventually, more and more animal
species were domesticated, with many eventually developing
bonds which distinguishes a pet-owner relationship.
Today, every other family owns a pet in some form or the
other. The companionship that these animals provide us is
reassuring and mentally soothing. If treated well, they ofer
unyielding loyalty and devotion to their human owners. Despite
not being able to communicate with each other with language,
we are still able to develop a deep understanding of each other.
Of course, when we love our pets, we want to give them
the best care as possible. Unfortunately, working adults may
not necessarily have enough time to give our pets the time and
afection they deserve. This is where pet care centres come
into play. These businesses provide the services and supplies
that we all need to ensure our furry family members get all
the proper care they deserve when we do not have the time or
knowledge to do it ourselves.
In this edition of SME, we will be taking a look at several
pet care services that provide everything from grooming to
pet hostels.

D

PET LOVERS CENTRE (PLC)
et Lovers Centre is a pioneer of pet-product
retailing. Founded more than 30 years ago in
1973, the company quietly operated during its
initial years until finally gaining widespread
recognition in the late 2000s, becoming a household
name among Singaporean pet owners.
In addition to streamlining its retail system, PLC
introduced innovative concepts such as the pet megamart, The Pet Safari. These served to propel the
company into one of the largest pet-product retailer with
currently 68 outlets in Singapore, 42 outlets in Malaysia,
10 outlets in Thailand, 2 outlet in Philippines, 3 outlets in
Vietnam, and is expanding internationally.
Apart from having a wide range of products available
at retail, PLC also has under its employ consultants
trained in veterinary science, ofering services ranging
from healthcare and training, to grooming and
accommodations.
PLC conducts market study with franchisees upon
new market entry, and have the product and service
oferings reconfigured with the particular market in
mind. In the long term, franchisees can also expect plenty
of support, including ongoing training and advice, and
allows the franchisee to enjoy updates on the already
efective retail system.

P
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POOCH PARK

ooch Park is a one-stop-shop pet service and supplies
centre. Starting in 2006, the business became a pioneer
in the dog day care services. Because of this, Pooch Park
was featured in several television, radio and print media.
Pooch Park is also the recipient of prestigious awards such as the
National Quality Awards, Top Brands Awards, and many more.
The company prides themselves in exceptional service and
pet care. As advocates of responsible pet ownership and proper
etiquette by both the pet and the pet owner, Pooch Park provides
basic obedience training and mentoring programmes. Additionally,
they also provide quality, safe, and professional grooming services
at reasonable prices.
Apart from the wide variety of pet care products for ofer,
Pooch Park greatly treasures and respects the bond that pets and
owners have; ofering cremation services as well when it comes
time for their customers to part with their pets.
As for franchising opportunities, the company has opened its
doors in sharing the values, advocacy, systems, and competitive
advantage to prospective franchisees. They assist franchisees
in everything from product stocking, to basic training and
consultation.
Franchise fees usually begin at Php 400,000, with total
investments amounting to Php 2.7 million. Space requirements
for a franchise are usually more than 30 square meters. For more
information, you can contact Pooch Park via their website.

P

FETCH! PET CARE

etch! Pet Care is one of America’s largest and most
trusted professional dog walking and pet sitting
franchises. They ofer afordable and turnkey
solutions designed to help franchisees supplement
their income even while working on their regular job.
The business strives to give pets placed under their care a
stress-free environment with one-on-one care. Be it in-home pet
sitting or boarding at a day-care facility, Fetch prioritises the
physical and emotional state of the animals. The company pride
themselves on the sheer love, enthusiasm, and passion that they
for animals markets their services as providing owners with a
“peace of mind” when leaving their pets in their care.
With total investment amounting to less than US$20,000,
Fetch! ofers a 5 year financing on franchisees’ initial franchise
fee. Additionally, they only require franchisees to dedicate 20
hours per week to the franchise, providing them with more free
time to spend on other pursuits. The company will also ofer
franchisees full support, including comprehensive training,
1-on-1 coaching, task lists, and marketing support to help build
the franchise.
With their own personalised mobile app, the company
provides franchisees with access to technology which can help
give them a competitive edge over other pet care services.
Additional information and sign-up can be found on their
website for those that are interested.

F
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SPAIN:

BY
ONG XIANG
HONG

Official Name: Kingdom of Spain (Reino de Espana) Population: 49,331,076 (July 2018 est.) Capital: Madrid Major Languages: Spanish (official), English and other European languages widely
spoken Currency: euro (EUR) Major Industries: agriculture, textiles and apparel (including footwear), food and beverages, metals and metal manufactures, chemicals, shipbuilding, automobiles,
machine tools, tourism, clay and refractory products, footwear, pharmaceuticals, medical equipment Major Export Commodities: machinery, motor vehicles; foodstuffs, pharmaceuticals,
medicines, other consumer goods Major Export Partners: France, Germany, Italy, Portugal, United Kingdom, United States Major Import Commodities: machinery and equipment, fuels, chemicals, semi-finished
goods, foodstuffs, consumer goods, measuring and medical control instruments Major Import Partners: Germany, France, China, Italy, Netherlands, United Kingdom GDP: US$1.778 trillion (2017 est.) GDP Per Capita:
US$38,400 (2017 est.) Country code top-level domain: .es

n the southwest corner of Europe lies the Iberian
Peninsula. During Roman times, the peninsula
was exploited for its natural resources. Over the
centuries, the peoples of Iberia coalesced into
today’s confederations of Portugal and Spain.
When Spain’s mariners discovered the
New World, it set the foundation for the Spanish Empire—one of
the world’s first and most extensive empires. Though the Spanish
Empire left its mark primarily on South America, its colonial history
can also be found in Southeast Asia. In the Philippines, Spanish
architecture can still be seen in Manila.
In the modern era, rapid economic modernisation in the 1980s
gave Spain a dynamic and rapidly growing economy, and made it
a global champion of freedom and human rights. More recently,
Spain has emerged from a severe economic recession that began in
mid-2008, posting four straight years of GDP growth above the EU
average in 2017.
Strong export growth helped bring Spain's current account
into surplus in 2013 for the first time since 1986 and sustain
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Spain’s economic growth. Increasing labour productivity and an
internal devaluation resulting from moderating labour costs and
lower inflation have improved Spain’s export competitiveness and
generated foreign investor interest in the economy, restoring FDI
flows. Unemployment has also fallen accordingly, with Spain now
the Eurozone's fourth largest economy.

