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LAUNCHING YOUR BRAND NEW
BUSINESS HAS NEVER BEEN EASIER
Malaysian youth today are full of ideas and entrepreneurial spirit. To
harness this potential, the Centre for Entrepreneur Development and
Research (CEDAR) has introduced the YOUTH ENTREPRENEUR
PROGRAMME (YEP) with the sole purpose of enabling new and existing
young entrepreneurs to start, develop and run a successful
small business.
The specially designed 2-days programme provides young
entrepreneurs with essential skill-sets for success from generating ideas
to financial projections. The programme will also help you develop a full
set of business proposal for the Young Entrepreneur Fund (YEF)
financing application.

Day
1

Day
2

Business Modeling using
Business Model Canvas (BMC)
• What is it?
• The 9 Building Blocks
• How to Maximise BMC
Introduction to Business Plan
• An Entrepreneur's Journey
• Viability & Bankability
Concepts
• 5C's Evaluation Criteria
• The Importance of Business
Plan
• The Necessary Documents
• Business Plan Format
Operational/Technical Aspect
• Location of Business Premises
• Renovation Works
• Margin of Financing
(Machinery / Equipment /
Vehicle & MOF)
• Process Flow and SOPs
• Raw Materials/Stocks

Marketing Aspect
• Product/Service Proﬁle
• Industry Research
• Customer Segments
• Marketing Mix Plan &
Strategies
• Marketing Strategy
• Competitive Analysis
Management Aspect
• Essential Management Skills
• Organisation Structure
• Experience and Know-How
Financial Aspect
• Costing and Budgeting
• Working Capital Concept
• Financial Projection
Conclusion
• SWOT & Mitigation Strategies

Up to 3-Month

Periodical Business Coaching & Mentoring for
Business Plan Refinement with a Maximum of 4 Touch Points

WHO SHOULD ATTEND
New and existing young entrepreneurs
aspiring to:
• Equip themselves with essential
business knowledge and skill-sets to
start, develop and run a successful
small business.
• Prepare a full set of business proposal
for the Young Entrepreneur Fund (YEF)
financing application.
YEF ELIGIBILITY
• Malaysian youth between 18 and 30 of age,
owning a business.
• Business is registered with SSM or other
authorized registering bodies
(sole-proprietorship partnership firm or
Sdn Bhd company).
• For a partnership ﬁrm or Sdn Bhd company,
the youth entrepreneur (applicant) must
hold majority shares of 51% AND is the key
decision maker AND must be full time in
business.
GIVE OUR FRIENDLY TEAM A CALL TODAY
TAN KENG LOONG
Phone : +603 2615 2986
H/P : +6012 207 2890
Email : keng.loong@smebank.com.my
NIK AHMAD MUARIFF
Phone : +603 2615 2070
H/P : +6012 354 7066
Email : ahmad.muariff@smebank.com.my
*Subject to the terms & conditions
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DAY 1
BUSINESS MODEL ACTION PLAN

Introduction to Business Plan
• An Entrepreneur's Journey
• Viability & Bankability Concepts
• 5C's Evaluation Criteria
• The Importance of Business Plan
• The Necessary Documents
• Business Plan Format

Smarter and Faster Way
To a Bankable Business Plan

The Business Model Action Plan (BMAP) is a unique entrepreneur
development programme for entrepreneurs aspiring to turn their ideas into
a sustainable and bankable business plan.

WHO SHOULD ATTEND

Operational/Technical Aspect
• Location of Business Premises
• Renovation Works
• Margin of Financing (Machinery
/Equipment/Vehicle & MOF)
• Process Flow and SOPs
• Raw Materials/Stocks

DAY 2

The specially designed 2-day programme will introduce you to the Business
Model Canvas (BMC), a strategic management and entrepreneurial tool that
will allow you to describe, design and challenge your business model on a
simple, intuitive and flexible template. At the end of the programme, you will
be able to develop a full set of business proposal for financing application.

Business Modeling using
Business Model Canvas (BMC)
• What is it?
• The 9 Building Blocks
• How to Maximise BMC

New and existing entrepreneurs aspiring to:
• Transform their ideas into a sustainable and bankable business plan
• Prepare a full set of business proposal for financing application

METHODOLOGY

• Knowledge Sharing Session
• Hands-on and Interactive Workshop with Group Activities
• Periodical Business Coaching & Mentoring

Marketing Aspect
• Product/Service Profile
• Industry Research
• Customer Segments
• Marketing Mix Plan & Strategies
• Marketing Strategy
• Competitive Analysis
Management Aspect
• Essential Management Skills
• Organisation Structure
• Experience and Know-How
Financial Aspect
• Costing and Budgeting
• Working Capital Concept
• Financial Projection
Conclusion
• SWOT & Mitigation Strategies

Crafting a Business Plan has never been easier. SIGN UP NOW!
GIVE OUR FRIENDLY TEAM A CALL TODAY
WAN KHALAF
Tel
• +603 2615 2006 / +6016 262 3424
Email • khalaf@smebank.com.my

TAN KENG LOONG
Tel
• +603 2615 2986 / +6012 207 2890
Email • keng.loong@smebank.com.my

Up to 6-Month

Periodical Business
Coaching & Mentoring
for Business Plan
Refinement with a
Maximum of
4 Touch Points

NIK AHMAD
Tel
• +603 2615 2970 / +6012 354 7066
Email • ahmad.muariﬀ@smebank.com.my
Nurturing Excellence
Centre For Entrepreneur Development And Research Sdn. Bhd. (1042601-M)
Level 6, Menara SME Bank, Jalan Sultan Ismail,
50250 Kuala Lumpur, Malaysia • www.cedar.my •
cedarsmebank
Tel: +603 2615 2020 • Fax: +603 2692 5916
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Reflections

Big Global Appetite
For Halal Goods & Services

H

alal Worthwhile
certification has become
a buzzword in today’s business
A
Initiative
world from food products to cosmetics, healthcare and financial

offerings. Indeed the halal ecosystem has steadily transformed
into a dynamic infrastructure that encompasses all sizes of business
– from a large multinational corporation to small and medium
entering intoindulging
another phase
of regional
cooperation
enterprises (including SEAN
microisenterprises
in cottage
industries).
with
the the
implementation
of the ASEAN
Between 2013 and
2019,
global halal industry
is poisedEconomic
to have a
Community (AEC) in 2015.
compounded annual growth
rate
(CAGR)
of
12%
in
the
food
&
beverage
(F&B)
Acknowledging the enormous potential that AEC will
sector, fashion sector bring
(11%),totravel
sectorcommunity,
(9%), media
and
recreation
sector
the ASEAN
the 10
member
countries
(8%), cosmetics sectorare
(8%)
and pharmaceuticals
(6%),
according
relentlessly
working to ensuresector
that they
are able
to fully to
benefit
from thisEconomy
significantReport
initiative.
the State of
the Global
2014-2015 by Thomson Reuters.
chief with
interest
none other
than the formation
a strategic
This runs Our
parallel
theis Muslim
population
average of
annual
growth
action
plan that
will enable
SMEstotomake
thrive up
on aabout
regional
platform
rate of 1.5%
whereby
Muslims
areASEAN
projected
26.4%
of the
in their business ventures.
world’s total population
of
8.3
billion
in
2030
with
a
median
age
of
24.1.
Our ultimate hope is that the AEC will be a noble initiative in that
The 56-Muslim
majority
countries
of the world
(members
of the
OIC and
all SMEs have
a tremendous
opportunity
to excel
and blossom
in trading
the Islamictheir
Development
Bank) within
represented
a totalsystem.
gross domestic product
an open market
goods and services
saidtrillion
this, it is
every
regional
SME strive(which
to rev is
(GDP) of aboutHaving
US$6.7
inimperative
2013 withthat
a 1.7
billion
population
the tempo
by identifying
their population).
individual strengths while improving on
growing atuptwice
the rate
of the global
their weaknesses.
Epicenters
of growth stretch from Malaysia and Indonesia in Southeast
We cannot deny the fact that fulfilling the true potential of a single
Asia to members
Council (GCC)
and Turkey.
market suchofasthe
AECGulf
is veryCooperation
challenging. Nevertheless,
the benefits
that
Moreover, are
thegoing
increasing
influence
the far
West
– who
to be derived
from of
theMuslim-minorities
intra-Southeast Asianintrade
exceed
are fairly affluent
– asproblems
well as the
population who reside in the
the teething
that large
we areMuslim
expecting.
On this
urge all
ourRussia
regionalhave
entrepreneur
friendssubstantial
to work
emerging nations
of note,
India,weChina
and
also spurred
closely
together
tackle
whatever
issues
that may
occur
our effort
to
growth in the
demand
forand
halal
products
and
services
from
theinglobal
market.
make
this
initiative
successful.
With the advent of the ASEAN Economic Community (AEC), indulging in halal
There will be many adjustments to be made and if we continue to
manufacturing
trade,
spur
ASEAN
SMEs towill
bebe
world-class
focus and
on the
goals could
that wesurely
want to
achieve,
the solutions
a norm
enterprises,
offering
the
Southeast
Asian
region
every
potential
to emerge
rather than the exceptions.
as a global halal
To hub.
all Malaysian SMEs, AEC is a golden opportunity for Malaysia to
directly
showcase member
our goods and
services
that can be
of immense
benefits
Of the
10 ASEAN
states,
Malaysia,
Indonesia
and
Brunei
to aalarger
intra-ASEAN
customer
base ofpopulation,
620 million. in addition to the
have almost
combined
265 million
Muslim
we should
rise, takeknow-how
the challenge
and make
AECtrade
a
abundance of Together,
raw materials
and strategic
in lifting
the halal
successful single economic union for the world to emulate.
to greater heights. For Southeast Asian SMEs in the F&B industry, the time is
definitely ripe
to give
dueBoleh!”
consideration to ply the halal path. Similarly, the
“Malaysian
SMEs
call goes to those participating in the healthcare, beauty, travel and financialHappyindustries.
reading!
related service
In regard to financing of such businesses, the SME Development Bank
of Malaysia has always been and will continue to provide financing facilities
for the sector
in Mohd
support
of the
Malaysian
Government economic agenda to
Datuk
Radzif
Mohd
Yunus
promote the country as a regional halal hub. Let me encourage those players
and potential participants to explore such opportunities with the bank.

A

Datuk Mohd Radzif Mohd Yunus
Datuk Mohd Radzif Mohd Yunus is the Group Managing Director of Malaysia’s
Bank,Director
a development
financial
institution
Enterprise
Datuk Mohd Small
RadzifMedium
Mohd Yunus
is theDevelopment
Group Managing
of Malaysia’s
Small
Medium
(DFI) dedicated
accelerating the
growth
of Malaysian
SMEs. to accelerating the
Enterprise Development
Bank,to
a development
financial
institution
(DFI) dedicated
growth of Malaysian SMEs.
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SME Bank Malaysia
• Designed to function ultimately
a s a one-s t o p fi nanc i n g
and business development
centre, Malaysia’s SME Bank is
dedicated to the accelerated
growth of Malaysian SMEs.
• The principles activities of the
Bank are to provide financing
as well as financial and business
advisory services to Malaysian
SMEs residing within predefined categories which have
been framed within the SME
classification guidelines of the
National SME Development
Council.
• Through better segmentation
of financial and non-financial
needs of SMEs by industry,
stage of growth, and product
and market potential, the Bank
strives to hasten the financing
processing of eligible SMEs to
meet their financing needs. It
also supports their business
growth requirements through
the provision of timely advisory
services.

From the Chief Editor’s Desk

Tapping into a Competitive Yet
Rewarding Halal Business

R

epresenting 1.7 billion or about a quarter of the entire world population, the
potentials of the Muslim market is extremely huge. This is even made more
astounding, considering the Muslim populace is growing at two times the rate of
the global population. In 2015, the market is estimated to be worth a staggering
US$1.8 trillion and is forecasted to rise to US$2.6 trillion by 2020. The International
Monetary Fund (IMF) remarked that while the global economy is stagnating due to decline in
investment and an ageing population, the outlook of the Muslim economy is a stark contrast
by being among the fastest growing markets in the world.
From a regional perspective, ASEAN SMEs are well positioned to capitalise on the
opportunities of this huge and rapidly growing Muslim market. Although it may not be
as lucrative as the market of the Gulf Cooperation Council (GCC) countries, the region is
home to a sizeable Muslim consumer base. Approximately 265 million or about 43% of the
Southeast Asia populace practice the religion of Islam with majorities of them in Brunei,
Indonesia and Malaysia as well as Pattani in Thailand and Mindanao in the Philippines.
It only makes business sense for the SMEs in the region to leverage the proximity of this
large Muslim market appearing at their doorsteps, positioning it as a springboard in pursuing
their halal ventures. In capitalising such an opportunity, the SMEs cannot afford to continue
the “business-as-usual” approach, for the level of competition in the halal market is becoming
increasingly sophisticated and strategically continuously changing to map the equally everchanging consumer landscape and demands. After all, the halal business industry is never
reserved only for the Muslims and by the Muslims.
In as much as the market is regional and global, the competition is equally complex.
This is even made more challenging when considering the increasingly developed ITinfrastructure, mobile apps penetration and online business rate of consumption. The SMEs
need to appreciate the nature of business today. The then culture of elbowing competitors
to get ahead, need to be reviewed with the current spirit of sustaining growth via inclusive
collaboration. The market is in itself simply too huge for any particular player to command,
hence the need to look beyond one’s business shore.
At the regional level, for the SMEs in the halal trade to be a force to be reckoned with,
some of the key players in the various industries need to take some lead roles in developing
a well-defined structured halal-based eco-system that would collectively help in competing
and penetrating the global marketplace - where demand and lucrative pricing are in store
for halal products and services of excellent quality. This will ultimately lead to the creation
of halal industry giants – preferably with diverse areas of specialty – that are capable to
compete vigorously in the global arena.
In this issue, we made a conscious decision to focus on this lucrative halal industry due
to the sheer size of its business potentials especially for the SMEs. As you read through, do
reflect and ponder the opportunities awaiting you!
Happy Reading!

Sheikh Ghazali Abod, Ph.D
Sheikh Ghazali Abod, PhD is the Chief Operating Officer of the Centre for Entrepreneur Development and Research
(CEDAR), a wholly owned subsidiary of the Small Medium Enterprise Development Bank Malaysia Berhad. He could be
reached at sheikh.ghazali@smebank.com.my.
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The Editor’s
Quill
The Editor’s
Quill

Riding High on the Halal Waves
Finding a Balancing Act

I W

magine getting a tiny slice of what turns out to be US$2.1 trillion
industry. That’s what the global halal economy is estimated to be worth
elcome to the second issue of ACE. The
and certainly no farsighted
entrepreneurs would wish to miss such boat.
past six months since we embarked on
Given its strategic location,
weACE
at has
the been
ACEindeed
magazine
that
Project
been believe
a
countries in the Southeastjourney
Asian of
region
have– vast
discovery
one potential
where we not only in
went all out tobut
findalso
our to
strengths
while
tapping the abundance of opportunities
serve as
a global halal
searching for a true identity.
gateway or hub.
Hence, our latest issue is a slight
We start
the ball rolling by featuring Malaysia’s experience in harnessing
divergence from our maiden issue and this is most obvious
the halal economy
and how
the country
able
to Nevertheless,
position itself as a halal
in the design
department
to sayisthe
least.
centre of excellence
that comes
complete
stringent
we remain committed
in dishing
out a with
content
that can adherence
standards. serve as a bridge between Southeast Asian entrepreneurs
and the
Economic
Community
(AEC)
initiative
In essence,
the ASEAN
halal industry
in Malaysia
today
covers
food and non
which has a noble intention of transforming the region
food products,
pharmaceuticals,
into including
an economic
powerhouse. health products, medical devices,
cosmetics and toiletries.
Meanwhile,
within the
industry include
As the entire
Southeast services
Asian economy
is inching
logistics, packaging,
branding
& marketing,
printedcommunity
& electronic media,
closer to the
establishment
of an economic
somehowand
identical
the European Union concept, we
banking, insurance
travel to
& tourism.
think
it
is
only
timely
for
ACEthe
to explore
AECWorld
entailsHalal Week
Elsewhere, we take a peep into
recentlywhat
staged
and how best to derive maximum benefit from it.
exposition in Kuala
Lumpur
which
attracted
participants
from
70 countries
Towards this end, we feature some viewpoints from
as well obtaining
a bird’s-eye
view who
on how
halal tourism
is tanks
emerging as an
few prominent
individuals
are attached
to think
to gauge
thoughts by
on small
the likely
which
economic sector
ripetheir
for tapping
andscenarios
medium of
enterprises
(SMEs)
direction
is the
AEC heading when it zooms off its launch
in the Southeast
Asian
region.
come 31 December 2015.
On thepad
same
note, we caught up with three non-Muslim ASEAN
Elsewhere, we get up close and personal with 10
countries, namely
Thailand,
the Philippines
to observe how
ASEAN entrepreneurs
– one fromand
eachSingapore
of the ASEAN
they take a member
plunge into
the lucrative
trade.
countries
– who sohalal
willingly
share with us their
recipe of“Expat
entrepreneurial
success.
In our regular
Entrepreneur
section”, we tour Cambodia while
The business-cum-living
fact that these people
come
a culturallysharing the various
tips
for afrom
would-be
entrepreneur to
diverse background goes to prove that entrepreneurship
co-exist withknows
the local
community.
no boundaries – the prevailing traits among our
Inevitably,
thereinclude
will beself-belief,
growing staying
pains for
anyone
who to
sets up shop
10 guests
focus
and stamina
in Phnom Penh
because
theride
Khmer
government
stilltough.
laying down the
withstand
a rough
even when
the goingisgets
groundwork for everyone to play fair and get the best deal out of everything.
However, the most gratifying news may be that local rules allow businesses
Happy reading!
to be fully owned by foreign investors and the relatively ease of moving
money in and out of the country.
Last but certainly not the least, we introduce a new segment by
C. S.
Cheah to uncover success stories from ASEAN-wide SMEs.
embarking on
a journey
We kickstartEditor
our journey by unveiling the ASEAN tourism edge where we
touch base with the key drivers and enablers, and watch how they shape the
industry that they operate in.
ACE welcomes feedback as to how the magazine can be

Roy Chen better positioned as a knowledge back of sorts for the ASEAN
entrepreneur community. Readers can submit their thoughts to
Editor
chor.sooi@smebank.com.my.

What is so unique
about CEDAR?
• CEDAR is an outcome-based
coaching outfit that is very focussed
on entrepreneur development as
its flagship programme and does
not represent the generic training
centres that offer menu-driven
business-development courses.
• CEDAR develops its unique but
proven entrepreneur development
programmes based on its widebased industry research and market
findings, as well as case studies.
• CEDAR complements the role of
the SME Bank Malaysia in extending
its intervention services through
the conduct of various programmes
that are customised and mapped
against the matrix of the SMEs,
based on the latter’s stages of
growth, market-cycle, businesssizes, as well as the industries
they are involved. It employs
the 7 Stages of Entrepreneur
Development Roadmap.
• CEDAR’s intervention services
span from the point of ideation
and extend beyond the point of
commercialisation over a period of
12-24 months, focussing on each
entrepreneur’s initiatives, with the
objective of realising their business
success and sustaining their
growth in an all-encompassing and
meaningful manner.
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Today, the Malaysian halal brand is widely recognised and accepted
throughout the world. Thus, Malaysia is well-positioned to become
the gateway for halal products from ASEAN countries to enter the
international market.

