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Welcome to our
magazine! 

Dr. Joerg Wolle, President & CEO of DKSH. 

 Dear readers 

Welcome to the second issue of expand, 
DKSH’s magazine for Market Expansion 
Services. Once again, the magazine focuses 
on what we do best: helping companies to 
expand their business in new and existing 
markets.

At a time when there are major shifts under-
way in the global economy, this is a key mo-
ment to reflect on best practice in market 

expansion. With economies in Asia growing 
rapidly, many companies are considering 
how to allocate scarce resources and formu-
late expansion strategies. The aim of this 
magazine is to establish a unique knowledge 
platform that will provide insights into the 
business environment and allow us to share 
our as well as relevant industry expertise with 
current and prospective business partners.

“At a time of intense com-
petition, it has never been 
more important for com-
panies to build robust and 
efficient supply chains.”

This issue of expand focuses on the world of 
distribution and logistics. At a time of in-
tense competition, volatile input prices, and 
changing market dynamics, it has never 
been more important for companies to build 
robust and efficient supply chains. With this 
in mind, we have once again asked a num-
ber of international business writers to con-
tribute their insights and to consider the 
specific peculiarities of markets, particularly 
in Asia. 

Articles in this issue tackle current trends in 
supply chain and distribution strategy, and fo-
cus on the key points companies need to bear 
in mind when selecting and managing a dis-
tribution partner. We also take a closer look at 
one of the world’s most dynamic industries – 
photovoltaics – and illustrate the importance 
of building bridges across the value chain be-
tween manufacturer and consumer.

Finally, this issue of expand examines some 
of the services that DKSH offers its clients 
including enhanced field marketing or the 
use of web-based tools to drive sales perfor-
mance. The diversity of these services illus-
trates the importance that DKSH places on 
extending our reach across the entire value 
chain of Market Expansion Services. 

I trust you find this issue of expand interest-
ing reading.

With best personal regards

Dr. Joerg Wolle
President & CEO, DKSH Holding Ltd.

Letter from the editor



4 expand  02/2010    

                               

What’s in for you

18

22

28

Doing business  
in Vietnam
  Cultural understanding is essential 

The global world  
of distribution and 
logistics
  Opportunity and uncertainty in the supply chain

  Forming strategic distribution partnerships

  Performance in any situation

  Sales information on the move

One-on-one
   Time for growth 
Interview with Yuichi Tamura, President & CEO of 
Nichi-Iko

Thought leadership
  It’s the solution that matters

  Why knowledge is key for successful expansion

  Connecting the dots with solar power

6 

6

8

10
15
18
20

22
22

28
28
32
36

Contents



DKSH’s magazine for Market Expansion Services 5

Essay
  The Asian consumer

Inside DKSH
  Spotlight Market Expansion Services

  Expanding our global footprint

  Ensuring reach at the point of purchase

  A commitment to quality

  To stand still is to lose ground  

  Silk, kerosene, and rubber

A letter from Laos
   Commitment to global trade 

Insiders
  My Sydney

Close-up
  Extending the brand

40
40

42
44
48
51
52
54
58

61
61

62
62

64
64

44

62

40

Contents



6 expand  02/2010    

FactBox

Basics about Vietnam
 Capital: Hanoi

 Size: 331,210 sqkm

 Border countries: Cambodia, China, Laos

 Population: 89 million

 Currency: Dong

 GDP: USD 257 billion

 GDP per capita: USD 2,900

 Government type: Socialist Republic

 Life expectancy: 72 years

 Literacy fraction: 90.3%

 Internet users: 21 million

  Cellular phone  
subscribers: 70 million

 Labor force:  agriculture: 51.8% 
industry: 15.4% 
services: 32.8%

 Airports: 44

 Waterways: 17,702 km

Source: CIA World Factbook (numbers as of September 2010)

Doing business in Vietnam
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Doan Dinh Quoc, founder and CEO of DQ Corporation, the leading Vietnamese 
decorative glass and mirror manufacturing company. 

Cultural understanding      
is essential
Doan Dinh Quoc, founder and CEO of DQ Corporation, believes that foreign  
and local businesses in Vietnam can learn much from each other. By sharing  
information, they can instill management best practice and take advantage of  
opportunities.  

 Vietnam’s economy has seen rapid expansion for more than two 
decades, with annual GDP growth of between 5 and 10% since 
1988. The country’s community of entrepreneurs is burgeoning, and 
one of the success stories is Doan Dinh Quoc, founder and CEO of 
DQ Corporation, Vietnam’s leading decorative glass and mirror 
manufacturer. He sees a need for foreign and local companies to 
learn from each other.

Entrepreneurs worldwide typically start with an idea and learn the 
realities of business only as they go along. Vietnam is no exception. 
Doan Dinh Quoc, like many of his local peers, began with “passion 
and a hope to develop a good product, but without many resources”. 
Crucially, however, he also had an eagerness to learn. All too often, 
he notes, in Vietnam new firms founder because of their inability to 
take on the techniques of good management. There are “more busi-

ness opportunities here than in neighboring countries, and business 
can develop fast, but it is easy to fail,” he adds. “There is no strong 
background in management” – a weakness that pervades business at 
many levels.

One of the big advantages of working with the many foreign firms 
interested in Vietnamese markets is the chance to tap into their man-
agement and workplace know-how. He insists, though, that for com-
panies coming into the country this learning has to go both ways. 
One of the biggest mistakes that these companies make, he says, is to 
conduct business based on their “subjective thoughts and prejudices. 
They don’t get insights from Vietnamese partners. It easily leads them 
to failure.”

Cultural understanding is essential. With even the polite form of ad-
dress varying widely from region to region, local knowledge can be a 
great advantage when talking with business partners. Similarly, its 
absence can hurt. The Vietnamese are extremely sensitive to percep-
tions of prejudice, even if these are accidental, and it can take time 
for foreigners to build up trusting relationships with them. Learning 
Vietnamese is extremely valuable, as residents are more ready to trust 
those who speak the language.

Greater local expertise, and a spirit of genuine co-operation with part-
ners, will also help foreign companies negotiate the difficulties of do-
ing business in the country. “In addition to weak management,” says 
Doan Dinh Quoc, “rapid regulatory change and poor infrastructure 
are problems companies face in Vietnam.” For those who can accept 
the challenges, however, the benefits can be large. He sees many op-
portunities in this rapidly growing economy, in particular in higher-
end, value-added services, where local firms currently do not excel. 

Doing business in Vietnam
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The global world 
of distribution and 
logistics
A robust supply chain and distribution strategy can provide competitive 
advantage. When planning market expansion, the selection of and constant 
dialog with the right distribution partner is key. 

The global world of distribution and logistics
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The global world of distribution and logistics

Opportunity and uncertainty 
in the supply chain
Companies with complex supply chains face challenging times ahead.  
But implemented correctly, a robust supply chain and distribution strategy  
can help provide sustainable competitive advantage and offer protection  
against unforeseen events. By Julian Ryall.

 Three years after the financial crisis first emerged, there are strong 
signs that an economic recovery is underway. Thanks to the strong 
performance of fast-growing Asian markets, many developed econo-
mies have rebounded from recession more quickly than expected. 
But despite many positive indicators, the economic recovery contin-
ues to proceed in fits and starts, there continue to be potential down-
sides, including weaknesses in the Euro area, high unemployment in 
many developed economies, and mixed housing data from key coun-
tries such as the USA. 

For companies that depend on complex supply chains to distribute 
their products around the world, these are challenging times. De-
mand remains difficult to predict and, for companies with lean and 
highly efficient supply chains, unanticipated peaks and troughs make 
it hard to manage inventory. Commodity prices remain volatile, 
while oil prices, which have been trending downwards as a result of 
economic uncertainty in the Euro zone, could rise again in response 
to growing demand and the impact of the oil spill in the Gulf of 
Mexico. 

Rising input prices can have a dramatic impact on corporate profit-
ability. Driven by surging and volatile oil prices, logistics costs have 
risen considerably over the past years, an increase expected to con-
tinue through at least 2013. In response, companies are increasingly 
considering “near-sourcing”, the implementation of more flexible 
manufacturing strategies or the use of third-party logistics providers 
that can offer greater economies of scale.

This overall picture of uncertainty is one that may be at odds with the 
current supply chain strategies of many companies, which have 
sought efficiency in the supply chain above all other criteria. But 

these lean, highly efficient supply chains may not be suited to a world 
of greater economic uncertainty. The result could be increased dis-
ruption, and build-ups or outages of inventory. 

Difficulties predicting demand highlight the importance of better 
planning and forecasting. This means gathering and analyzing data 
on customer behavior, and working closely with marketing, sales, 
and other functions to build up a more accurate picture of how de-
mand may evolve. This is critically important to overall supply chain 
performance because inaccurate demand planning can lead to lost 
sales through lack of product availability, or inefficiencies resulting 
from excessive inventory. “It is essential to have the right inventory in 
the right place at the right time, and to be able to respond to fluctua-
tions in demand,” says Nari Viswanathan, Vice President and princi-
pal analyst for the Dallas-based market research company Aberdeen 
Group.

Most companies now manage manufacturing, logistics, and distribu-
tion on a global basis, both to take advantage of new markets and 
gain access to low-cost, high-quality services. This requires significant 
flexibility in terms of processes and technology, as well as deeper col-
laboration between companies, their suppliers, and partners. “If you 
don’t think globally, you will lose out on opportunities,” says Ross 
Cain, Business Director Logistics & Supply Chain for DKSH Thai-
land.

Partnerships can play an important role in improving visibility into 
the supply chain, and increasing flexibility. Rather than rely solely on 
traditional in-house logistics or distribution, with associated fixed 
costs, companies can outsource and either ramp up or decrease their 
use of partnerships according to changing conditions. “Major suppli-
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                 The global world of distribution and logistics

ers should build a flexible supply chain that has core control via in-
formation technology solutions, but that leverages strong third-party 
providers,” says Jonathan Guyett, Vice President Supply Chain at 
DKSH. “With this in place a supplier can react very quickly as trade 
flows change. The objective is to keep costs flexible while taking ad-
vantage of all opportunities.”

Although supply chains are now global, the shift of economic weight 
from west to east means that companies are focusing their supply 
chain resources on Asia. In addition, these markets are increasingly 
seen as import markets, not just sources of exports. “Asia remains an 
open door for investment and the development of new logistics and 
distribution services,” says Cain. 

Globalization and the continuing search for efficiencies have inevita-
bly increased the complexity of the supply chain. “Supply chains for 
most firms are global in scope and the complexity is formidable,” says 
Terry P. Harrison, professor of Supply Chain and Information Sys-
tems at Penn State University’s Smeal College of Business. “The abil-

ity to provide critical information sources is important, while an-
other trend is the use of optimization techniques to improve 
performance. These kinds of mathematical models can find efficien-
cies that are quite detailed and complex.”

While complexity may be necessary to some extent in order to pre-
serve competitive advantage, it creates problems for companies in 
other ways. “In the past five or ten years, we have seen supply chain 
systems expand on both the buy side and on the sell side,” says 
Viswanathan. “This leads to a lack of visibility into the supply 
chain.” The situation becomes increasingly acute as companies ex-
pand into new markets and collaborate with new customers and 
partners. 

Complexity is not necessarily a bad thing – the question, according 
to Cain, is whether the supply chain is “smart” and whether its inher-
ent complexity is manageable. “The key challenge for the established 
logistics professional is to keep ahead of the technology, ensuring 
that his supply chain is up-to-date and competitive,” he says. 

In response to rising logistics costs, companies are increasingly considering the use of specialized service providers that can offer greater economies of scale. 
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By enhancing visibility into the supply chain, companies gain a clear-
er picture of where products and components are at any moment. 
They also benefit from more accurate, available data that can be ana-
lyzed in order to minimize risk, increase efficiency, and improve per-
formance. “With greater visibility, many companies are realizing that 
they are essentially keeping buffer inventory within their supply 
chains, and this results in less optimal working capital, higher inven-
tories, and an impact on the bottom line,” says Viswanathan.

The tension between the need to take advantage of global supply 
chains while minimizing the risks has encouraged some companies 
to divide their supply chains into what Gartner Research calls “the-
aters of activity” 1. Rather than identifying a single, low-cost country 
as a source for manufacturing, for example, companies are building 
regional supply chains that help to increase resilience and minimize 
risk associated with volatility in transportation costs. For companies 
in the USA, for example, countries such as Brazil and Mexico are 
becoming increasingly important sourcing locations, while Vietnam 
and Indonesia are used to serve Asian markets.

Companies are also looking more broadly at how their supply chain 
fits in with the overall business. It is no longer sufficient to focus on 
the traditional steps of planning, sourcing, manufacturing, and dis-
tribution. Increasingly, there is a focus on the value chain, which 
comprises a broader set of competencies. This can include customer 
management, post-sales support, new product development, as well 
as critical enablers such as governance, strategy, change management, 
performance management, and data analytics. 

This focus on the value chain means looking more carefully than ever 
at customer service. “Customer service is critical in today’s economic 
situation and gaining new customers is difficult,” says Viswanathan. 
“You also have to retain existing customers and their requirements 
are now very, very high. The advantages that the best-in-class have 
gained purely from improved visibility are compelling.”

Cost efficiency remains important in supply chain management, par-
ticularly at a time when businesses continue to focus on cash and cost 
management to help them ride out the economic downturn. But cost 
cutting needs to be intelligent, because supply chains can become 
brittle if all redundancy is stripped out and they become too lean. At 
Nissan Motor Co., executives have acted quickly and decisively to 
reduce costs across the range of its operations. “We have been work-
ing to find synergies in the fields of inbound and outbound logistics, 
after-sales parts logistics, in-plant logistics, packaging, and interre-
gion parts and vehicle logistics through a new cross-company team,” 
says Mitsuru Yonekawa of Nissan’s public relations division. 