SPANISH TRADE WITH ASEAN
Among EU countries, Spain doesn’t feature as prominently
in trade with ASEAN compared to exporters like France and
Germany. However, opportunities in areas like agriculture,
biotechnology, chemicals, and tourism exist for cross-border trade.
Spanish bank Caixabank in its 2019 Edition of its Index for
Business Internationalization ranked Southeast Asia as third
best region for international trade, after Western Europe and the
Americas. Furthermore, individual ASEAN countries are also
ranked highly in the index.
While Spain's foreign policy traditionally focuses on the
EU, the Mediterranean and Latin America, it is broadening
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its diplomatic and commercial
presence in the Indo-Pacific.
Spain conducts the bulk of
ASEAN trade through the
wider EU system, but it also
has connections of its own—
mainly with its former colony,
the Philippines.
Aside from trade missions,
bodies like the Spain-ASEAN
Business Association (ASEMPEA)
actively encourage Spanish
companies to invest in ASEAN,
and vice-versa. Furthermore,
ASEAN can also serve as a
gateway to China and India for
Spanish enterprise.

EXPORTS OF SPAIN TO SELECTED ASEAN COUNTRIES

IMPORTS OF SPAIN FROM SELECTED ASEAN COUNTRIES

SPANISH BUSINESS CULTURE
Unlike other European
countries, Spanish business
culture is more relaxed and
very laid back. The Spanish
enjoy life to the full; they love
good food, drink, dancing and
music. In order to understand
Spanish culture fully, it is
necessary to take part in social
events and understand their
habits and traditions.
Even during a first encounter,
the Spanish tend to be extremely
outgoing and very friendly.
Spaniards can also be very proud
and individualistic and, as a
Mediterranean culture, they use
their extroverted nature to get
to know others and learn about
other cultures.
Family is an important

part of Spanish life, and so is
religion. Spain is a very religious
country with a large number
of churches and other sacred
places—and some communities
may take a conservative attitude
towards that. Welcome topics of
conversation include discussion

about your home country, places
you have visited (particularly
in Spain), Spanish art and
architecture, Spanish traditions
such as dance or wines, and
family. Sport is also a safe topic
and football is very popular in
Spain.

MINDVALLEY

OVER THE PAST DECADE, MANY FAST-MOVING
COMPANIES HAVE WON THE SME100 AWARDS.
SINCE THEN, THEY HAVE MOVED ON EVEN
FASTER TO GREATER ACHIEVEMENTS. HERE, WE
BRING YOU THE STORY OF GLOBAL LEARNING
PHENOMENON MINDVALLEY, WHICH WON THE
INAUGURAL SME100 AWARDS IN 2009.
hen Vishen
Lakhiani was 24
years old, he
decided to move
to Silicon Valley
to become an entrepreneur.
Unfortunately for him, it was the
year 2000—the year the dotcom
bubble burst. He lost everything
and had to rent a couch from a
college kid, while surviving on a
telemarketing job, selling software
to law firms with no basic pay.
One night, feeling depressed
and miserable, Vishen went on
Google and discovered a class
on meditation. In one week, he
doubled his sales closing rate.
His sales performance became so
good that he was made Director
of Sales at 26.
By using the power of the
mind, Vishen discovered how
meditation could transform lives.
But he remained unfulfilled.
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Vishen said, “Why isn’t no one
else teaching this? Where was
this education when I went to
college? So I quit, and started
MindValley.”

MINDFUL SUCCESS
Subsequently, Vishen moved
back to Malaysia and registered
MindValley. Using the skills
and mindfulness techniques
acquired from his last job, he
sold meditation CDs and built the
company up.
“When we started, no one
invested in us. Everybody thought
the idea was crazy. Today, in
2018, 44 per cent of Fortune
500 companies have meditation
training for their employees. We
were one of the first companies to
ride on that wave of wellness and
health. That’s how we are able to
become successful,” says Vishen.
Today, MindValley is the

largest online personal growth
platform in the world. MindValley
Quest, the breakthrough software
that built the company, is based
on micro-slice learning and
community learning. For that to
work, Vishen says, “You don’t
have to watch an instructional
video for hours on end. You tune
in for five to ten minutes a day,
for 30 days. For the community
learning aspect, the entire
community starts together and
finishes together.”
The success of MindValley
Quest means that participants
have 800 per cent higher
completion rates than traditional
online courses.
Further success came when
Vishen published his bestseller,
The Code of the Extraordinary
Mind. In 2017, it was Amazon.
com’s number one selling book,
while also a New York Times

Best-Seller. Recently, tennis player
Bianca Andreescu cited The Code
of the Extraordinary Mind as a
source of inspiration, following
her win over Serena Williams and
winning the 2019 US Open.
“The unique thing about
MindValley is that 54 per cent
of our customers are American,
10 per cent Canadian, and
about 5 per cent from the UK.
The rest are from Englishspeaking markets in developing
countries. Less than 1 per
cent are Malaysian. But we are
based here in Malaysia. We are
successful in Malaysia because
the Malaysian government was
very open minded, and allowed us
to attract talent from around the
world. Today we are on par with
many Silicon Valley companies
in the ed-tech sector, and we
are growing at a very, very rapid
rate,” says Vishen.

WINNING THE SME100 AWARDS
In 2009, MindValley was one of
the inaugural batch of SME100
winners. Of this, Vishen says,
“It was an honour to get that
award. Back then, we were maybe
1/25th the size we are right now.
Awards like that can really help
you attract good talent. Our next
step is to aim for an IPO, and
that should be happening very
soon. We are very happy that
we can get to this level today
without having to rely on venture
capital, because we were able to
attract such incredible talent to
come to Malaysia and work for
MindValley.”
For the future, Vishen wants
to see MindValley expand to more
markets, by making its courses
more comprehensive as well as
available in more languages. He
says, “What we want to do as well
is make MindValley available in

other countries and regions.
This year, we launched it in
Spanish, Portuguese, German,
and French. We will be
expanding in Italian, Chinese,
and Hindi. A big thing that
we’re launching right now is
MindValley All-Access. Every
year, we elevate the system
that delivers our education to
people—with better technology,
as well as lowering the price
and making it accessible to
anyone who wants to improve
themselves.”

EXCLUSIVE EVENT BY
BUSINESS MEDIA INTERNATIONAL

Resistance to change is a major roadblock. There are also
many obstacles toward embracing the revolution. Industry
4.0 will be driven by data that enables faster, ﬂexible, less
wasteful, more efﬁcient processes. Artiﬁcial intelligence,
data analytics, cloud computing, systems integration, and
sensors are some of the key elements. With 5G technology,
we will have low maintenance, high bandwidth, and better
standards in terms of the Internet of Things (IoT).
The importance of Industry 4.0 has not gone unnoticed.
Under Budget 2019, RM210 million has been allocated from
2019 to 2021 to support the transition and migration to
Industry 4.0. Identifying and nurturing speciﬁc economic
sectors especially within the SME community.
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TECHNOLOGY

BY
DAVID
BENAS

igh-profile security
breaches have prompted
many hardware and
software providers to
implement stringent
protections and secure
defaults. As a direct result
of their actions, finding typical “low-hanging
fruit” vulnerabilities to breach organisations
are becoming much more diicult, expensive,
and a noisy attack vector. Instead, attackers
are turning to a new organisational attack
vector: its people.
Let’s consider how an organisation can
put security controls in place around its
people, without violating their privacy and
productivity.