M

alaysia stands tall as both
a global leader of halal
industry and standards.
Its journey towards
becoming the leader in the world’s
halal industry began in 1974 when the
Research Centre at the Islamic Affairs
Division in the Prime Minister’s Office
started to issue halal certification
letters for products which met the
halal criteria.
In the year 2000, the journey
reached yet another significant
milestone as Malaysia became the
first country to have a documented
and systematic halal assurance
system following the release of
its halal standards. This can be
described as a revolution which has
lifted halal standards from that of
a traditional cottage industry to a
vibrant new economy.
Malaysia’s relentless efforts in
developing this industry continued
in 2008 as the country embarked
on the Halal Industry Development

Master Plan (HIMP) 2008-2020
which aims to drive halal as a new
source of economic growth. This
is in line with the Government’s
efforts to diversify economic
activities against the backdrop
of the-then Global Finance Crisis
(2008-2009).
The 13-year master plan
has been divided into three
implementation phases. The first
phase implemented in 2008-2010
was meant to establish Malaysia
as a global leader in halal integrity
through improved certification
process and the establishment of
a Global Halal Support Centre.
The second phase in 2011-2015
focused on establishing Malaysia
as the preferred location for
halal-related businesses through
the development of a global
knowledge base and global
brand recognition.
Malaysia is now in the third and
final phase of completing the Master

Plan. Having established a firm
footing with regard to halal integrity
and as the preferred place to do
business, the priority is to expand
the footprint of Malaysian companies
into the international market.
Very broadly, the halal industry
in Malaysia today covers food
and non
-food products, including
pharmaceuticals, health products,
medical devices, cosmetics and
toiletries. Meanwhile, services
within the industry include logistics,
packaging, branding & marketing,
printed & electronic media, banking,
insurance and travel & tourism.
LUCRATIVE VALUE
The global halal economy is now
valued at an estimated RM8.4 trillion
(approximately US$2.16 trillion). The
halal food sector alone accounts for
almost RM2.5 trillion (approximately
US$642 billion) of that total.
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Given that by the year 2030, the
worldwide Muslim population is
expected to form about 27% of
the global population, prospects
of the halal economy are indeed
encouraging. In fact, the Global
Islamic Economy (GIE) Report
2015-2016 already estimates that
the international halal and lifestyle
market will be worth US$3.7 trillion
just by 2019.
Additionally, the same GIE
Report released at the end of 2015
also recognised Malaysia as the
world’s most advanced Islamic
economy. Out of the six indicators
used to measure the countries’ level
of advancement, Malaysia scored
highest in three of them, namely the
Halal Food, Islamic Finance and Halal
Travel indicators.

Moving forward, the halal
market is set to grow beyond Muslim
majority countries. It should also
be noted that the halal agenda has
been placed at a much higher level of
priorities in many parts of the world,
irrespective of whether Muslims are
the majority or minority in those
populations. Many nations now view
halal as an emerging market force
and an important value proposition,
capable of contributing towards their
respective national economies.
Japan, Brazil, South Korea,
Australia and New Zealand are
some example of countries which
are placing higher priorities to the
promotion of the halal agenda.
Australia and Brazil have built their
entire food-based industries to be
the main suppliers of halal food to

Moving forward, the halal market is set to grow
beyond Muslim majority countries. It should also
be noted that the halal agenda has been placed at
a much higher level of priorities in many parts of
the world, irrespective of whether Muslims are the
majority or minority in those populations.
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the Middle Eastern markets. Japan
is aggressively introducing and
expanding exports of “Made-inJapan” halal products and services
to Muslim markets. The increase in
Muslim tourists has also encouraged
Japanese manufacturers to seek halal
certification for their products.
TRUE POTENTIAL
Doubtlessly, halal has every potential
to be a real engine of growth for
every local ASEAN economies.
Malaysia,
Indonesia,
Thailand,
Brunei, Singapore and the Philippines
have put in place a number of
government-led initiatives for halal
to drive economic growth.
Malaysia has come a long way
in the development of our halal
industry and we have definitely
grown from strength to strength.
The total investment in the country’s
halal industry has grown to RM10.6
billion
(approximately
US$2.72
billion) in 2015 from RM4.1 billion
(approximately US$1.05 billion) in
2012. Meanwhile, the number of
halal certified companies has more
than doubled to 5,726 in 2015 from
2,336 in 2011, while the total jobs
created surged to almost 250,000
jobs in 2015 from 97,000 in 2011.

More and more companies
have also started venturing abroad.
Malaysia’s halal exports in 2015
stood at RM39 billion (approximately
US$10.02 billion), a big jump from
RM24 billion (approximately US$6.17
billion) in 2011. The country’s top
export market for halal products over
the years has been China, followed
by Singapore, the United States,
Indonesia, Japan and Thailand.
Today, the Malaysian halal brand
is widely recognised and accepted
throughout the world, thus reducing
the barriers for its halal products
to enter the international market.
This is a plus given that there is an
undersupply situation in the global
marketplace as halal producers are
estimated to be able to meet only
20% of existing market demand.
Elsewhere, the services sector
also presents Malaysia with an
equally exciting prospect. For
instance, the global Islamic finance
industry has expanded rapidly
over the past decade, growing at
10%-12% annually. Today, Shariacompliant financial assets are
estimated at roughly US$2 trillion.
The new sources of ethical and
economically viable funding for the
halal industry can now be unlocked
through the availability of Shariacompliant financing.

Doubtlessly, halal has every potential to be a real
engine of growth for every local ASEAN economies.
Malaysia, Indonesia, Thailand, Brunei, Singapore
and the Philippines have put in place a number
of government-led initiatives for halal to drive
economic growth.

The strength of Malaysia’s
Islamic finance services industry is
something that the country can be
particularly proud of. Its expertise is
very much recognised and sought
after by various countries across the
globe. Not only are the number of
Malaysian companies involved in
various international councils tasked
to chart the future of Islamic finance
rising by the day, the country is
committed in developing human
capital for this sector and researching
ideas in the Islamic finance space.
Despite the challenges facing
the world economy – i.e. slower
sukuk (Islamic bond) issuance and
emergence of new issuers from other
countries – Malaysia still managed to
maintain its lead in the global sukuk

market last year where we accounted
for 53% of global issuance.
As the leader of the sukuk
market, Malaysia is indeed in a very
firm position to offer a credible,
convenient and Sharia-compliant
alternative to conventional financing
needs. This is a key area which
Malaysia needs to continuously build
its competencies.
Having said that, maintaining
Malaysia’s position as the global
leader of halal industry is no easy task.
The knowledge of yesterday might
still be useful, but not necessarily
sufficient for it to meet the challenges
of tomorrow. The onus is now on
the country to continue building
upon its strong foundation and
previous successes.
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Nobody Wants
to Miss the Halal
Business Boat

BY ROY CHEN

Prospects of the
halal business are
so enormous that
they have prompted
non-Muslim majority
ASEAN countries
– notably Thailand,
the Philippines and
Singapore – to jump
onto the bandwagon.

14

THAI EXPERIENCE
Japanese noodles and seaweed are
a step closer to being exported to
Muslim countries after an official
signing of an agreement with
Thailand’s National Food Institute
that aims to bring investment
from companies interested in
halal certification.
According to the NFI president,
Yongvut
Saovapruk,
Japanese
companies have been increasingly
interested in Thailand’s halal potential
and were looking to invest in its
Islamic food industry. The country
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now ranks ninth for halal food exports
and has its own established market,
particularly in the largely Muslim
southern provinces notably .
“The Japanese are not familiar
with halal food which requires
a deliberate process including
acquiring the raw materials, the
cooking process and cooking
standards that have to match
specific religious requirements,” he
explained. “By changing some of
the procedures, the same product
can be sold to a broader group
of customers in those growing
Muslim communities.”

Yo n g v u t s i g n e d t h e
memorandum of understanding
(MoU) with officials from Japan
Halal Development and Promotion,
a government agency for boosting
halal food standards in Japan and
promoting Japanese food products
in Muslim countries.
Under the terms of the
MoU, the NFI will assist Japanese
investors to gain the official halal
trademark from the Central Islamic
Council of Thailand. Halal food
accounts for roughly one
-third of
Thailand’s overall foods exports
which amounted to 897 billion baht
(US$25.43 billion) in 2015.
Moreover, Thailand’s Industry
Ministry has budgeted 180 million
baht (US$5.1 million) to promote
exports of halal products for fiscal
2016. The department will also
expedite development plans for
halal products of small and medium
enterprises (SMEs) and on a One
Tambon, One Product (OTOP) basis
to propel Thailand into becoming
the world’s top five halal exporters
by 2020.
The Industry Ministry has
allocated 120 billion baht (US$3.4
million) for the National Food
Institute (NFI) and 60 billion baht
(US$1.7 billion) to the Department
of Industrial Promotion, some of
which will be allocated to the Central
Islamic Council of Thailand to fund
the certification operations for halal
food products which currently cover
more than 5,000 companies.
With growing consumer
acceptance and recognition of Thai
halal foods, exports of these products
should continue to expand this year.
The rising world Muslim population

will also raise demand
for hygienic and highquality halal foods.
W ith
the
ra pid
expa nsion
of
e-commerce,
development of a halal
certification system and
the government’s fiveyear plan to support
and promote halalfood exports, there is
hope of the kingdom
becoming a top-five
halal exporting nation by 2020.
PHILIPPINES’ EXPERIENCE
Meanwhile, the Philippines is
working tirelessly to formulate
regulations for the export and trade
of halal products, processes and
services; the promotion of halal
products to the global market;
the implementation of research
and development programmes;
and the facilitation of training and
capacity building for farmers and
manufacturers, among others.
The Department of Trade and

Industry’s (DTI) Export Marketing
Bureau Senate Bill or the Philippine
Halal Export Development and
Promotion Act Of 2015 aims to
create the Philippine Halal Export
Development and Promotion
Programme as well as the Philippine
Halal Export Development and
Promotion Board.
The new policies will also
seek to establish the accreditation
process of halal certifying bodies –
through the Philippine Accreditation
Bureau – and to develop Philippine
National Standards for halal through
the Department of Agriculture’s
Bureau of Agriculture and Fisheries
Standards (for primary and postharvest foods), the Department of
Health Food and Drug Administration
(for processed and prepackaged
foods, drugs and cosmetics) and the
Department of Trade and Industry’s
Bureau of Philippine Standards (for
non-food products aside from drugs
and cosmetics).
National Meat Inspection Service
Director Minda Manantan said three
halal
meat-processing
facilities
have already been accredited in the
Philippines, while data from the DTI
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showed there are already 514 halalcertified companies.
A study conducted by the Dubai
Chamber of Commerce and Industry
showed that the global halal market is
projected to grow to US$1.6 trillion by
2018. Of this amount, halal food trade
alone contributes US$630 billion.

limited by guarantee that MUIS
formed in 2014 to strengthen its halal
inspection arm.
In the same year, just over S$4
million (US$2.95 million) in income
was derived from halal certification
in Singapore – up from S$2.98
million (US$2.19 million) in 2013,

SINGAPORE EXPERIENCE
With stringent food safety and its
widely recognised halal standards by
several Gulf countries and ASEAN
neighbours, even secular and Muslim
minority Singapore is well-positioned
to ride on the growing demand for
halal products and services globally.
This includes demand from the
emerging Muslim tourism markets
such as Japan and South Korea
where halal products and services are
not as well developed.
Majlis Ugama Islam Singapura
(MUIS), the primary halal-certifying
and ritual cleansing body in Singapore,
authorises seven types of schemes
from products and eating premises to
central kitchens, factories and poultry
abattoirs. In 2014, TFK Corporation,
a Japanese subsidiary of Singapore
Airport Terminal Services (SATS),
became the first company overseas
to be issued halal certification (for
its central kitchen in Tokyo’s Narita
Airport) by Warees Halal, a company

16
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according to MUIS’ 2014 annual
report. There has also been a fivefold increase in halal-certified
premises in the last 15 years – from
533 in 2000 to 2,941 in 2014.
What’s
interesting
about
Singapore is that even though it is a
secular country, it is empowered by
the AMLA (Administration of Muslim
Law Act which came into effect in
1968) that seeks to protect the halal
industry. This ensures the legality
and genuineness aspects of the
halal framework.
With the ASEAN Economic
Community
(AEC)
formed,
Singapore will have the opportunity
to position itself strategically in
fronting the halal market. Given that
the republic lacks its neighbours in
terms of manufacturing capacity – it
can certainly offer that fundamental
service that will educate and bring
companies into the halal market.
Singapore currently has over
10 active halal consultancy firms
– about three of which are nonMuslim firms – that help companies
attain halal certification locally
and globally.
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Boosting
Halal Trade:

A Malaysian Experience
BY DATO’ AZMAN MAHMUD

T

he halal industry in Malaysia
today covers food and nonfood products, including
pharmaceuticals,
health
products, medical devices,
cosmetics and toiletries. Meanwhile,
services within the industry include
logistics, packaging, branding &
marketing, printed & electronic
media, banking, insurance and travel
& tourism.
The first World Halal Standard
– MS2200: Islamic Consumer Goods
Part 1: Cosmetics and Personal Care
(General Guidelines) – was developed

in 2008 and Malaysia is proud to be
among one of the first nations in the
world to develop halal standards.
Malaysia has been a pioneer in the
development of halal standards with13
halal and halal-related standards
ranging from production, preparation,
handling and storage of food to general
guidelines on halal pharmaceuticals.
The
Malaysian
certification
procedures and halal standards are
continuously utilised because they
have received widespread recognition
for maintaining excellence in the field
of halal-compliance. As a result, the

Malaysian halal logo is well-recognised
and well-accepted worldwide.
In
terms
of
production
infrastructure, halal industry players –
from small and medium enterprises
(SMEs) to multinationals – are able
to choose from over 500 industrial
estates and free zones to locate their
investments within Malaysia. There are
also specialised parks that have been
developed to cater to the needs of
specific industries, notably the halal
industry. To date, Malaysia has 21
Halal Parks, of which 14 are with Halal
Malaysia status.
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ABUNDANT OF OPPORTUNITIES
Malaysia
has
also
developed
a sophisticated Islamic finance
marketplace that has grown from
strength-to-strength over the past 30
years. Many foreign financial institutions
have made Malaysia their destination
of choice to conduct Islamic banking
businesses. Among the full
fledged
Islamic banks already prominent in
Malaysia from the Gulf Cooperation
Council (GCC) countries are Al
-Rajhi
Bank, Kuwait Finance House and
Alkhair International Islamic Bank.
The range of Islamic financial
products continues to broaden to
meet the diverse needs of businesses
and markets. In addition, the ASEAN
region is abundant with the right mix of
flora and fauna that is essential for halal
ingredients. Malaysia being strategically
located in the heart of ASEAN enables
investors to easily source raw materials
for halal ingredients due to the
country’s well
e-stablished networks
with its neighbours.
Therefore, it is no surprise that
Malaysia is currently the world’s largest
producer of halal ingredients with a
value of RM12.2 billion (approximately
US$3.13
billion)
annually.
This
makes it easier for manufacturers to
produce halal products in Malaysia.
Furthermore, with the various ASEAN
Plus 1 free trade agreements (FTAs)
with China, Japan, South Korea, India,
Australia and New Zealand as well as
other potential FTAs, Malaysia should
be seen as a gateway to a wider market
whereby investors stand to benefit
preferential access for their products
and services.
As such, Malaysia has leveraged
upon these strategic value propositions
and industrial developments to build a

18

comprehensive
halal
ecosystem.
Malaysian halal products have now
carved a global niche and Malaysia’s
halal
certification
has
gained
recognition globally.
Based on the State of Global
Islamic
and
Economic
Report
2015/2016, Malaysia was ranked as
the best developed Islamic economy
out of 73 core countries. This includes
ranking first for halal food, Islamic
finance and halal travel as well as being
within the top five countries for halal
pharmaceuticals & cosmetics.
The value of the halal food
sector in the global halal market is
estimated at US$693 billion annually.
As of December 2015, a total of
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1,437 projects in food manufacturing
worth RM29.3 billion (US$7.53 billion)
have been implemented and these
have created more than 99,000
employments for Malaysians. In 2015,
MIDA has approved an additional
of 51 projects in this industry valued
at RM2.6 billion (US$668,118) with
more than 2,900 employment
opportunities. It is worthy to highlight
that majority of the approved and
implemented projects are involved in
the manufacturing of halal food.
Malaysian
halal
products
recorded RM42 billion (US$10.8
billion) worth of exports in 2015. The
key export destinations include China,
Singapore, the US, Indonesia and
Japan. The export value is targeted
to increase by 19% to RM50 billion in
2016. Foreign companies
have been leveraging on
our comprehensive halal
ecosystem that have
been built over the years.
Among the notable
companies that have
made Malaysia their
base for halal products
include CP (Charoen
Pokphand) Holdings,
Nestle,
Kerry
Ingredients,
PureCircle,

Cargill, Adeka Foods, Rikevita, Kewpie,
IFFCO, Kellogg’s and Ajinomoto.
In fact, Nestle has set up a Halal
Excellent Centre in Malaysia. From its
Malaysian facility, Nestle exports halal
expertise and knowledge to its other
branches worldwide.
Elsewhere, BRF S.A., a leading
Brazilian food company and one of
the top producers of poultry under
its flagship brand ‘Sadia’ (a well
-known halal brand in the Middle East),
has announced the opening of an
investment & development office in
Malaysia. In 2015, BRF was responsible
for 14% of the world’s poultry trade.
MIDA has been engaging with
this company for quite some time. We
are glad that BRF has finally set up an
office here to gather critical information
and accelerate its on
going business
development and feasibility studies to
invest in Malaysia.

Not lagging behind are our
local companies such as Ramly Food
Processing, Mamee Double Decker,
Dewina Food Industries, Felda Global
Ventures (FGV) and Chemical Company
of Malaysia (CCM) which have carved
a name for themselves in Malaysia and
the global markets.
We are in the final phase of the
Halal Industry Master Plan (20082020) to make Malaysia the leader in
innovation, production and trade for
halal products and services. Malaysia
is on track to become the Global
Reference Centre for Halal Integrity
and Centre for Innovation, Product
and Trade through the strategies laid
out under the 11th Malaysia Plan
(2016-2020).
In February this year, the
Government has announced the
establishment of the Malaysia Halal
Council. This demonstrates Malaysia’s

commitment to become a global halal
leader through better coordination in
the development of the halal industry
in Malaysia.
Evidently, Malaysia is at the
forefront of the halal industry. Built on
past successes, Malaysia will continue
to pave the way to accelerate growth
in new, emerging and higher value
added areas in the halal industry.
As the principal investment
promotion agency, the Malaysian
Investment Development Authority
(MIDA) continues to intensify
efforts to promote the growth
and development of the halal
industry in Malaysia. We stand
ready to facilitate investment
into the country by maintaining a
strong and comprehensive halal
ecosystem and in ensuring that the
business environment is conducive
for investments.

Dato’ Azman Mahmud is the Chief Executive Officer of the Malaysian Investment
Development Authority (MIDA), the government’s principal agency for the promotion
of the manufacturing and services sectors in Malaysia. The article is an excerpt of a
welcoming remark delivered during the World Halal Conference 2016 on 31 March 2016.
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World

Halal
week
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H

eld from March 28 to
April 2 this year, the
World Halal Week is
deemed an important
platform for thought
leadership,
business
matching,
marketing and promotion as well
as trade and investment within the
halal sphere. It includes the Malaysia
International
Halal
Showcase
(MIHAS), World Halal Conference
and International Halal Certification
Bodies Convention.
The theme for this year’s World
Halal Week – Beyond the Economy –
is very apt given current geopolitical
developments. With more than 70
core countries embracing the halal
economy, events such as this will
provide opportunities for networking
among the various stakeholders in
the halal economy.
The
World
Halal
Week
2016 started with the Seventh
International Halal Certification
Bodies Convention 2016 hosted
by the Department of Islamic
Development Malaysia (JAKIM).
Some 54 halal certification bodies
from 32 countries and four halal
authorities from Organisation of
Islamic Cooperation (OIC) member
countries attended the convention.
One of the resolutions agreed
in the Convention is to have an
International Halal Authority Board
(IHAB) as an accreditation body. This
body will be based in Malaysia under
the collaboration between JAKIM
and the Department of Standards
Malaysia (DSM).
Another major programme
is the Malaysia International Halal
Showcase (MIHAS) which is currently
in its 13th consecutive year. It has

now become the premier halal event
and a game changer in the global
halal arena, providing opportunity
for the global business community to
showcase halal products and services
and network with each other.
The event was attended by
66 companies from ASEAN and 63
companies from OIC. In 2015, MIHAS
generated a total sale of RM1.1 billion
(US$280.5 million).
In conjunction with the World
Halal Week, the Malaysia External
Trade
Development
Corporation
(MATRADE) has successfully organised
a pre-arranged business matching
session called International Sourcing
Programme (INSP) involving 391
foreign buyers from 40 countries and
more than 600 Malaysia-registered
companies.