The global world of distribution and logistics

FactBox

Global trade continues to grow, particularly 
in emerging economies 

  Global trade has grown considerably in recent 
decades, fueling the evolution of logistics and 
supply chain management  

  Much of this growth has been facilitated by the 
reduction of trade barriers between countries 
and regions making it easier for countries to 
trade with each other 

  In 2009, world trade decreased by 12%, the 
biggest dip in 70 years 

  WTO figures for 2010, however, show growth 
of 7% for industrialized nations and 11% for 
emerging markets, with the trend expected to 
continue 

  Freight volumes, a clear indicator of the devel-
opment of world trade, show double-digit 
growth rates for the first half of 2010 (seafreight: 
16-17%; airfreight: 22-25%)

  The rebound of world trade is largely driven by 
emerging economies, especially in Asia

   In Asian emerging markets, the fast-developing 
middle classes are creating enhanced demand 
for goods – not least from Western economies 

  World trade therefore is shifting towards pro-
viding emerging markets with consumer  
goods – imported from both the West and oth-
er Asian countries By enhancing visibility into the supply chain, companies gain a clearer picture of where 

products and components are at any moment. 

1  Kevin O’Marah, group Vice President of supply chain research at Gartner, at the SCM World 
Live event earlier this year
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Largely in response to the economic crisis, Nissan reduced its inven-
tory and increased flexibility to meet the changing demands of the 
market, at the same time as reducing its logistics costs. This included 
steps such as increasing sourcing from low-cost countries to lessen 
the impact of the appreciating yen, retooling the logistics operations 
to meet changes in locations for vehicle production, optimizing 
routes and frequency of transport, and enhancing efficiency by work-
ing more closely on transportation strategies with the company’s Eu-
ropean partner, Renault.

With companies having already undergone a round of cost cutting 
initiatives, a more creative approach to efficiency can pay dividends. 
Pamela Gordon, President of California-based Technology Forecast-
ers, a research and consultancy firm, advocates multifunctional, multi-
regional teams that incorporate people from every section of the 
company to “uncover and root out waste”. This can include compa-
ny-wide competitions or online forums to generate ideas that could 
reduce costs at the same time as benefiting the environment. “It does 
work, to the tune of millions of dollars in savings every year,” says 
Gordon.

But while efficiency remains an important objective, the mantra of 
“low cost at any cost” is not always appropriate, particularly when it 
comes to safety and product quality. In the wake of well-publicized 
safety issues, such as the discovery of melamine in milk formula 
manufactured in China, many companies are looking more carefully 
than ever at business practices across their entire supply chain. “Par-
ticularly in China, there are growing concerns over product quality, 
notably chemical contaminants, in everything from toothpaste to 
children’s toys and pet food,” says Gordon.

A broader focus on sustainability in the supply chain is becoming 
increasingly important. Some companies are building sustainable 
practices into every step of the supply chain, from designing prod-
ucts through to managing and measuring the carbon footprint across 
all their operations. This can help with overall corporate reputation 
as well as introduce cost savings into the supply chain, for example 
through greater energy efficiency.

Supply chain managers face a demanding environment. They must 
respond to management calls for efficiency, but ensure resilience. 
They must act to improve sustainability practices, but maintain prof-
itability levels. And they must expand into new markets without los-
ing visibility across the supply chain. This requires a highly flexible 
approach that can respond quickly to change and make the most of 
strong external partnerships. “Traditional logistics and distribution 
operations have been focused on providing the right products, at the 
right time, in the right place, and at the right price, and doing so 
with the best possible use of available resources,” says Cain. “In fact, 
the real value that a service provider can add is to drive the market 
expansion of its business partners at the lowest possible cost.” 

Julian Ryall never expected to be still in Tokyo 18 years after he first arrived, but 
quickly realized its advantages over his native London. He is the Japan correspondent 
for The Daily Telegraph and freelances for publications around the world.

The global world of distribution and logistics

The real value that a service provider can add is to drive the market expansion of its business partners at the lowest possible cost. 
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Forming strategic 
distribution partnerships
The selection of a distribution partner is one of the most important decisions  
a company must make when planning market expansion. Although time- 
consuming at the outset, a rigorous process of partner evaluation will pay  
dividends over the long term. By Gavin Blair.

 Successful market expansion depends on the careful selection of an 
appropriate distribution partner. Although the ideal partner will vary 
depending on the industry, there are a number of characteristics that 
are common to any successful relationship. A partner should have 
thorough market knowledge and experience, robust infrastructure, 
an appropriate geographical reach, and the right personnel on the 
ground.

There must also be alignment around expectations for the invest-
ment. For example, sectors such as pharmaceuticals may have invest-
ment cycles lasting five years or more, while hi-tech goods may have 
a much shorter cycle. It is crucial that a potential partner under-
stands these differences and is prepared to calibrate their expectations 
accordingly. Companies should also evaluate the full range of ser-
vices that a potential partner has to offer. In addition to their tradi-
tional logistics and distribution, some providers will also offer spe-
cialized services such as product registration, regulatory support, 
customs handling, and cash collection.

An ideal partnership, according to Olivier Patricola, Director Busi-
ness Line Personal Care & Cosmetics Industry Europe for DKSH, is 
one in which the two companies behave as if they were working for 
the same company. It is not enough just to be a sales and delivery 
agent; a partner should also act as the supplier’s eyes and ears in the 
market. “If you want to be successful, then you have to get past the 
idea of a customer-supplier-distributor relationship,” he explains. 
 
This highlights the importance of communication. A good bench-
mark is whether the potential partner is effective at its own internal 
communication. Those that do this well are more likely to be effec-
tive than those that are characterized by internal information silos. 

The global world of distribution and logistics

“You need a partner that shares information well internally, and that 
doesn’t happen with all companies,” says Seiji Shinoda, Assistant 
Manager, Life Chemicals Sales at Chisso Corp, a Japanese chemical 
company cooperating with DKSH in the field of innovative cosmet-
ic ingredients. 

Although cost is an important factor in partner selection, it should 
not be paramount in the decision. The quality of the partner, and 
their ability to add value to investments associated with market ex-
pansion, is far more important. “It’s easy to evaluate suppliers,” sug-
gests DKSH’s Patricola. “It’s a matter of whether or not you see sig-
nificant sales or quality improvement. And if you don’t, then 
communication hasn’t been good enough.” 

Smaller companies that enter a partnership may worry that they will 
be marginalized in favor of larger, more profitable business, but com-
panies such as DKSH will treat partners equally, regardless of their 
size. “We make a clear strategic business decision on whether or not 
to work with a company,” says Dr. Hansjoerg Jakubetz, Vice Presi-
dent of the Business Line Pharmaceutical Industry of Performance 
Materials at DKSH. “Rather than size, it's the overall strategic fit 
that matters when deciding on a potential business relationship.” 

Once the right partner has been selected, the issue of contracts needs 
to be addressed – something that can provide a challenge when oper-
ating in territories with unfamiliar legal systems. “When signing con-
tracts in new markets, you should aim for structured deals with inter-
national arbitration in neutral locations so that you won’t be at a 
disadvantage if things do go wrong,” recommends Jeff Moore, Vice 
President Business Unit Performance Materials in Developing Mar-
kets for DKSH. DKSH itself uses a series of standardized contracts − 
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The global world of distribution and logistics

Performance needs to be measured and assessed on an ongoing basis. 
This can involve monitoring a range of key performance indicators 
along the supply chain, including quality, delivery punctuality, and 
the number of claims that arise. “We have an internal scorecard sys-
tem that we use to evaluate both our suppliers and distributors,” ex-
plains Masao “Miguel” Noguchi, Deputy Director of Global Sales & 
Marketing at Nihon Koken Kogyo, a specialist in industrial and 
chemical performance materials, and a partner of DKSH for cos-
metic powder. 

Although contracts, infrastructure, and evaluations are essential, 
good business essentially boils down to people dealing with people. 
In order to form a successful partnership, companies need to know 
and be comfortable dealing with the individuals in the company. “If 
you’re looking at a partner, you need to go in and talk to people,” says 
Shinoda. “Find out what’s happening internally and whether key 
staff are satisfied with their positions.”  Or, as Dr. Ariel Katz, CEO of 
Israeli biotech outfit Enzymotec, puts it: “We never do business with 
companies, always with people.” 

Gavin Blair is a journalist who has been based in Asia for the past ten years. He 
writes extensively on business and economic issues for a wide range of newspapers, 
websites, and magazines in Japan, Hong Kong, the UK, Europe, and the USA.

created at its Swiss head office − that are applied around the world as 
part of an effort to streamline and strengthen its Market Expansion 
Services. 

FactBox

Steps to choosing the right partner

  Decide when and where you need distribution

  Create a list of potential suitable partners

  Get recommendations from other suppliers and 
customers

  Speak to key distributor staff to gain a better 
understanding of internal issues

  Agree on evaluation methods and expectations

  Formalize communication channels and sched-
ules

  Make sure the partner has sufficient resources 
for expansion

  Decide which services are to be engaged ini-
tially and whether they can provide others go-
ing forward

                               

For a successful partnership, key performance indicators including punctuality of delivery need to be measured on an ongoing basis.
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Performance in any 
situation
A strong relationship with a distribution partner depends on strategic  
alignment, frequent dialog, and rigorous performance management.  
With these foundations in place, the partner should be able to respond  
to any opportunity or challenge. By Julian Ryall.

The global world of distribution and logistics

 In September 2002, a strike by dockers 
forced the closure of 29 ports along the west 
coast of the USA. For the companies whose 
products were stranded in containers on the 

vessels waiting offshore, this was a costly and 
frustrating experience. But the episode did 
reveal considerable differences in the willing-
ness of distribution partners to solve the 

problem. Several transportation companies 
cited “force majeure” and did little to help 
their suppliers find a solution. Others, mean-
while, sought alternative routes and explored 

Facing challenges as well as opportunities, a company should be able to rely on its partner to find a solution. 
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the full range of logistical possibilities to en-
sure that companies could get their stock to 
wholesalers and retailers. Several major com-
panies, including Dell and P&G, changed 
their transportation and logistics suppliers as 
a result of this experience. They wanted solu-
tions to their problem, not excuses.

This episode clearly highlights the impor-
tance of building distribution partnerships 
that offer the best possible service – whatever 
the circumstances. When problems occur, a 
company should be able to rely on its part-
ner to find a solution; equally, when oppor-
tunities arise or there is a need to expand 
coverage quickly, the partner should have 
the flexibility to manage this process quickly 
and efficiently.

This kind of relationship requires careful 
alignment between the two parties, along 
with a shared vision and culture. In many 
ways, this is more important than factors 
such as technical capabilities and infrastruc-
ture – and much more difficult to identify 
and measure. “What is really critical in the 
long term is to ensure you partner with a 
company that has the passion and commit-
ment to help your company realize its strate-
gic objectives,” says Charles Toomey, Execu-
tive Vice President Business Unit Healthcare 
at DKSH. “Integral to that is trust, commit-
ment to honesty, ethical business activities, 
and the highest standard of integrity and 
compliance.”

A successful distribution partnership is one 
in which there is constant communication 
between the two parties. “Ideally, there 
should be a strategic dialog going on be-
tween the companies to search for better 
ways to grow the business partnership in a 

mutually beneficial way,” says Toomey. This 
needs to take place at the highest level of 
the organization to ensure that decisions 
taken can be implemented quickly and ef-
fectively.

In addition to this qualitative dialog between 
senior executives, a rigorous process to moni-
tor the performance of the partnership is also 
important. There is a wide variety of key per-
formance indicators that can be used to track 
the effectiveness of the relationship. Fast 
moving consumer goods companies, for ex-
ample, may want to use metrics such as sales 
growth, market share, the availability of prod-
ucts in key retail outlets, and their promi-
nence on the shelf within stores. These can be 
given a weighting depending on their impor-
tance to the business, while a regular review 
process can track performance against these 
indicators, and set objectives for the next 
twelve months.

A partner who responds to the unexpected, 
such as the US dockers’ strike, provides a 
clear indication of its commitment and will-
ingness to go the extra mile. The partner’s 
ability to bounce back quickly from a crisis 
and find the right solution for its customers 
can create a powerful source of competitive 
advantage, provided the company has good 
plans in place. “Companies that are prepared 
can recover more quickly and take advantage 
of their competitors, who may require more 
time to recover,” says Caspar Hunsche, Chief 
Technology Officer of the Supply Chain 
Council in Cypress, Texas.

But business continuity plans are only part 
of the equation. In order to be effective in 
any situation, partners need robust infra-
structure, a broad distribution network, the 

ability to manage cross-border trade and 
customs issues, and the flexibility to expand 
or contract coverage at a moment’s notice. 
The best supply chains require good deci-
sion centers, with highly responsive, flexible 
managers who are able to make fast and ef-
fective choices and are open to change. 
Companies need to have confidence that 
these qualities are in place throughout the 
relationship – rather than waiting until a 
major disaster happens to find out whether 
their partner has them or not. 

FactBox

The six Cs of high-performing distribution 
partners

  Capacity: appropriate human resources, infra-
structure, technology, and logistics capacity to 
address both current and future needs

  Capability: the right skills and capabilities to 
ensure effective route planning, trade rapport, 
inventory management, and overall perfor-
mance management

  Coverage: the right level of distribution points 
and the ability to increase these if needed

  Cash flow: sound financial status and the abil-
ity to provide collateral 

  Co-operation: alignment in terms of business 
direction and vision, the ability to provide criti-
cal information and assist with business deci-
sions

  Conflict of interest: the ability to manage 
competitive issues
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Sales information  
on the move
Mobile technology is transforming the sales process, bringing new levels of  
customer satisfaction and a more efficient and effective approach for suppliers.  
By Kim Thomas.

The global world of distribution and logistics

intervention from the user. Support costs 
are therefore minimized.”

In Vietna m, DKSH’s 18-strong sales team of 
veterinarians in the animal care business regu-
larly calls on local swine and poultry business-

es to distribute Pfizer antibiotics and vaccines. 
Since May this year, the paper-based ordering 
process has been transformed by the adoption 
of DKSH’s own EchoPlus solution – a mo-
bile, web-based software that provides instant 
access to sales, accounts receivables, and in-
ventory information. 

EchoPlus was originally introduced in 2008 
for DKSH’s Business Unit Healthcare in 
Thailand and has since been rolled out to 
other countries and Business Units driving 
both efficiency and sales. Today, customers 
like the swine and poultry farmers in Viet-
nam also benefit from the new approach. 
They can instantly obtain all the informa-
tion needed to make a decision about wheth-
er and what to buy. The result is greater sat-
isfaction and efficiency for both customer 
and supplier – and the prove that innovative 
solutions can actually help businesses to 
grow their top line. 