H

TRAINING YOUR EMPLOYEES

When it comes to planning an exploit,
employees are the path of least resistance
to attackers. All it takes is one vulnerable
user for a breach to occur. An unaware user
is an easy target, and easy targets are ripe
for a wide dragnet phishing attack (that is,
a phishing attack that covers a large part
of the organisation, often with the simple
goal of harvesting credentials and valid
identities or compromising users’ laptops
with malware).
The solution: regular training to establish
a baseline of user phishing awareness,
along with intermittent employee reminders
reinforcing what they’ve learned in training
sessions. Training should provide users with
examples of phishing attacks, context on how
to spot such attacks, and steps to take if they
feel they might be the target of a campaign.
Another good practice is to frequently
conduct red team engagements to challenge
the organisation’s security efectiveness.
We’ve discovered that this training can guard
against even advanced dragnet campaigns.

Organisations that have a phishing awareness
program will often spot the campaign due to
user reports and blacklist the source within a
matter of hours.
Employees are also likely to broadcast
their involvement in phishing awareness
programs on their resumes and professional
social media network profiles (such as
LinkedIn). This is likely to deter an attacker
harvesting user information from publicly
available resumes and social media pages.

ENGAGING IN ACTIVE DEFENCE
Even the best employee training can only
go so far in preventing phishing attacks.
Humans are fallible, and socially engineered
phishing attacks target kindness, generosity,
helpfulness, and other qualities most people
want to encourage in themselves.
The solution (though it may seem obvious,
we hardly ever see it in real-world scenarios):

active defence, or a SOC (security operations
center) that proactively monitors, or uses
tools that monitor, the email perimeter.
Employees cannot click on a phishing
email if the SOC learns of a dragnet attack,
blacklists the associated domain, and
removes the email from all targets’ inboxes.
Another approach is to use a domain
typosquatting notification service. One
successful typosquatting method is to take a
URL that an employee would expect to see
in an email, change a character, and register
it as an attack domain. Employees that often
visit my.example.com may not notice that
they have clicked on my.exampIe.com (using
a capital eye instead of a lowercase ell) or
my-example.com. A typosquatting detection
system would notify the SOC or other point
of contact that someone, somewhere, has
registered such a domain—allowing you to
take pre-emptive action.

to practice it, architecting your network to
be resistant to compromise is the best way
of avoiding a massive breach instigated by a
single user.
If you have a flat network, weak endpoint
protection, and a weak credential policy,
one employee’s mistake could put you in the
evening news. But if you have solid endpoint
protection, a segmented network with
stringent permission requirements across
mandated two-factor authentication, and
active defence, you might detect the intrusion
immediately and contain it to afect only that
one user.

TEST YOUR PHISHING DEFENCES REGULARLY

CUT OFF ATTACKS WITH
NETWORK SEGMENTATION
There’s no such thing as a perfect defence.
What happens if a phishing email makes it
through your active defence and an employee
clicks on it? Even the most technical, phishingaware employee can fall for a tailored attack
and the most careful, rule-following team lead
can make a simple mistake. And how many
people are in your organisation? Eventually,
someone is going to get phished. Social
engineering susceptibility is a question of
when, not if.
The risk of an employee being phished
extends far beyond the borders of the oice.
This is doubly true in the age of social media.
Organisations simply cannot regulate what
their employees do outside the oice and
during of-hours. An employee whose personal
accounts get phished poses a unique risk as
it opens even further avenues for an attacker:

from blackmail/ ransomware style attacks
to compromising corporate information an
employee inadvertently passed to themselves
over their personal e-mail.
In a not-so-unlikely example, a clever
attacker may try to log into the victim’s place
of work, which they found on LinkedIn, with
the employee’s Instagram password, which
they stole by pretending to be a relative on
Facebook. As an organisation, there is no
way of detecting whether the employee’s
corporate account has the same credentials
as their Google, Facebook, or other social
media accounts. Especially malicious attackers
certainly could coerce an employee to give
them corporate credentials if their identity
being stolen is on the line.
The solution: adding a layer of defence
below users’ phishing awareness and a
well-trained SOC armed with the right tools.
Though it’s a lot simpler to talk about it than

The best defence against phishing and
social engineering is to take a multipronged approach with a combination of
knowledgeable users, an internal security
structure that can stay one step ahead of an
attacker, and the expectation that an attack
will succeed one day, with a plan to mitigate
damage.
Knowing the answers to “How easy is
it to socially engineer my employees?” and
“What’s the potential impact if an employee’s
workstation is compromised?” is of paramount
importance. The only way to know the extent
of the potential damage of a phishing or social
engineering attack on your organisation is to
test your employees. Perform regular testing
throughout the organisation to determine your
baseline security level.
As more and more of everyone’s lives
become more internet-connected, more and
more attack surfaces become available against
employees everywhere. Targeting employees
over their social media accounts, for instance,
becomes a much simpler attack surface for
malicious actors, as they do not have to
deal with corporate IT policies. Educating
employees on the dangers of social engineering
attacks becomes more important, even as
organisational risk is mitigated.
The first step in measuring your
employee’s phishing resistance is to perform
a mock phishing exercise to see where gaps
in knowledge may exist. But testing your
active defence, which is slightly more diicult,
calls for a more advanced version of a mock
phishing exercise. Something akin to a red
team engagement would be best suited to
test your organisation’s ability to respond to
threats in a realistic manner. And the best
way to test your organisation’s capacity to
resist compromise is to perform internal and
external network penetration tests, or red
team assessments.

DAVID BENAS IS SENIOR SOFTWARE SECURITY CONSULTANT AT
SYNOPSYS SOFTWARE INTEGRITY GROUP.
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“HOW MAY I HELP
YOU TODAY?”
en years ago, that message
might have come from a
human customer service
agent on the other end of a
phone line. Today, it could
appear in a pop-up chat
box as a consumer browses
a website — and increasingly, that message
might originate with a programmable chatbot.
Considered artificial intelligence (AI),
chatbots are software that can be programmed
to respond to people’s queries. TechWorld
characterizes the chatbot as “a user interface
which can be plugged into a number of data
sources via APIs so it can deliver information
or services on demand, such as weather forecasts or breaking news.”
Chatbots, however, have a distinct advantage: They let brands be — or at least appear
to be — more proactive in addressing potential
customer questions and concerns by acting as
an integrated part of the shopping/browsing
experience. The chatbot is right there, waiting
to answer your questions, and then to connect
you to a real person for more complex queries
if necessary. There’s no 1-800 number to dial,
and there’s no waiting on hold.
This is the promise of chatbots and the
reason why companies are investing heavily in
the technology. According to a recent MarketsandMarkets report, the smart advisors/chatbots market was estimated to be worth $703.3
million in 2016 and is projected to reach $3.2
billion by 2021 thanks to “the strong need to
understand consumer behaviour, adoption
of cloud-based technology and proliferating
demand of intelligent customer engagement.”

