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Letter from the editor

Welcome to our
new magazine!
Services. Our investment in expand supports
the introduction of this category: we want to
establish a unique knowledge platform for
Market Expansion Services, giving interesting
insights into our business environment and
sharing expertise and experiences with our
current and prospective business partners.

Dr. Joerg W. Wolle, President & CEO of DKSH.

Dear readers
Introducing an innovation is always exciting.
Thus, we are very pleased to present the ﬁrst
issue of our new client magazine, expand –
DKSH’s magazine for Market Expansion Services. The name of our new magazine gets to
the point of what we do best: helping companies expand their business in new and existing markets.
In the past few years, we have completely reshaped the conventional business model of
trading companies and created a distinctive
new business category: Market Expansion

DKSH’s magazine for Market Expansion Services
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Launching a new magazine at a time when
many newspapers and magazines have fallen
victim to the very challenging economic
environment proves that DKSH is highly
committed to staying at the forefront of our
industry. Part of this pledge is our ambition
to strengthen the competitiveness of our
business partners. Personally, I am convinced
that collecting and sharing comprehensive
information and conducting an active dialogue is the best approach to dealing with
the current business environment and will
help to anticipate future trends.
expand is not meant to be a self-contemplation of DKSH, but rather a publication with
a holistic view. International business writers
address the entire spectrum of topics along
the value chain that confront companies
when they want to grow their business: from
sourcing, research and analysis, marketing
and sales, to distribution and logistics, or
after-sales services. Expert authors have an
eye on the challenges of working across borders and crossing cultural bridges. And ﬁnally, we provide insight into the tradition of
our company and keep you updated on the
latest developments within DKSH.

For many years, our Fantree News, written
by our own employees, has been the appreciated and highly successful key instrument
for communication with our business partners and friends, too. From now on, Fantree
News continues as a dedicated staﬀ magazine.

“The basis for our success
lies in how we have reinvented our business model
and created a distinctive
new category, Market
Expansion Services.”
The key focus of the ﬁrst issue of our client
magazine is on marketing and sales. Learn
more about how to exploit the uncharted
territories’ potential, how to establish brands
in emerging markets, or how to boost the
eﬃciency of the sales force. Subsequent issues will focus on other services across the
operational value chain.
We wish you a pleasant reading!
With best personal regards,

Dr. Joerg W. Wolle
President & CEO, DKSH Holding Ltd.
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Doing business in Laos

Listen carefully
“Personal life and business life in Laos are strongly inﬂuenced by Buddhist
thinking and built on relationships,” points out Virasaykham Philaphandeth,
Director of Isuzu Laos. “Foreigners who wish to be successful in this country
should listen carefully to people.”

have tribal relationships; this helps to get things done in every aspect
of life,” he explained in describing the culture that equally sets the
background for doing business. A strong inﬂuence also emerges from
Buddhist thinking and can be reduced to two terms. The ﬁrst, boo
Penh yond, has several meanings, such as never mind, are you all
right, or I forgive you and forget your action. “Westerners may ﬁnd
this expression frustrating, because they believe that problems are to
be solved, not accepted,” Philaphandeth points out. The second term,
thammada, fundamentally means the acceptance of one’s fate –
from birth to death. “Acceptance is a Lao worldview, we believe that
things are as they should be,” says Philaphandeth.

Virasaykham Philaphandeth, proud Director of Isuzu Laos.

At a time when the Laotian market was controlled only by Toyota
and a few Korean brands, Virasaykham Philaphandeth and his family
decided to become car dealers for Isuzu, one of the oldest companies
in the Japanese automotive industry. Originating from an entrepreneurial and well-known family in Laos and with a strong passion for
cars, he convinced Isuzu to break new ground. Philaphandeth, who
today heads Isuzu Laos as Director, summarized about the pioneer
phase: “The market was monopolized, but I believed in the product
and felt that the time was right to introduce a new brand.”

In his career, Philaphandeth has seen many foreigners coming to
Laos, many of them leaving again. “A Westerner entering the environment with an aim to change things will have a hard time,” he
underlines an essential rule. Respect is crucial in Laos, as well as authority that comes with age or seniority, position, or status. “The best
way for a foreigner to acquire authority is to act as though one does
not have any,” he suggests. In combination with patience, persistence, skills, trust, and understanding of everyone, success becomes
possible. At the beginning, foreigners are advised to exclusively concentrate on becoming accepted, trusted, and credible. “Ask your
partner about his family, traditions, culture, or home. This builds the
relationship and creates better understanding,” Philaphandeth says.
Cross-cultural comprehension with international business partners
might also help him achieve his goal with Isuzu Laos to emerge from
a dealer to a distributor, to expand from pickup trucks to heavy duty
trucks, and to further build company culture.

One of the keys to success for Philaphandeth were his family ties,
which play a crucial role in Laotian business and social life, because
resources and information are scarce. “Families are very close and

DKSH’s magazine for Market Expansion Services
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The global world of sales

The global
world of sales
Every market is diﬀerent. Only by tailoring sales to suit local requirements
companies can expand their businesses in existing markets and launch into
new ones.