Kim Thomas worked as a freelance journalist for 
eleven years, specializing in business and technology. 
She has contributed to a wide range of newspapers and 
B2B publications, including the Financial Times, The 
Guardian, Computing, and CIO magazine. She has also 
written several reports for the Economist intelligence 
unit and provides copywriting services for a number of 
corporate clients. 

 Prior to the introduction of mobile tech-
nology, sales calls in remote rural areas could 
be a complicated affair which often involved 
duplication of effort: sales staff would talk 
to customers, take notes, and contact the 
office with their order. There, someone 
would upload the information to the SAP 
database.

Today, the introduction of mobile technol-
ogy is causing a true revolution in the field. 
Web-based solutions, in particular, allow us-
ers to access information wherever they are, 
enabling them to know the availability of a 
product, the pricing range, or the status of 
an order. Having a sales force equipped with 
access to this vital information and the abil-
ity to place orders while in the field not only 
improves their efficiency; it also differenti-
ates a business from its competition through 
the value proposition of making informa-
tion transparent and accessible to clients.

Web-based sales order processing systems 
have the additional advantage of being sim-
ple to manage. As Clive Longbottom, a ser-
vice director at the analyst firm Quocirca, 
points out: “By moving to a standard web-
based interface, new capabilities can be 
rolled out and every device automatically 
has the latest version without the need for 

FactBox

Web-based mobile technology: key benefits

  Users can access information wherever they are

  Contact and database information always at 
hand

  Instant access to inventory and sales informa-
tion

  Sales reps can process the order on the spot

  Easy to update through a standard interface

What’s in stock? Inventory information always at hand.
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The global world of distribution and logistics

Web-based technology enables staff to access real-time information wherever they are and process orders on the spot, making sales calls more efficient and effective.
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Dr. Yuichi Tamura, President & CEO of Nichi-Iko, talked to expand about becoming one of the top ten generic drug manufacturers in the world.

One-on-one
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Time for 
growth
Ageing populations in industrialized countries, combined with efforts by govern-
ments to reduce spending, have created a fertile environment for generic drugs 
manufacturers. Dr. Yuichi Tamura, President & CEO of Nichi-Iko, describes how 
he intends to grow his company’s generics business. By Tomoyuki Isoyama.

Founded in Japan in 1965, Nichi-Iko Phar-
maceutical Group is a family business that 
specializes in the manufacture and distribu-
tion of generic drugs. Although generic 
drugs have been relatively slow to take off in 
Japan, this situation is changing. The Japa-
nese government is keen to promote the use 
of generics to control soaring health costs in 
a rapidly ageing population. This is undoubt-
edly good news for Nichi-Iko, although the 
company will have to contend with growing 
competition in the Japanese market from ri-
val generic manufacturers. In July, Nichi-Iko 
finalized a ten-year contract with DKSH 
that will lead to a new phase of international 
expansion into South East Asia. Here, the 
President & CEO of Nichi-Iko, Dr. Yuichi 
Tamura, talks to expand about the company’s 
plans for the future.

 expand: Nichi-Iko has the goal of becoming 
one of the top ten generic drug manufactur-
ers in the world. Could you tell us how you 
plan to achieve this? Dr. Tamura: Becoming 
one of the top ten is not our goal per se. 
When we thought about the reason for our 
existence in Japan, we thought that it would 
be necessary for us to reach a certain scale to 
continue providing generic drugs to the pa-
tients who need them. That scale would be 
approximately JPY 100 billion to JPY 130 

One-on-one

billion (CHF 1.2 billion to CHF 1.6 billion) 
in domestic revenues. Once we achieve that 
level, we will already be one of the top ten 
companies in the world. Also, in recent 
years, many generic drug manufacturers 
from around the world have been entering 
the Japanese market, and we do not want to 
lose ground to them either. We set the goal 
of becoming one of the top ten companies so 
as to compete with them not only in the 
Japanese market but also throughout the 
world. 

“Patients need generic 
drugs because of their lower 
cost.”

 How has the understanding and awareness 
of generic drugs changed in recent years? I 
think recognition of the word “generic” has 
definitely increased over the past few years. 
Awareness among doctors has also shifted 
significantly compared with the past. But, I 
have to admit that information sharing is 
still somewhat lacking and concerns over a 
stable supply remain in the background. Pa-
tients need generic drugs because of their 

lower cost. Awareness among patients of the 
cost benefits is the biggest motivator in using 
generic drugs, but the government’s overhaul 
in Japan of medical fees in April, which in-
cluded a commitment to replace 30% of me-
dicaments with generic medicaments by 
2012, may not be enough to trigger patients 
to switch over to generic medicinal products  
if the effects of the drugs are the same. Ge-
neric drugs, of course, are less expensive than 
patented drugs, but it is questionable wheth-
er or not prices have become low enough for 
patients to recognize the cost benefits. 

 Tell us about the characteristics of your 
business. At present, our company handles 
approximately 600 product items, and we 

Yuichi Tamura

A commitment to quality and cost
Dr. Yuichi Tamura has been President & CEO of 
Nichi-Iko since 2000. He joined the company in 
1989, when it was operating under its former 
name, Nihon Iyaku Kogyo Co. The company 
changed its name to Nichi-Iko in 2005. Prior to 
becoming President & CEO, Yuichi Tamura was a 
senior managing director at Nichi-Iko between 
1994 and 2000. He has also served as Director 
and Head of Management in the strategy office.
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As Japan’s leading generic drug manufacturer, Nichi-Iko’s focus is to sell super-quality made-in-Japan drugs.

One-on-one

view ourselves as the only manufacturer of a 
full line-up of generic drugs in Japan. Origi-
nally, our company’s strength was in cardio-
vascular medicine, but since 2005, we have 
acquired three companies and merged with 
one more. So, we have transformed into a 
full-line generic drug manufacturer after 
adding a line of official drugs, such as anti-
biotics and antiseptics, as well as dermato-
logical drugs.

 Will you continue to consider mergers and 
acquisitions in the future? Yes, we will con-
tinue to consider mergers and acquisitions, 
but naturally it requires the other party. Be-
cause the group has been expanding rapidly 
since 2005, I think now is a good time to 
focus internally so we can create synergy for 
the entire group using everything we have 
incorporated from outside the company. Of 
course, there is no question that I would 
seize on an offer from a company with a 
business we need if it asked us to work to-
gether. But such offers are few and far be-
tween.

 What do you think about expanding your 
business overseas? We have two objectives in 
mind for overseas operations. The first is to 
apply for Food and Drug Administration 
(FDA) approval. The second is to sell generic 

drugs in South East Asia. In applying for 
FDA approval, the sale of drugs in the USA 
is not our main goal, but we thought we 
should first clear the so-called world bench-
mark by receiving FDA approval so that we 
may compete on the global stage. This will 
not only increase trust among consumers 
and stakeholders in Japan, but also trust in 
our product quality worldwide. 

“Our goal is to showcase 
our world-class quality 
both in Japan and abroad.”

 Will you be establishing operations in the 
USA? We formed a sales alliance with a com-
pany in the USA, and we will be exporting 
our products there. It will be a joint applica-
tion with this partner. We are considering 
leaving US marketing operations up to 
them. As I mentioned earlier, our goal is to 
showcase our world-class quality both in Ja-
pan and abroad.

 As you aim for a global standard, are em-
ployees able to keep up? I think it is a lot of 
work for employees. There is definitely a 

climate in which employees revere FDA ap-
proval as the only goal. When I visit pro-
duction sites at the factories, I try my best 
to convey to project members that FDA 
approval is only one of the hurdles we need 
to clear as we strive to improve product 
quality.

 Are you planning to manufacture drugs in 
South East Asia? So far, we have no plans to 
sell products made outside Japan in South 
East Asia. In Asia, we will sell high-quality 
products manufactured in Japan by Nichi-
Iko Group. At Nichi-Iko, we refer to the 
level above high quality as “super quality”. 
As Japan’s leading generic drug manufactur-
er, our focus is to sell super-quality made-in-
Japan drugs to the wealthy class in South 
East Asia. Now, we plan on exporting to the 
three countries Thailand, Malaysia, and 
Hong Kong.

 Will you be forming an alliance with an-
other company for operations in South East 
Asia? We cannot start operations in South 
East Asia on our own. DKSH has conducted 
market research studies exploring the de-
mand for generic drugs among the wealthy 
class in the three countries. As a result of 
that work, we have signed a partnership 
with the objective of expanding Nichi-Iko’s 
business into South East Asia. The products 
will be positioned as branded generics and 
DKSH is assuming full agency service, reg-
istration, sales, marketing, and distribution 
for them.

 Do you think DKSH will be a good match 
for your company? Up until now, we have 
mainly relied on DKSH to procure Active 
Pharmaceutical Ingredients (API), but we 
have now also concluded a partnership for 
expanding overseas, particularly into South 
East Asia. It is a big advantage that with 
DKSH, we have one partner for both pro-
curement and sales.

 Have you been working with DKSH for 
long? For about ten years. Our company was 
facing some difficult times from a manage-
ment perspective during the second half of 
the 1990s. We managed to get through 
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Key figures Nichi-Iko

  Annual Sales 2009: CHF 600 million 

  Employees: 635 

One-on-one

those difficulties and we have grown as a re-
sult. It was DKSH Japan that helped us. I 
personally feel a sense of indebtedness to 
DKSH for their help during those hard 
times.

“Consumers have no prob-
lem buying generics as  
long as they are the same 
color and shape.”

 Right now, foreign generic manufacturers 
are rapidly entering the Japanese market. 
What is your strategy for coming out ahead 
of the competition? Many overseas generic 
drug manufacturers are entering the Japa-
nese market, but with our present scale and 
product numbers, I do not see them posing 
much of a threat to us. Japan has its own 
unique business model, and I do not think 
the business models that have led to success 
for foreign generic drug manufacturers over-
seas will work in Japan. Having said that, 

companies that understand Japan’s unique 
marketing, manufacturing, and approval 
practices will remain strong. 

 Besides cost, what are Japanese consumers 
looking for in a generic drug? Medicine has 
to be easy to take. For example, when chang-
ing from Japanese originator drugs to ge-
neric drugs, consumers have no problem 
buying generics as long as they are the same 
color and shape, but foreign generic drug 
manufacturers make their products at the 
same single location and then distribute the 
products throughout the world. By doing 
so, drugs with completely different colors 
and shapes are approved for the Japanese 
market and arrive at the patients’ medicine 
cabinets. But to patients, this can be very 
disconcerting. They are concerned about 
why the medicine has changed so much. 
Moreover, healthcare providers are changing 
to generics solely for financial reasons. But 
this is an era in which patients select their 
medicine, and for that reason generics need 
to have the same color and shape. Or, for 
example, if a drug is smaller in size and easi-
er to swallow, it will certainly be the drug of 

choice because patients will be choosing 
medicine themselves. 

 How important is it to build relationships 
with doctors and pharmacists? The pharma-
cy departments are increasingly the gateway 
where generic drugs are selected, and at be-
hind-the-counter pharmacies, pharmacists 
are the key persons who select drugs. So, I 
personally think it is most important to gain 
a firm grasp on distribution rather than try-
ing to curry favor with doctors. Of course, 
providing information to doctors as pre-
scribers of drugs is vital, but if we apply the 
same marketing attitude as originator drugs, 
we will not see any growth in the sales of 
generic drugs. And, because doctors have 
been using certain drugs for at least 10 or 15 
years, I do not think it is really necessary to 
provide them with information.

FactBox

Time for market expansion
Headquartered in Japan, Nichi-Iko is a major 
manufacturer of generic drugs. With Annual Sales 
of almost JPY 52.5 billion (CHF 600 million), the 
company has built a strong presence in the Japa-
nese market and is now the largest generic drug 
company in Japan by revenues. Following the 
signing of a ten-year deal with DKSH in July this 
year, Nichi-Iko will embark on a period of interna-
tional expansion. The first wave will target Hong 
Kong, Malaysia, and Thailand, with other Asian 
countries to follow. Nichi-Iko specializes in treat-
ments for disorders of the digestive, respiratory, 
central, and peripheral nervous systems but, fol-
lowing a series of acquisitions, it has broadened 
its products to handle almost 600 different prod-
ucts. Between 2009 and 2012, the company 
plans to invest USD 100 million in research and 
development, and aims to secure USD 1.4 billion 
in annual sales by 2012.
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 Does “gaining a firm grasp on distribution” 
mean deepening the relationship with whole-
salers? That is exactly right. We need to 
strengthen our relationships with wholesal-
ers. In Japan, there are about 43 generic drug 
manufacturers that are members of industry 
groups, and we currently have the highest 
sales among them all. Our sales through 
wholesalers are 80%, which is also ranked by 
far at the top of the industry. The key moti-
vator behind our growth is our collaboration 
with wholesalers. Other generic drugs man-
ufacturers are using small-scale wholesalers 
called dealers. In that sense, we have become 
the number one choice for wholesalers in Ja-
pan when selecting a generic drug manufac-
turer.

 What do you consider to be the advantages 
of being a family company? We have gone 
through some tough times in the past. We 
have been a generic drug manufacturer from 
the beginning, but there was a period when 
we tried to become a new drug manufacturer 
and invested all our business resources in the 
development of originator drugs. Unfortu-
nately, it was not easy developing good new 
drugs. And, we were also having trouble de-

veloping generic drugs. In the midst of our 
difficulties, my father, who was CEO at the 
time, made the business decision to stop all 
development of originator drugs and go back 
to generic drugs. As a result of his decision, 
our business situation worsened for a while, 
but it eventually led to growth. Even though 
we are a listed company, I believe our come-
back was bolstered by the advantages of be-
ing a family company. My father was able to 
make a long-term business decision.

“We need to strengthen 
our relationship 
with wholesalers.”