T

LEARNING VALUABLE CHATBOT LESSONS FROM
CLIPPY If chatbots feel familiar, that could be
because of the pioneering paperclip known
as Clippy, the pop-up users used to encounter
when drafting a document in Microsoft Word.
The frequency of the software interruptions,
and the questionable helpfulness, turned Clippy
into a symbol of derision. Still, Clippy lived
10 long years, from 1997 to 2007, before the
software company decided to lay him to rest.
Even if his constant interruptions were
annoying, Clippy did teach us a couple of valuable lessons — namely, that chatbots are there
to serve customers, not the other way around.
And, as Clippy demonstrated, the line between
useful and disruptive, or supportive and stif,

can be diicult to straddle. Mastering that
delicate balance, though, is vital to the success
of chatbots.

THE PROS OF CHATBOTS AS CONTACT CENTRE
ASSISTANTS For Gam Dias, a principal at botdesign firm 1080Bots.com, having chatbots
answer customer questions can help ensure
a satisfactory customer experience, while
adding a “sizzle” that shows the brand is up
on the latest consumer tech trends. As Dias
notes, chatbots are a great way to clear easyto-answer questions of the plates of customer
service agents, so that they may focus on more
complex queries.
For example, Dias points out that around
the holiday period, upwards of 70 percent of
inbound contact center customer service calls
are simply order status inquiries. This is where
chatbots can excel.
A chatbot could take an order number,
cross-reference that order with delivery status
and provide the customer with an answer
within seconds — faster than any agent on
the phone could act. “If an AI agent can help
25 percent of those customers, that’s a huge
savings for the retailer,” Dias says. “For those
customers who are helped, it means they
haven’t spent 15 minutes waiting on the phone
for a status update.”

CHATBOTS ARE ONLY AS GOOD AS THEY’RE PROGRAMMED TO BE Despite chatbots’ promise,
not everyone has jumped onto the bandwagon.
Scott Sachs, customer service consultant and
president of SJS Solutions, likens the chatbot
revolution to the advent of automated voice
systems back in the day. “Everyone thought
[voice systems] would solve everything and
they wouldn’t need people,” he says.
In fact, he continues, automated voice
systems — and chatbots, by extension — have
generated an unintended consequence: “The
easier issues are cherry-picked out, creating
a more challenging environment within the
customer-service organization, so they’re only
getting the harder questions.” That means a
higher skill set is required for frontline agents.
Additionally, chatbots aren’t all-knowing.
They’re only as good as the programmers
make them, and they can’t pivot as easily as a
person can. Call a customer service desk, ask
for a coat in the colour lilac and an employee
will likely direct you to a purple jacket. Tell a

chatbot you want something lilac, and unless
the company specifically programmed that bot
to equate “lilac” with a light-purple product,
the chatbot could come up empty — even if a
light-purple coat exists. Your business has lost
the sale, and the customer feels frustrated.
Some snafus in the past couple of years
have also given chatbots a bad rap. In 2016,
Microsoft’s Tay bot was swiftly baited by Twitter users into spewing hateful commentary. “It
took less than 24 hours for Twitter to corrupt
an innocent AI chatbot,” wrote the Verge.
While the Tay bot may have produced some
unintentionally ofensive and even comical
results, the take-home lesson here is that
chatbots can be easily confused by certain
questions and commands — and that could be
more trouble for a brand than it’s worth.
Despite these growing pains, chatbots
aren’t likely to go away anytime soon. One of
the main reasons for chatbots’ presumed longevity is that they are bred to respond to online
queries. As e-commerce grows, so too do the
demands for customer service. At the same
time, the artificial intelligence, machine learning and natural-language processing that power
chatbots are growing by leaps and bounds right
now. This means chatbots will only become
more sophisticated and adept in the future.

HOW CHATBOTS ARE HELPING BRANDS RIGHT
NOW Although chatbot technology has yet to
be perfected, brands are still taking this moment in time to experiment with, and optimize
the technology.
Airbnb has utilized Amazon’s voice assistant Alexa as a tool to help welcome guests and
teach them about the area. Third-party developers, meanwhile, have been working on easing
communication between hosts and renters by
developing chatbots that can respond to basic
vacation queries on behalf of the hosts, according to VentureBeat. The bots automate answers
to commonly asked questions such as, “does
this listing have a dishwasher?” and “where
is the closest subway station?” These are easy
enough to program, and can save hosts time.
Elsewhere, makeup brand Estée Lauder
has a chatbot within Facebook Messenger that
used facial-recognition software to help users
pick the right shade of foundation. The service
has drawbacks, though: A simple query matching skin tone to available products seemed
to work, but the chatbot couldn’t answer any
additional questions.
The beauty of bots, though, is their ability
to merge automated AI help with real, live
humans. For instance, a customer service
agent could take over from a bot if questions
get too complex, or if the client has a highvalue shopping cart in the works. This can
happen seamlessly without further action from
the customer. It’s in moments like these where
bots show their true potential — not as replacements for humans, but as great assistants.
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his is a vexing question
for many sales and
business leaders.
And some of the answers we still
hear aren’t very helpful either.

T

‘They must be hunters.’
‘They need to be hungry.’
‘They’ve got to be able to close deals.’
‘They must have a mortgage and family
so they are ‘motivated’ to sell more.’
‘They must have industry experience.’
Notice anything familiar about
most of these answers?
They are all stuck in the
‘aggressive, self-serving, desperate
approach to selling’ paradigm
which is not what good selling
actually is – at least the selling
practices and qualities we know to
be sustainable, good for business,
salespeople and customers.
The industry experience
one can be an issue, too. Often
times when we recruit industry
experience we can often get the
same people, with the same old
ideas and the same old results.
So be aware about industry
experience, as it’s not always the
best path to follow.
These tired old tropes keep us
from hiring the right sales talent
our businesses really need.
So we encourage you to not
fall into this simplistic mind trap
because it won’t end well for you,
your customers, your salespeople,
or your business and its reputation.