The number of buyers was 27%
higher compared to last year and the
preliminary sale recorded was close to
RM480 million for various products and
services including food and beverages
as well as cosmetics. This represents
an increase of 8% over the sales
recorded last year. Combined with
MIHAS, INSP has proven to become
an important annual meeting place for
the international halal players.
The third major programme lined
up during the World Halal Week is the
flagship Ninth World Halal Conference
2016 organised by the Halal Industry
Development Corporation (HDC).
The two-day event was attended by
about 1,200 delegates comprising
government
leaders,
industry
captains, regional experts and
other stakeholders.
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A

s the Muslim travel market
becomes
a
growing
force worldwide, ASEAN
countries are developing
new strategic directions in
a bid to wrestle a bigger piece of the
lucrative halal tourism pie.
This fast-growing sector is
projected to grow to 150 million
visitors comprising 11% of the global
travel economy with an expenditure
of US$200 billion by 2020, according
to a 2015 study by Singapore-based
CrescentRating.
Halal tourism is being recognised
as “an opportunity market” for the
Philippines, as its sizable Muslim
population as well as increasing visitor
arrivals from the Middle East, Indonesia,
Malaysia and Singapore in recent years
place it in a good position to attract
more Muslim travellers, according to
the Philippine Department of Tourism’s
(DoT) assistant secretary (tourism
regulation, coordination and resource
generation) Arturo P Boncato Jr.
The DoT has joined hands with
the National Commission on Muslim
Filipinos to launch the Philippines Halal
Tourism Project last year to improve
halal facilities in the country. “We
are targeting at least 50

halal certified establishments
in the four major regions
(Manila, Cebu, Boracay
and Davao) in time
for Madrid Fusion
Manila in April,”
commented
Boncato.
S i m i l a r l y,
Indonesia
is
positioning
Lombok in West
Nusa Tenggara
(NTB)
as
a
Muslim-friendly

destination after the Muslim-majority
island was recognised as the world’s
top halal tourism and honeymoon
destination at the 2015 World Halal
Travel Summit in Dubai.
“The awards will sharpen
Lombok’s position especially in
(attracting) travellers from the Middle
East and other Muslim countries,” said
Indonesia’s Minister of Tourism Arief
Yahya. Aceh and West Sumatra will
be touted as a role model for Muslimfriendly destinations in Indonesia.
The move will expand Lombok’s
visitor source markets to Muslim
t r a v e l l e rs, commented Aw a n
Aswinabawa, advisor to the Association
of the Indonesian Tours and Travel
Agencies NTB chapter.
“We have been getting inquiries
from travellers from the neighbouring

Halal Tourism
Gets Wider
Push in
Southeast Asia
XINYI LIANG-PHOLSENA AND MIMI HUDOYO
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countries as well as the growing
domestic market whether we have
halal facilities such as restaurants and
hotels,” he said. “Lombok naturally has
Muslim-friendly products although not
all are certified halal, so we just need to
improve and highlight what we have.”
Furthermore, a halal branding
will also distinguish Lombok from
neighbouring Bali’s Hindu-influenced
culture or East Nusa Tenggara’s
Christian-dominated
culture,
he opined.
Hasiyanna Ashadi, president
director of Marintur Indonesia, said:
“It is up to the destination how far
they want to apply the label, but as
a tour operator, we welcome more
halal facilities to widen the choices for
travellers. Even Aceh, whose rule is
based on the Syariah law, has eased
some of the rules for non-Muslim
travellers.”
Awan, however, reminded the
government to balance the halal
branding and not intimidate the other
markets which have been enjoying Bali.
“We do not want (non-halal) markets
to think that we limit ourselves to the
Muslim travellers only and apply rigid
(Sharia law) in the destination,”
he explained.
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Within Southeast Asia – with
the exception of Myanmar
and Laos – all other
countries
already
have
their
own
halal
certification
and logo, stated
Nirwan
Noh,
undersecretary
for
industry
development
at
Malaysia’s
Ministry
of
To u r i s m
and
Culture.
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SHARING STRENGTHS
Meanwhile, Indonesia and Malaysia
have come together to leverage each
other’s expertise in developing Muslimfriendly products to draw more Muslim
travellers to both destinations.
The way forward for this
collaboration was discussed at a
bilateral meeting between the two
tourism ministries during the recent
43rd ASEAN National Tourism
Organisations (NTOs) Meeting.
I Gde Pitana, a Deputy Minister
(international
tourism
marketing
development) of Indonesia’s Ministry
of Tourism, highlighted a number of
reasons to back such collaboration:
“First, although Indonesia is made
up of predominantly Muslims, we still
get enquiries from Malaysian Muslim
travellers on whether we have halal
products. The cooperation is expected
to raise confidence in Indonesia
as a friendly destination among
these travellers.”
Secondly, Pitana pointed out
that Malaysia has managed to attract
millions of Middle Eastern visitors while
Indonesia is only getting a few hundred
thousands. Middle-Eastern travellers
have a month-long summer holiday
and they spend an average of 10 days
in Malaysia.
“We would like to get them to
spend more time in Southeast Asia

Lombok naturally
has Muslim-friendly
products although
not all are certified
halal, so we just
need to improve
and highlight what
we have.

by extending their stay in Indonesia,”
he quipped.
Tan Sri Ong Hong Peng, SecretaryGeneral of the Ministry of Tourism and
Culture Malaysia, said the collaboration
seeks to “find a common ground and
share experience” to “strengthen
each other”.
“We will start off with having
common Muslim-friendly packages
that will meet the expectations of
Muslim tourists,” he suggested.
Both ministries have identified the
Middle Eastern market as a target, but
will also court other sources.
Hamzah Rahmat, president of
the Malaysia Association of Tour &
Travel Agents (MATTA), welcomes the
initiative. He noted that “the Indonesian
Ministry of Tourism has already taken
steps (to involve the trade) by inviting
inbound operators to provide product
updates on Batam” so as to create
combined packages incorporating
Malaysia and Indonesia products.
He added that the Indonesian
ministry will work with MATTA to
conduct more familiarisation trips to
Jogjakarta, Surabaya and Padang
this year.
Elly Hutabarat, PanTravel
Indonesia president, concorded:
“Developing a joint product between
Indonesia and Malaysia is in line with
the spirit of developing ASEAN as
a single destination. We can start
from (bilateral cooperation) and grow
from there.”

This article is adapted from halal tourism-related news content found in the Show Daily published in conjunction with the
ASEAN Tourism Forum (ATF) 2016 that was held in Manila from 20-22 January 2016.
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WALKING
THE HALAL PATH
Apart from food and beverage (F&B),
other sectors that drive the demand for
halal products and services include halal
ingredients, cosmetics and personal care,
industrial chemicals as well as Shariahcompliant business services such as those in
halal logistics, tourism and Islamic finance.
More notably, the top five export
markets for Malaysia’s halal products in 2015 were China,
Singapore, the United States, and Japan. Against the backdrop
of demand being a vital key driver of halal-based products and
services, ACE speaks to Dato’ Seri Jamil Bidin, the Managing
Director/Chief Executive Officer of Malaysia’s Halal Industry
Development Corporation Sdn Bhd (HDC) on how the ASEAN
region is able to ride on the ‘halal wave’.

Q: What is the definition of halal
from the stand-point of HDC and
what does halal encompass beyond
food which it is often associated to?
A: Halalan toyyiban means allowed
and permissible for consumption
with relation to Sharia law as long
as they are safe and not harmful.
The opposite of halal is haram/nonhalal which means forbidden and
prohibited.
Q: What is the latest global value
of the halal market? What is the
value of the halal market in the
ASEAN context?
A: The global halal market is a fast
growing industry and offers great
potential to be tapped by halal
industry players. As of 2012, there
is an estimated total of 1.8 billion
Muslims worldwide, a figure that is
projected to grow 2.2 billion by 2030
and 2.6 billion by 2050. Currently,
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more than 50% of Muslims worldwide
reside in Asia with an estimate of 200
million located in the Middle East.
The rising population will ensure that
the demand for halal food product
will continue to rise in future.
The global halal market is
currently estimated at US$2.3 trillion
covering both food and non-food
sectors and ASEAN accounted for
60% or US$1.38 trillion of it.
Growing halal awareness and
the need to provide end-to-end halal
compliant services has unlocked
new
business
opportunities.
Recent progresses and efforts –
demonstrated by both the public
and the private sectors – support the
relevance of the halal industry as a selfreliant and sustainable proposition.
Across the globe, more and more
nations are seeking prominence by
becoming a regional halal hub. This
certainly augurs well for the creation
of hub-to-hub connectivity and
providing a seamless halal supply
chain which upholds halal integrity.
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Q: With the advent of the ASEAN
Economic Community (AEC), what
are the prospects of halal-related
businesses in the Southeast Asian
region?
A: Competition in the halal industry
is increasing on regional and global
basis. The global halal economy
comprises
businesses
whose
operations comply with the principles
of Sharia. In spite of the word halal
being associated with the Islamic
religion, a halal economy ultimately
benefits the entire global community
since the founding principles of
a Sharia-compliant economy are
aligned with universal values.
In the ASEAN region, Indonesia
which boasts the world’s largest
Muslim population plans to establish
a centre for the halal industry in
2015 while in Thailand, more than
a quarter of its food factories are
currently producing halal products.
Malaysia
is
aggressively
promoting the halal industry through

various incentives to entice the
investor community. Kellogg, a major
food manufacturer from the US,
is planning to build a halal facility
in Malaysia, having followed the
footsteps of Nestle and Hershey, two
major international manufacturers
which have recently expanded their
businesses in the country.
The Malaysian Government
remains committed towards ensuring
the components within the halal
ecosystem will continue to evolve,
thus providing opportunities for
businesses to expand and excel
further while addressing areas of
concern confronting the industry.
Q: What are the challenges
encountered by SMEs in their quest
to be suppliers of multinational
corporations (MNCs) engaged
in halal-certified products? How
can SMEs circumvent arising
complications?
a) The opportunities for SMEs in
Malaysia are huge in the halal
industry. However, only 30% of
Malaysian halal exports generated
by SMEs. The challenges faced
in this industry are (i) capacity to
produce on large scale (except
for MNCs), and (ii) marketing and
promotion at international level.

b) Advices for Malaysian SMEs
venturing into the halal industry:
• To
optimise
capacity
/
production of halal products by
partnership;
• To get assistance from HDC
and other relevant government
agencies, and
• To enhance marketing and
product branding especially for
international market.
c) Programmes prepared by HDC to
assist Malaysian SMEs:
Halal is an important agenda in
Malaysia’s New Economic Model
(NEM) and it is in line with the
Economic
Transformation
Programme (ETP). For Malaysia, the
value proposition of halal is in the fact
that it is as much driven by the bigger
corporations as it is by the SMEs.
Malaysian SMEs are involved in
the whole spectrum of halal products
and services ranging from food
and beverages, pharmaceuticals,
cosmetics and personal care to
herbal products, packaging and
household products. Some of the
efforts by HDC to help overcome
these challenges include:
• Facilitating Halal Understanding
and Certification Training: Our
training programmes are aimed
at educating SMEs to understand
and explore halal opportunities
in segments of economic value,
businesses, industry engagement
and job employment. Such training
programme covers best practices
within the halal industry for both
food and non-food as well as

services such as halal logistic,
Islamic finance, etc.
• Capacity Building:
❏ Consolidate our efforts of
awareness
creation
with
wider entrepreneurial public
and securing more SMEs
for participating in the halal
industry;
❏ Grooming
new
individuals/
companies
in
mentorship
programmes with successful
halal
champions
/
halalfocused companies under the
Halal Business Transformation
Programme (HBT), and
❏ Work
more
closely
with
multinationals and overseas
players for halal collaboration
& enhancement programmes
vis-à-vis fast moving consumer
goods (FMCG) and other
household and lifestyle products
that are most marketable.
• Investment Attraction:
Tax allowances for tenants and
owners of halal parks.
• Global Halal Support Centre: Set
up three years ago, HDC’s Global
Halal Support Centre has recorded
12.5 million visitors from 122
countries visiting its portal sites for
various halal-related information.
Its i-kiosk is just as popular – having
attracted 152,000 visitors while
its halal apps recorded 55,000
downloads worldwide.
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Q: Kindly elaborate on HDC’s very
own halal training programmescum-facilities and how they can
contribute to Malaysia’s ambition of
becoming a regional halal hub.
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A: In line with its task of increasing
awareness on halal, HDC offers halaloriented custom training modules,
certification guidelines, and technical
advisory services for anyone who
seeks to better understand what
halal is all about. The programmes
touch on sharia laws, certification
processes, consumerism and food
safety, and are in accordance with
Hazard Analysis and Critical Control
Point System (HACCP), ISO 9001, ISO
22000, Good Manufacturing Practices
(GMP) standards and other related
management systems.
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Halal
Business...
A Novice View!

BY DATO’ HAZIMAH ZAINUDDIN
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WOMEN POWER
the holy month of Ramadhan. Today,
the halal business has been extended
to cover lifestyle and personal care,
tourism, healthcare (including medical
and pharmaceutical products) and
even at social media level.
CERTIFICATION

I

have been contributing articles
to the ACE magazine for some
time now. Often, my contribution
relates to matters which are very
much a part of my life or revolving
around my entrepreneurship journey.
For this issue of the magazine,
however, I understood from the editor
that it will focus on the halal business.
I was also advised by the editor that
I was not compelled to write about
halal business and could write about
other subjects that I may wish to share
with readers of the ACE magazine.
Obviously, as a Muslim, I am
fully aware of the obligation of
consuming only food that is certified
halal or abiding by a dress code
that is Sharia-complaint, etc. As this
issue of the magazine coincides
with the Malaysia International Halal
Showcase 2016 (MIHAS 2016) event
that was recently staged at the Kuala
Lumpur Convention Centre (KLCC),
I thought it makes perfect sense
for me to acquaint myself with the
intricacies of the halal business and
the seeming excitement that it has
been generating.
This is of course ... a novice view!
PERTINENT STATISTICS
What I found out about the halal
business
is
indeed
revealing?
Here goes:
•
Muslims account for about 30%
of the world’s population and
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•

•
•
•

•

(estimated at 1.6 billion) and are
expected to grow to 2.2 billion by
2030. About 40% or 240 million
of Southast Asia’s population are
Muslim;
The global halal food market is
currently worth nearly US$700
billion with 65% of the demand
coming from Asia;
The entire global halal market is
estimated at US$2.3 trillion;
There is a built-in consumer base
of 1.8 billion with a growth rate of
2% per annum;
Only a number of countries such
as Malaysia, Thailand, Australia
and Brazil are producing and
exporting halal goods on a
massive scale, and
Demand for halal products and
services transcends the Muslim
community to include people
of all ethnical background and
creed.

Elaborating on the final point
above, non-Muslims are not adverse
to consuming halal food and
beverages (F&B) as certification and
the necessary adherence to what
is “permissible” (the meaning of
halal) in accordance with the Muslim
Law, promotes high sense of quality,
safety and wholesomeness food &
beverages,
In the past, the observance of
what is halal and/or sharia-compliant
were limited to F&B, dressing and
public behaviour, especially during
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There is of course the issue of defining
authenticity, i.e. whether a product or
service abides by the required halal
standards. This is centred on the
process of certification. In Malaysia
and Brunei, the process is very tightly
regulated and closely supervised to
ensure strict adherence. However,
in some countries, the certification
process is left to the producers of
goods and services themselves.
Moreover,
the
prescribed
standards differ from country to
country as evident in the multitude of
logos used to denote that a product
is certified halal. In essence, the
lack of a single unified global halal
standard is a dampener to industry
growth. A global halal standard-cumcertification system would provide
assurance to consumers, reduce
the need for multiple certifications,
expedite product development and
reduce the supply chain cycle time.
A HALAL BUSINESS PIONEER
Malaysia has long realised the
potential of halal business and even
pioneered halal-compliant standards
and certification since the early 1970s.

SOUTHEAST ASIA

Malaysia is also very much the driver of
the Islamic banking system which was
established more than 30 years ago
in the country. The Islamic banking
system has since grown exponentially
not only in Malaysia but globally.
The Malaysian government is
focused on creating a “halal ecosystem” with the ultimate aim of
transforming the country into a leading
global halal hub. Besides production
of halal products and related services,
the hub is also expected to spearhead
Islamic finance and banking, logistics,
tourism, takaful and various halalrelated support services.
A number of key initiatives taken
by the Malaysian Government include:
•
The Department of Islamic
Advancement
of
Malaysia
(JAKIM) with focus on the halal
certification process, governance
and matters related to shariacompliance;

The entire
global halal
market is
estimated at
US$2.3 trillion
•

•

•

•

The Halal Industry Development
Corporation (HDC) which focuses
on the halal industry development
and
internationalising
the
industry;
The establishment of halal
industry parks. Commencing in
2003, there are now 14 HDCdesignated halal parks (with
HALMAS status) nationwide with
an investment of RM10.6 billion
(US$2.7 billion);
Halal training programmes in the
likes of Halal Awareness, Halal
Industry, Halal Professional and
Halal Executive, and
Global Halal Support Centre
(GHSC) which is a centralised
support service centre for all
halal stakeholders and the public
at large.

Southeast Asia is clearly a preferred
location for the establishment of halal
production centres given its high
population of Muslim community.
Additionally, many raw materials
especially for the food industry are
readily available with halal certification
for food-based products being wellentrenched.
In fact, big Japanese and US
food processors such as Ajinomoto
and Kellogg have re-positioned
their productive capacities to this
region for the global markets. Nestle
– another food giant – has also reconfigured its productive capacities
by allocating 20% of its global
production focus to manufacturing
halal products. Malaysia is the main
beneficiary for obvious reasons with
the multinational making the country
as its manufacturing hub.
CONCLUSION
Given the vast and growing potential,
even a novice like me will take notice!
I do hope that at some point of time,
there is a possibility of venturing into
some sort of sharia-compliant oil and
gas (O&G) business.
In closing, let me relate three
rather unique examples of business
that grew out from adherence to halal
products and services:
•
Ottawa-based Queendom Hijabs
specialises in designing hijabs for
atheletics;
•
Salaam Swipe, a software
developer, has developed a
“matching apps” as a “halal
dating” platform, and
•
Crescent Tours, a London-based
online travel specialist, books
clients into hotels in Turkey that
have separate swimming pools
for men and women, adheres
to no-alcohol policies, meals are
served at halal restaurants, etc.

Awarded the National Women Entrepreneur Award for 2014, Dato’ Hazimah is the
Founder and Group Managing Director of Hyrax Oil Sdn Bhd. She also sits on the
Board of MATRADE, an organisation which promotes Malaysian exports to the rest of
the world and serves as the Advisor of the Association of Women Entrepreneurs in
Business and Professions (PENIAGAWATI). To learn more about Hyrax Oil, kindly visit
www.hyraxoil.com.
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M

anaging of
resources in
any business
e n t i t y
i n c l u d e s
marketing,
talents
and
operations activities which
will finally be encapsulated in
the financials. In goods times,
marketing – supported by the
right manpower and – plays a
bigger role in bringing products
to the markets.
In bad times, however,
financial management will come
to fore. Advocating the values and
importance of financial records and
subsequently the keeping of financial
records among small businesses will
not materialise without an appreciation
of the need to maintain a clean financial
records.
Very often, micro and small businesses
are too busy running their day-to-day
operations that leave them with no time
to manage their daily financial transactions.
Even if they have the time, they will not see
it as important. The best from among them
will insist that they will do it at the end of the
month but comes month end, they would have
lost their supporting documents and invoice.