 What do you think about the use of capital 
markets in the future? I do hope to be listed 
on the First Section of the Tokyo Stock Ex-
change. The Osaka Securities Exchange is 
great, too, but all in all I think the Tokyo 
Stock Exchange has better financing capa-
bilities and greater trust in society. We just 
finished a large-scale capital investment and 

our new factory started operating in April 
2010. Before that, we consolidated the en-
tire group’s injection drugs factories into one 
factory, and we are currently consolidating 
our oral drug factories into a new factory, so 
we have had high capital demands, but 
things have quietened down now. Of course, 
we borrowed money, but I am confident that 
the scale of immediate capital demands is 
small enough to be covered by our profits.

 Why don’t you consider getting listed on the 
New York Stock Exchange to achieve a fur-
ther global standard? Well, first, we will send 
some products to the FDA, and then we will 
decide on the next step to take! 

Tomoyuki Isoyama is a well-known business 
journalist. Having worked as special correspondent in 
Zurich and Frankfurt for several years, he is now based 
in Tokyo, Japan.

One-on-one

Yuichi Tamura: this or that?

Cash or credit card? 
Credit card

BlackBerry or iPhone? 
iPhone

Wall Street Journal or Financial Times? 
Financial Times

Sushi or pasta? 
Sushi

Dark or milk chocolate? 
Milk chocolate

Tea or coffee? 
Coffee

Wine or beer? 
Wine

Golf or sailing? 
Golf

Tina Turner or Mozart? 
Mozart

Sea or mountain? 
Sea

Armani or Boss? 
Boss
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It’s the solution 
that matters
Strong relationships between customers and suppliers depend on close  
co-operation and frequent communication. Provided this is in place, problems  
that occur are unlikely to have a lasting effect. Indeed, they may even  
make the relationship stronger. By Kim Thomas.

Thought leadership

 When BP experienced an oil leak in the Gulf of Mexico, the com-
pany appeared to do everything wrong: it was slow to respond, it un-
derplayed the problem, and it was reluctant to disclose all the informa-
tion it had. As a result, it has alienated customers, shareholders, and 
partners. It was a textbook case of how not to deal with a disaster.

Fortunately, most of the things that go wrong in the supplier-cus-
tomer relationship are less dramatic. The wrong part is sent to the 
customer; a piece of machinery does not work as expected; a delivery 
van breaks down and the product is not delivered on time. Some of 
these issues are easier to avoid than others. But in each case they can 
result in dissatisfaction from the customer and, if not dealt with 
properly, a breakdown in the relationship between customer and 
supplier. So how should businesses turn these issues into a better, 
more constructive relationship in the long term? 

The best way to deal with difficulties in the customer relationship is 
to stop them happening in the first place, and that means building a 
strong relationship with the customer from the outset. A successful 
sale is simply the beginning – the real hard work of building and 
maintaining a good relationship starts after the sale has been com-
pleted. “Building and maintaining the customer relationship is cru-
cial to the after-sales cycle,” says Lyman Smith, Vice President of 
Technical Services in the Business Unit Technology at DKSH. Smith 
is responsible for further developing after-sales services, such as re-
pairs and maintenance, for complex technical equipment that the 
company supplies to customers throughout Asia. “Our service teams 
tend to have more interface with the customer in the technology 
business than the sales people ever do. We see them behind the scenes 
and build up a trusted relationship. We make recommendations that 
it’s time to replace the machine or upgrade it.”

A mismatch of expectations between customer and supplier can be 
magnified when Western companies do businesses in Asia. In devel-
oping economies such as Vietnam, customers are more likely to want 
to hang on to older equipment for as long as possible, making repairs 
rather than buying replacement models. Sensitivity towards these 
different expectations is a prerequisite for creating successful rela-
tionships with customers. 

Smith points out that it isn’t always possible to stop things going 
wrong – all machines experience wear and tear, and will eventually 
break down. Nonetheless, when a problem does occur, it is hugely 
important to respond to it in the right way. “The number one 
thing your customers care about when service failure occurs is 
speed,” says Omar Merlo, a lecturer in marketing at Cambridge 
University’s Judge Business School. A quick response sends the 
message that you are concerned about the problem and want to 
resolve it.

Sometimes, the solution may involve working with other business 
partners to identify and resolve the problem. “In B2B, the more open 
you are about the issue and the more you can seek advice, guidance, 
and help, the better it is,” says Graham Clark, senior lecturer in op-
erations management at Cranfield School of Management. “It’s im-
portant to think about how we manage the problems as well as share 
the benefits.”

A speedy, effective resolution can strengthen the relationship with 
a customer. Research by the customer survey company TARP1 has 
shown that customers who have a complaint resolved satisfactorily 

1 TARP Word of Mouth survey, www.tarp.com
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When a problem occurs, it is essential to respond in the right way. A speedy, effective resolution can strengthen the relationship with a customer.
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are more loyal than those customers who do not complain at all. 
“If you handle that issue with empathy, understanding the cus-
tomer’s problem whether you caused it or not, you can create a 
stronger relationship than if there had been no problem whatso-
ever,” agrees Smith. In practice, it can be hard to maintain a suc-
cessful long-term relationship with a customer if supplier and cus-
tomer have different expectations. This is why well-thought-out 
service level agreements (SLAs) are an important part of any cus-

tomer contract. Dieter Becker, Head of Advisory and a Member of 
the Executive Committee of KPMG Switzerland, says that custom-
ers need to have a clear understanding about exactly what you are 
offering. “If your customer has no idea what you’re doing, he has 
no feeling about the value,” he explains. 

While Western companies may be happy to do business on a trans-
actional basis, the same is not true in Asia. “Asian societies are very 

A company that serves its customers well once the initial sale has been made can expect to maintain the relationship for a long period of time.
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relationship-driven,” says Eden Yin, a senior lecturer in marketing at 
Judge Business School. It can take years, he says, to build up the trust 
required to form successful business partnerships, and he recom-
mends that businesses become embedded in their local communities 
if they want to obtain access to critical resources and information. 

Doing business without access to a network of key contacts to smooth 
the path and make introductions is difficult. In Vietnam, DKSH has 
spent many years establishing itself in the local community and 
building up networks. “You need to have someone on the ground 
who has intimate knowledge of the country, who has experience to 
help you to get through the maze of contacts and the power hierar-
chy of these countries,” explains Claire Burgess, Managing   Director 
of DKSH Vietnam and Laos. 

Nonetheless, a company that nurtures its customers once the initial 
sale has been made can expect to maintain the relationship for a long 
period of time and eventually grow into a partnership. In such partner-
ships, customers will be more forgiving of mistakes if they know that 
the supplier consistently does its best to rectify them and is honest and 
open about what it is doing. For example, when floods struck Hanoi 
two years ago, DKSH staff worked hard to make sure that customers 
received their deliveries. “A lot of places were more than one meter 
under the water, and our staff paddled to work and brought goods on 
the back of a bike or on boats to get to the customer,” says Burgess.

That commitment engenders trust, she adds: “We are here for the 
long term, and our door is always open. In most cases we get a second 
chance to right whatever wrong we’ve done. In every single case I can 
remember, we’ve done that well, and come back better and stronger 
than before we made the mistake.” 

FactBox

Managing a temporary breakdown in the 
customer relationship

  Deal with the problem swiftly. Speed is key to 
maintaining customer confidence

  Keep the customer informed about what you 
are doing

  Avoid apportioning blame – focus on getting 
the problem fixed

  Once the problem has been resolved, review 
the process that led to the failure

Asian societies are very relationship-driven and it takes years to build up trust.
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Companies in heavily regulated industries, such as pharmaceuticals and chemicals, 
face additional hurdles when searching to expand overseas. Working with local 
partners can help them to gain the understanding and knowledge that will lead to 
business success. By Gavin Blair.

Why knowledge is key for 
successful expansion

 With Western markets still facing severe 
economic headwinds, many companies are 
turning to the East for their market expan-
sion plans. Rapid economic growth, increas-
ing levels of trade both within the region and 
with the rest of the globe, and the ongoing 
liberalization of markets have combined to 
place Asia among the most attractive regions 
in the world for inward investment.

But while the economic fundamentals are 
undoubtedly favorable, companies must pay 
careful attention before committing to any 
new market. This is particularly true for 
companies in industries such as pharmaceu-
ticals or chemicals, where strict regulation 
governs business practice. Other consider-
ations, which will apply to any company ex-
panding into Asia, include dealing with an 
unfamiliar legal system and the cultural and 
business peculiarities of a particular market. 

Political and socioeconomic factors should 
also be taken into account – consider, for ex-
ample, the unrest in Thailand earlier this 
year. Unsettling events of this kind can dis-
suade potential investors from entering a 
market. Yet short-term responses to specific 
events will rarely be the best course of ac-
tion. A better approach is to fully understand 
the business environment of the country 

prior to entering a market to ensure that any 
investment can weather short-term distur-
bances and succeed over the long term.

A company’s understanding of a potential 
market starts with research. As the World 
Bank’s Doing Business report  illustrates, the 
attractiveness of the business environment 
varies considerably, even within countries. 

Hong Kong, for example, while one of the 
top three countries in terms of ease of do-
ing business, ranks 75th when it comes to 
registering property. Meanwhile mature 
and stable Japan is ranked 15th overall, but 
123rd for difficulty in paying taxes – below 
Azerbaijan and Moldova – and an almost 
equally challenging 91st for starting a busi-
ness. 

To ensure that any investment can succeed over the long term companies need to fully understand the business en-
vironment of the country. 
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Robert Koller, Safety, Environment, Quality, 
and Regulatory Affairs Officer for Business 
Unit Performance Materials at DKSH Swit-
zerland, highlights the importance of under-
standing regulatory nuances that exist be-
tween markets. “Japan has always been strict, 
while China has a very top-down way of do-
ing things where there’s limited discussion or 
transparency,” he says. “And while there has 
been some harmonization of regulations 
across countries, they remain a major chal-
lenge.”   

This wide variation across markets makes it 
essential to build strong relationships on the 
ground. A partner with local contacts and 
knowledge can be invaluable in this respect 
because they understand the business envi-
ronment and can point a company in the 
direction of respected local providers, such 
as accountants, legal firms, and banks, and 
provide advice on dealing with the regulato-
ry and taxation environment.

When selecting a partner, it is essential to 
choose one with a track record that will show 
commitment over the long term. “At times 
like these, you need to be working with 
companies such as DKSH that can absorb 
the short-term shocks,” says David Macdon-
ald, Business Unit Manager Performance 
Materials at DKSH Thailand. “Even if the 
economy does hit the skids, we’re not shut-
ting up shop here. We’ve got around 10,000 
personnel in Thailand and have been operat-
ing in the country for over 100 years.”

Dr. Ariel Katz, CEO of Enzymotec, an Is-
raeli biotech firm that specializes in active 
ingredients for nutritional supplements, be-
lieves that a close relationship with a strong 
local partner is essential. “With regulations 

According to the World Bank’s Doing Business report, mature and stable Japan is ranked a challenging 91st for starting 
a business and 123rd for difficulty in paying taxes. 
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that need to be complied with in each coun-
try, this is something that you have to be 
able to cooperate on fully with your distri-
bution partner,” says Dr. Katz. “You need 
them to have both a big presence and a lot of 
local knowledge.”

But in addition to seeking professional ad-
vice, companies planning to expand overseas 
should also speak informally with local com-
panies operating in the region, in order to 
build up a good picture of the operating envi-
ronment. “If you want the ground-level view, 
you should speak to competitors already op-
erating locally,” advises Macdonald. “By com-
bining these conversations with more formal 
interaction with law firms and others, you 
will gain a comprehensive overview.”

Although cultivating political links in some 
Asian markets can be useful, they can be a 
“double-edged sword”, according to Mac-
donald. If a government is unstable, or even 
if forthcoming elections suggest that there 
may be a new guard, companies need to be 
careful about which alliances they form. 
“When things change, you may find that 
you are allied with the wrong person,” he ex-
plains. “A smart manager will use those con-

nections when it’s relatively risk-free, but 
will be aware that it potentially takes control 
away from them.”

Companies should also be aware of what 
might happen if things go wrong – if, say, po-
litical circumstances or legal changes render 
market conditions difficult or even impossi-
ble. Are there, for example, bilateral invest-
ment treaties which provide for third-party 
arbitration if disputes arise? Have there been 
examples in the past of contracts that have 
been renegotiated by governments, expropri-
ation of assets, or legal documents that are 
not enforced? In all cases, a local partner can 
provide vital advice on how to ensure that 
potential problems are mitigated.

The difficulty of navigating these minefields 
of varying laws, regulations, cultures, and lo-
gistics challenges in each market, highlights 
the importance of working with a partner 
that possesses sufficient local and global ex-
perience, knowledge, and resources to help 
avoid or overcome problems where neces-
sary. While the rewards of expanding into 
Asia can be large, so too are the risks, and the 
key for companies is that they maximize the 
former, while minimizing the latter. 

The difficulty of varying laws, regulations, cultures, and logistics challenges in each market highlights the importance of working with a partner with sufficient experience, 
knowledge, and resources in the market. 

FactBox

Checklist for new market entry

  Review your current business position – how 
secure are your core markets? Can you afford 
to expand? 

  Research the market from the outset – contact 
governmental and business organizations 

  Be aware of potential problem areas – opera-
tional issues (efficient stock control, delivery 
times); appropriate marketing techniques; 
transport and distribution issues (product regis-
tration, labeling, packaging, customs documen-
tation, etc.)  

  Evaluate all aspects of your strategy before de-
ciding on the best method of entering the new 
market 

  Be aware of the political, financial,and commer-
cial risks involved and monitor them closely 

  Provide a high level of after-sales care and sup-
port (spare parts management, maintenance, 
adequate training of your staff, etc.) 
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Recent years have seen rapid development in solar power technology  
but just as important as the underlying innovation is the ability  
for companies across the industry to connect with the right suppliers  
and end customers. By Kim Thomas.

Connecting the dots 
with solar power

Thought leadership

 Growing concern about climate change 
and resource depletion around the world is 
encouraging a broad rethink about energy 
usage. And although the answer to these 
problems may lie in a combination of differ-
ent technologies and solutions, photovolta-
ics (PV), or the science of converting sun-
light into electricity, is likely to play an 
important role in enabling a shift to a less 
carbon-intensive world. 