opportunity to flourish and
people to prosper together, or
as a means to an end where the
customers are merely objects to
be exploited?
How they arrive for an
interview: Do they arrive
on time? How do they treat
people when they arrive and
leave reception? How are they
dressed? How prepared are
they? and so on
Do I trust them? Do I feel they
have my best interests at heart?
Before I dive into the technical
depth of their skills and capabilities, I am looking at their character, their values, their self-management, their manners and courtesy,
and their perspective on building
trust and fostering healthy relationships internally and externally now
and for the long term.
If they cannot get that right
then no amount of technical knowhow and experience is going to
make them a good fit.
If they pass muster here, then
let’s go into more specific detail.
While I cannot account for every
SO WHAT SHOULD WE REALLY BE LOOKING FOR IN A GOOD SALES RECRUIT? nuance in every sales role here
now, here are some of the core
It all depends… What are you selling and to whom?
Are you selling B2B (business to business) or B2C (business to consumer)? competencies we found most
businesses in B2B and complex
Are you selling unique solutions or specialised/customised products
B2C want their sales recruits to be
or services?
across and accomplished in to be
Are you selling simple of-the-shelf products or services?
efective salespeople:
The higher the complexity of what you are selling, the more skilful
B2B OR COMPLEX B2C
and knowledgeable your salespeople will need to be when it comes to
customer engagement.
SALESPERSON’S ROLE
At the other end, if what you’re selling is simple and of-the-shelf,
KNOWLEDGE
then you will more than likely need to have an online presence that is
Business acumen
automated and underpinned by a human service component that helps
Understanding
sort out any issues as they arise.
customers’ needs
Either way, you need to determine what type of salesperson and/or
Understanding the market
approach you need first before you answer the original question posed
Knowledge of resources (incl.
here. However, if your business needs people in sales roles who need to
product knowledge, CRM,
sell in person to other people who need problems solved and opportunisales tools/systems and social
ties realised, then here are some core qualities, capabilities and compeselling practices)
tencies you might want to assess for before you take anyone on board.
SKILLS
Building relationships
A FAIR EXCHANGE OF VALUE
and networks
Regardless of what you sell, at the heart of any good sales interaction and
Prospecting and new
relationship is the realisation that there has been a fair exchange of value
business development
where both buyer and seller benefit. Authenticity, empathy, and logic
Account management
are the foundations of trust. And trust has to be built by salespeople and
and planning
their businesses in order for buyers to feel confident in the choices they
Solution Selling
have made.
MINDSET
Consultative problem solving
SO WHAT WOULD I BE LOOKING FOR IN A GOOD SALES RECRUIT FIRST?
Empathy and understanding
What they see as a fair exchange of value and how they create the
Ethics, integrity and
conditions for this to happen
professionalism
How they approach developing new business with new and existing clients
Self-reflection
and development
How they approach developing new business relationships and
maintaining existing relationships so opportunity can continue to
Remember everybody lives by
flourish for both parties
selling something.
What selling means to them – do they see it as a vehicle that allows
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n 2011, my now-partner
Chris Moody (and
then-CEO of Gnip, which
I was on the board of) kicked my
butt about my endless statements
about hating marketing. His
thoughts on recasting “marketing”
as “thought leadership” appeared
on this blog in a post I Don’t Hate
Marketing.
It remains a great example of
one of the reasons I write, which
is to think out loud, get feedback,
learn, and iterate. From that
point forward, I changed my
entire perspective on “marketing”
and now focus almost all of my
ideas around “marketing” on
thought leadership.

I

Recently, we’ve seen leaders of several high profile startups
implode, along with the current and possibly future expectations
around their business. The one everyone was talking about last week
is WeWork. Mike Isaac’s book, Super Pumped: The Battle for Uber,
which I read a few weeks ago when it came out, is another contribution
to this mix. And, there are a number of others, including many who are
trying to keep out of the limelight all of a sudden.
A few days ago, I was pondering the idea of a “cult of personality”
around a company or an institution and trying to come up with a way to
describe when a cult of personality was dominating what was going on
within and around a business. In many cases, a cult of personality can
propel a company to extremely high profile or valuations, but it can also
very quickly cause things to go completely of the rails.
If you ready my writing, you know that I like to use the word
“obsessed” instead of “passionate”, and I much prefer working with
people who are obsessed with what they are doing, rather than just
passionate about it. I think passion is easy to fake, especially around
entrepreneurship, and biases strongly toward extroverts. Obsession is
almost impossible to fake, and while it can be unhealthy in the extreme,
it is a powerful filter for me when talking to entrepreneurs.
While I was meditating yesterday, my mind was particularly noisy. I
don’t know why, nor do I judge myself around it, but as I was watching

(and labeling) the thoughts
bouncing around, simulating a
pinball machine in my mind, one
popped out and lingered.
“Entrepreneurs who create
a cult of personality are obsessed
about me, me, me.”
I remembered the thought
again this morning which
prompted this post. I now have a
simple way to separate between
cult of personality and thought
leadership.
CP: Obsessed about me, me, me
TL: Obsessed about the
product, mission, idea
When the entrepreneur or CEO
becomes the center of the narrative
– or more specifically makes
themself the center of the narrative
– that’s a big red flag from my
perspective.

UP YOUR SERVICE!
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world’s leading educator
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Service” books and founder of
UP! Your Service.

n the world of uplifting
service culture, we put
the needs of our
customers as our highest priority.
Entire systems and ways of
interacting, are based upon “the
care and feeding” of our most
valuable resource…the customers
and colleagues we serve.
These precious people – be
they customers, clients, patients,
guests, employees, vendors, or
partners – are the people on
whom our businesses rely. They
are, in the end, the profitability
of our business.
So what should you do
when a customer surfaces who
is mean-spirited, abusive, or

I

accusatory? What happens when you clearly know that a customer is
not being honest?
In one well documented story, Southwest Airlines sets a great
example. The Southwest airlines customer service department
repeatedly received letters from an upset passenger. The woman had
complaints about the airline’s service every time she flew. She didn’t like
the snacks, she didn’t like the seating policies, she didn’t care for the
casual nature of the staf. Finally, one of her complaints was forwarded
to Herb Kelleher, CEO and founder of Southwest Airlines.
Herb’s reply to this perpetually unhappy customer? ‘Dear Mrs.
Crabapple, We will miss you. Love, Herb.’ Mr. Kelleher has gone on
record to say that he will not allow customers to abuse his staf. He asks
such customers to fly another airline.
One goal of “Uplifting Service Culture” is to empower your frontline staf. We want employees to have pride in the work they do, and the
results that they achieve.
By openly promoting and accepting “the customer is always right”
attitude, you may be putting a customer’s untruthful story above the
training, commitment and expertise of your staf. You may thereby –

inadvertently – disempower your
well trained staf, and give an
abusive customer the upper hand.
When all is said and done,
customers may not always be
right, but they ARE always the
customers. You must decide which
customers you want to keep, and
which customers are better lost,
released or even guided to your
friendly competition.
Letting abusive customers
go tells your staf know that you
support them, you believe in them,
and you will always have their
back. This allows you and your
team to focus on, and nurture, the
clients you want to keep – the ones
that really matter.
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ou bought a really nice,
new, laptop computer and
you thought to yourself,
"Now I'm all set!" But are you?
You needed a case to carry it
around, a thumb drive for quickly
moving files from your laptop to
another, and a printer and if you
have a Mac notebook, a port that
will serve as adapters to your
various cables. These are your
accessories.
You'll also need cloud storage,
a broadband connection, email,
a browser and 20 or so software
applications so your computer
can help you do the things you
purchased it to do. This is your
technology stack.
But now there is a sales stack