FinTech:

The Ultimate
Solution to SMEs’
Financial Woes
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The very best from among them will
insist to just engage an accountant
who will offer them with templates of
spread sheets but will have no idea as
to what to do with the data.
Information is the one most
important input used by funding
institutions when transforming their
deposits into loans. This financial
information availability among small
business is the main challenge faced
by both suppliers and demanders of
funds. Development banks are even
more affected as oppose to their
commercial bank counterparts due
to the advisory and development
functions
bestow
upon
them.
Finding the optimal profits requires
balancing profitability and customers’
developmental costs.
MANAGEMENT SOLUTION
Many from among the micro and
small business owners embrace
the importance of record keeping
but postpone it until the time is
‘right’. Convincing small business
owners – especially those under sole
proprietorship – of the importance
of keeping financial records is a
challenge. Try telling them that

this information will assist them in
planning for their future growth, help
them identify spending patterns that
needs to be control or even help in
saving further losses in the event of a
bankruptcies exercise.
Financial institutions can choose
to ignore these prospects from
among small business owners and
remain conservative in their lending
practices. However, this will present
a loss of opportunity to increase their
client base.
Perhaps the most creative
lending technology introduced that
is disrupting the financial services
industry is the financial technology
or FinTech’s solutions. Companies
offering FinTech services have
developed a small, nimble softwarebased providers in extending the
financial services. Their systems
facilitate record keeping where
tenacious record keeping activities
are made simpler.
The FinTech solutions help small
business not only in funding their
business through crowd funding but
offers transactions recording. Small
business borrowers are encouraged
to learn and understand their asset
and liability positions through
invoice financing and their financing

of purchases from suppliers. On
the liability side, small business
are extended short-term peer-topeer lending, merchant finance and
trade financing. The delivery system
of the financial products is fast and
cost efficient.
While a solution in record
keeping issues can be tackled through
the computerisation of lending
technology among small business,
making sense of the data through
data mining and analyses require
another set of initiatives.

Services that Facilitate Record Keeping for Small Business Owners
Source: The Future of FinTech: Paradigm Shift Small Business Finance published by the World Economic Forum
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FINANCIAL INFORMATION GAP
The importance of financial information
must be enculturalised from among
small business owners in the running
of the daily operations. Agents of
change to humanise and enculture
financial information must start from
among the young prospective record
keeping entrepreneurs. With the
government’s policy to drive Malaysia
as a developed nation status by
2020, exposing students early and
academics to small business practices
is therefore necessary.
A concerted multi-helix effort
from various agencies involving higher
learning institutions or chambers
of commerce with small business
development agencies must be taken.
Higher learning institutions through
their 22 established entrepreneurship
and small business centres from
among universities, polytechnics and
community colleges must become
the seed bed for talents that can
help small business understand
and analyse the importance of their
financial information.
At
the
Centre
For
Entrepreneurship and Small and
Medium-sized
Entrepreneurs
Development (CESMED) of the
National University of Malaysia,
academic programmes and curriculum
in accounting and finance are taught
creatively by embedding experiential
teaching and learning. Mundane
traditional teaching pedagogies is
supplemented or enhanced with
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hands-on apprenticeship programmes
for students and supervision of
academics in small businesses.
Through this method, both students
and academicians learn how to
contextualise their accounting and
financial knowledge in the operations
of the business.
Small business apprenticeship
for students and academicians
must be supported continuously by
development agencies. Involvement
of the SME Corporation with
local
universities
through
the
SME@University
Apprenticeship
Programmes and the Ministry of
Higher Education recent programme
through the Siswapreneur@PPRN
is an example of a multi-helix effort
to bring business practice into the
classroom and putting in financial
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and accounting knowledge into
the business. Members from small
business associations and micro
companies under the Public Private
Research Network, for example, must
be exposed to the idea of having
student as interns in their businesses.
Students being technology savvy
present an extra helping hand in the
record keeping purposes as interns
and are less intimidating compared
to potential funders and accounting
services companies who are often
perceived as trying to market their
financial products and record keeping
solutions. Moreover, students can
be further taught to use the FinTech
system who then transfer the
knowledge to the small businesses.
Also, these students will enter
the job market or run their own small
business being better informed to the
rudiments of business management.
As such, they will better understand
how record keeping forms an integral
part for companies to seek financing
for growth, controlling companies’
performances through managing
variances in financial achievements
and building its own companies’
assets.
In summary, issues of asymmetry
information from among small
businesses and funding institutions
can only be reduced through
educating small business owners of
its importance. Disruptive lending
technologies offered by FinTech
is a step towards simplifying loan
accessibility and record keeping
requirement. Having students to
assist small business in record keeping
through
using
the
FinTech
technology
is a smart move to
take advantage of
the technology savvy
students. All these
are made possible
through
multi-helix
collaborations
by
investing
in
time,
expertise and sharing
working spaces.

Associate Professor Dr Shamshubaridah Ramlee is currently the Director at the Centre
of Entrepreneurship and SME Development of the National University of Malaysia. She
can be reached at baridah@ukm.edu.my.
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W

omen have certainly come a long way. The demand for change
and equality – whether covert or overt – is not only starting to take
shape but is also beginning to solidify. As a result, more and more
women are able to break free from traditional and gender-specific
roles to ascend into businesses as entrepreneurs or corporate boardrooms as
chieftains.
Notwithstanding this, the work relationship between men and women
remains difficult and can at times be challenging given the social and biological
make up of both genders can never be fully integrated.
While some organisations do not explicitly promote
male dominance in management, it
is certainly something that is
accepted, taken for granted and
subconsciously recognised as
the norm. However, more
organisations today are
beginning to welcome
gender diversity and
encourage the inclusion
of both genders in the
decision making process
to add value and achieve
more holistic results.
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BY DATO’ DR JESSIE TANG
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In this article, I will share my
thoughts on how women bosses coexist with male subordinates. Well,
it starts with understanding and
embracing the differences between
men and women.
••• GENDER DIFFERENCES
Men and women are different not
only from a biological sense. Men
and women have different cognitive
abilities and capabilities. They are
wired differently and this results
in a dissimilar comprehension or
perception of certain matters.
Differences in comprehension
and perception between men and
women at the workplace exists at
many levels. The permutations are
endless – gen-y women dealing with
gen-x men, boomer women dealing
with gen-y men, gen-z women dealing
with boomer men, gen-x women
dealing with gen-z men, etc. The
complexity of the matter increases
significantly when you consider men
and women from different ethnicities,
cultural backgrounds, etc into
the equation.

Women
bosses need
to understand,
embrace and
celebrate
the inherent
diversity so
that their male
subordinates
can adequately
understand
them and
perform well.

I would like to use the “taking
out the trash” analogy to better
describe how a man and a woman
have dissimilar understanding and
perception of matters. A woman
might accuse a man as lazy or
unhelpful if he does not take out the
trash. Conversely, a man will accuse
a woman for not explicitly making
the request to take out the trash
when that is clearly what the woman
wanted. This is only a simple matter.
Can you imagine how antagonistic
the relationship can be on more
complicated matters?
It is important to accept that
men are generally factual and linear
thinkers whereas women are mostly
conceptual thinkers. As factual and
linear thinkers, men have a tendency
to compartmentalise everything –
there is a box for each item, i.e. a box
for cars, a box for sports, a box for
their family, a box for their job, etc.
When men discuss a particular
subject matter, they often pull out the
appropriate box and discuss only the
content in the box. Women on the
other hand are conceptual thinkers,
hence have a tendency to connect
everything – money is connected to
cars, cars are connected to her job,
her job is connected to her family
time, her family time is connected to
household chores, etc.
In view of this inter-linked
cognitive system, women are often
more imaginative, innovative and
visionary – key traits in ensuring
their businesses and corporations
stay and continue to stay ahead of
the competition. Women bosses,
however, will need to clearly and
systematically communicate their
ideas to their subordinates for
effective execution, especially their
male subordinates.
••• BUILDING BRIDGES
Women bosses need to adopt the right
communication style when dealing
with male subordinates. Although
women generally have an open
and more communication-friendly
style that tends to be consultative,
interactive and participative in
nature, this style of communication
may not be well-received by male
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subordinates. As men typically adopt
the command and control approach,
male subordinately tend to prefer
their women bosses to interact and
behave the same way.
Male subordinates generally
respect and better understand women
bosses who adopt a more assertive
leadership and management style,
who are confident and speak their
minds, and able to make difficult
and tough decisions quickly. It is
interesting to highlight that an
American survey report found that
women leaders are more engaging
than men leader, resulting in more
engaged and higher performance in
operational teams.
Besides adopting the right
communication style, women
bosses will also need to
communicate
the
right
subject matters with their
male subordinates. As
women generally have a
nurturing disposition and
would at times focus on
‘softer’ matters that are
not work-related in order
to develop potential in their
male subordinates, this is often
misconstrued as “petty” by
their male subordinates.
Likewise,
“female
/
feminine” topics such as family,
children, personal grooming and
appearance, etc will be viewed as a
sign of weakness (and perhaps even
a joke!) among male subordinates
who do not place much attention,
care, emphasis or importance on
such matters.
Men typically focus on the bigger
picture and would often neglect finer
details. Women on the other hand
can be meticulous and thorough
especially when it comes to details.
Women bosses are advised to clearly
set out the expectations from the
onset and let the male subordinates

proceed using their own methods,
styles and ways.
It is important for women bosses
to be flexible in order to achieve the
set deliverables. Male subordinates
unfortunately do not share the same
concern for perfection and details
but so long as the bigger picture is
achieved and met, women bosses
should not sweat the small stuff.
However, if the male subordinates
perform below par, women
bosses need to be firm but fair in
reprimanding them.
••• FINAL THOUGHTS
As parting words, I think it
is important to not only
understand and embrace the
gender differences but also
to celebrate diversity. Take
a look at our hands –
all fingers differ in
shape, length and
size. Is any finger
inferior to another?
No. All fingers need
to be cohesive and work
together as one. The
same applies to the
business or corporate
environment. Women
bosses
need
to
understand, embrace
and celebrate the
inherent
diversity
so that their male
subordinates
can
adequately understand them
and perform well.
Make full use of your strong
intuitions and leverage on this
inborn instinct to read and
decipher numerous tangibles
and intangibles in order to coexist with your male subordinates
and ultimately succeed in
managing
your
businesses
and corporations.

Dr Jessie Tang is the Founder and Group CEO of East West One Group, a company which operates and manages
two oil palm plantation-based investment schemes that are duly approved by the Companies Commission of
Malaysia. For more information, kindly visit www.eastwestone.com.
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Leadership

In Challenging
Times
BY DR VICTOR S.L. TAN

T

here is a saying, “When
the going gets tough, the
tough gets going” During
challenging times, leaders
need to bite the bullet
and confront the real issues instead
of being wishy-washy with lots of
double talk.
Here are some key actions
leaders can take:

1

Maintain Competitiveness Without
Reducing Price: In a downturn where
sales are decreasing, it is all too easy
to succumb to reducing prices of
products and services. It is better
to find out what is truly dissatisfying
our customers and to provide them
with what they value most. Often on
closer scrutiny, other non-price factors
such as convenience, level of service,
suitability of products and speedy
response to customer complaints are
more important than just price.
Reducing price obviates the need
to improve. People will no longer
explore new ways to differentiate
their products or services. It is such
complacency that will eventually lead
to a company’s downfall.

2

Engage Staff in Resolving Real
Issues: The role of the leader is not to
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provide all the solutions to their staff.
Enough damage has been done in
school where teachers think for their
students and spoon feed them. The
more leaders get their people to think
for themselves and come up with their
right solutions, the more effective
their leadership is.
This makes perfect sense as it is
not possible for a leader to be aware
of all the actual happenings in the
workplace. By engaging employees
to address the real issues, they will
also develop more commitment
and a sense of belonging which
by themselves have that intrinsic
motivation for them to perform better.

3

Set High Standards: Nothing breeds
complacency faster than low goals and
expectations. All too often leaders
like to rationalise that the company
is not doing too badly compared to
others. Others rationalise that they
have done relatively well considering
how far they have come. They would
argue that given the tough challenges
in the industry and the economy, the
company is doing pretty well.
Michelangelo, the multi-talented
Italian painter, architect, sculptor and
poet, said it best, “The greater danger
for most of us lies not in setting our
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aim too high and falling short; but in
setting our aim too low, and achieving
our mark”. For that will certainly drive
us to become totally complacent.

4

Monitor Progress Regularly: One
supervisor learned the hard way. To
build a “more trusting environment”,
he decided to get rid of the weekly
output progress meeting and allow
each individual to monitor his or her

own progress. After two months,
the production output fell by 20%.
Monitoring progress is not about not
trusting others. In fact, it has a positive
psychology effect on people if it is
done the right way.
According to Peter Drucker, the
father of management, “What gets
measured, gets done”. To prevent
complacency in the workplace, it will
be useful for leaders to remember the
adage “People do not do what the
manager expects and they do what
the manager inspects”.

5

Hold People Accountable for
Results: There is magic in holding
people accountable for results. It
conveys two very important messages.
One, the belief in the person’s ability.
The other, the importance of the
responsibility the person play. To be
effective, this must be communicated
in a positive and confident manner.
It is not about telling people to
do whatever they can and “to try your
best”. It is about communicating to
people that their result is an important
part to complete a puzzle. The success
of the company depends on each one
delivering the results that they are
accountable. In essence, when come
to the company’s success, everyone is
a VIP (Very Important Participant).

6

Discipline Non-Performers: As a
consultant who have worked with
many companies, I notice that

most Asian managers are poor
disciplinarians. They are better at
playing the good guys and delivering
the great news. Discipline does not
mean shouting and threatening
people although some managers
seem to falsely believe that is
the case.
I once asked a manager why
he screamed at one of his staff. His
rationale at justifying his behaviour
was most telling, “Well, some people
have to be shouted at, otherwise they
just don’t move”.
There is a better way. One simply
has to be firm and fair in disciplining
and penalise non-performers. Firm in
that one is unwavering and not give
in to sob stories. Fair in the sense they
were provided the training, resources
and ample notices about their poor

performance before action is taken
on them.

7

Reward And Recognition Based on
Performances: Human beings are just
too predictable. They have needs to
be met. Not just basic needs. They
have other needs to be nourished
emotionally,
psychologically
and
intellectually. People want to feel
important. They want to be recognised
for what they have done. They want to
belong. They are driven by ego and a
need to achieve.
Ultimately, they want a sense of
fairness in terms of recognition and
reward for the effort they have put in.
If humans are so predictable, how is it
that leaders find it so hard to motivate
people to perform? Motivation in
organisaation has been stained by
company politics, human flaws of
favouritism, conflict of interests, selfdriven agenda and other motivationdampening behaviours. To motivate
people to perform, leaders simply
have to reward and recognise people
based on performance.
In essence, during the current
challenging times, leaders need to
seize the bull by its horns and make
some unpopular decision to enable
their businesses to both survive
and thrive.

Dr Victor S.L. Tan is the founder
and CEO of KL Strategic Change
Consulting Group which specialises
in change management consulting
and training. He is the bestselling
author of Changing Mindsets.
His latest book is on Lessons of
Success. For a free mindset profile
survey tool for leaders, e-mail him
at victorsltan@klscc.com.
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Registered
Trademark
Not Invisible
BY LAWRENCE TAN

S

ome people may treat
registration of trademark
as registration of domain
name, i.e. by keeping it for
future purposes instead of
engaging in commercial use instantly.
Some may even want to try their
luck by ‘locking’ a trade mark to see
whether they can make a windfall gain
in future by selling to others. However,
the reality does not work in that way.
TRADEMARK REGISTRATION CAN
BE CANCELLED FOR NON-USE
The trademark laws in many countries
stipulate that registered trademark
owners must use their trademarks
in the course of trade within certain

period of time. In Malaysia, for
instance, a registered trademark that
is not being used commercially for a
period of three years consecutively
may be vulnerable for cancellation by
an aggrieved person.
World
renowned
Swedish
furniture retailer IKEA has been hit by
similar legal provision in Indonesia.
It was reported that the Swedish
furniture retailer lost its “IKEA”
trademark registration in a trademark
suit with an Indonesian local furniture
company.
The reason being the Swedish
furniture retailer did not use its “IKEA”
trademark for a period of three years
consecutively in Indonesia. Despite the
fact that the Swedish furniture retailer
obtained its trademark registration in
2010 in Indonesia, it only commenced
use of the trademark in 2014.
As there is a gap of more than
three years since the registration of
its trademark and commercial use,

the IKEA trademark was ultimately
removed under the Indonesian
trademark laws. It was reported that
the Swedish furniture retailer is in
the midst of appealing against the
decision.
Additionally, some countries
would require trademark owner to
prove the use of their trademarks
before registration, or at least make
a declaration that the trademark has
been used or in preparation to be
used in the particular country. Failing
to do so may risk the trademark
registration not being granted by the
relevant authority. Bear in mind that
the trademark registration process
in the United States, Canada and
the Philippines is subject to similar
requirements.
DON’T REGISTER OTHERS’
UNREGISTERED TRADEMARK
If one day we realise that someone
has not registered his trademark, we
should not assume that he is not keen
to protect his trademark and we can
register it as our own.
In a reported case in Malaysia, Luk
Lamellen Und Kupplungsbau GmbH v
South East Asia Clutch Industries Sdn
Bhd, the plaintiff, Luk Lamellen is a
German manufacturer of vehicle parts
bearing the “LUK” trademark. The
“LUK” trademark was first registered
by Luk Lamellen in Germany in 1954
and subsequently other countries. On
the other hand, the defendant South
East Asia Clutch Industries (SEAC) had
been distributing, manufacturing and
selling clutch disc in Malaysia.
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On 25 January 1977, SEAC
registered itself as proprietor of the
“LUK” trademark and continued
selling both Lammellen’s and its
own products bearing the “LUK”
trademark.
Subsequently, Luk
Lamellen filed an application for a
court order to expunge SEAC’s
trademark
registration
on
“LUK”
pursuant to

Section 45(1)
(a) of the Malaysian Trade Marks
Act 1976. Luk Lamellen contended
that they had been using the “LUK”
trademark in Malaysia even prior to
25 January 1977 which was SEAC’s
trademark registration date.
The court allowed Luk Lamellen’s
application for the registration of
“LUK” trademark by SEAC to be
expunged. Based on the evidence, it
was clear that Luk Lamellen
had been using the “LUK”
trademark before 25 January
1977 and therefore they
were the lawful proprietor of
the “LUK” trademark.
It was apparent that
SEAC made a wrongful
claim that they are the
proprietor of the “LUK”
trademark as the “LUK”
trademark belonged to Luk
Lamellen. Although legally
Luk Lamellen is entitled to
reclaim the ownership of the
“LUK” trademark, it could
have avoided the hassle of the
court battle if the trademark was
registered in the first place.
TRADEMARK REGISTRATION
SELF-CHECK

company may have registered
five items of products under its
trademark. Throughout the years
of development, the company
is now providing additional 10
items under the same trademark.
Under such circumstances, the
company should file a fresh
trademark application to cover
the 10 additional items in order
to protect its trademark and
products comprehensively.

just leave it in the file folder upon
successful registration. Registered
proprietors are advised to check their
registrations from time to time on the
following issues:
•

•

Ensuring Validity of Trademark
Registrations:
Tr a d e m a r k
proprietors
should make
sure
the
registrations
are renewed
on
time.
L a p s e d
registrations
will
lose
their
legal
protection
and vulnerable to
infringement by others. Generally,
trademark
registrations
are
renewable every 10 years in
most of the countries. However,
registration in some countries
should be renewed within seven
years or 15 years.
Specification of Goods &
Services: It should be pointed out
that trademarks are protected in
respect of the goods and services
registered. At the initial stage, a

•

Change of Company’s Particulars:
Merger and acquisition or change
of company name and address
are very common in corporate
world.
Unfortunately,
many
people omitted the importance
of updating their corporate
information in the trademark
registry promptly. This omission
may be an obstacle to initiate
legal action against infringer,
ownership disposal, licensing or
franchising in future. Therefore,
everyone should update the
owner’s information accordingly.