The PV industry is currently one of the most 
innovative and fastest-growing industries in 
the world. According to Marketbuzz 2010 1, 
an annual PV industry report, installations 
reached a record high of 7.3 gigawatt in 2009, 
representing growth of 20% compared with 
the previous year. Governments are also firmly 
behind the development of PV. Around the 
world, subsidies have been used widely in or-
der to bring down the price of PV technolo-
gy for end customers. Some governments 
have also set targets for the adoption of renew-
able energy sources. In the European Union, 
for example, governments have mandated 
that each country will derive 20% of its ener-
gy needs from renewable energy sources, such 
as wind power and solar power, by 2020.

But despite the impressive growth figures 
and enthusiasm from governments, PV 

manufacturers and developers have consid-
erable hurdles to overcome in order to en-
able broader adoption of the technology. 
Solar power is currently more expensive than 
electricity from the grid, which explains the 
need for subsidies. The industry has long 
been hampered by the costs involved in 
manufacturing the cells that are used to 
make up solar panels, partly because the raw 
materials themselves are expensive, and part-
ly because of the technical complexity in-
volved in the manufacturing process. 

There is now significant competition be-
tween manufacturers to improve the conver-
sion process and reduce the overall price of 
the technology. A reduction in the costs of 
production will lead to an increase in de-
mand through lower prices and, ultimately, 
to a point where government subsidies are 
no longer necessary. 

Success in the PV industry depends on 
building up expertise in every element of the 
value chain, from early silicon processing to 
final panel manufacturing. And because 
companies that are innovating in the area of 
PV now compete in a global marketplace, 
they must develop and maintain an effective 
sourcing strategy that enables them to access 
resources, talent, and technology from any-

where in the world. In an industry as fast-
moving and global as PV, it is no longer 
enough to rely on local networks and clus-
ters as a source of new ideas. 

Expertise and a global network of contacts 
are essential. At DKSH, for example, a large 

FactBox

Facts about solar power

  There are an estimated 70 million households 
worldwide using solar hot water heating

  Grid-connected solar PV has grown by an aver-
age of 60% every year for the past decade

  China produces 30% of the world’s solar PV 
capacity

  In 2009, a US company, First Solar, became the 
first company to produce 1 gigawatt of solar PV 
power

  Solar PV generates electricity in more than 100 
countries around the world

  In 2009, solar PV accounted for approximately 
16% of all new electric power capacity addi-
tions in Europe

Source: Renewables 2010 Global Status Report 

1 www.solarbuzz.com/marketbuzz2010-intro.htm



DKSH’s magazine for Market Expansion Services 37

Thought leadership

team of technical experts with in-depth 
knowledge of the industry provides installa-
tion, training, and troubleshooting services 
for customers. DKSH operates its own test 
and application laboratories to supply cus-
tomers with samples, feasibility and valida-
tion testing, and to help them to develop 
new applications. 

At present, the PV industry remains fairly 
fragmented, and is dominated by a large 
number of relatively small producers working 
on technologies that are often highly special-
ized. Connecting these producers with cus-
tomers who can make use of these new in-
novations requires extensive contacts around 
the world. For example, Dongjin Semichem, 
a South Korean firm and a newcomer to the 
market, has developed a new metallic paste 
that is used to coat the back and front of the 
silicon wafer during manufacture to improve 
conductivity. Previously, there were only two 
or three suppliers of paste to the global PV 
market, but DKSH has successfully rolled 
the Dongjin Semichem paste out to custom-
ers in Asia, and has exclusive rights to sell it to 
solar cell producers in Europe and the USA. 

The aluminum-based paste made by Dongjin 
Semichem increases the efficiency of the cell 
and is already proving successful. The prod-
uct has been adopted by solar cell produc-
ers in Spain, and several companies in both 
Europe and the USA are in the process of 
testing and approving the new innovation. 
“The feedback is that the efficiency they 
can achieve with this paste is the highest 
they have seen,” says Omar Sabinot, Man-
aging Director of DKSH Nordic A/S.
 
Among the many businesses DKSH is part-
nering with are companies innovating in the 

area of organic PV cells, which use conduc-
tive polymers rather than the traditional 
silicon wafers, and dye-sensitized solar cells, 
a new, cheap, and highly promising thin-
film technology. Another key development 
in recent years has been the introduction of 
thinfilm solar cells. Because the silicon-
based wafers, also known as thick-film cells, 
traditionally used in solar cell production, 
are expensive to produce, some companies 
now use thin-film cells, made from amor-
phous silicon or a crystalline compound 

such as cadmium telluride. DKSH works 
with suppliers of both wafers and thin-film 
cells – and it has recently helped the Ger-
man company Von Ardenne, which pro-
vides a thin-film coating technology, to find 
a major customer in Taiwan. 

The process of connecting suppliers with 
customers works both ways. Many Europe-
an firms struggle with the different ap-
proach Asian customers have to doing deals 
with suppliers, particularly the strong em-

Photovoltaic panels, grouped in arrays.
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phasis they place on cost. This highlights 
the importance of using local contacts and 
knowledge to ease the communication pro-
cess and ensure that products meet the 
needs of specific markets. “You really have 
to be expert in this field if you want to be 
successful but you also need to have the 
know-how and network to penetrate the 
Asian market,” says Jean-Dominique Fou-
lon, responsible for the photovoltaics busi-
ness at DKSH. 

As well as supporting European suppliers 
with their expansion into Asia, DKSH is 
also helping Asian suppliers expand into Eu-
rope. The key advantage of DKSH’s wide 
range of local contacts is that it is able to 
acquire a much greater awareness of what 
potential customers want. “For us to be 
ahead of the competition, we need to under-
stand the future requirements of the cus-
tomer in advance,” says Foulon. “We can 
contact the manufacturer when they are still 
at the infant stage, and develop together 
with them, and they can use our service in 
the future.” In a fast-developing and highly 
competitive field, this ability to identify 
trends and exploit them quickly is crucial to 
success. 

Quality control is hugely important in solar 
cell manufacturing, because so many differ-
ent processes are involved. At each stage, er-
rors or contamination can be introduced and 
any damage to a wafer can impair the pro-
duction process. This means that, through-
out the manufacturing process, there have to 
be repeated checks to prevent the introduc-
tion of impurities into the cells. 

DKSH is also helping the Norwegian com-
pany Tordivel Solar to bring its quality con-
trol product to the Asian market – something 
that would be difficult for a small company 
to achieve on its own. The solution Tordivel 
Solar has developed automatically detects 
both surface defects on the semiconductor 
wafers used in each solar cell and saw marks, 
which are sometimes created when silicon 
ingots are sliced into wafers. This process is 
much more accurate than manual inspec-
tion, which poses a greater risk of damaged 
wafers being allowed through to affect the 
quality of the end product. 

“There are a lot of reasons for having a focus 
on quality control as early in the process as 
possible,” says John Bratland, Vice President 
of Marketing and Sales at Tordivel Solar. “If 

you feed your process with a poor product, 
that will always affect the quality level of the 
outgoing products. You will lose some prod-
ucts to the process, and you will work on a 
product that should already have been 
scrapped. It may also affect the efficiency of 
the cell being produced.” Tordivel Solar’s au-
tomatic inspection technology significantly 
reduces this wastage.

The pace of innovation in PV is dizzying. 
Sophisticated new technologies to increase 
efficiency, improve quality, and cut costs 
are being developed all the time by com-
panies throughout the world. But often, it 
is the combination of technologies that 
provides a genuine step change in the de-
velopment and adoption of PV and this 
highlights the importance for companies 
to be able to make connections with the 
relevant end customers and suppliers. “We 
are bridging the gap between the manufac-
turer and the end user,” concludes Foulon. 
“We listen to the manufacturer and find 
out what their innovations are, but we are 
also very close to our customer, enabling 
us to identify the kind of improvement 
they are looking for, and to source that 
improvement.” 

The pace of innovation in PV is dizzying – solar-powered vehicle that uses photovoltaic cells in China.

Thought leadership
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The Asian consumer 

The shift of economic weight from west to east is causing consumer goods companies 
to rethink their strategies and ensure that products meet the needs of a rapidly changing 
customer base. By Paul Kielstra.

 Asia is home to roughly 60% of the world’s people. To date, how-
ever, consumption in Asia has been relatively muted. The population 
has provided the labor and resources for the region’s growth, but this 
has been export- rather than consumption-driven. 

National savings rates in Asia frequently top 30%, compared with 
around 20% in developed countries. Although much of this activity 
is corporate, high savings rates by households, often with poor social 
safety nets to rely on, have also kept consumption levels at a low 
level. China’s household saving rate is currently around 30%, while 
the OECD average was 5.6%.

This situation has begun to change, however, as household wealth 
increases. According to the World Bank, the global middle class is 
likely to grow from 430 million in 2000 to 1.2 billion in 2030 and 
much of this will be driven by rising wealth in emerging markets.1 
“The world has not really yet seen China unleash its buying power,” 
says Dan Brutto, President of UPS International. 

In developed Asia, however, the picture is different. Japan, for ex-
ample, has a rapidly ageing population and deflationary pressures. 
Although still the second-largest market for luxury goods worldwide, 
sales of luxury goods in Japan fell more sharply during the financial 
crisis than in many other regions. In the second quarter of 2010, 
China surpassed Japan as the world’s second-largest economy after 
the USA. Therefore, many manufacturers today are shifting their em-
phasis to countries such as China or India. 

These trends mean that Western companies must adjust their strate-
gies and business models. Companies cannot simply show up with 
their existing product lines and expect to sell to newly enriched 

Asians. The first barrier is cost. The price points for a middle-class 
consumer making about USD 5,000 per year are very different from 
those in developed countries. Equally important, however, are cus-
tomer needs and wants. “These markets expect different products 
and services,” says Kris Gopalkrishnan, CEO of Infosys, a business 
process outsourcing provider. “If you want to take advantage of their 
growth rates, you must have products and services designed for 
them.” 

An excellent example of such a product is the now iconic Nokia 
1100, which helped the company to become a market leader in both 
India and China. Its design directly addresses local conditions by 
providing features such as a casing resistant to dust and rough han-
dling. In particular, it was the first phone on the Indian market to 
include a built-in flashlight – a useful feature in a country with regu-
lar electricity failures. 

Packaging also makes a difference. Some companies, including 
Procter & Gamble, manufacture shampoo and other consumer goods 
products in smaller packages so that they are more affordable to 
Asian consumers on lower incomes, for example in Myanmar.

The lesson, then, is that companies can no longer afford to concen-
trate on existing customers in the developed world. Indeed, the in-
novations required to serve emerging markets can easily provide 
competitive advantage in richer ones. In Bangladesh, for example, 
Danone created microplants to produce smaller amounts of yoghurt 
than usual because refrigerated storage is an issue. It then used these 
lessons in the introduction of its Ecopack brand in France. GE, 

Essay

1 www.worldbank.org
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meanwhile, is marketing a low-cost, portable ultrasound machine in 
the USA, which was developed to meet the needs of the rural Indian 
market. 

In some Asian markets, consumers are “leapfrogging” to higher-end 
products. In Vietnam, for example, Unilever has noted that its cus-
tomers have migrated from using ash to wash clothes straight to pow-
dered detergent, whereas customers in India migrated more slowly 
from ash to paste, to soap bars, and then washing powder.

Moreover, Asian multinationals are growing in confidence and reach. 
Ravi Kant, who recently retired as Managing Director of Tata Mo-
tors, says that the low-price Nano was made for the needs of the In-
dian market, but the company is thinking about the market in glob-
al terms. “We are trying to create a similar type of car for Europe,” he 
explains. “That means a car that is the lowest price, that meets regula-

tory requirements, and – most important – would appeal to the Eu-
ropean buyer.” 

Asia’s consumers, then, are likely to represent vast new markets in the 
very near future. But companies should not consider the market as 
being simply a sales opportunity for existing products. Instead, these 
customers will have their own specific needs and wants. Those who 
serve them best will likely obtain a competitive advantage in selling 
to existing consumers in the developed world as well. 

Dr. Paul Kielstra is a Canadian author and editor based in the UK.  He has written 
extensively on a wide range of business issues, from risk, innovation, sustainability, 
and tax through to the implications of Asia’s growing economic strength and the 
business response to political violence.

Essay

Asia’s consumers are likely to represent vast new markets in the very near future.
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Market Expansion Services aim at helping companies expand their business. DKSH provides both clients and customers with a comprehensive package of services.
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Our clients wish to expand their businesses in  
existing and new markets. Our customers  
wish to expand their sourcing base and market 
shares and their access to knowledge and  
revenue opportunities. Providing our clients and 
customers with a comprehensive package  
of services to reach their goals is what we call 
Market Expansion Services.

  Spotlight Market Expansion Services

  Expanding our global footprint

  Ensuring reach at the point               
of purchase

 A commitment to quality

  To stand still is to lose ground

   Silk, kerosene, and rubber
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Spotlight  
Market Expansion Services
DKSH offers a broad range of customized and integrated services to manage the entire 
value chain for our business partners. We help companies to grow their business in  
new and existing markets by expanding their access to knowledge, their sourcing base, 
their revenue opportunities, and their market shares. 

 What is Market Expansion Services? 
Market Expansion Services goes far beyond 
offering individual services. To a very large 
extent, it is about the integration of many 
different services. Our business is much 
more than the exchange and promotion of 
goods. It is about a service philosophy that 
takes profound responsibility for the goods 
and brands of our clients.

Furthermore, it is about gathering data from 
our hundreds of thousands of customers and 
translating this into highly detailed, up-to-
date market information that helps our busi-
ness partners succeed. We take a proactive 
approach to handling products, building 
brands, and expanding brand equity, always 
working in the best interests of our clients 
and customers in a spirit of true partnership.

Our market insights and pan-regional net-
work combine to provide long-term solutions 
to sourcing, marketing and sales, distribu-
tion, and after-sales services. Market Expan-
sion Services is a business that is constantly 
breaking new ground, where experience and 
entrepreneurial spirit unite with state-of-the-
art processes and 21st-century information 
management. It is an efficient and effective 
approach that enables businesses to grow and 
succeed in our global economy.