Y

too. What is the sales stack, and should you have one for your salespeople?
The sales stack consists of CRM, gamification, lead engagement,
pricing and configuration, proposal generation, e-signature, content
sharing, video conferencing, video production, video server, broadcast
email, social selling tools, calendar scheduling, sales compensation, and
more. These tools, along with sales and sales management training and
coaching, keep sales enablement folks busy.
And therein lies the problem.
You don't need all of these tools! They are a distraction. They create
busy work. They take time to learn and integrate. Very few of them
actually help you sell. But you are told by the people that develop them
that you must have these tools. And you are told by sales enablement
folks that you will be getting these tools. After all, if you are the VP
of sales enablement and you don't keep the flow of tools, applications,
integration, training and implementation of these tools coming, there
isn't much of a need for you to be there. In order to justify your
existence, you "keep 'em coming!" Sales Enablement is the sales stack's
best friend.
The question is, if we didn't have a sales enablement function, how

many of these tools would we
acquire based on the following
criteria?
1. They help salespeople follow
their sales process
2. They help salespeople stay
organized in their eforts to
close business
3. They provide sales leadership
with important, realtime data
4. They provide insight and
visualization into the sales
pipeline
5. They give salespeople more
time to sell and less time doing
paperwork
6. They make salespeople more
eicient
You would have CRM, but it
probably wouldn't be Salesforce.
com. If you have a complex sale
or a 1 month or longer sales cycle
I would advise you to choose
Membrain. You would have an
e-signature application to streamline getting your agreements
signed. I like AdobeSign.
If your salespeople aren't
in the field or in a territory you
would probably have video
conferencing. I like Zoom.
To avoid sending emails
back and forth you would have a
calendar scheduling application. I
like Youcanbook.me.
If you run a company or lead
the sales organization, those 4
tools would help your salespeople
be more eicient, more efective
and more focused. Add anything
else to that "stack" and you
are taking away eiciency and
efectiveness.
The stack won't sell for
you. The stack won't make your
salespeople better. You don't
want the stack for the sake of
having the stack.
That's my story and I'm
"stacking" to it.
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any companies who use
bar code technology are
still plagued with
excessive writing and/or data
entry. This happens when many
diferent kinds of information must
be captured for each item during
receiving and suppliers will bar
code only item numbers and/a
minimal number of fields. Another
situation where voice recognition
can augment bar code systems is
when there are numerous potential
next steps in the receiving process
that must be identified on the fly.
These situations can occur whether
for new receipts or returns. Voice
recognition is also valuable when
continual instruction to the worker
is required but both hands must be
free to do work such as order
picking or manufacturing assembly.

M

APPLICATION 1: A very high volume
pharmaceutical distributor must
capture the NDC number or
UPC bar code number (either
which will be bar coded) and
additional information as well for
each product at receiving. This
information could include a lot
number, batch number, expiration
date, quantity received and
possibly a serial number to track
an item within a lot. The company
referred to in this example had set
up multiple data entry stations.

After scanning the product ID barcode, four other fields had to be data
entered. This process doubled the time of the receiving process. Workers
had to sit at a fixed work station (where data entry could be done) and
each item on the receipt (there could be as many as forty, some with
multiple pallets, and some with multiple items mixed on a pallet) had to
be brought to and from the data entry station.
By implementing a voice recognition system, workers became mobile
by wearing a headset and were prompted to read the information into the
microphone by the system for required fields after scanning the product
ID. The time saved by not moving the product to and from the data entry
station and by speaking vs. entering data resulted in major increases in
speed and eiciency and a major reduction in labour costs. Since items
could be received into the system at the staging area and the data entry
stations eliminated, key space was freed up for other uses.
APPLICATION 2: A consumer goods company shipped high volume
truckloads of thousands of products to major big box retailers. Even
though as a percentage of goods shipped returns were low, the number
of objects returned was voluminous. Truckloads of large gaylords
(enclosed pallet size shipping containers used mainly in air shipments)
with numerous items in varying states of condition inside were received
daily. Items returned could be saleable, saleable after re-boxing, sent to
a checking station to check functionality, returned to vendor, held for
vendor inspection, held for management review, or disposed of. The task
of recording the condition on documents was monumental.
By implementing a voice recognition system workers could scan the
barcode on each item and state a number representing the condition
and/or the destination of each item from the choices listed above into
the microphone and place the item on a sortation conveyor which would
then sort by the destination for the condition spoken so the product
could be staged by condition with other such items and easily be bulk

moved to the proper next location.
Saleable items could be returned
to stock immediately. Non-saleable
items could be transported to
an area where they were sorted
for the next step in the returns
process away from the main traic
flow and those to be disposed of
conveyed to a dumpster.
Voice recognition allows for 2
way communication by head set for
any order picking operation. Hands
are free to do work and feedback
is transmitted instantaneously
eliminating all paper and any
labour associated with writing
information or entering data.
The quality of voice recognition technology is better than
ever and should be considered for
laborious data entry and multiple
choice situations. Systems are multilingual and each headset could be
programmed to work in a diferent
language but with the results of the
process presented in the formats
required by company management.
Voice recognition is an
excellent way to improve accuracy,
reduce space and labour costs and
manage complex situations.

ULTIMATE PRODUCTIVITY

oal setting is the key
element to success.
Whenever you meet
anyone who has accomplished
anything of significance, it is highly
likely they set a goal and reached it.
Goal setting is among the most
misunderstood areas of success.
For a goal to be valid, it must be
out of your current reach but still
realistic, and a goal must have a
date on it.
You can increase the odds
of reaching your goal by 42 per
cent through the simple act of
writing your goal down. In our
society, there are three levels of
commitment. The lowest level is
simply telling someone what you
are going to do. The next level
of commitment involves writing
it down, and the highest level
of commitment requires you to
write your goal down and sign it.
Just because someone said
something doesn’t always mean
it’s going to happen. We live in
a world that when it’s all said
and done, there’s a lot said and
very little done; but when you get
something in writing, it denotes
a serious understanding, and
we all know when we attach our
signature to something, we have
made a commitment.
Many people avoid setting
goals because they have failed
to reach the goals they have set
in the past. These people need
to consider whether they’ve ever
eaten a bad meal, taken a bad
flight, or gone to a bad show.
Obviously, it doesn’t mean they
won’t eat, travel, or go to shows in
the future. If we fail to reach our
goal, we need to turn that failure
into fertilizer for our next attempt.
We need to determine whether
the bar was set too high, the time

COLUMN
WITH JIM STOVALL

G

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.