•

Protection in Foreign Countries:
It should be noted that trademark
protection is on a territorial basis.
Therefore, trademark proprietors
should always review their global
business operation with their
trademark
registrations
overseas. If their trademarks
are not registered in any
relevant country, it should be
done as soon as possible to
avoid loss of ownership.
In conclusion, registration
of trademark is not
something should be treated
lightly. The management of
a company should appoint
a dedicated staff or appoint
professional consultants to
oversee the matter.

Disclaimer:
The information above is for general understanding only and is not intended to constitute legal advice.
Readers are advised to consult with the appropriate legal advisors in the respective jurisdiction.

Lawrance Tan, (LL.B (Hons), CLP) began his career in intellectual property in 2007. Prior
to founding IP Gennesis Sdn Bhd, he was a practising advocate & solicitor in one of the
leading IP firms in Kuala Lumpur. Learn more about IP Gennesis at www.ipgennesis.com.

Trademark protection is a long term
effort and is not something we can
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R

etailers have been hit with
massive slowdown at all
fronts. High cost, sagging
sales and fierce e-commerce
competition have caused
loads of retailers to either ship out or
close down.
With cautious consumers not
spending much at brick and mortar
stores – not to mention the spiraling
rental cost – one really wonders
how retailers are able to survive the
onslaught of global uncertainties.
I’m sure you read the recent
news of Alibaba buying into Lazada.
The world’s largest online retailer
is ever expanding its empire to sell
more of its goods and services directly
to consumers through its global chain
of suppliers.
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How Retailers
Are Able to
Up Their Sales
During Tough
Times?
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BY HANZO NG

Whether it is variety, speed or
convenience, there is magic in why
Jack Ma (the founder of Aliababa)
became the richest man in China
– e-commerce. I tell you this story
because my sister-in-law and her
friends no longer go to the mall
for fashion items anymore. Except
for groceries, everything else is
purchased on-line.
My ex-marketing staff also uses
Tesco online to buy his groceries
because they cost the same –
sometimes even cheaper – and there
is no hassle with traffic jam, finding
a parking bay or queuing up to
make payment.
Recently, there is a rise of logistic
companies that I have never heard
of. These companies are there to
serve one market –
the on-line market.
My wife buy lots of
her cosmetics online
as well. She recently
bought a dozen or so
Korean brands without
sampling any of them.
Why is this so?
She reads the
review at her own
pace, she compares
product at her own
leisure, and the best
part? It’s cheaper.
I love a China
brand called Seven. A
pants cost around 800

renminbi. I can buy the off- season
ones through Tmall and get it shipped
to me in less than ONE day. And if I
don’t like the pants, I can ship it right
back by calling the logistic company,
fill up a form, and the company
will come to pick up my pants the
next day.
With
consumer
behaviour
changing, retailers surely must modify
their modus operandi – but many
have not done so.
In every retail companies that
we have trained and consulted, we
find a few physical traits among their
sales people. Majority of the sellers
are order-takers, i.e. they wait for
customers to make the buy call. They
seldom engage in a conversation with
the customer nor do they actively

follow a sales process to obtain the
sale.
As a result, customers generally
walk out of the retail outlet without
buying anything. Whether it is
consumer products, fashion, food,
optical, pharmacies, furniture or a
property, our research indicates that
most retail sellers are merely ordertakers.
What are some of the challengers
of retailers? Besides marketing and
loyalty, it is the ever increasing rental
cost. With fixed cost going up, are
the retail owners pouring resources to
equip the retail sellers with effective
selling skills to increase their sales?
The answer is yes ONLY if you
are a large establishment with multinational link. Lots of local small and
medium enterprises (SMEs) don’t
allocate enough resources to upskill
their sales staff. Without proper
training, these are the common
mistakes:
Retail Sales People Are Not
Pro-Active Enough:
Imagine having endured a
massive traffic jam to reach
your retail outlet. You bumped
into several sales people, all
tight-lipped without a word
of greeting.
When product differentiation
is little, the real differentiation
comes from the interaction
between the buyer and seller.
That’s how meaningful customer
experiences are created – not
just beautiful interior or good
merchandising – but solid people-
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to-people customer experiences.
You can’t fight e-commerce
without people skills.
Sales People Are Not PeopleOriented Enough:
They don’t understand customer’s
needs and requirements. The
general rule of questioning skill
is that the higher your price, the
more you need to understand the
customer’s needs and wants. That
means if your retail business sells
a product that is $10 (i.e. food
item), you technically don’t really
need to ask many questions.
However, if your product
costs $100 and above (i.e.
clothing), you may need to pose
a few basic questions. But if your
range is $1,000 and above (i.e.
beauty care), the consultant role
needs to come in. By the way,
the higher your price, the higher
the degree of professionalism is
‘expected’ from the customers.

in view of their high turnover.
But if they don’t, what happens?
Once again, people would go
online because all their questions
will be explained online.
Retail Sales People Are Not
Positively Closing:
Closing is defined as asking the
buyers to buy or encouraging the
buyers to buy. How many retail
sales people do that? Very little.
Allow me to share with you
the proven method of closing a

larger transaction for
every customer as
used by the world
renowned fast food
chain, McDonald’s.
First of all, there is no
more small set meals
anymore. Therefore,
customers must now
opt for only medium
or large set meals.
The next thing is
when you walk to the
counter and order
a Big Mac meal, for
instance, the person
at the counter will
ask you “Large?”
Guess
what?
Most people would
answer
in
the
affirmative. Indeed
a proven up-sell
technique mastered
by the king of retail.
Just imagine if your retail sales people
do the exact opposite of the mistakes
I’ve highlighted above. Your sales
need not suffer substantial slowdown.
But this is one tough battle because
your retail staff have to first master
the psychology of selling to cautious
consumers. That is not the job of the
order-taker or even service people.
Train your staff well, push them hard,
motivate them more and how would
your retail business fare?

Retail Sales People Are Poor At
Presentation Skills:
Most sales people can’t explain
their products. Why? Not trained
properly is perhaps the best
answer. I can understand that
most retailers are not keen to train
their sales personnel extensively
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Hanzo has helped many clients achieved the HIGHEST sales record ever in their
company history. He has also turnaround many under-performers and sky-rocketed their
sales results through his Sales Ninja training programmes. For more information on
Sales Ninja training, visit www.SalesNinja.asia today!
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Cambodia:

A Frontier
for Learning,
Start-Ups,
Expat Retirement
ADAPTED FROM THE REACH MAGAZINE

G

oing into the new
century, Cambodia has
plenty of good things
going for itself. Looked
down in the past as a
backwater hellhole with bad hospitals
and Potemkin villages, Cambodia
has risen from the ashes and is now a
gem of a place to do plenty of things.
An emerging market in the most
stable regional economic zone in
the world, Cambodia has everything
entrepreneurs want to explore
and be among the first to reap the
rewards of having a business or social
development project there.
If you are from the ASEAN
region and are looking for a place
that will grow and gracefully evolve
into an economic and cultural tiger,
Cambodia may just be your best bet.
There will be growing pains for
anyone who sets up shop in Phnom
Penh because the Khmer government
is still laying down the groundwork
for everyone to play fair and get the
best deal out of everything. However,
the most gratifying news may be that
local rules allow businesses to be fully
owned by foreign investors and the
relatively ease of moving money in
and out of the country.
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BOOKS AND LEARNING
In Cambodia, everyone loves to
read. Families and young adults
visit the local ‘bookstore’ – a nearby
book-selling kiosk in the town’s flea
market for the latest in cheap Khmer
translated books. Enterprising urchins
even buy some cheap books from
the market and stack them in baskets
and hawk the copies to foreigners
lounging around the riverbanks.
Cambodia used to be one of
the most sophisticated publishing
industries before the Khmer Rouge
annihilated most of the literate from
academics to engineers and doctors.
The literacy rate among the locals is
estimated to be 37% as of 2011.
There is a growing cottage
industry of do-it-yourself ‘publishers’
that are fuelling an increasing demand
for a wide variety of books – from
romance novels to English to Khmer
translations of popular western books
– a shady practice that keeps hole-inthe-wall publishers alive.
This might bode well for
publishing houses looking for a niche
market to grow and stake claim in
the future as the book provider for
everyone Khmer. The latest studies
show that it only takes US$23 to make
one Cambodian literate.
Local libraries have outdated
books and need good Khmer
and English books. While old
Khmer
literary
treasures
are
reportedly getting lost because
archival technology and curation is
insufficient to maintain these books
in good condition, the government

44

and many organisations are doing
their best to preserve Khmer literary
heritage books.
Bookstores in Cambodia are
improving slowly. Monument Books is
the latest and the biggest bookshop
in Phnom Penh and at the airport. D’s
Bookstores, a long favourite haunt
among local book hunters, has five
thrift book shops (one by the lake
in the backpacker area and three
in Phnom Penh and at least one in
Siem Reap). Bohr’s Books is another
bookstore on the street just behind
the Foreign Correspondents Club of
Cambodia (FCCC).
Talented
English
writers/
educators or translators may find
good opportunities in publishing
while making good effort to learn the
local Khmer language. Helping put up
a school in Cambodia may provide
unexpected rewards as it grows and
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becomes a legit source for the Khmer
locals to improve their learning and
economic standing.
SKILLED WORKERS
The local Khmer populace lacks
sufficient
technically
proficient
workers to keep up with demand
from investors. Whoever is available
may already be working for a foreign
company based in the capital or will be
working overseas in pursuit of greener
pasture. Unlike most developed
ASEAN economies, Cambodia is still
a wide open frontier for both regional
and western investors.
The government has already
partnered with Vietnamese and
Chinese companies to develop areas
with plenty of natural resources, i.e.
the mining industries. Other business
opportunities such as tech start-ups
might prefer Singapore or Thailand
and even China, but Cambodia
offers start-up entrepreneurs the
unique position of being there before
everyone else figured out they should,
too. Any opportunity to develop the
Khmer locals to be technically skilled
for your project will always be looked
upon favourably.
There might be more western
and regional businesses looking into
Cambodia as a platform to expand
into Asia or as an outsourcing centre
in the ASEAN region. Hence, being
the most proficiently skilled person
around might spell job opportunity

for some provided they are willing
to work in the Phnom Penh’s central
business district (CBD) or anywhere
else within the country.
EXPAT RETIREMENT ATTRACTION
Cambodia has become an open secret
among western retirees, curious
student travellers and backpackers as
an ideal place to spend a season or
two to immerse in the Asian culture.
There are three favoured areas in
Cambodia for expat retirees and
western re-settlers, each attracting a
certain kind of character:

1

PHNOM PENH: The capital Phnom
Penh is ideal for those who wish to
use Cambodia as a base for corporate
work or as a start-up home base for
tech service. The cost of living may be
relatively cheaper than Thailand but
it will still cost investors more to do
business in the capital than anywhere
else in the country – from setting
up shop to settling down in a new
ASEAN home.
Contrary to belief that it has poor
healthcare options or shady safety
and law enforcement situation, the
capital boasts the safest place for an
urban re-settler to live in and does
have good hospitals. Accommodation
in Phnom Penh can vary from about
6,000 baht a month (US$170) to more
than twice that. Phnom Penh has a
riverside market and cultural heritage,
nightlife (restaurants and clubs with
music entertainment) as well as malls
similar to the best of Asia.
Japanese retailer Aeon opened
Cambodia’s first giant shopping mall
in June 2014 and the opening of a
second supermall is in the pipeline.
Costing US$195 million, the 68,000-

sq metre supermall is literally a
giant supermarket with retail shops
clustered around it – in this case,
around 190 brand retailers and food
outlets. The second planned mall city
will be in the Pong Peay City CBD, a
new gentrified area of the capital.
If Japanese retailers are making
a big push into Cambodia to carve
market territories before others do,
they might know of plenty of good
things coming together in the capital
and throughout the Khmer nation.

2

SIEM REAP: Siem Reap is the main
tourist trap and cultural magnet. The
place has posh western restaurants
and
upscale
accommodations
because of the ancient temple
ruins of Angkor Wat which attracts
backpackers and culture vultures
wanting a glimpse into the exotic
history of the Khmer people.
Self-appointed artistes and
curious western students love to
explore this part of Cambodia for
some kind of connection with the
locals. Cambodians are a fierce
yet friendly people with a hope
for the future. Siem Reap is one
place where both leisure travel
and business travel come together,

thus creating opportunities where
people break barriers and work to
keep their hope alive.

3

SIHANOUKVILLE: Sihanoukville is a
coastal community that is another open
secret among western backpackers
looking for gorgeous Asian beachside
to spend lots of downtime – or even to
make a tech start-up work or putting
regional business plans together. It
is the utopian, off-grid, middle-ofnowhere place in Asia where one can
put in part-time work so one can have
more time at the beach.
Ocheteaul
and
Serendipity
are the most popular beaches in
Sihanoukville. Both are still underdeveloped and not as bad a tourist
trap as expensive Thai resorts or
southern beach holiday spots in
the Philippines. Nevertheless, this
coastal paradise still has decent
bars and nightlife to keep partying
visitors happy.
There are some shops near the
area for you to replenish your weekly
grocery or to fulfill other shopping
needs if you are indeed situated
there to ponder your next-big-thing
project while doing all your creative
brainstorming at the beach.
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How To
Find & Utilise
A Mentor
BY TRENT HAMM

TACTICS FOR
FINDING A MENTOR

W

hat exactly is
a mentor? It’s
a term often
bandied around
in
business
books, but it’s often not looked at
outside of this context.
A mentor is any person who
can help guide you to the goals
you desire through example
and discussion. You can have a
parenting mentor just as easily as
you can have a business mentor.
You can have a blogging mentor,
a golfing mentor, or a chess
mentor. Whatever it is you want
to succeed at, you can likely
find a mentor who will help you
get there.
What can a mentor provide?
The key thing that a mentor
provides is advice. They’re
a person that can provide
suggestions based on their
own experience that will point
you towards the success that
you want.
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MEET PEOPLE IN
YOUR WORKPLACE:
Not only will you have
a
better
chance
of
discovering good potential
mentors within the organisation you
work in, you’ll also build up valuable
relationships for your own ends. Plus,
you’re much more likely to have a
person or two in common with the
person you want to be your mentor.

1

MEET PEOPLE IN
YOUR COMMUNITY:
Similarly, if you’re looking
for mentors in nonprofessional
areas,
look
around your community. Get involved
in interest groups related to what
you’re engaged in and volunteer
within those organisations. Another
tactic is to simply find people who
write for niche publications in your
area of interest, as well as people who
blog on that topic – you can at least
be sure of their passion in the area.

2

3
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MEET PEOPLE IN
YOUR INDUSTRY:
If you’re simply looking
to excel within a particular

industry, attend conferences. There
are few better places to meet people
within your industry than a trade
conference. You should also make
an effort to follow trade publications
within your field and contact
interesting authors.
IDENTIFY THE PEOPLE
WHO HAVE ACHIEVED
WHAT YOU WANT TO
ACHIEVE:
As you meet more and more
people and get more involved, you’ll
probably start to realise what levels
of success you want to achieve,
particularly in the shorter term. Look
for the people who have already
achieved that level for potential
mentors.

4

DON’T GO OVER
YOUR HEAD:
If you’re a newly minted
MBA, don’t go try to swing
Jack Welch (former chairman
and CEO of General Electric) as your
mentor – you’re wasting your time.
Instead, look for people who are a few
levels up the chain. Don’t burn your
time trying to get a mentor too far up
the chain – work your way up there.

5

WATCH POTENTIAL
MENTORS, AND LISTEN
TO WHAT THEY HAVE
TO SAY IN PUBLIC (AND
IN PRIVATE):
Once you’ve identified some people
who might serve as a good mentor
for you, watch them. Listen to what
they have to say. Read the things they
write. Get a good feel for how they
think and operate from the outside.

6

DON’T CHOOSE
A MENTOR WHO
MAKES STATEMENTS
OR DECISIONS
YOU FIND ETHICALLY
QUESTIONABLE:
If someone is doing something you
find ethically wrong, move on. Don’t
get drawn into a person who is using
questionable methods to find success
because people who do that usually
get swatted down at some point.
The tactics you should seek to learn
are the ones that bring success with
ethical standards.

7

TACTICS FOR
UTILISING A MENTOR
DO SOMETHING
GENEROUS TO GET
THEIR ATTENTION:
Step up to the plate in a
way that positively affects the
person you want to be your mentor.
Be patient and wait for the right
opportunity. It may come in the form
of assistance with a project, a key
presentation, sharing of important
information or just a well-capitalised
chance meeting.

BE PREPARED BUT NOT
FROM NOTES:
Know not only the things
they’re interested in at the
moment, but also know what
you want. Read up on their current
interests and be familiar with them,
plus make a list of the questions you’d
like to ask that person. Also, when
you meet, be straightforward – tell
the person that you’d like for them to
mentor you a bit.

FOLLOW UP:
A relationship between
your mentor and you
should be a conversation,
and that means following
up. Don’t be afraid to use e-mail or
phone calls to touch base somewhat
regularly (but don’t be a nuisance,
either). Ask more questions as they
come up and follow up by letting your
mentor know how things are going
for you.

DON’T EXPECT THE
PERSON TO BECOME
YOUR MENTOR:
Many people get their
hopes centered around a
person becoming their mentor, only
to find that it didn’t work out for
whatever reason. Don’t let that get
you down. People who make good
mentors often have a lot on their
plate and are unable to devote time
to helping you. Also, personality
conflicts can create a situation that
just doesn’t work through no fault of
either one of you.

ASK EVERY QUESTION
YOU CAN, BUT DON’T
FORGET THE MOST
IMPORTANT ONE:
Don’t be afraid to ask away
when the opportunity comes, but
there’s one question you should
always ask: what would you do if you
were in my shoes and had it to do
all over again? That advice is always
useful – a person who found success
probably tried several things before
hitting upon success.

MAKE THE
RELATIONSHIP GO
BOTH WAYS:
Your mentor will be giving
you valuable time, valuable
advice, and probably valuable
opportunities. Take advantage of
these but if there’s anything you can
do to help out your mentor, do it.

1

2

SCHEDULE A MEETING:
If you’ve got their attention,
try to schedule a meeting.
A lunch is a good way to
do this, but even a short office
meeting will work. Strike while the
iron is hot and you’re on their mind
in a positive sense and you’re likely to
get that meeting.

3

4

5

6

7

WHEN YOU MAKE IT,
DON’T FORGET WHO
HELPED YOU:
If you work hard and are
diligent, you may achieve the
success that you want. When you get
there, you may have the opportunity
to lend your mentor a real helping
hand. Always do it.

8

Trent Hamm started The Simple Dollar in 2006 after going through a complete financial
meltdown. Today, The Simple Dollar gets around one million visitors per month
and is respected as one of the best personal finance sites on the Internet. For more
information, visit www.thesimpledollar.com.
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SENSE AND
PERSPECTIVE IN
ASEAN INTEGRATION
BY TAN SRI MUNIR MAJID

Decades since the first ASEAN summit meeting held in Bali in 1979, many
simple things - like ASEAN lanes at every major point of entry - remain to
be implemented. Countries in the region often make choices as nation states
rather than as a community.