 What is DKSH’s strategy? Our vision is 
to be known as the world’s leading company 
in Market Expansion Services with a focus 
on Asia. Anyone thinking of growing their 
business in or with Asia should think of 
DKSH first. To accomplish this we drive a 
strategy for growth that continuously in-
creases our market share and at the same 
time helps our business partners expand 
their businesses. Our strategy consists of 
three main areas that assist us in reaching 
our vision:

Grow existing markets and Business Units 
We focus on growing existing markets, as 
well as existing Business Units. Since we 
have a history of over 140 years of doing 
business successfully in and with Asia, our 
business partners fully capitalize on our 
broad knowledge of local markets and cul-
ture, our infrastructure, and our leadership 
position in the region.

Strengthen service offerings We continu-
ally strengthen and expand our range of 
service offerings across the entire value 
chain and Business Units. To ensure the 
long-term success of our business partners, 
we constantly deliver more value-added so-
lutions that give them a competitive advan-
tage.

Increase operational efficiency We con-
tinuously improve the efficiency and effec-
tiveness of our processes. The quality of our 
services is based on best practices and stan-
dards throughout our entire organization. 
An efficient supply chain as well as leveraged 
synergies across all our Business Units and 
countries allow us to fulfill the diverse re-
quirements of the industries and communi-
ties we serve.

 What sectors does DKSH cover? In order 
to provide deep industry expertise, DKSH is 
organized into the following four Business 

FactBox

  No. 1 Market Expansion Services Group  
with a focus on Asia

  Total Sales in 2009 of CHF 8,600 million

  Top 20 of Switzerland’s companies measured 
by sales and number of employees

  22,000 specialized staff

  50 nationalities

  540 business locations in Asia Pacific

  20 business locations in Europe and  
the Americas

  35 countries
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Our highly trained experts generate, develop, and customize innovative and competitive new products. 

Units: Consumer Goods, Healthcare, Per-
formance Materials, and Technology. There-
by, we maintain the hands-on and entrepre-
neurial style of business our company was 
founded on. DKSH provides a balance be-
tween specialist knowledge of our partners’ 
industries and a practical business approach 
that effectively gets things done. Each of our 
highly specialized Business Units operates 
worldwide as part of a vast network of ex-
perts covering the entire value chain. 

 What services does DKSH offer? We of-
fer a broad range of customized and inte-
grated services to manage the entire value 

chain for our business partners: from sourc-
ing, research and analysis, marketing and 
sales, distribution and logistics, to after-sales 
services.

Sourcing We locate new and alternative 
sources for a diverse range of specialty chem-
icals and ingredients, audit suppliers, and 
take care of all quality assurance and compli-
ance issues. With access to more than 70 
markets and deep industry expertise, we are 
able to match customers’ needs with the 
most suitable suppliers. As a result, we pro-
vide sourcing solutions that meet the specific 
requirements of our customers while thereby 

creating business opportunities for our sup-
pliers.

Research and analysis We research new spe-
cialty ingredients and technology applica-
tions, conduct feasibility studies, and collect 
market information that enable our business 
partners to advance their businesses. In our 
network of 15 formulation and application 
laboratories, we carry out samples and vali-
dation testing, as well as work on developing 
cutting-edge products. Our research and 
analysis capabilities allow us to provide in-
depth market insight and strategic advice to 
our business partners.
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Marketing and sales We offer a comprehen-
sive range of marketing and sales services for 
consumer goods, luxury and lifestyle, health-
care and technology products, and perfor-
mance materials. Our dedicated teams have 
an extensive brand-building track record and 
experience servicing all relevant channels 
and outlets with services ranging from feasi-
bility studies, product management, or mer-
chandising to sales and stock planning. 
Through our unrivalled market coverage in 
Asia Pacific, we help companies of any size 
gain revenue opportunities in new or estab-
lished markets.

Distributions and logistics Through our 
state-of-the-art infrastructure, we store, 
transport, and distribute products profes-
sionally and efficiently. We have more than 
180 distribution centers and offer the possi-
bility to outsource many additional special-

ized services, including product registration, 
regulatory support, customs handling, im-
portation, and supply chain management. 
Throughout Asia, our business partners re-
ceive highly cost-effective distribution and 
logistics solutions that give them a real com-
petitive advantage.

After-sales services Our expertly trained 
teams provide customer care services, qual-
ity assurance and control, repairs and main-
tenance, and technical support and train-
ing. We offer dedicated and reliable support 
for consumer goods, technology, health-
care, and luxury and lifestyle products. Our 
business partners gain access to a compe-
tent service force that is available whenever 
and wherever needed, helping to ensure 
overall customer satisfaction and allowing 
companies to concentrate on their core 
business. 

Did you know that...

  DKSH has an unrivalled sourcing network of 
over 70 markets around the world?

  We work in 15 formulation and application 
laboratories on new high-quality, cost-effective 
formulation applications?

  Backed by the largest SAP application in Asia, 
we manage tens of thousands of business 
transactions every day? All in all, one million 
transactions per month are fulfilled, several of 
them with handheld devices our salesforce is 
equipped with

  1,800 DKSH trucks are en route and that  
we operate 180 state-of-the-art distribution 
centers?

With our complete array of marketing and sales services, our experienced specialists help to grow businesses by   
increasing sales, enhancing efficiency and margins in existing markets, and by launching into new markets.

“We help companies to 
grow their business in new 
and existing markets by 
expanding their access  
to knowledge, their sourc-
ing base, their revenue 
opportunities, and their 
market shares.”
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Expanding 
our global footprint
DKSH operates in 35 countries through a comprehensive network of 540 business 
locations in Asia Pacific, and 20 locations in Europe and the Americas. To serve  
our business partners even better, our infrastructure has been further strengthened 
by the recent opening of several new offices and distribution centers across the  
Asia Pacific region. 

 Offices in Guam and Saipan, 
Micronesia. The acquisition of 
the Hagemeyer-Cosa Lieber-
mann Group with operations in 
Hong Kong, Taiwan, Korea, and 
Micronesia (Guam and Saipan), 
plus a network of 54 sales out-
lets and duty-free agents, has 
significantly strengthened the 
footprint and brand portfolio of 
our Business Segment Luxury & 
Lifestyle.
Employees: 300
Business Unit: Consumer Goods

 Acquisition in Malaysia. Bio 
Life Marketing Sdn Bhd is the 
leading vitamin and health supple-
ment company in Malaysia. The 
acquisition of the company pro-
vides our Business Unit Healthcare 
a full range of excellent consumer 
health products that will be inte-
grated in our own brands portfo-
lio. At the same time we gain a 
new market segment in Malaysia 
and a platform from which to 
market and distribute other prod-
ucts in our portfolio.
Employees: 130
Business Unit: Healthcare

 Branch office in Siem Reap, 
Cambodia. Opened in February 
2010, this is our second branch 
office in Cambodia, located in 
Siem Reap, the top tourist desti-
nation in the country.
Employees: 15
Business Units: Healthcare, 
Consumer Goods

 Offices in Ho Chi Minh City 
and Hanoi. The joint venture be-
tween our Business Unit Technol-
ogy and Cummins in Vietnam 
led to the consolidation of com-
pany offices in both Ho Chi 
Minh City and Hanoi in June 
2010, in order to take advantage 
of synergies and enhance co-oper-
ation.
Employees: 70
Business Unit: Technology
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Taipei / Longtan, Taiwan
Yangmei / Taoyuan, Taiwan 
Kaohsiung, Taiwan 
Chungnan, Taiwan

Hanoi, Vietnam

Siem Reap, Cambodia

Ho Chi Minh City, Vietnam

Petaling Jaya, Malaysia

Guam/Saipan, Micronesia

Theparak, Thailand

Inside DKSH

 Consolidation in Taiwan. In 
September 2010, DKSH opened 
a new healthcare distribution cen-
ter for pharmaceutical products 
in Longtan, Taiwan. The state-of-
the-art facility perfectly comple-
ments the existing consumer 
health distribution center and 
unites the two sites under one 
roof. It is strategically well located 
for optimal inbound and out-
bound transport with easy access 
all across Taiwan, offering DKSH’s 
clients and customers the highest 
level of logistics and distribution 
services. The healthcare distribu-
tion center services over 30,000 
hospitals, clinics, and pharmacies 
all over Taiwan.
Employees: 140; size: 13,750 sqm
Business Unit: Healthcare

 Expansion in Taiwan. The ac-
quisition of Chiao Tai Logistics
Corporation has allowed our 
Business Segment Fast Moving
Consumer Goods (FMCG) to 
add four new distribution cen-
ters to the network, thereby ex-
panding its Greater China pres-
ence and creating increased 
distribution coverage. In May 
2010, our Taipei office was reno-
vated based on our worldwide 
branding policy on interior de-
sign to accommodate our ex-
panded headcount.
Employees: 300
Business Unit: Consumer Goods

 Distribution center in Thepa-
rak, Thailand. January 2010 saw 
the opening of our new distribu-
tion center in Theparak, Samut-
prakarn, which  supports our ma-
terial handling products such as 
forklifts. The center provides fast 
and reliable after-sales services. 
Employees: 5; size: 1,050 sqm
Business Unit: Technology
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Ensuring reach at the point 
of purchase
Field marketing is a branch of marketing that concentrates on “below the line”  
activity at the point of purchase. By building a direct relationship with individual  
retailers, field marketing personnel can provide assurance to manufacturers, 
through accurate audits, that their products are being displayed to the maximum 
potential and that promotions are being activated and run appropriately. 

 In 2008, DKSH formed a joint venture 
with The Smollan Group of South Africa, a 
world-leading field marketing company 
based in Johannesburg. As the point of pur-
chase (POP) becomes increasingly impor-
tant as a differentiator between brands on 
retailers’ shelves, field marketing has emerged 
as a vital discipline to drive revenue growth. 
DKSH Smollan Field Marketing (DSFM) 
builds on DKSH’s long-standing experience 
of providing Market Expansion Services to 

companies operating in Asia and helps our 
business partners to ensure that their goods 
are displayed with maximum exposure and 
effect in retail outlets supported by promi-
nent promotions.

Technology plays an important role in this 
new joint venture. Equipped with web-en-
abled mobile phones running FieldComms 
software, field staff visiting retail outlets col-
lect data that they then send via the web to 
DKSH servers. The data can track whether 
the product is being sold at the manufactur-
er’s recommended price, or compare the 
amount of space clients’ products are allo-
cated compared with their market share. It 

can also measure the number of stores in 
which a product is displayed during a pro-
motion, whether enough stock has been or-
dered and whether promotional material has 
been displayed correctly. Research shows 
that in Malaysia, 30% of promotions do not 
get executed. DSFM ensures optimal ap-
pearance and execution at the POP.

Armed with the data provided through the 
DSFM team, clients can target retailers 
much more effectively and ensure that their 
products are given the maximum exposure 
at the right time. For DKSH, this represents 
a further expansion of value-added services 
and recognizes our commitment to meeting 
our business partners’ desire to outsource 
these activities to specialized providers. We 
intend to further expand and roll out field 
marketing services across countries. 

FactBox

Services offered by DKSH Smollan Field 
Marketing

 Market intelligence

  Geo-mapping

  Mystery shopping

  Retail auditing

Field marketing

  Merchandising

  Order prompting

  POP management

  Tracking POP metrics

  Tactical POP material installation

  POP material storage and warehousing

Key figures DKSH Smollan Field  
Marketing (DSFM)

  Number of staff employed: 203

  Number of FMCG clients:  
35 suppliers, 95 brands

Field marketing ensures maximum exposure for prod-
ucts at the point of purchase.
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A commitment  
to quality
Global pharmaceutical companies use DKSH to distribute their products 
throughout Asia. In a first step, many have to be relabeled and repackaged  
according to strict country regulations. 

 When it comes to distributing pharmaceu-
tical products in Asian markets, each coun-
try has different requirements defined by lo-
cal health authorities. Numerous tasks may 
be involved in the process of adapting the 
product to these specific demands. Some-
times, the local registration number is added 
to the pack; in other cases, patient leaflets in 
the local language need to be included; and 
for certain markets, the entire pack is re-
placed by customized packaging. 

It is essential that the relabeling and repack-
aging process is performed according to 
strictest quality standards. A product issued 

with the wrong leaflet can result in a recall – 
something pharmaceutical companies want 
to avoid at all costs because it is expensive 
and potentially very damaging to reputation. 
An estimated 70% of all recalls worldwide 
happen because of incorrect labeling/relabel-
ing or usage of wrong packaging material, 
rather than a defect in the product itself.

At DKSH, Business Unit Healthcare repack-
ages products on behalf of major pharmaceu-
tical clients, thereby reducing complexity for 
the supplier. Repackaging is carried out in 
DKSH distribution centers under the super-
vision of a pharmacist and performed by 
highly trained staff. Each inspection is docu-
mented on a batch record that gives the time 
and date of the inspection. After repackaging 
has been completed, a final quality assurance 

inspection is carried out, both of the batch 
record and of the product itself. Only if every-
thing is in order, the pharmacist will certify 
that the product is ready to be distributed to 
pharmacies, doctors, and hospitals. Through-
out the process, stringent quality control con-
ditions give our clients confidence that their 
products will be labeled and packaged cor-
rectly, in line with local rules and regulations. 
While guaranteeing utmost quality standards, 
DKSH is committed to completing this re-
packing activity within the shortest time pos-
sible in order to make the product available to 
the market without undue delay. 

FactBox

Some of the many clients who use the 
DKSH repackaging services

  Bayer

  BMS

  Eli Lilly

  Janssen

  Medinova

  Novo Nordisk

  Roche

  Sanofi-Aventis

  Terumo

In order to be able to work with global pharma-
ceutical companies, you must have the proper pro-
cedures and processes in place and all activities 
must be properly documented. During the redress-
ing activity the strictest control is required. Any re-
call causes major reputational damage for a phar-
maceutical company and  is immediately reported 
to the company’s CEO. Our commitment to quality 
therefore makes us the ideal choice for pharma-
ceutical companies seeking value-adding services 
in the region across the entire value chain.  