was too short, or some unexpected factor intervened which kept us from
reaching our objective.
Most goals are reached after several failed attempts. The great
mountaineer Sir Edmund Hillary organized many expeditions to scale
Mount Everest that failed. He funded his subsequent expeditions by
giving speeches around the world. During these speeches, he would
stand in front of a giant photo of Mount Everest. He would assure his
audiences that he would succeed in becoming the first man to climb the
tallest mountain on earth. Then as he concluded his remarks, he would
turn to the image of the mountain behind him and say, “I will reach my
goal because you can’t get any bigger, and I can.”
If you are contemplating setting a goal in an area where you have
failed in the past, please remember you’re not the same person today
that you were then. You don’t fail until you quit trying.
As a blind person myself, I still believe I could get a hit of the best

pitcher in the Major Leagues
if you will allow me to alter
just one of the rules of
baseball. If I can have as many
strikes as I want, and I’m not
called out until I give up, I will
eventually and invariably get a
hit in much the same way that
you will reach your goals if
you just keep trying.
As you go through your
day today, think about your
goal, write it down, and
sign it.
Today’s the day!
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BY
ONG XIANG
HONG

SEVILLE:
THE HEART
OF SPAIN

n 712 AD,
Muslim general
Tariq ibn Ziyad
took Spain by
force,
beginning the
era of Moorish
rule in Spain. The core of Muslim
territory, Andalusia, competed
with descriptions of heaven in the
Quran: “gardens dark green...
springs pouring forth...fruits and
dates and pomegranates....”

I

For close to 800 years,
Moorish culture imprinted
itself upon the Spanish soul,
and nowhere else is that
more apparent in the heart of
Andalusia—Seville.
Seville is situated on the
banks of the smooth, slow
Guadalquivir River, which divides
the city into two halves: Sevilla
and Triana. English poet Lord
Byron once referred to Seville as
a city famed for its oranges and

women; today’s visitors might
add tapas, flamenco, sub-tropical
climate and world-renowned
festivals to this list.
Seville, in one word, defines
Spain. There’s a reason why
Bizet chose it as the setting for
his opera Carmen. Romantics
are drawn to the spectacle of
the bullfight at the Plaza de la
Maestranza, where matadors
perfect their cruel ballet of
bravery and death. Or to clap

your hands to the rhythms of
guitars and staccato heels during
a fiery flamenco dance.
History runs rich in Seville’s
veins—hosting an extraordinary
melange of Moorish, Gothic, and
Renaissance architecture. The laid
back nature of Spanish culture
is also close at hand, where you
can sip an amontillado in the
tiny streets of Barrio Santa Cruz,
before having a siesta in a quiet,
shady corner on a tiled bench.
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GETTING IN
Seville is served by Sevilla
International Airport (IATA:
SVQ), located about 25
minutes’ drive from the city
centre. A bus service runs
about every 30 minutes from
the arrivals hall, and takes
around 20 minutes to reach

the city proper.
Alternatively, you can take
the train to Sevilla Santa Justa
Station, which is the southern
terminus of the Spanish high
speed AVE train service. The
journey to Seville takes around
three hours from Madrid, and
five hours from Barcelona.

GETTING AROUND
Seville is served by an excellent
public transportation system.
Buses run frequently and cover
most of the city. Tramways
and metros complement the
bus system. Each system takes
the same payment: a cashless,
refillable card named Tarjeta

del Transporte.
Bikes and scooters are
also available for rent. Getting
around on two wheels is much
easier than using a car—which
will likely get stuck in Seville’s
narrow streets. Plus, like many
other medieval cities in Europe,
parking is scarce and expensive.

THINGS TO SEE
The Catedral de Santa María de la Sede
(Cathedral of Saint Mary of the See) is the
largest Gothic cathedral in the world. Built
on the former site of the city’s mosque,
the cathedral’s large and ornate tower (La
Giralda) was the former mosque’s minaret

The Real Alcázar (royal palace) facing the
cathedral was developed from a previous
Moorish palace, which was itself developed
from an existing Roman structure. Several
scenes from fantasy drama Game of
Thrones were shot at this location.

The Archivo General de Indias (General
Archive of the Indies) is housed at the
ancient merchants’ exchange. As befitting
Seville’s status as a thriving port, the archive
houses the records of Christopher Columbus’
voyage to the Americas, as well as material
from the era of Spanish conquistadores.

THINGS TO DO
On the other side of the
Guadalquivir River is Triana—the
gypsy quarter of Seville. The narrow,
winding streets ofer some of the city’s
best ceramic shops and a host of bars.

Visitors can experience the real
flamenco for themselves in Seville. A far
cry from the flashy dance moves seen
on TV, flamenco can be experienced by
intrepid travellers at a misa de doce—a
midnight gathering of flamenco singers
and aficionados at specific bars.

Like elsewhere in Andalusia, Seville is
famous for its tapas scene. The trick is to
go bar-hopping and try only the best tapas
at each location. Most tapas aren’t available
before 9.00pm, which is typical dinner time
for the Spanish. Some typical tapas include
tortilla española (potato omelette), pulpo
gallego (Galician octopus), aceitunas (olives),
and patatas bravas (spicy potatoes).
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BY
JORDAN
LOW

aytime
drowsiness is
something we
can all relate
to. We are at
the oice. It is
the middle of the afternoon. Our
bellies are full after lunch and
our eyes are getting heavy. If you
are particularly sleep deprived,
the urge to silently nod-of at the
desk is almost unbearable.
However, more often than not,
we force ourselves awake,
fearing the harsh reprimands of
our managers who could be
lurking around the corner.
Long had there been a
stigma surrounding taking
naps during oice hours.
It gives the perception of
laziness and bosses often
frown upon us for doing so.
However, how is taking a
15 minutes nap so diferent
than the 15 minute breaks
we spend surfing the web
aimlessly; or going out of
the oice to get a snack?
Research over the years have
proven that short power naps
have a huge benefit for oice
workers, so why is it looked
down upon?
A study at NASA on sleepy
military pilots and astronauts
found that a 40 minute nap
improved performance by 34
per cent and alertness 100 per
cent. Tests on shift workers
showed that even a 20 minute
nap was able to boost their
alertness and productivity by a
significant degree.
In a study published
in Nature Neuroscience,
researchers found that the
participants’ performances on
tests deteriorated throughout the
day. A 30 minute nap between
tests stopped the decrease in
performance among participants,
and those who took a 60 minute
nap even reversed the decline.
Napping also has the added
benefit of reducing stress and to
help you relax. Even if you don’t
sleep for long, a nap can be a
great stress reliever. Research

THE POWER OF

NAPS

D

backs up the fact that napping
is a great way to reduce stress
and improve mood. Even if you
do not fall asleep, the benefits of
resting persist. After a 20 – 30
minute nap, workers will come
back to the desk refreshed as
their brain activity surges.
Cafeine is often used to
shock our system into activity
and alertness. However, this is
a short term solution. Not to
mention that an overabundance
of cafeine in our bodies is not
very healthy. Researchers at
Saarland University in Germany
found that napping for 45 – 60
minutes could improve memory
and learning dramatically.