T

hese past couple of weeks
or so have been replete with
discussion on ASEAN.
The Minister of International
Trade and Industry had a frank and
open dialogue at an event organised
by the ASEAN Business Club
which focused on what is still not
happening on the ground despite
pronouncement of the ASEAN
Economic Community (AEC) at the
end of last year.
Some really very simple things –
like ASEAN lanes at every major point
of entry – remain to be implemented.
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Also, any visa requirement in intra–
ASEAN travel is a travesty – especially
when non–ASEAN nationals can gain
entry without a visa. There is also the
outstanding matter of the ASEAN
Business Travel card.
The Prime Minister – in his
opening speech at another event,
the World Economic Forum on
ASEAN – also alluded to these very
simple things to realise.
It is embarrassing that we have
to talk about these things in front
of non–ASEAN foreigners, and yet
call ourselves a community. It is
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about time they are cleared once
and for all at the ASEAN summit in
Laos in September. If ASEAN leaders
cannot ensure they are done, it is a
poor reflection indeed of proclaimed
ASEAN integration.
There are, after all, more serious
issues to be addressed, such as not
only the stubborn existence of non–
tariff measures but also their growth;
such as the race to the bottom
as individual members countries
attempt to attract foreign investment;
but perhaps most of all, how to give
a life to the integration process that

compensates for the anaemic growth
of the world economy.
And how to enhance intra–
ASEAN trade and investment, and
generate domestic consumption in
individual ASEAN economies.
There is also, of course, the
thorny South China Sea issues which
worry the Laotian foreign minister
who was in Kuala Lumpur for a
couple of the big discussion events.
He will be chairing the next ASEAN
foreign ministers in Vientiane in
July. Clearly Laos wishes to avoid an
acrimonious meeting, let alone one
which ends in disarray like the one in
Cambodia in 2012.
SOLVING DISPUTES
One positive development on this
matter I picked up was an early
prospective meeting on the Code
of Conduct in the South China Sea –
actually initiated by China which has
hitherto been dragging its feet on
finalising the code.
If a target date for the
finalisation of the code this year
can be agreed on, it will remove
perhaps the main source of
disagreement
among
ASEAN

states and set them to address
more vigorously – and also more
honestly – the so many outstanding
issues of ASEAN integration.
Indeed, of all the events
that took place in Kuala Lumpur,
including the usual grand one by
the World Economic Forum, it was
the 30th Asia-Pacific Roundtable
(APR) organised by ISIS Malaysia
that was the most focused,
substantive and sober.
It gave me such pride as a
member of the board of ISIS Malaysia
to see how the current chairman Tan
Sri Rastam Isa carried through what
was started by my dear departed
friend and colleague Tan Sri Noordin
Sopiee in 1987.
As I said at the APR when
addressing the subject “The
ASEAN Community in an Age of
Contending Interests,” the most
important thing is to have a sense
of perspective in expectations of
the ASEAN community.
Just because the community
has been proclaimed, we all know it
does not mean there is one. Not by
a long chalk.
The ASEAN rhetoric may
mislead, but it serves as a benchmark

– many benchmarks – that make
it very difficult for member states
to act violently against the ASEAN
community idea, however ill–formed.
There is word and spirit capture.
Acting
positively
toward
realisation of the community,
however, is completely another
matter. Too often too slow. Not
always steady. And so frustrating,
particularly to the business sector,
although so many, especially from
outside the region, have bought into
the direction ASEAN is going.
If we remember ASEAN is an
association of states seeking to
become a community of nations,
we would become less agitated. But
impatient we must remain.
The modern nation state
first established by the Treaty of
Westphalia in 1648 remains the
strongest social organisation in the
world. If states that emerged then –
nearly 370 years ago – still are driven
by concerns of sovereignty and
national interests, what more states
born since the end of the Second
World War, like almost all members
of ASEAN, just 70 years ago.
The passionate and emotional
Brexit debate is just the more
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observable evidence of the pull and
power of statehood which drive and
permeate domestic policies and
international relations.
At the same time, forces of
globalisation integrate nation states
and disrupt their condominium
within and without. Social media
enabled
by
the
information
communications technology (ICT)
revolution creates a marketplace
for good and bad ends. Massive
global financial flows riding on
that technology can make or break
economies, depending on whether
they are coming in or going out.
FREE TRADE
Free trade is a good thing when you
are gaining, not so good when you
lose. Early proponents of free trade
have become more resistant to it
and those then deemed protectionist
now are its champions.
America lost five million
manufacturing jobs from free
trade between 2000 and 2015.
China’s gained from the time of
its membership of World Trade
Organisation (WTO) in 2001 and
peaked at 234 million in 2012,
and now has to make its own
structural adjustments.

50

But from this blue-collar jobs
hit, there will be more to come in
the white-collar sector. The World
Bank expects China to have 200
million college graduates by 2030 –
more than the entire US workforce.
American dominance in finance,
medicine and IT will be under threat.
Meanwhile, massive trade and
investment areas are being pursued,
well over and above the AEC. The
Trans-Pacific Partnership and the
Regional Comprehensive Economic
Partnership are not incompatible with
the AEC, but they offer an affiliation
beyond it, which would challenge the
shopping and priority list of ASEAN
member states.
Then there is the Free Trade
Area of the Asia-Pacific and even the
Trans-Atlantic Trade and Investment
Partnership which will challenge
ASEAN member states further.
China has its One-Belt One
Road project – which is not just talk –
but with financial firepower to make
it happen such as through the Asian
Infrastructure Investment Bank.
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All this is intended to
establish centrality, either for
America or China. For as long
as this intense competition
does not break out into conflict,
there are benefits which ASEAN
member states will want to latch
on to which could place them in
different competitive camps.
This does not mean the AEC
is of no importance. But what
we must remember that all its
member states face complex
and complicated challenges
from globalisation and great
power rivalry.
ASEAN is a significant circle,
level, layer and platform but
its existence does not exempt
member states from facing such
challenges and having to make
choices – more frequently as a
nation state than as a community.
Fact of life. Good to
cooperate and aspire. There are
huge benefits to come. But it is
also a dynamic world out there.
Let us not be starry-eyed.

This article appeared in The Star newspaper on 4 June 2016. Tan Sri Munir Majid
is currently the ASEAN Business Advisory Council (ASEAN-BAC) Malaysia chairman.
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TPP, OBOR and ASEAN:
Where Will They Lead To?
In projecting different conceptions of regional
integration the Trans-Pacific Partnership and China’s
“One Belt, One Road” initiatives compete not just
with one another but also potentially challenge
ASEAN centrality as well.
BY ALICE D. BA
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S

outheast Asian states have
found themselves engaged
by new proactive regional
initiatives from major powers.
The recently signed, but still to be
ratified, Trans-Pacific Partnership
(TPP) is one example of the initiative
displayed by Washington. China’s
land-based “Silk Road Economic
Belt” and “21st Century Maritime
Silk Road” (One Belt, One Road)
initiatives put on display Beijing’s
proactive engagement and growing
confidence.
The TPP which is nearly twice
the size of the EU Common Market
in population and representing
nearly 40% of the world’s economy,

to their Northeast Asian counterparts
– are generally more in need of the
developmental assistance associated
with China’s initiatives. Geographic
proximity also makes Southeast Asian
states, especially the continental
states closest to China’s borders,
more demographically and politically
linked to China.
As for TPP, though it includes
only four Southeast Asian states
(Singapore, Brunei, Malaysia, and
Vietnam), the US has actively engaged
other states in hopes of convincing
them to participate. In addition to
diplomatic persuasion, the Obama
administration has also worked
with individual states to develop

instances of “regionalism”; however,
as currently constituted, neither, in
fact, is ‘regional’ in terms of more
conventional usage or current
practices of regionalism. Though
linked to the Asia-Pacific Economic
Cooperation (APEC), TPP is still an
agreement comprising 12 states from
North and South America, Northeast
and Southeast Asia as well as Oceania.
Washington’s general position
has been that ‘regional cooperation’
should not proceed from any
normative commitment to a preset
idea of region, but instead from a set
of common functional interests and
agendas. This does not mean that
TPP has not involved local attention

promises to be the world’s largest free
trade area. Meanwhile, the One Belt
One Road (OBOR) project promises
to connect more than 60 emerging
market countries and developing
countries and a population of over
four billion – a total worth of about
US$21 trillion.

their governmental and regulatory
capacities to pursue more extensive
trade commitments as in the TPP.
For both China and the United
States, Southeast Asia is important
because it serves as the connective
link between land and sea, as well
as between the Pacific and Indian
Oceans. Lastly, ASEAN states
represent a large, collective, and
symbolic Asian audience for their
respective initiatives.

from Washington; rather, TPP may
be better conceptualised in terms of
individual, participating states united
by a common agenda.
In this sense, TPP may be more
multilateral than it is regional. In
contrast, OBOR is more regional in
its assumptions, starting points, and
referents in the sense that it more
directly engages and identifies regions
and sub-regions already in practice.
Moreover, the ‘regions’ involved are
both sub-state and inter-state, both
sub-regional and regional. On the
other hand, China’s regionalism is also
offset by the considerable bilateralism
that has typified its pursuit of OBOR
in practice.

SOUTHEAST ASIA IN CHINA, AND
US INTERESTS
In these initiatives, Southeast Asian
states have been particular subjects
of both Washington’s and Beijing’s
attention. In the case of OBOR,
Southeast Asian states – as opposed
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‘REGIONALISM’
Both sets of initiatives are often
conceptualised as ‘regional’ or as
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Also setting OBOR apart is its
scale and scope. Connecting China and
its border regions to all the different
Asia’s (Southeast, Northeast, Central,
South and West), the Baltics and
Mediterranean, Eastern Africa,
and the ‘developed European
circle’, Belt and Road may
be less ‘regional’ than
i t i s ‘ i n t e r- re g i o n a l ’ a n d
‘pan-continental’.
This becomes additionally
apparent when considering
the many, tailored-to-region
and tailored-to-state initiatives
that constitute ‘Belt and Road’.
IMPLICATIONS FOR ASEAN
CENTRALITY
In short, TPP and OBOR offer some
distinct cooperative frameworks.
While both aim to expand and
intensify connectivity among their
participating states, they nevertheless
differ in their organising principles and
modes of connectivity. As a singular
homogenising framework, the TPP
connects different economies around
common rules, common regulatory
approaches and common market
access, reflective of market values.
OBOR, in contrast, is a multicomponent framework that connects
diverse parts, piece-by-piece, via
their common interest in national
development. It pursues connectivity
not through common economic rules
and market liberalisation, but instead
through new infrastructure, trade and
investment facilitation zones, and
targeted development projects.
TPP and OBOR differ not just
from one another but also from
ASEAN. For one, both transcend the
normative-geographic regions that
have previously provided the basis
for regionalism and helped justify
ASEAN centrality. More critically,
both differently re-order Asia in ways
that make ASEAN and its concerns
less central.
In the case of TPP, it is open to
all in theory but exclusive in practice.
TPP also sidesteps ASEAN’s interest
in bridging developmental gaps. As
for OBOR, the bilateralism that has
typified China’s approach lends to
China’s structural advantage to set
the terms.

Turning Vision into Reality
for a Dynamic ASEAN Community

LAOS 2016

At the same time, both initiatives
face different challenges. It is worth
underscoring that both TPP and OBOR
do not yet exist. The TPP is especially
dependent on US ratification, but it is
a US election year – a time when trade

agreements can be as unpopular
as China. The realisation of the TPP
will depend on the outcome of the
presidential election as well as the
make-up of the US Congress after
the November elections.
Meanwhile, China faces
challenges of implementation
at both the Chinese and
recipient ends of the equation.
Achieving OBOR depends on
the kinds of resources China
is willing to commit, its ability
to coordinate and discipline
its own domestic agents, and
perhaps – most of all – how
sensitive China is to not just local
needs but also local sensitivities.
In both cases, ASEAN as an
institution, still has a role to play.
Collectively, ASEAN remains an
important audience for both initiatives.
Maritime Southeast Asia may also be
especially important to the realisation
of China’s Maritime Silk Road.
Critically, ASEAN states can expand
their efforts to direct Washington’s
and Beijing’s engagement so that
they serve and strengthen ASEAN’s
own, particular regional integration
agendas, as well as security and
economic interests.

Alice is the Associate Professor at the University of Delaware, Newark, DE, and a
January 2016 Visiting Fellow at the S. Rajaratnam School of International Studies (RSIS),
Nanyang Technological University, Singapore under the US State Department Fulbright
Specialist Programme. Nanyang Technological University. Her views first appeared in
Issue 108 (11 May 2016) of the RSIS Commentary.
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THE ASEAN
TOURISM
EDGE
BY AHMAD AZUAR ZAINUDDIN

In this new segment of ACE, we shall embark on a journey to uncover stories
from SMEs as well as relevant stakeholders in the hope of arriving at a deeper
appreciation and understanding of the key drivers and enablers who shape the
industry they operate in. We kickstart our endeavour with the tourism sector.

INSIDE:

Trailblazing with
Tourism Technology:
Dato’ Syed Mohd Razif
Al Yahya
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ASEAN ECO-TOURISM:
Balancing Between
Business, Community and
Environment
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The Emergence of ASEAN
Halal Tourism Market:
Good, Permissible and
Profitable

H

ow important is the
tourism sector for the
ASEAN economy? It is
a question that many
would be able to answer
without much hesitation. After all,
the region attracts over 100 million
tourists each year, contributing
12% to its gross domestic product
(GDP) and 3.7% to employment in
2015. In addition, the sector has
proven to be resilient in the face of
the current challenging economic
climate. It comes as no surprise that
the tourism industry was selected
as one of the priority sector to
be given special attention in the
implementation of the ASEAN
Economic Community (AEC).

Southeast Asia is blessed with
rich natural resources and culture. This
is evidenced by the United Nations
Educational, Scientific and Cultural
Organisation (UNESCO) which has
pinpointed 37 World Heritage Sites
in the region. Many entrepreneurial
SMEs in the region have tapped on
this huge tourism potential to develop
diverse tourism products ranging
from accommodation, transportation
services, food and beverage (F&B)
services, retail trade, recreational
industry, and travel agencies.
Among the key catalysts for the
growth of the sector is the increase of
new middle class within the emerging
economies in the region with more
disposable income for travel. A closer

look at the numbers reveals that over
75% of the international arrivals to
the region come from Asia, out of
which, more than half comprise of
intra-ASEAN travelers.
The emergence of low-cost
carriers plying routes in the region
such as Air Asia, Jet Star, Tiger
Airways and Cebu Pacific had also
served as game-changer in boosting
the tourism sector by making air
travel more affordable. Capitalising
on the massive tourism opportunity in
the region has made Tony Fernandez,
the founder and CEO of Air Asia a
regional entrepreneur icon and a
global household name.
Moreover, advances in the
telecommunication
sector
with
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wider broadband and mobile
network penetration, coupled with
innovative online travel solutions
have also served as enabling factors
that have made traveling more
hassle free. Today’s consumers are
always connected and enjoy making
their travel planning and booking
arrangements online or via their
mobile phones.
Indeed, SMEs in this sector
would be missing out if they do not
take advantage of this development
by having their products listed on
popular travel websites such as
Agoda, Expedia and TripAdvisor,
among others. Social media sites
like Facebook and Instagram are
also must-have business tools

free-wifi service is up to speed and
reliable to avoid negative feedback.
As we desire to develop the
tourism sector further, it is important
to preserve the ASEAN tourism
edge. The World Economic Forum’s
Travel and Tourism Competitive
Survey 2015 reports that nature
and heritage are key competitive
strength of the region’s tourism
sector. The Philippines, Indonesia and
Malaysia are among the world’s 17
countries identified by Conservation
International
as
mega-diverse
countries that harbour a majority of
the Earth’s species as well as a high
number of endemic species.
With tourist arrivals to ASEAN
expected to increase by 123 million

for
promoting
and
engaging
with customers. These two-way
engagement tools are important for
SMEs to monitor online enquiries and
feedbacks and respond to them in a
timely manner.
In the accommodation subsector, today’s travellers place high
importance to reliable Internet
access. The TripAdvisor Global Travel
Economy Report 2015 reveals that
74% file “free-wifi” as a key factor
in deciding their accommodation.
Certainly, the numbers would
be higher among the Gen-Y and
millennial travellers. As people are
increasingly comfortable in sharing
their travel experiences online, it
is also important to ensure that the
International Visitor Arrivals to ASEAN
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2013

2014

Share of International Visitors Arrivals to ASEAN 2014
America 4%

Oceania 4%
Others/Unspecified 4%

Europe
12%

Intra-ASEAN
46%

Asia
(exc. ASEAN)
30%

by 2020 and 187 million by 2030, it
is important that the SMEs strive
to strike the right balance between
profit, people and planet to ensure
long-term sustainability of the
industry. This does not necessarily
have to be a trade-off between
profitability
and
cost.
Today’s
consumers are more inclined to
businesses that are sensitive to the
environment in which they operate
in. TripAdvisor reports that more
than half of travel consumers indicate
eco-friendliness and sustainablity as
factors impacting their decision when
booking accommodation. In fact,
both elements ranked higher than
brand name of the accommodation,
special offer and loyalty programmes.
Naturally, many pioneering SMEs
in the region have embraced ecotourism as the model of their business
venture. The International Ecotourism
Society (TIES) defines eco-tourism as
“responsible travel to natural areas
that conserves the environment and
improves the well-being of the local
people”. This type of tourism brings
together conservation, communities
and sustainable travel.
This
commitment
on
sustainability and inclusivity is affirmed
in the vision of the ASEAN Tourism
Strategic Plan 2016-2025 which
envisages that come 2025, ASEAN
will be a quality tourism destination
offering a unique, diverse ASEAN

Source: ASEAN Tourism Strategic Plan 2016-2025

By 2025, ASEAN will be a quality tourism destination
offering a unique, diverse ASEAN experience, and will
be committed to responsible, sustainable, inclusive
and balanced tourism development, so as to contribute
significantly to the socio-economic well-being of ASEAN
people. - ASEAN Tourism Strategic Plan 2016-2025
experience, and will be committed
to responsible, sustainable, inclusive
and balanced tourism development,
so as to contribute significantly to
the socio-economic well-being of
ASEAN people”.
Muslim friendly or halal tourism,
which caters to the faith-based
needs of Muslim travellers also
presents huge potential for SMEs in
the region. The global Muslim travel
expenditure is estimated to be
worth US$142 billion in 2014 or 11%
of the total global travel expenditure
with only China (US$160 billion) and
the United States (US$143 billion)
ranking higher. By the year 2020,
this segment is expected to grow
to US$233 billion. Countries in the
region, including non-Organisation
of Islamic Countries (OIC) members
like Singapore and Thailand, are

well-positioned to draw Muslim
guests as a result of strong halal
governance and their proximity to
neighbouring Muslim countries.
In essence, ASEAN definitely has
the edge in the tourism sector. With
its rich natural and cultural resources,
coupled with strategic government
support in term of infrastructure
investments and business-friendly
policies, the stage is set for the SMEs
in the region to set sail and embark
on their journey to success.