Per-Otto Kiesler, Regional Head of Quality Assurance, Business 
Unit Healthcare at DKSH 

Strictest quality standards are required when repackag-
ing pharmaceuticals according to the requirements of 
local markets. 



help: clear skin is a proprietary soluble food supplement and should not be used as a substitute for a healthy and varied diet. help: clear skin 
is suitable for diabetics and lactose intolerant people. Please consult a healthcare professional before use if you are pregnant or nursing. 

help: cholesterol is a proprietary soluble food supplement formulation incorporating natural barley fibre which is a rich source of beta 
glucans. Scientific studies show regular consumption of at least 3g per day of beta glucans from barley contributes to the maintenance of 
normal blood cholesterol concentrations.

help: blood pressure is a proprietary soluble food supplement formulation incorporating dairy peptides (derived from milk protein) which 
naturally occur in dairy food. Scientific studies show that they can actively help to maintain healthy blood pressure. 0.75g per day of dairy 
peptides (hydrolysed milk protein) is sufficient to show clinically relevant effects in mild hypertensives. the solution is in the water

help: get the better of 
spots with milk protein.
There’s now a simple, natural way to achieve 
a smoother, healthier looking complexion. It’s 
called help: clear skin. It contains a clinically 
proven bioactive protein, rich in natural lacto-
ferrin, that can help reduce the inflammation 
of spots and the bacteria that cause them. Sim-
ply mix one sachet into your favourite drink or 
soft food twice a day and you could soon see a 
clear difference to your skin. 

help: maintain healthy 
cholesterol with barley 
beta glucan.
There’s now a simple way to help manage 
your cholesterol. It’s called help:cholesterol. 
It contains barley beta glucan which occurs 
naturally in cereal. Scientific studies show 
that cereal beta glucans can actively help you 
maintain healthy cholesterol as art of a healthy 
diet. help: cholesterol sachets are an easy way 
to get your daily dose of barley beta glucan. 
Simply add one sachet twice a day to cereal or 
juice and look forward to maintaining healthy 
cholesterol.

help: maintain a healthy 
heart with dairy peptides.
‘Dairy Peptides’ are two words that might not 
mean much to you, but could mean a lot to 
your heart. Dairy peptides naturally occur in 
dairy food and scientific studies show that they 
can actively help you maintain a healthy heart 
as part of a healthy diet and regular exercise. 
Simply take one sachet twice a day in juice or 
water and look forward to keeping your heart 
health in check. If you are worried about your 
blood pressure, please seek advice from your 
GP.

To find out more about the help: range, 
visit www.workswithwater.co.uk

WWW_3x_DKSH1.2.indd   1 8/23/2010   1:30:07 PM
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To stand still  
is to lose ground
DKSH’s approach to take advantage of the opportunities and retain our leading 
position are a steady focus on organic growth completed by selective bolt-on  
acquisitions, the expansion of our competencies and services range, as well as 

 High-visibility launch for scar gel brand. 
In 2009, DKSH launched a new product, 
called Hiruscar, which will help to smooth 
and reduce the visibility of both new and 
older scars. The unique active ingredients, 
Mucopolysaccharide Polysulphate and Alli-
um Cepa, help to smooth and reduce the 
visibility of both new and older scars. The 
product was initially launched in Thailand, 
then rolled out to Hong Kong, and intro-
duced to the Malaysian market in October 
2009. DKSH Malaysia’s services for Hirus-
car include sales, marketing, warehousing, as 
well as distribution to pharmacies and ethi-
cal channels in Malaysia. The spillover of the 
media coverage led to strong support and an 
encouraging response from our trade part-
ners, with sales continuing to exceed expec-
tations. 

 Protection for personal and family 
health. To promote personal well-being and 
household health, DKSH Hong Kong has 
successfully launched a breakthrough prod-
uct in the form of a portable anti-infection 
device that combats airborne diseases. Clev-
erin Gel is a newly developed product from 
Taiko Pharmaceutical, an internationally 
known and trusted healthcare company. 
Taiko’s new patented formula fights airborne 
diseases indoors using Cleverin Gel, a simple 
device that releases chlorine dioxide into the 
air to kill viruses and bacteria. Through the 
launch of Cleverin Gel, DKSH Hong Kong 
has raised awareness of indoor air quality, es-
pecially in public places like offices and 
schools, and is continuing its mission to pro-
vide Hong Kong consumers with the best 
protection available for personal and family 
health. 

 Quality and excellence lead to awards. 
Edward Keller Philippines, DKSH’s food 
manufacturing specialist, was recognized by 
Yulefest Corporation for exemplary perfor-
mance in new product development at the 
food industry’s annual Suppliers’ Night held 
in March in Makati City. Yulefest’s brands in 
the food industry include Kentucky Fried 
Chicken, Mister Donut, and Japanese food 
chain Tokyo Tokyo. Edward Keller is a key 
supplier of donut fillings for Yulefest, and its 
award is highly significant given the scale of 
competition in the food industry. The 
achievement exemplifies two essential ingre-
dients for success: knowing the customer’s 
needs and responding to them fast with tar-
geted business solutions stamped with 
DKSH’s distinct brand of quality and excel-
lence. 
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investments in our management and staff. Keeping this momentum allows us  
to provide our clients and customers with a comprehensive package of services  
to reach their goals.

 A luxury portfolio. The DKSH Business 
Segment Luxury & Lifestyle is being further 
strengthened by the acquisition of Hage-
meyer-Cosa Liebermann, a leading luxury 
consumer goods and lifestyle products mar-
keter and distributor in Asia. The integration 
of the company into our operations provides 
an ideal platform for the future development 
of that business. DKSH can now even better 
support its business partners to create a 
strong local presence through brand-build-
ing as well as focused wholesale and single-
brand retail distribution. The portfolio we 
are taking over comprises several watch 
brands (Chronoswiss, Louis Erard, Fortis, 
Ferragamo), lifestyle brands (Bally, Porsche 
Design) as well as cosmetics brands (La Prai-
rie, Sukin). 

 A platform for growth in Malaysia. 
Strengthening the own brands business is 
one of the Business Unit Healthcare’s key 
strategic cornerstones. In line with this stra-
tegic direction, we have acquired Bio Life 
Marketing Sdn Bhd, the leading vitamin and 
health supplement company in Malaysia. We 
have thereby acquired a full range of excel-
lent consumer health products that will be 
integrated in our own-brands portfolio. 

 Social responsibility in Myanmar. Two 
years after cyclone Nargis wreaked devasta-
tion across Myanmar, DKSH continues to  
be committed to assisting the country with  
its rehabilitation efforts. In October 2009, 
DKSH presented a newly constructed, fully 
operational hospital to the Ministry of Health, 
which will serve a population of 150,000 peo-
ple. It has since been recognized as the best-
built hospital in the entire delta region. In ad-
dition, we officially opened three new schools 
in the Mawlamyaing Gyune and Bogalay 
townships in the same month. The hexagon-
shaped school buildings, which accommodate 
a total of 300 students, were designed to also 
serve as cyclone shelters in an area which is 
prone to such natural disasters. All our Myan-
mar initiatives were made possible through 
substantial contributions from both Diethelm 
Keller Holding and DKSH. 
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 Bringing the brand together. The first  
decade of this century has seen DKSH trans-
formed from a group of trading and logistics 
companies into a globally unified Market 
Expansion Services provider. The recent re-
naming of DKSH companies in Thailand, 
the Philippines, Singapore, and Vietnam 
further strengthens the DKSH brand and 
bolsters our position as the No. 1 Market 
Expansion Services provider. On December 
17, 2009, in Bangkok, Diethelm Limited of-
ficially published its change of name to 
DKSH (Thailand) Limited. DKSH marked 
yet another milestone with the launch of the 
renamed DKSH Philippines on March 17, 
2010. In Singapore on March 31, 2010, 
DKSH officially announced that two local 
household names, Diethelm Singapore Pte. 
Ltd. and Harpers Trading (S) Pte Ltd., would 
now be known as DKSH Singapore Pte Ltd. 
and DKSH Marketing (S) Pte Ltd. respec-
tively. And finally, on June 29, 2010, 
Diethelm Vietnam Co., Ltd. has formalized 
a change in the company name to DKSH 
Vietnam Co., Ltd., which concludes the re-
naming of all our country organizations to 
DKSH.  

 A commitment to quality. DKSH contin-
ues to be recognized by its customers as a 
business partner that is committed to pro-
viding excellent product quality, flexibility, 
and outstanding support. A recent award 
highlighted this. In January 2010, Splash 
Corporation, the largest wholly-owned 
beauty and personal care company in the 
Philippines, nominated DKSH in one of the 
major awards, the Chemical Supplier of the 
Year, at its 10th annual Gawad Splash Sup-
pliers Night. 

 A relationship based on trust. Nichi-Iko 
Pharmaceutical Ltd., the leading manufac-
turer and distributor of branded generic 
medicine in Japan, has chosen DKSH as ex-
clusive distribution partner for its products 
in Thailand, Malaysia, and Hong Kong. This 
agreement, which was finalized on July 28, 
will lead to a new phase of international     
expansion of the Japanese company in South 
East Asia where good economic growth 
prospects are shown and the generic seg-
ments are still relatively underdeveloped 
with a limited range of high-quality prod-
ucts available in the market. DKSH will pro-
vide the commercial platform to enable 
Nichi-Iko to enter the three above-men-
tioned South East Asian key markets. At the 
same time, DKSH will be able to offer its 
own customers a unique range of high-qual-
ity Japanese branded generic medicine in the 
respective markets. 

 A sustainable pangasius supply. In May 
2010, the Vietnamese company Agifish was 
awarded Friend of the Sea certification for its 
pangasius farming, following close collabo-
ration with DKSH. The recognition follows 
more than six months of on-site indepen-
dent audit and is based on rigorous labora-
tory analysis. Friend of the Sea’s aquaculture 
sustainability criteria are deemed among the 
strictest in the world and can be considered 
equivalent to or even tighter than the cur-
rent EU requirements. To achieve the certifi-
cation, Agifish had to implement a number 
of safety and pollution prevention measures 
in the farm, as well as develop several new 
procedures. The outcome is now a pangasius 
supply which can be assured by DKSH and 
granted by Friend of the Sea as being sus-
tainable. 

 New spill-proof beverageware makes a 
splash. DKSH Australia’s Business Line 
Home & Household Luxury has secured the 
distribution rights to a new US brand, called 
Contigo. The Chicago-based corporation re-
cently developed Autoseal, a patented tech-
nology that allows the instant sealing – and 
opening – of sports bottles, hydration bot-
tles, travel mugs, thermal coffee mugs, and 
kids mugs. With 100% control of this 
unique product line in Australia and New 
Zealand, DKSH Australia’s marketing strat-
egy is aimed at end consumers, with adver-
tising in sports magazines and attractive 
points of purchase at retail outlets. The Con-
tigo brand is an excellent fit with the existing 
DKSH Australia portfolio, and with con-
tinuous brand development, we are confi-
dent of securing a profitable future with this 
new line. 

 Strong results in the first half of 2010. 
DKSH has demonstrated the crisis resistance 
of its business model by reporting a strong 
set of financial results. In 2010, the DKSH 
Group continues its growth course with an 
outstanding result for the first half-year. In 
that period, EBIT rose by 35.2% compared 
to the previous year, reaching CHF 85 mil-
lion. Total Sales saw an increase of 10.5% to 
CHF 4.9 billion. The  company’s robust bal-
ance sheet allowed  DKSH to grow both or-
ganically and through acquisitions. 
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 DKSH strengthens management team. In 
recent months, DKSH has made a number of 
senior appointments that will help us to 
strengthen our No. 1 position in Market Ex-
pansion Services. Since May 1, 2010, Mario 
Preissler has served as Global Business Unit 
Manager Performance Materials, reporting to 
Joerg Wolle, President & CEO of the com-
pany. Mario Preissler has 20 years of experi-
ence in the specialty chemicals industry that 
will help our Business Unit Performance Ma-
terials to position itself as the preferred part-
ner for Market Expansion Services for spe-
cialty chemicals and ingredients.
In September 2010, Adrian Eberle was ap-
pointed Global Business Unit Manager 
Technology, also reporting to Joerg Wolle. 
Adrian Eberle joined DKSH in early 2008 
and has been instrumental in driving growth 
as General Manager of our Business Unit 
Technology in Taiwan and Head of Country 
Management Taiwan.
DKSH has created a new function for Coun-
try Operations & Business Processes in order 
to help our operations realize synergies, en-
sure efficiency, and establish optimal busi-
ness processes across the entire Group.
Joong H. Hyun joined us in January 2010 as 
Vice President Business Processes. He pos-
sesses in-depth knowledge and extensive ex-
pertise in operational excellence and business 
process reengineering and improvement.
Supply Chain is a new Group-wide function 
being established as a consequence of the re-
cently conducted strategy review. Jonathan 
Guyett joined us as Vice President Supply 
Chain in March 2010 and is responsible for 
keeping our supply chain competitive and 
up-to-date as well as for exploiting potential 
synergies leading to reduction in our logis-
tics costs.

In July 2010, John Woo joined DKSH in 
China as Vice President of Healthcare and 
Head of Country Management China. In 
this role, John Woo will be responsible for 
implementing our strategy for strong growth 
in pharmaceuticals, medical devices, con-
sumer health, and OTC product segments, 
as well as providing leadership to DKSH in 
China through the country management 
function. 

 A new joint venture in Asia. In June 
2010, DKSH announced a joint venture in 
Vietnam and Singapore with Cummins. 
This follows a similar announcement in 
2006, when Cummins and DKSH entered 
into a joint venture agreement in Thailand 
following more than 40 years of successful 
co-operation. Today, the three joint ventures 
provide an effective platform for Cummins 
to further expand into the region and pro-
vide local economies with the equipment 
they need to sustain their growth. The 24/7 
door-to-door after-sales services place Cum-
mins in the perfect position to meet local 
customers’ requirements and service needs 
in various sectors including banking, manu-
facturing, power plants, post and telecom-
munications, commercial buildings, and 
hospitals.  