Participants performed approximately five times better
when it came to remembering pairs of words.
Researchers have found that power naps may boost
right-brain activity. The right hemisphere of the brain
is generally associated with creative tasks, while the
left side with the analytic. Studies at Harvard Medical
School and the University of California found you are
more creative after a nap if you get REM sleep, the type
of sleep during which you dream. The researchers from
Harvard suggest REM sleep makes the brain more
flexible and open to newer ways of thinking.
Of course, not all things are rainbow and sunshine
when it comes to napping at work. Even with the
benefits, it is still a good idea to get permission from
your supervisors before you take a nap while on the
job. Additionally, sleeping for long periods of time
may result in sluggishness and sleep inertia. Setting an
alarm to wake you up before you take your nap would
be recommended.

BOOK

MUSIC

MOVIE

THE OUTLAW OCEAN

ROUGE

MIDWAY

BY IAN URBINA
here are few remaining frontiers on
our planet. But perhaps the wildest,
and least understood, are the world’s
oceans: too big to police, and under no clear
international authority, these immense regions
of treacherous water play host to rampant
criminality and exploitation. Part fascinating
adventure story, part stunning exposé, this
book provides a unique perspective on the
disturbing
reality of the
wide and
open ocean
which
connects us
all. It is a
place where
anyone can
do anything
because no
one is
watching.

BY YUNA

Cast: Ed Skrein, Patrick Wilson, Luke Evans, Aaron Eckhart

T

HOW TO
BY RANDALL MUNROE
estselling author and cartoonist,
Randall Munroe, presents to us his latest book: “How To”, a comprehensive, entertaining, and utterly useless
self-help guide. This book is not meant to be
taken seriously, but it is quite hilarious when
you see how far one can stretch the human
imagination to find solution that are ultimately
impractical and long-winded. By exploring the
most complicated ways to do simple tasks,
Munroe
doesn’t just
make things
diicult for
himself and
his readers.
As he did so
brilliantly in
What If?,
Munroe
invites us to
explore the
most absurd
reaches of the
possible.

B

ouge is the fourth studio album by
Malaysia singer and songwriter, Yuna.
The album was created in collaboration with a multitude of diferent producers and
artists. As such, the album serves as one of
Yuna’s most dynamic record to date. The
tracklist is filled with after-hours style R&B
music that Yuna has become known for. Not
only is it easy to listen to, it also invokes a sense
of calm and relaxation. Several tracks also
combine elements of pop and modern disco to
create a coherent and fun piece.

R

WE’LL BE COMING BACK
BY CALVIN HARRIS FT. EXAMPLE
his song was created by renowned
Scottish record producer, Calvin
Harris, and features English singer
Example. Beginning with a melodic guitar-driven
introduction, "We'll Be Coming Back" transitions
into a "hard electro synth-fuelled chorus"
featuring Example's vocals. The repeated
leitmotif of the vocals gives us a light callback to
Aerosmith’s “I Don’t Want to Miss a Thing”,
due to similar notes. The track is often described
as one of the most underrated tracks of 2012,
due to the lack of major accolades despite selling
well and being a rather fun and enjoyable tune.

T

idway is a historical war drama film
that depicts the United States’
struggles, perseverance, and eventual
victory at the Battle of Midway against the
Imperial Japanese navy during World War II.
Historically, this was the turning point in the
Pacific theatre for the Americans as their numerical and technologically inferior navy was able to
deal a
crippling blow
to Japan that
they struggled
to recover
from for the
rest of the war.
Relive the
story that
many military
historians
have dubbed a
miracle due to
the massive
disadvantage
that the US
was at during
the time.

M

THE MARTIAN
Cast: Matt Damon, Jessica Chastain, Jeff Daniels, Sean Bean
very human being has a basic instinct:
to help each other out. These are
some of the first words that are heard
in the film. It also sets the tone for what is to
come. The Martian is one of 2015’s greatest
films. It espouses the greatest of human virtues,
including out ingenuity, creativeness, perseverance, ability to survive, and the empathy we feel
for others. The film follows astronaut Mark
Watney who was stranded on Mars due to a
freak storm
and has to
survive on the
bare minimum
equipment for
over a year
while finding a
way to contact
NASA on
Earth and
await rescue.
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WORLD CLASS SUSTAINABLE CITIES 2019

T

he 11th International Conference on World Class Sustainable Cities (WCSC 2019) was held on 19 September 2019 in Kuala Lumpur
at the Royale Chulan Hotel. Themed ‘NEXT: KL2040’, WCSC 2019 explored how Kuala Lumpur and other cities in Malaysia can
prepare for today’s and tomorrow’s challenges towards becoming a world class sustainable and liveable city.

ASIA-PACIFIC ENTREPRENEURSHIP AWARDS TAIWAN 2019

T

he Asia-Pacific Entrepreneurship Awards Taiwan was held at Shangri-La’s Far Eastern Plaza Hotel, Taipei on 4 October 2019.
Organised by Enterprise Asia, the awards honour business leaders and organizations who have shown outstanding performance and
tenacity in developing successful businesses, whilst not neglecting the social responsibilities that come with leadership.
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MUST WE
ALWAYS
WIN?
any years ago I attended
a seminar by Robert
Kiyosaki. Yes, he of that
‘Rich Dad Poor Dad’
fame. As I sat at the back
of the hall listening to
Kiyosaki insulting
almost everyone, and branding anyone with
inclinations unlike his as ‘losers’, I asked
myself the question: must we always win?
In business, as in life, winning could be
addictive. When things line up the way we
want to, and each of our step seems to have
divine help, it makes everyday a lot brighter.

And for those of us who have been losing
most of our lives; who have to climb our
way to the top – winning could be both a
destination and a reward.
But in winning, we often create losers
out of others. While the phrase ‘win-win’ is
commonly used, it is easier said than done.
In almost every situation, ‘win-win’ is a
matter of degree. To some, winning less is
just as bad as losing.
Which is why I’d prefer the phrase, ‘you
win some, you lose some’. That, is the key to
lasting relationships – both in our personal
lives and in business.

There is too much ‘winning at all costs’
mindset in business. This could be due to
our instinct for survival. But unwatched and
uncontrolled, it could creep into how we
deal with customers, business partners and
team members. Instead of allowing two-way
conversations, we end up controlling every
conversation. We become condescending and
are only focused on winning.
To be completely dedicated to the idea of
winning is to be inflexible, and inflexibility
is a death sentence for companies in today’s
market. Competition and choice are healthy
for businesses, and a competitive market
forces improvements in both productivity
and eiciency.
There is a lot more to business than
beating out all the competition. Of course,
without winning, we would not have
business; but what truly matters is how we
win. Use the fact that there are others aiming
for the same slice of pie to drive you to give
your clients a better experience.
When we allow others to win every now
and then, it also allows us to win longer and
more often. Does that make sense?