Ahmad Azuar Zainuddin is a
Senior Associate at the Centre
for Entrepreneur Development
and Research (CEDAR), a
wholly owned subsidiary of the
SME Bank Malaysia. He can
be reached at ahmad.azuar@
smebank.com.my.
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Trailblazing
with Tourism
Technology
Dato’ Syed Mohd Razif Al Yahya
GMD & CEO, Sutra Travel Management Group of Companies
BY NORHISHAM HAMZAH

Sutra Travel Management Group of Companies is an award winning group in the
business and leisure travel sector. Established in 1988, the company has grown to
become one of Malaysia’s leading travel companies. More recently, the company has
been on the forefront of change in the development of end-to-end travel solution
system. Group Managing Director and Chief Executive Officer Dato’ Syed Mohd
Razif Al Yahya, shares his experience, knowledge and thoughts behind the company’s
success as well as the development of the innovative system with ACE.
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R

azif was exposed to the
world of entrepreneurship
from at an early age. His
mother operated a small
restaurant
which
grew
steadily after acquiring several
tenders and contracts to manage
canteens at government hospitals
and teaching colleges. Throughout
his formative years, he observed
how his parents occupied their time
discussing and solving business
problems. This introduced him to the
challenges and benefits which come
from doing business. Eventually,
he also joined his parents at their
restaurants and canteens as an
extra hand to help with the dishes
or looking after the counter. This
experience had definitely contributed
to honing Razif’s strong work ethics
and communication skills.
After completing his secondary
education, Razif’s parents suggested
that their son succeed them by
taking over the restaurant business.
However, at the time, he was not
keen with what he perceived as the
cyclical pattern of the restaurant
business. Like many young people, he
dreamt of seeing the outside world
and was drawn by the bright lights

1

of Kuala Lumpur. In the capital city,
he worked at a batik shop owned by
his uncle before applying to become
a flight attendant. Unfortunately, his
application was rejected due to the
height requirement set by the airline
company.
By chance, Razif came across
an advertisement in the newspaper
on a job vacancy as a sales officer
at a travel agency. It was then in
1983 that his journey in the tourism
industry took flight. The position was
the perfect training ground for him as
it equipped him with the necessary
experience, knowledge and skills to
succeed in the industry. He diligently
studied the products and industry
while at the same time, developed
invaluable network with industry
stakeholders and customers.
In addition, he also had
the opportunity to travel when
airline companies promote new
destinations. After a decade as an
employee, Razif decided that the
time was right for him to venture out
on his own. The opportunity came
in 1992 when the owner of Sri Sutra
Travel was looking for a buyer for their
company. Equipped with a modest
capital thanks largely to contribution

from his brother-in-law and some of
his own savings, Razif acquired the
company Sri Sutra Travel.
Starting with five employees and
an annual turnover of RM300,000
(~US$75,0000), today Sri Sutra Travel
employs 80 staff with a turnover of
RM70 million (~US$17.5 million).
Razif recalls nostalgically the support
he received from friends and family
during those formative days.
THE TOURISM INDUSTRY
According to Razif, the tourism
industry could be divided into four
main pillars namely, transportation,
accommodation, industry support, as
well as tourism operators and agents.
Each of the pillars could be divided
into two tiers of sub-pillars in order to
create tourism products. To illustrate
this, the transportation pillar could be
divided into air, water, and land and
subsequently the air sub-pillar could
be further divided into products
such as full-service, low-cost and
charter. For each product, there are
thousands of companies rendering
the service.
“Our business strategy is based
on all four pillars. Know where your

Dato’ Syed Razif Al-Yahya officiating the launch of Sutra.my in August 2015 with Datuk Seri Syed Ali Alhabshee (second from left) and
Deputy Minister of Tourism and Culture, Datuk Mas Ermieyati Samsudin (third from left). Sutra.my is Malaysia’s first and one-stop online
international travel booking portal.
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Dato’ Syed Razif and YB Datuk Mas Ermieyati binti Samsudin, Deputy Minister of Tourism and Culture Malaysia, during the launch of Sutra.my.

business is positioned, who you want to
collaborate with as well as where is the
direction of your business. It is through
this positioning strategy that we have
established our subsidiary companies”,
the
Group
Managing
Director
elaborates on the unique positioning
of Sutra Travel Management Group
of Companies.
The United Nations World
Tourism Organisation (UNWTO)
defines tourism as comprising
activities of persons travelling to
and staying in places outside their
usual environment for more than
one night for leisure or business.
Razif notes that understanding the
reason or purpose behind travelling
is key in developing a product or
package that caters to the
unique and individual needs
of the travellers. He cites
that the needs of someone
travelling for their studies
or religious pilgrimage as
obvious examples.
Discussing the current
tourism
landscape,
Razif
opines that it is extremely
fragile and sensitive. Each
time a major event occurs in
3
the world, the impact appears
as if it would reverberate to
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“Our business strategy is based on all four pillars.
When you know where your business is positioned,
you would also be able to identify who you want
to collaborate with as well as the direction of your
business. It is through this positioning strategy that we
have established our subsidiary companies.”
Dato’ Syed Mohd Razif Al Yahya
the whole industry. However, Razif
cautions industry players that the
impact from such events would often
be limited or localised to a specific
market. Some market may be neutral
or unaffected. He cites travel for
business and religious purposes as
examples of stable markets.

Dato’ Syed Razif giving a speech during an
event in Sunway Putra Hotel, Kuala Lumpur.
Sri Sutra Travel is awarded the General Sales
Agent (GSA) for Europamundo in March 2016.
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“Because of this, I am always
sensitive and proactive. When
incidents such as a terrorist attack
or epidemic occur in any part of the
world, I would analyse which market
I should concentrate on. Often, when
something happens, an opportunity
will also arise.
We
must
identify
this
opportunity. Hence, that is why
market intelligence, information
and understanding is so important
in today’s business. We must be
sensitive to the economic, political
and security development among
other things”, Razif explains.
As the industry continues to
expand, it is pertinent that businesses
are able to capture all the relevant
information to help decision makers
make informed decision. This is where
technology comes in. Sutra Travel

Management Group of Companies
has made significant investment in
a system that would allow them to
acquire tourism data accurately and
in real-time, thus enabling them to
gain a deeper knowledge as well as
greater insights of the industry, in
addition to helping mitigate risks in
product development stage.
One of its subsidiaries, also
leverages on technology to promote
its business through social media and
Search Engine Optimisation (SEO).
ONLINE TRAVEL SOLUTION
SYSTEM
A major force currently shaping the
travel industry is the rapid growth
of the online tourism business.
International travel booking sites
such as Agoda.com, Booking.com
and Hotel.com are already household
names in Malaysia. Based on reports,
online transaction in Malaysia stood
at RM60 billion (~US$15 billion) in
2014 with a third estimated to go to
tourism and travel purchases such as
flights and accommodations.

Responding to this emerging
trend, Sutra Travel Management
Group of Companies has strategically
modelled its business based on
technology in order to take it to the
next level. Towards this end, it has
established Octraves Technology
Sdn Bhd, a subsidiary which focuses
on developing a state-of-the-art
end-to-end travel solution system
also known as TravelCompute®.
Five target markets have been
identified as end users for the travel
solution system namely, (i) Business
to Business (B2B); (ii) Business to

Consumer (B2C); (iii) Business to
Corporate (B2E); (iv)Business to
Government (B2G), and (v) Online
Travel Agent (OTA).
Razif is confident that the system
is at least at par if not better than the
offerings currently in the market. The
system integrates services of more
than 50 global providers including
aggregators of hotels, flights, trains,
buses, restaurants, and many others.
In the near future, he plans for the
system to include bookings for
activities such as cinema tickets and
football matches.

“Because of this (major events happening in the world),
I am always sensitive and proactive. When incidents
such as a terrorist attack or epidemic occur in any part
of the world, I would analyse which market I should
concentrate on. Often, when something happen, an
opportunity will also arise.”
Dato’ Syed Mohd Razif Al Yahya

Web portal pix
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“While the channel broadcasts all this amazing travel
products from ASEAN, there was no means for people
to travel to the destinations and experience the
product for themselves. We were able to complete the
package by empowering people to travel to ASEAN
destination by providing a travel solution system for
Go ASEAN.”
Dato’ Syed Mohd Razif Al Yahya

Through the B2E and B2G
market segmentation, Sutra Travel
Management Group of Companies
will be introducing both the new
Corporate & Government Travel
Platform
Solution
very
soon,
probably by the third quarter of
2016. This enhanced platform
boasts the reduction of travelling
expenses up to 50% yearly, which
is the basis of the design for this
platform. The system known as Sutra
TravelCompute is able to provide
comprehensive and detailed data
reporting which is customised to suit
the needs and requirements of the
travel industry.
The CEO is encouraged by the
positive responses he had received
so far for the travel system. Offered
as a “white label”, it could be
customised to the client’s branding as
well as requirements. For example, a
customer visiting the client’s website
to book a hotel room would be
asked whether he or she also require
flight, airport transfer or sightseeing
activities. This win-win approach
creates new ancillary revenue which
compliments rather than compete
with the client’s product offerings.
Sutra
Travel
Management
Group of Companies has invested

62

RM5 million (~RM1.25 million) in
four years for this purpose across
three business locations of, Kuala
Lumpur, Cyberjaya as well as a
satellite office in Karachi, Pakistan.
Razif admits that while he lacks the
knowledge on the technical aspects
of the s y s t e m , h e kn ow s
e xa c tly what he wants. To him, the
two most important things aspects
are industry understanding and
passion.
ASEAN TOURISM
Sutra Travel’s travel solution has
already played a part in promoting
the tourism industry in the region.
During its chairmanship of ASEAN
in 2015, Malaysia’s Prime Minister
Datuk Seri Najib Tun Razak had
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launched the Go ASEAN 24hour English language channel to
promote ASEAN as a single tourism
destination and a key economic
driver. The channel aired on Astro
(channel 737) showcases tourism
content from all 10 ASEAN member
nations to a
worldwide
audience.
“While the channel broadcasts all
this a m a z i n g t r a v e l p r o d u c t s
f r o m A S E A N , t h e r e was
no means for people to travel to
the destinations and experience the
product for themselves,” suggests
Razif. ”We were able to complete
the package by empowering people
to travel to ASEAN destination by
providing a travel solution system for
Go ASEAN.”

Always seem to be able to
call upon key tourism numbers at
his fingertips, Razif highlights the
enormous potential of the ASEAN
market
presents.
The
region
welcomes an estimated 100 million
arrivals annually from both intraASEAN and the global market. He

calculates hypothetically that if the
region caters to just 1% of that
sum with each traveller spending a
modest sum of RM1,000, that would
already be equivalent to RM1 billion
(~US$250 million).
Progress
made
in
the
development of the travel solution

system has already taken Sutra Travel
Management Group of Companies
beyond Malaysian shores. The
company is embarking on a jointventure with one of Indonesia’s largest
tourism companies to collaborate
on technology areas. Razif shares
that soon Sutra Travel Management
Group of Companies will penetrate
the Middle East market, beginning
with Saudi Arabia. His vision is for the
company to become a global player
in the travel and tourism sector.
For more info on Sutra Travel and
its end-to-end travel solution, visit
www.sutra.my.
Norhisham Hamzah is the
Head of Research & Publication
at the Centre for Entrepreneur
Development and Research
(CEDAR), a wholly owned
subsidiary of the SME Bank
Malaysia. He can be reached at
norhisyam@smebank.com.my.
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The Tourism Industry as illustrated by Dato’ Syed
Mohd Razif Al Yahya, Group Managing Director and
Chief Executive Officer of Sutra Travel Management
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ASEAN

		
Eco-Tourism
Balancing Between Business, Community
and Environment

BY MOHAMMAD HUSAIN MOHD DAWOED

With its abundance of natural and cultural resources, eco-tourism suits perfectly with
Southeast Asia’s tourism profile. In this issue, we visit three businesses in the region
that have developed eco-tourism products with the aim of gaining some insights into
the perennial question: How to strike a balance between business, community and
environmental sustainability?

E

co-tourism or responsible
travel
which
combines
environmental conservation
with sustaining the wellbeing of local communities
and education is de rigueur of the
global tourism industry. Indeed, with
its abundance of natural and cultural
resources, this form of tourism suits
Southeast Asia’s tourism character
perfectly. This is confirmed by the
World Economic Forum’s Travel and
Tourism Competitive Survey 2015
which lists nature and heritage as key
competitive strength of the region’s
tourism industry.
It is important to note that the
emergence of this eco-tourism trend
is not only driven by the supply-side
but also supported by demandend. The TripAdvisor Global Travel
Economy Report (2015) states that
more than half of the consumers
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surveyed indicate eco-friendly and
sustainable travel as factors impacting
decision when considering to make
accomodation bookings. In fact, ecofriendly factors are considered more
favourable than the brand name of
the accommodation, special offers
and loyalty programmes.
Very broadly, eco-tourism is a
desired competitive advantage that
has potential to level the playing
fields against more established brand
names in the industry.
Of course, when it comes to
eco-tourism, we must also look at
its role of sustaining the well-being
of local communities. Many ecotourism businesses make it a point to
employ people from the surrounding
areas in which they operate in. This
is consistent with the long held
view of the overall tourism industry
being labour-intensive with low entry
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requirements. In this context, small
businesses operating in a cottage
environment can emerge as suppliers
of products in the likes of handicraft
(i.e. souvenirs), baskets, slippers
or food items (i.e. local delicacies)
for
accommodation
operators
whether they are hotels or chalets.
However, as the sector becomes
more established and competitive, it
becomes imperative for businesses
to prioritise quality control of the
level of their services from a skilled
human resources perspective.
In this article, we visit three
businesses in the region that had
successfully developed eco-tourism
products with the aim of gaining
some insights into the eco-tourism
perennial question: How to strike
a
balance
between
business,
community
and
environmental
sustainability?
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The Pacific Asia Travel Association
(PATA) Gold Awards 2015 which
celebrates
businesses
and
organisations making outstanding
contribution towards the industry
was held in Banglore, India last
September. The award drew 269
entries from 83 travel and tourism
businesses and organisations from
all around the world. Among the
top winners was El-Nido Resorts
which won the Gold Award for the
Environmental Education Programme
category. Even more impressive is
the fact that this was the third time
the resort had clinched this award.
El-Nido
Resorts
is
an
internationally renowned and multiawarded sustainable resorts brand
that has been operating in Northern
Palawan for more than 30 years. It
operates four eco-resorts, namely
the Miniloc Island Resort, Lagen
Island Resort and Pangulasian Island
Resort in El-Nido and the Apulit
Island Resort in Taytay, Palawan.
The resort is renowned for
its Be G.R.E.E.N. Beyond El Nido
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Resorts which gathers the entire El
Nido community including schools,
local boat operators, fishermen, local
government, its own staff and airline
partner also go through the resort’s
unique environmental education
programme. Be G.R.E.E.N. or
“Guard, Respect, Educate El Nido” is
a training programme that has been
in place since 2007 to train the entire
resort’s staff from the president of the
company all the way to its gardener.
The programme covers topics such
as bio-diversity conservation, water
conservation, energy conservation,
ecological solid waste management
and environmental laws.
Situated in the western part
of the Philippines, the Palawan
archipelago is known as “The
Last Ecological Frontier of the
Philippines”. It is home to over 1,700
islands and is the most sparsely
populated region in the country. The
region offers guests pristine beaches;
crystal clear waters with innumerable
species of tropical fish, coral and
turtles; over 100 species of birds; and
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spectacular limestone cliffs. As part
of their strategy to ensure sustainable
tourism, El Nido strives to remind and
encourage guests to conserve the
region’s natural resources. The resort
discourages guests from touching
the animals whether on land or
underwater and prohibits them from
collecting shells, corals, starfish and
other animals.
Furthermore, the eco-resort also
believes in being “good neighbours”
to the surrounding community.
Among the key initiatives undertaken
by the resort includes providing
employment
and
livelihood
opportunities such as skills training
to the local community, patronising
local products for room amenities
and food source as well as other
community service.
“As a leading advocate
of sustainable tourism in the
Philippines, we have set a
benchmark for other tourismrelated services to follow on how
to operate responsibly, but also
influence the community around
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“As a leading advocate
of sustainable tourism in
the Philippines, we have
set a benchmark for other
tourism related services to
follow on how to operate
responsibly, but also
influence the community
around us to live out how
to be green.”
Al Legaspi
President and CEO El Nido
Resort
us to live out how to be green,” El
Nido Resort President and CEO Al
Legaspi points out.
Indeed, adopting the eco-tourism
model has also been good business for
El Nido Resort. This has prompted the
group to launch its latest development
known as Lio – a 325-hectre
master planned eco-tourism estate
development – in El Nido.
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Any trip to Phuket, Thailand would
not be complete without a tour to
Phang Nga Bay and Phi Phi Islands.
Situated in the Straits of Malacca
between the island of Phuket and
the Malay peninsula of Thailand,
Phang Nga Bay features spectacular
scenery of sheer limestone karst
islands that jut out vertically from
the calm emerald-green water. It is
truly a magnificent landscape for
travellers to explore hidden caves,
lagoons and mangroves in addition
to being home to wildlife from
monkeys, birds to mudskippers. The
most famous of the many islands at
the bay is KoTapu – popularly known
as James Bond Island – which is a
needle-formed limestone rock in the
sea that appeared in the movie The
Man with the Golden Gun.
Meanwhile, Phi Phi Islands
comprise six islands situated in the
southwest of the Andaman Sea. The
surrounding waters of Phi Don, the

largest of the islands have been a
Mecca for divers and snorkers, while
the smaller Phi Phi Leh is world
famous for Maya Bay where the
movie The Beach, starring Leonardo
Di Caprio was filmed.
While there are many businesses
providing boat tours to explore
Phang Nga bay, many travellers
would attests that the Simba Sea
Trips are among the best, if not the
best. In fact, the boat tour operator
is a TripAdvisor Certificate of
Excellence 2015 winner as rated by
over 1,500 travellers.
The success of Simba Sea
Trips is built upon a desire to fill an

Driven by a passion for the
sea and beautiful islands
surrounding Phuket, Simba
Sea Trips takes a different
approach that combines
safety and fun; one which
contributes to the local
economy while at the
same time, sustaining the
local ecology.
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apparent gap in the market. Prior to
starting their own island excursion
company, the owners – husband and
wife, Jenny and Geoff – had heard of
so many horror stories from travellers
being crammed on old boats and not
being given the island excursion that
they had been promised. Driven by
a passion for the sea and beautiful
islands surrounding Phuket, the
couple established Simba Sea Trips in
2005. They wanted to take a different
approach that combines safety and
fun; one which contributes to the
local economy while at the same
time, sustaining the local ecology.
Simba Sea Trips operates two
custom-built sea boats – Simba II
and Simba III – for tours of Phang
Nga Bay and Phi Phi Island as well as
private charters. Made of fiberglass
and powered by two Honda Marine
225-250 four-stroke engines and
equipped with Garmin Marine GPS
for accurate water depth, the boats
are licensed to carry more than 20
passengers.
Nevertheless, the company
generally carries a maximum of
15 passengers on each tour as
they aim to make the trips more
personal, enjoyable and safer. For

the convenience of the passengers,
the boats carries snorkeling masks
and fins, life jackets, floating aids and
water tight bags to keep belongings
safe. There are also a toilet and
freshwater shower onboard.
Guests will not be hungry on the
trips with light breakfast including
Simba Sea Trips popular banana
cake, lunch at the village on stilts or
on white sandy beach and afternoon
tea with fresh cut fruits and biscuits.
Appreciating their knowledge
of local cultures and sea conditions,
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The Indonesian island of Bali is
a favourite destination for both
adventurers and those in need of a
little relaxation. The mere mention
of the island evokes thoughts of
a perfect island getaway. What
better way to explore this paradise
than is to cycle through its small
village roads?
Balieco Cycling has been
offering authentic eco-educational
cycling tour since 1999. The
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Simba Sea Trips boat crews are
made up of locals, many of whom
come from the surrounding Phuket,
Phang Nga and Krabi areas.
Furthermore, the tour guides – all
of whom holds the official Tourism
Authority of Thailand (TAT) Tour
Guide license – are experienced,
fluent in English and are always
ready to render assistance. Indeed,
Simba Sea Trips is an example of
a boat tour operator which takes
pride in giving its guests the best
they can.

excursion takes visitors away from
the tourist areas to see the real
Bali – that of Balinese daily life with
its beautiful people and amazing
culture. A typical Balieco Tour would
often involve a memorable cycle from
the Mount Batur volcano to Ubud,
watching the sun rising from atop an
active volcano, and trekking though
rainforest, temples and paddy fields.
Having been in operations for
more than a decade, the company
remains committed to the triple
bottom-line of people, environment
and profit. Balieco Cycling strives
to be both environmentally and
culturally friendly. Visitors on the
company’s excursion are not only
treated with an adventure but also
an ecological, cultural, culinary and
learning experience. Above all else,
the company also recycles its paper
and plastics.
“I
was
trained
as
an
environmental engineer, so I am
aware that any eco-warrior must first
come to terms with his own hypocrisy
and mediocrity,” rationalises Kadek
Adidharma, a company director of
Balieco Cycling. “Yes, we still burn
fossil fuels. We cannot claim to be a
carbon-neutral company as it is not
technologically possible. We do our
best to reduce our carbon footprint

while educating our staff, partners,
communities as well as our honoured
guests, inviting all to join us on our
journey
towards
environmental
stewardship together.”
The company goes the distance
in taking care of not only their
own employees but also the local
communities in the areas where
they conduct their business. Its 24
employees are remunerated well
above market rates, partake in profit
sharing as well as being rewarded
with other generous allowances.
Balieco Cycling also does its part
towards the communities and villages
where they conduct their tours with
contribution such as sponsoring the
local football and volleyball teams;
donation to local charities, festivals,
religious
ceremonies
and
coorganising community programmes
as well as lending financial assistance
for temple renovation and local roads
construction and maintenance.
The success of the company had
resulted in many competitors trying

“I was trained as an
environmental engineer,
so I am aware that any
eco-warrior must first
come to terms with
his own hypocrisy and
mediocrity.”
Kadek Adidharma, a company
director of Balieco Cycling.
to adopt its concepts, ideas and even
brand names. While imitation is a
form of flattery, Kadek is concerned
that some of these companies may
not share Balieco Cycling ideals,
ethics and eye for details. The
company is trying to address this
by providing its tour guides with
“Bali Eco Tour” branded uniforms
and highlighting this issues on their
website. These measures are taken
to ensure that guests experience its
original authentic eco-educational
cycling tour to the fullest.