 An attractive regional distribution solu-
tion. DKSH Business Unit Performance 
Materials and Sheffield Bio-Science, a Kerry 
Group business, have embarked on a distri-
bution agreement for the Asia Pacific region. 
Under this agreement, Business Unit Perfor-
mance Material’s Business Line Pharmaceu-
tical Industry will distribute Sheffield Bio-
Science’s pharmaceutical lactose excipients 
and pharmaceutical coatings in Australia, 

Indonesia, Malaysia, Myanmar, the Philip-
pines, Thailand, and Vietnam, followed by 
Japan and Korea. Sheffield’s innovative ap-
plications for cell nutrition and excipients 
include lactose, coatings, and flavor modula-
tors, as well as media ingredients for biotech-
nological production systems. For DKSH, 
this deal could also be another door opener 
into the food and beverage industry, which 
we already serve very successfully. Ireland-
based parent company Kerry Group is one 
of the fastest-growing food companies in the 
world. 

 A complement to our network in Taiwan. 
The acquisition of Chiao Tai Logistics, the 
leading Taiwanese FMCG logistics company, 
has significantly strengthened DKSH’s posi-
tion in Taiwan. Chiao Tai is a long-estab-
lished, well-reputed company and has an ex-
cellent client portfolio. The acquisition, 
therefore, is an ideal complement to our ex-
isting network and will allow us to provide 
truly regional solutions for our clients. While 
Chiao Tai is a third-party logistics provider, 
its integration into DKSH will transform the 
operation into a full agency services special-
ist. This means that, in future, we can offer 
former Chiao Tai clients a more comprehen-
sive portfolio of high-quality services, includ-
ing the possibility of outsourcing not only 
their logistics, but also their marketing, sales, 
and back-office functions to DKSH. 
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Shipping rubber from Asia to Europe was highly prospering at the turn of the century.

Inside DKSH
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One of the silk productions of Siber Hegner & Co. in Yokohama, Japan, in the early 
20th century.

Diethelm & Co. Ltd. and Hooglandt & Co. were operating together in the kerosene 
business and shared their domicile at Collyer Quai 20 in Singapore. 

Silk, kerosene, and rubber

 In the 1860s, three Swiss entrepreneurs – Wilhelm Diethelm, Edu-
ard Keller, and Hermann Siber-Hegner – set sail for Asia. Within 
decades, all three had established very prosperous ventures that went 
on to form the foundations of DKSH. Although the entrepreneurs 
had highly diversified businesses, there were three commodities – 
silk, kerosene, and rubber – that would prove particularly lucrative.

Hermann Siber-Hegner was at the forefront of the silk trade in Japan 
in the late 19th century. At a time when the country was opening up 
after centuries of isolation, he capitalized on the thirst for foreign 
products in Japan and, in turn, exported silk back to Europe. 

Wilhelm Diethelm benefited from the early trade in kerosene, which 
was known at the time as “oil for the lamps of China”. He was a 
partner in Hooglandt & Co., which marketed kerosene for the 
Royal Dutch Company in the region. When Royal Dutch sought 
capital to finance exploration for new sources of kerosene, Wilhelm 
Diethelm took the considerable risk of investing. In return, he gained 
exclusive rights to market Royal Dutch kerosene in Singapore and 
the neighboring region. 

Diethelm also benefited from the early-20th-century rubber boom. 
The fledgling car industry had created huge demand for rubber. Mer-
chant houses flocked to Asia to take advantage of the bonanza, and 

agricultural land was quickly converted into rubber plantations. In 
the 1880s, Wilhelm Diethelm invested his own money in a planta-
tion, which had formerly been used to grow tobacco. 

In these early days, there was little official representation for traders 
in Asia. Often, businessmen took on diplomatic roles. Eduard Keller, 
for example, was made Consul of Switzerland in Manila. Trading  in 
the Philippines was both very risky and unpredictable at that time. 
Official records of the Ministry of Foreign Affairs in Bern, Switzer-
land, show that in 1907 only five Swiss trading houses were active in 
the Philippines; the most important being Ed. A. Keller & Co. 

1868  Abdication of Shogun Keiki leads to the opening of Japan 
to foreign trade (Meiji Restoration)

1869  Opening of the Suez Canal greatly shortens the journey 
from Europe to Asia

 1880  Eduard Keller is appointed Consul of Switzerland in the 
Philippines

Inside DKSH



”FREE ACCESS TO ALL 
HUMAN KNOWLEDGE.
SOME CALLED IT 
IMPOSSIBLE, I CALLED IT 
WIKIPEDIA.”
Jimmy Wales, Founder of Wikipedia

In 2003, Jimmy Wales stayed true to his beliefs by
turning Wikipedia into a non-profi t foundation. 
At Maurice Lacroix, we create our unique 
movements and award-winning designs by hand – 
because, like Jimmy, we too follow our convictions.

For more information visit www.MauriceLacroix.com

Masterpiece Squelette

FOLLOW 
YOUR
CONVICTIONS
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Commitment to  
global trade 
By Souliyo Sengngam.

A letter from Laos

Souliyo Sengngam.

 Since the 1980s, the landlocked country of 
Laos in South East Asia has made a firm 
commitment to opening itself to global 
trade. This has coincided with a period of 
strong economic performance. In 2009, 
Laos is estimated to have recorded one of the 
fastest rates of GDP growth in the region. 
Last year, the economy grew by more than 
6%, while foreign direct investment (FDI) 
has increased significantly as overseas com-
panies seek to take advantage of growing op-

portunities in sectors as diverse as energy, 
fabrics, forestry, and agriculture. 

The mining industry has been an important 
destination for FDI. Chinese and Vietnam-
ese state-owned companies in particular have 
invested in the sector, while Thai investors 
have been engaged in developing hydropow-
er projects. Laos has considerable reserves of 
copper and gold, while the country’s main 
hydropower project, Nam Theun 2, is ex-
pected to double the value of the country’s 
electricity exports in 2010 to more than 
USD 300 million.

In recent years, tourism has become an in-
creasingly important source of income. Ac-
cording to official figures, it is the third big-
gest earner of foreign exchange after mining 
and hydroelectricity. Numbers of visitors 
were given a boost by the country’s hosting 
of the South East Asian Games in December 
2009, although the recent disturbances in 
Bangkok, Thailand, have pushed down earn-
ings in the sector.

The commitment of Laos to trade liberaliza-
tion took a further step in 1997, when the 
government announced its application to   
become a member of the World Trade Organi-
zation (WTO). “Membership of the WTO 

will provide Laos with a good opportunity to 
develop the country and become a more 
prominent player on the global stage,” says 
Bounsom Phommavihane, Director General 
of Foreign Trade Policy Department in the 
Laotian government. “It will boost exports, 
encourage further foreign direct investment, 
and make Laos more competitive in its skills 
and services.” 

The process of applying for WTO member-
ship requires Laos to strengthen laws and 
make various commitments to trade liberal-
ization. “We are actively engaged in discus-
sions with WTO member countries and tak-
ing steps to put in place strong agreements 
and laws on subsidies, intellectual property, 
customs valuation, and import licensing,” 
says Bounsom Phommavihane.

After 13 years of discussions and steady prog-
ress, Laos is now approaching the final stages 
of its application. With FDI and economic 
growth already strong, full membership is 
likely to provide an additional boost to this 
increasingly dynamic Asian economy. 

Souliyo Sengngam is a journalist at Vientiane Mai,  
a leading newspaper in Laos.
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Michael Anstee and his family love to spend a day up at Katoomba visiting the Echo Point lookout with the famous 
Three Sisters scenery.

My Sydney

Michael Anstee, 45, was born in Auckland, New Zealand, but has lived in Sydney 
since he was nine years old. As a long-standing resident, the Marketing Manager 
Consumer Goods for DKSH Australia shares his secrets of the city that he calls 
home. By Michael Anstee. 

Insiders

 Australia’s largest city, Sydney, has a dra-
matic setting that would impress any visitor. 
Set on a stunning harbor that is often re-
ferred to as the most beautiful in the world, 
the city is a cosmopolitan mix of natural at-
tractions and modern city life. 

Sydney residents are relaxed and informal, 
and it is great to live in a city that has such a 
multicultural mix. In my role as a Marketing 
Manager for the Business Line Household 
Luxury at DKSH, I also find that people in 
the city are very professional when it comes 
to business. 

Sydney is not only a great place to work; it 
is also a fantastic city in which to raise a 
family. It has large open spaces and, for 
most of the year, clear blue sky. This makes 
it easy to enjoy Sydney’s natural attractions 
pretty much all year round. If you enjoy the 
outdoor lifestyle, you’ll love living in or vis-
iting Sydney! What other city in the world 
gives you a perfect climate to live in, beach-
es, a stunning harbor, and three national 
parks surrounding the city to the north, 
south, and west?

But beyond these well-known highlights, 
there is plenty more to enjoy. Palm Beach, 
an ocean surf beach located about 40 kilome-

ters north of the city center, would be high on 
my list. On a hot day, our family enjoys visit-
ing this beach late in the afternoon for a swim 
and body surf before enjoying fish and chips 
on the beach for dinner.

I am a big fan of rugby union (not to be con-
fused with rugby league, which is another 

popular sport that is played in Sydney).When 
rugby union tests are held in Sydney at the 
Olympic Stadium, I always try to get tickets 
for my family.

When we have free time, we like to go on 
picnics – even in winter if the weather is 
good. On Sundays, we will often take a drive 
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Sydney Opera House and Harbour Bridge – the two world famous city landmarks.

The Tourist Park on Lake Macquarie is a great spot for fishing, canoeing, tubing, and boat trips.

Insiders

LinkBox

  Sydney Opera House, Macquarie Street,  
Sydney, NSW 2000 
www.sydneyoperahouse.com

  Sydney Olympic Park, Corner Showground 
Road and Herb Elliott Avenue, NSW 2127 
www.sydneyolympicpark.com.au

  Otto Ristorante, Area 8, 6 Cowper Wharf Road, 
Woolloomooloo, NSW 2011 
www.otto.net.au

  Blue Mountains Tourism Limited, Locked Bag 
1011, Katoomba, NSW 2780 
www.visitbluemountains.com.au

   Hawkesbury Townships/Wisemans Ferry   
www.hawkesburyaustralia.com.au 

  BIG4 Lake Macquarie Monterey Tourist Park 
www.big4lakemacquarie.com.au

into the country to somewhere like Wise-
mans Ferry, a beautiful spot about 75 kilo-
meters north of Sydney. During the school 
holidays, we love visiting a great Tourist 
Park on Lake Macquarie, about 1 hour and 
20 minutes from home. We stay in one of 
the villas by the lakeside and enjoy the fresh 
air next to the lake. The kids can fish, canoe, 
and go out on one of the jet skis with their 
uncle. It’s a great place to relax and do as 
little or as much as you like.

Another favorite family location is Katoom-
ba in the Blue Mountains, which is about 
80 kilometers west of Sydney. This is a great 
place to get away from the bustle of the city 
and enjoy some fresh air. It’s possible to visit 
for the day by car or train, but we try to 
spend the weekend when we can and stay in 
a guesthouse. Katoomba is on the edge of 
the Blue Mountains National Park, and you 
can enjoy some spectacular walks in the Aus-
tralian bush that really bring you into con-
tact with nature. A great spot is Echo Point 
lookout, where you can enjoy the famous 
Three Sisters scenery.

When it comes to eating in Sydney, there is 
plenty of choice in the city center, but it can 
also be rewarding to get away from the tour-

ist hotspots. Otto Ristorante in Woolloo-
mooloo (yes, I have spelt that correctly!) is an 
excellent restaurant to celebrate a special occa-
sion or to impress overseas relatives or guests. 
On a fine night, always ask for a table outside 
on the pier as this gives you a view over stun-
ning boats moored only meters away as well 
as the harbor and city lights in the distance. 
With so much on offer, why would I want to 
live anywhere else? 
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 Few brands have enjoyed the longevity and 
consistency of KitKat. Originally launched in 
1935 as Rowntree’s Chocolate Crisp, the Kit-
Kat brand name was added in 1937. The core 
product has remained remarkably unchanged 
over the decades. Its broad appeal and in-
stantly recognizable brand ensures that it re-
mains among the biggest-selling confection-
ery products in the world.

KitKat is produced by Nestlé, which ac-
quired Rowntree’s in 1988, except in the 
USA, where it is manufactured and sold un-
der license by Hershey’s. Although the core 
brand of KitKat has remained constant over 
the decades, Nestlé has in recent years intro-
duced a wide variety of variants, including 
new formats and flavors. 

The first variant, KitKat Orange, was intro-
duced in the UK in 1997. This was followed 
in 1997 by KitKat Dark and KitKat Mint. 
In the Middle East, a three-finger KitKat 

Extending the brand

Close-up

(instead of the regular four-finger bar) has 
been produced to match the denomination 
of local currency, so that the bar is a conve-
nient one-coin purchase. In Malaysia and 
India, it is produced according to a special 
formula to suit warm climates.

But it is in Japan where the brand has been 
most extended. Special, limited-edition fla-
vors have included green tea, wasabi, cu-
cumber, and mango. There are even regional 
variations that are only available in certain 
parts of the country. 

Brand extension of this nature can help to 
inject new vitality into a product but it has 
to be managed carefully. When a product is 
as well-loved and familiar as KitKat, it can 
be hazardous to change a winning formula. 
For this reason, Nestlé has kept the core 
product unchanged, while only keeping vari-
ants on sale permanently if they prove to be 
extremely successful. 

FactBox

  Although no one knows the precise origin of the 
name KitKat, it is thought to derive from the Kit-
Cat Club, an 18th-century London-based club 
with strong literary and political associations

  KitKat is sold in more than 100 countries around 
the world. There are 13 factories that produce 
the product

  The slogan “Have a break… have a KitKat” was 
introduced in 1958 and has been used globally 
ever since. It was briefly adapted in the British 
market in 2004 but reintroduced one year later

  Nestlé with headquarters in Vevey, Switzerland, 
was founded in 1866 by Henri Nestlé. Sales for 
2009 were CHF 108 billion. Nestlé employs 
around 280,000 people and has factories or 
operations in almost every country in the world

  In December 2009, Nestlé announced that it 
would use Fairtrade chocolate in the production 
of its four-finger bars in the UK and Ireland

One of several special editions: vegetable juice flavor. The original four-finger KitKat bar. Green tea mixed with Japanese cherry blossom flavor 
meets the taste of Japanese people.
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