Mohammad Husain Mohd Dawoed is the Vice President at the Centre for Entrepreneur
Development and Research (CEDAR), a wholly owned subsidiary of the SME Bank
Malaysia. He can be reached at hussain@smebank.com.my.
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The Emergence of
ASEAN Halal Tourism
Market
Good, Permissible and Profitable

BY AHMAD AZUAR ZAINUDDIN

The halal or Muslim-friendly travel market is among the fastest
growing segment in the world. It offers enormous potential for
ASEAN SMEs. In this article, ACE explores the landscape, challenges
and opportunities which this emerging market segment presents.
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T

he concept of travelling is
deeply embodied within
the
Islamic
heritage,
so much so, that the
acclaimed
Muslim
philosopher and jurist, Al-Ghazali,
had written about the subject
in Kitab Adab Al-Safar (Book on
Conduct in Travel). Moreover, Ibn
Batutta, a Muslim scholar, is widely
recognised as one of the greatest
travellers of all time. An account of
his journey from the Horn of Africa,
West Africa, Middle East, South Asia,
Central Asia and Southeast Asia to
China spanning over a period of 30
years was documented in details in
the Rihla (Journey) which serves as
an important reference for ensuing
travellers.
Indeed, the traditions of these
great Muslims have continued to
this day. Based on the State of the
Global Islamic Economy Report 2015
by Thomson Reuters (published in
collaboration with Dinar Standard),
the global Muslim travel expenditure,
excluding hajj and umrah, is estimated
to be worth US$142 billion in 2014
or 11% of the total global travel
expenditure. Comparatively, this is a
6.3% increase from the previous year
and is expected to grow to US$233
billion by the year 2020. Muslim
travel consumer is already among
the largest market in the world with
only China (US$160 billion) and
the United States (US$143 billion)
ranking higher.
Muslim travellers from Gulf
Cooperation Council (GCC) countries
are among the most sought after in
the Muslim-friendly travel market.
Despite accounting for only 3% of
the world Muslim population, the
Gulf travellers from these countries
represents 37% or US$52.3 billion
of the overall Muslim tourism
expenditure in 2014. Countries such
as Saudi Arabia (US$17.8 billion);
United Arab Emirates ($12.6 billion);
Kuwait (US$9.7 billion) and Qatar
(US$9.5 billion) are the top sources
for global Muslim tourism spending,
followed by Indonesia (US$7.6
billion) and Iran (US$7.5 billion).
The growth of the Muslim
travel market should not come as

a surprise as Muslim countries such
as the Gulf Cooperation Council
(GCC) members, Turkey, Indonesia
and Malaysia are among the fastest
growing economies in the world.
Today’s typical Muslim consumer
profile is young, educated and
with a large disposable income
precipitating propensity for travel.
What makes the Muslim
consumer segment distinct is their
desire for products and services that
takes into account their faith. The
emergence of this important market
in recent times has resulted in the
proliferations of products adhering to
the Sharia law across various sectors
from healthcare, finance, retail to
retail. These products are promoted
as halalan tayyiban or permissible
and good.
While ASEAN countries have
an edge in the tourism market
especially among travellers seeking
for nature and culture tourism
products, how does the region fare
in terms of attracting the arrivals of
Muslim travellers? More importantly,
what are the initiatives that have
been taken to cater to the needs
and demands of this emerging and
lucrative segment?
The ASEAN tourism industry
is already reaping the benefits of

the halal tourism market. The report
by Thompson Reuters and Dinar
Standards notes that countries
in the region such as Malaysia,
Singapore, Thailand and Indonesia
are leading the industry in term of the
development and health of its Muslim
inbound travel ecosystem.
Among the factors contributing
to these countries’ favourable position
are the large inbound Muslim traveller
base, a strong halal governance
and proximity to neighbouring
Muslim countries. Nevertheless, the
report also highlights the untapped
potential of the region’s nonOrganisation of Islamic Cooperation
(OIC) countries such as Thailand and

While halal travel could be
broadly defined as Muslim
travelers who do not
wish to compromise their
faith-based needs while
travelling for a purpose
which is permissible,
at present each player
is applying their own
interpretation of the term.
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Singapore, considering the present
low awareness of these countries as
halal-friendly destinations.
Combined with the fact that
the country is home to the largest
Muslim population in the world, and
its rich nature and culture, Indonesia
is perfectly suited to attract Muslim
travellers from all over the world. The
country is fast gaining a reputation
as a world-class tourism destination.
In the World Halal Travel Summit
2015 held in Abu Dhabi, the country
bagged awards for the World’s Best
Halal Tourist Destination (Lombok);
the World’s Best Honeymoon
Destination (Lombok); and the
World’s Best Family Friendly Hotel
(Sofyan Hotel Betawi, Jakarta).
Lombok
is
an
upcoming
tourism destination which beauty is
often compared to its sister island
of Bali. The island is home to 3
million inhabitants with over 90%
of its population being Muslims
thus making halal food and facilities
such as mosques available in
abundance.
Recognising
the
island’s huge potential to draw
arrivals of Muslim travellers, plans are
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in the pipeline to introduce special
zones for men and women. However,
these areas have to be carefully
identified to ensure that the strategy
do not come at the expense of nonMuslim markets that are drawn to the
island’s party hotspots such as Gili
Trawangan Island off the west coast
of Lombok.
Indeed, balancing between
catering to the needs of Muslim and
non-Muslim markets are among the
challenges faced by the SMEs in
this sector. In addressing this issue,
many players promote themselves
as “family-friendly” or “value-driven”
to maintain inclusiveness while
accommodating to the needs of their
Muslim guests.
Furthermore, as a whole, the
industry does not have a universally
accepted definition for the term halal
or Muslim-friendly travel. While halal
travel could be broadly defined as
Muslim travellers who do not wish to
compromise their faith-based needs
while traveling for a purpose which is
permissible, each player is currently
applying his or her own interpretation
of the term.
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The Sofyan Hotel which operates
several
Sharia-compliant
threeand four-star hotels in Indonesia
broadcasts calls to prayers within its
hotel rooms, conduct congregational
prayers and showcase religious
programmes on the TV screens at
public areas. While it is clear that
the Sofyan Hotel caters primarily
to Muslim guests, other Muslimfriendly hotels may be more low-key
by offering halal food, kiblat (prayer
direction) in rooms or extensive
buffet spread for iftar (breaking of
the fast) during Ramadhan so as not
to alienate non-Muslim guests.
These inconsistencies in the
interpretation of the concept of
Muslim-friendly travel raise the
need to introduce a standard in
order to preserve the integrity of
tourism products which claims to
be halal or Muslim-friendly. Towards
this end, Malaysia has introduced
the MS 2610:2010: Muslim Friendly
Hospitality
Services
(MFHS)
Standards which is dedicated to
the Islamic tourism sector in 2015.
The MFHS provides the much
welcomed guidelines on three

Although targeting wealthy
Muslim travellers from the
GCC countries makes sense
for premium brands, there
are significant opportunities
for SMEs to develop mid-tier
products catering to middle
income Muslim travellers,
especially those from within
Southeast Asia. After all, intraASEAN travellers already
account for more than half of
the tourist arrivals to the region.
critical components of the Islamic
tourism supply chain, namely the
accommodation
premise;
tour
packages, and tourist guides.
Moreover, CrescentRating, a
leading authority in the halal travel
market, has also released an eBook
on the Terms & Definitions on the
Muslim Travel Market in an attempt
to bring some level of consistency to
the terms used by the industry.
Although the segment may have
some teething issues, the Muslimfriendly travel segment still offers
enormous potential for ASEAN
SMEs. The next question then is
where lies the opportunities?
While targeting wealthy Muslim
travellers from the GCC countries
makes sense for premium brands,
there are significant opportunities for
SMEs to develop mid-tier products
catering to middle income Muslim
travellers, especially those from

GLOBAL MUSLIM TRAVEL EXPENDITURE FORECAST
US$233 billion

US$142 billion

2014

2020

Source: State of the Global Islamic Economy Report 2015 by Thomson Reuters, and Dinar Standard

within Southeast Asia. After all, intraASEAN travelers already account for
more than half of the tourist arrivals
to region. This is further supported
by the bourgeoning low-cost airlines
sector which enhances connectivity
with no visa requirements for travel
between ASEAN countries.
Conversely, SMEs could also
explore opportunities of convergence
between the concepts of Muslimfriendly travel and other growing
global trend in tourism sub-sectors.
An example of this is the potential
in converging Muslim-friendly travel
with voluntourism or eco-tourism.
Offering charitable and ethical trips
not only enable SMEs to differentiate
and gain competitive advantage but
are also in-line with the teachings
of Islam.
In essence, Southeast Asia is
teeming with tourist attractions from
heritage sites like Angkor Wat in

Phnom Penh to more modern sites
like the Universal Studios in Singapore
waiting to be explored by Muslim
travellers. Traits of Muslim travellers
are two sides of the same coin with
non-Muslim travellers from emerging
countries with the exception that
faith-based needs are influencing
their purchasing decision. For a vast
majority of Muslim travellers, this need
is simply access to halal food. There
isn’t much additional investment
required for new or existing SMEs to
start catering to the emerging market
of Muslim-friendly travel. So what are
you waiting for?

Ahmad Azuar Zainuddin is a
Senior Associate at the Centre
for Entrepreneur Development
and Research (CEDAR), a
wholly owned subsidiary of the
SME Bank Malaysia. He can
be reached at ahmad.azuar@
smebank.com.my.
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Reaching Out to
AEC’s True Potential

O

rganised by the ASEAN
Business
Advisory
Council (ASEAN-BAC)
Malaysia, the seventh
ASEAN Business Awards
Malaysia (ABAM) was held on May
31 this year in Kuala Lumpur to
recognise outstanding businesses
and entrepreneurs who have created
a positive impact on the growth of
the Malaysian economy and helped
elevate the country’s image in ASEAN.
The national level award recipients
will be automatically nominated for
the Ninth ASEAN Business Awards
(ABA) in Laos in September this year,
competing on the regional stage
against the best in nine other ASEAN
countries.
“While there are risks in venturing
out, the rewards are far greater as the
ASEAN Economic Community (AEC)
integration process gathers pace,”
said the ASAN-BAC Malaysia chairman
Tan Sri Munir Majid at the prestigious
event. “Companies receiving their
awards tonight recognise this and
have already made their ASEAN mark.
There can only be more to come.”
ABAM aims to:
•
Recognise outstanding local
enterprises and use it as a
platform to spread knowledge
about the AEC;
•
Inspire and rally Malaysian
businesses to participate and
become key players in the
broader market, and
•
Strengthen
the
overall
competitiveness of Malaysian
businesses in the ASEAN
Economic Community.
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The gala dinner for ABAM 2016 was
graced by Malaysian Prime Minister
Dato’ Sri Najib Tun Razak in the
presence of Minister of International
Trade and Industry Dato’ Sri Mustapa
Mohamed.
The 19 recipients of the Seventh
ABAM were:

Industry Excellence Award - RubberBased
TOP GLOVE CORPORATION
BERHAD

ASEAN Excellence Award –
Malaysia
CIMB

Industry Excellence Award – ICT
SILVERLAKE AXIS

ASEAN Excellence Award International
FRASER & NEAVE HOLDINGS
BERHAD
Entrepreneur of the Year Award
YBHG. TAN SRI DATO’ SRI LEONG
HOY KUM
Industry Excellence Award - AgroBased
BATU KAWAN BERHAD
Industry Excellence Award –
Automotive
WESTSTAR AUTO SDN BHD
Industry Excellence Award –
Aviation
AIRASIA BERHAD
Industry Excellence Award - Digital
Media
SKY BLUE MEDIA SDN BHD
Industry Excellence Award E-Commerce
DAGANG NET TECHNOLOGIES
SDN BHD
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Industry Excellence Award –
Healthcare
HOVID BERHAD

Industry Excellence Award –
Logistics
WESTPORTS MALAYSIA SDN BHD
Industry Excellence Award - Oil &
Gas
SAPURAKENCANA PETROLEUM
BERHAD
Industry Excellence Award – Retail
VALIRAM GROUP
Industry Excellence Award –
Tourism
GENTING MALAYSIA BERHAD
SME Excellence Award – Growth
WIDE TROPISM TRADING SDN BHD
SME Excellence Award – Innovation
BUILDERS BIOMASS SDN BHD
SME Excellence Award –
Employment
NATURAL HEALTH FARM
MARKETING (M) SDN BHD
SME Excellence Award - Corporate
Social Responsibility
GLOBAL TOP TECHNOLOGIES (M)
SDN BHD (GTC)

Subscribe Us Today..
ACE Subscription Rates
Please start my ACE magazine subscription today.
I want my ACE magazine effective _________________ 2016.
(month)

Please tick ( ✓ ) where applicable.

Normal Rate
Discounted Rate

West Malaysia & East Malaysia
RM72.00 x 6 issues
RM54.00 x 6 issues

Type of subscription

❏ New ❏ Renewal ❏ Personal ❏ Corporate
For renewal, please indicated reference number: ________________________
Payment method

ASEAN Countries
USD42.00 x 6 issues
USD32.00 x 6 issues

Normal Rate
Discounted Rate
Price include postage cost and 6% GST

❏ Enclosed is my Crossed Cheque/Money Order/Postal Order No.
______________________________ for RM _______________ payable to
CENTRE FOR ENTREPRENEUR DEVELOPMENT AND RESEARCH SDN BHD
(Write your name on the back of your Cheque/Money Order/Postal Order). Please
include commission for outstation cheques. Only Malaysian cheques accepted.

❏ Payment via CIMB Islamic Bank account:- 8600024098 •

SWIFT Code: CTBBMYKL
(CENTRE FOR ENTREPRENEUR DEVELOPMENT AND RESEARCH SDN BHD).
Please fax payment slip to 03-7620 8621 or email to address below.

Centre For Entrepreneur Development And Research Sdn Bhd. (1042601-M)
Level 6, Menara SME Bank, Jalan Sultan Ismail,
50250 Kuala Lumpur, Malaysia
Attention to: CEDAR (ACE Magazine)
For enquiries, please contact: +603-2615 2020 ext:3293 or 3082
Fax: +603-2615 5916 Email: cedar.marketing@smebank.com.my

Personal Details
Name: __________________________________________________
NRIC: ____________________ Designation: ____________________

❏ Office ❏ Home

Mailing Address:

_______________________________________________________
_______________________________________________________
_______________________________________________________
_______________________________ Postcode: ________________
Tel: (H) _______________________ (HP) ______________________
(O) ____________________________________ ext: ____________

Authorised Signature: ____________________________________

Email: __________________________________________________
Please cut here

Advertise With Us..
Extensive Distribution Channels in
10 ASEAN COUNTRIES

TECHNICAL SPECIFICATIONS
Bleed Size: 281mm x 216mm
Trim Size: 275mm x 210mm
Text Size: 250mm x 190mm

2016 ADVERTISING RATE CARD
Page

Ringgit Malaysia (RM)

US Dollar ($)

Back Cover (full page)

5,500.00

3,360.00

Inside Front Cover (full page)

4,000.00

2,400.00

Inside Back Cover (full page)

3,750.00

2,300.00

FULL PAGE DIMENSION

Regular Pages (full page)

2,250.00

1,370.00

Double Page Spread (full page x 2)

4,250.00

2,600.00

Half Page

1,250.00

7,60.00

Full Page Bleed
Full Page Trimmed
Full Page Type Area
Full Page Spread Bleed
Full Page Spread Trimmed
1/2 Page (H)

1. Please note that the above prices inclusive the 6% GST (For Local Advertisers)
2. Overseas Advertisers: +25% (Full Advance Payment Required)

SINGLE PAGE AD

281mm x 216mm
275mm x 210mm
250mm x 190mm
281mm x 432mm
275mm x 420mm
125mm x 190mm
Nurturing Excellence

Centre For Entrepreneur Development And Research Sdn. Bhd. (1042601-M)
Level 6, Menara SME Bank, Jalan Sultan Ismail, 50250 Kuala Lumpur, Malaysia
www.cedar.my •
cedarsmebank
Tel: +603 2615 2020 • Fax: +603 2692 5916

ASEAN COMMUNITY OF ENTREPRENEURS

KNOWLEDGE SPA

Small is

Beautiful

Author
: Tom Gegax & Phil Bolsta
Hardcover : 448 pages
Publisher : Harper Collins (2007)

Y

our shoes are charred from
stomping out brush fires. You
have nightmares about UFOs
– the Unreachable Financial
Objectives. Meetings cause
more problems than they solve. The
office is a ghost town at 5.01pm. Does
this sound familiar?
Author Tom Gegax knows what
that is like. Years after running his
Tires Plus franchise by the seat of his
pants, blissfully unaware of how little
he knew about getting the most out
of people and managing a world-class
organisation, Tom was faced with a
cancer diagnosis and a business at the
brink of disaster.
Resolved to change things around,
he improved his mental clarity, health,
and relationships and noticed that
the more he profited on a personal
level, the more his company profited.
Tires Plus grew into a US$200 million
business with 150 upscale locations.
Gegax had learned the first lesson
in Enlightened Leadership 101: Focus
on the well-being of your employees

and customers – as well as your own –
and success will follow naturally.
In The Big Book of Small Business,
Tom shares his hard-earned lessons
on how to become an enlightened,
effective leader, and on how to do the
small things right so the big decisions
work. This all-in-one toolbox for small
businesses is jammed with warmhearted, tough-minded practices
and street-smart tips, covering every
aspect of a growing business:
• Starting, funding, and getting your
new business off the ground;
• Crafting a mission and growing a
corporate culture that works;
• Hiring the best people and
maximising their potential;
• Communicating and negotiating
with your employees, customers,
and suppliers;
• Creating processes for continuous
innovation and growth;
• Protecting your business from
unforeseen dangers;
• Planning for growth.
And much more . . .
Compiled by Roy Chen

Quick Tips to Get Your Business Noticed

P

ublic relations is vital to getting
the right kind of attention for a
small business – the kind that
keeps business booming. Yet,
few small business owners
have time to read tomes on public
relations theories or resources to
commit to dynamic-sounding PR
maneuvers that wind up creating a
whole lot of confusion.
Over her decades of experience
in public relations, author Jennefer
Witter has learned exactly what works
to get a small business the right kind of
attention-big time.
Writing as one small business
owner helping out another, she shares
her wealth of nuts-and-bolts PR tips.
They’re all simple to grasp, easy on
the budget, ready to implement,
and proven effective at making a
small business outstanding in the
eyes of coveted clients and valuable
customers.

76

Author
: Jennefer Witter
Paperback : 120 pages
Publisher : AMACOM Books (2014)
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With a priority on critical
information and concrete results, The
Little Book of Big PR covers public
relations’ seven key elements. They
include:
• Self-branding: A powerful tool for
communicating a small business
owner’s uniqueness, mission, and
edge on the competition.
• Media relations: This doesn’t
necessarily mean striving for a coup
like The Wall Street Journal.
• Social media: Something every
entrepreneur should be usingstrategically
because
virtually
everyone is online these days.
• Networking: A tool that truly opens
doors to more business-especially in
our ferociously competitive world.
A PR veteran, Witter is currently
the CEO and founder of The Boreland
Group Inc, a boutique public relations
agency headquartered in New York City
with a presence in Washington D.C.
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