8

DKSH_Expand_inhalt.indd 8

expand 01/2010

14.12.2009 15:23:19

The global world of sales

DKSH’s magazine for Market Expansion Services

DKSH_Expand_inhalt.indd 9

10

Accessing new sales markets:
surviving and thriving

15

Small-to-medium-sized enterprises
master their limits

18

Seven steps for branding
in emerging markets

20

Sales technology tools boost
sales force effectiveness

9

14.12.2009 15:23:43

The global world of sales

Accessing new
sales markets:
surviving and thriving
New sales markets not only unlock great potential for growth, they also include
their share of perils. The right market expansion strategy though helps to avoid
such pitfalls and harness the full potential. By Parker Hathcock.
employment in both industrialized and emerging economies also
adds to the hangover of market instability that will remain in place
for some time.
But the economic shift continues beyond these superﬁcial factors.
Permanent changes are now apparent in the global economic landscape. Statistics show that economies that once relied on consumer
demand for imports for growth – again, like the US – will increasingly transition to investment and export economies, while developing economies built on export growth will experience a growth in
domestic market demand. Already, successful businesses in what
were once primarily export economies are entering the global market
as economic powerhouses.

The last two years have included some of the most dramatic global
economic change in history – and the process that set recent events
in motion is still playing out. Katsuaki Watanabe, CEO of Toyota,
described the situation as “an unprecedented emergency” in 2008.
By late 2009, the situation has improved, but the outlook remains
extremely unclear. One fact remains: the rules have changed for successful businesses worldwide.

For example, three Chinese companies – Petrochina, China Mobile,
and Bank of China – are now ranked among the top ten global companies by market capitalization. India’s economy will surpass Japan’s
to become the world’s third largest economy, behind the United
States and China, within 25 years, according to a research report released by William T. Wilson, Chief Economist for Keystone India
and one of the leading economists in the United States. Recent acquisitions of substantial portions of Rio Tinto by Chinalco; Corus,
Jaguar, and Land Rover by India’s Tata Motors; as well as collaborations between China’s Lenovo with IBM; and Haier with Sanyo,
highlight the shift to a more global and “ﬂat” business model.

The IMF’s chief economist, Olivier Blanchard, recently explained
that “the recovery has started”; however, he still points out that consumers – in particular those in traditionally strong consumer markets
such as the United States – remain “traumatized” so that the recovery
is predicted to continue to be “very slow.” Growth in worldwide un-

Combined, these market transformations point to other global economic factors of dwindling fossil fuel and raw material resources.
While the worldwide standard of living improves and more consumers emerge from formerly developing markets, manufactured
goods – including automobiles, fuel, and other consumer products –

Accessing new customer segments is key for every growth agenda.
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are ﬁnding new, local markets, particularly in Asia. In light of these
changes, many businesses are looking towards strategic global market
expansion as an eﬀective means to diversify and stabilize their
growth – even in a downward turning or shifting global economy.
Experts agree that strategic market expansion is the best strategy for
moving ahead in a changing economy. According to Roland Berger
Strategy Consultants, “Operational and ﬁnancial actions, improving
earnings, liquidity, and liability structures oﬀer the biggest improvement potential [for businesses].” At the top of their list of “operational and ﬁnancial actions” that can ensure sustained and future
success for business are “higher sales; gaining new customers; fully
exploiting existing customers; improving pricing; and acquiring
competitors.” All of these strategies are the outcomes of successful
market expansion. By applying that expansion to the new global
landscape companies can oﬀset localized market destabilization factors and ensure growth as supply, demand, and consumption shift.
This change is also being recognized as a powerful force that could
help reverse the global economic crisis and return the world economy
to its feet. Recently, at a conference at the US Federal Reserve Bank
in San Francisco, Federal Reserve Chairman Ben Bernanke pointed
out that he sees the trend of increasing Asian consumer spending as

key to “improve welfare and productivity as well as contribute to
more balanced, robust, and sustainable economic growth.” He added, “It is widely agreed that a key source of Asia’s rapid advancement
has been the openness of countries in the region to global trade and
ﬁnance.”
Global expansion is good economics and good strategy, especially in
Asia. According to a recent article in The Economist, “emerging Asia”
has an average growth rate of eight percent over the past twenty years,
“three times the rate of the rich world.” While new demand is growing in Asia, smart companies worldwide are busy working to adapt
their business value chain to these burgeoning markets. The ﬁrst to
adapt – and adapt correctly – will be the winners.
The process of global expansion often starts with companies seeking
to simply oﬀer their products outside of their traditional markets. At
a certain stage of growth, successful companies feel that they can
compete with other companies outside of their home-turf markets.
But opening new global markets can be a real challenge for businesses that often lack the skill, personnel, or sheer global reach to
successfully enter and exploit new markets. “These companies usually follow several generic strategies based on old models wherein
they employ a simple trading approach to their products, or, establish

Expanding into a new market or improving the operation in existing markets requires resources, planning, and a great deal of practical information.
DKSH’s magazine for Market Expansion Services
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distribution agreements outside of their existing markets. The trading approach is low-risk, but it is also typically low-return,” explains
Eric Baden, Business Unit Manager Performance Materials at DKSH.
“A riskier corporate strategy takes place when a company actually
moves into a new market and opens its own shop there. This can get
expensive and can even put the core business at risk of failure because
of the resource drain – both of personnel and ﬁnance – fueled by lack
of market knowledge,” he says.
For a company to successfully expand to a new sales market it can no
longer simply rely on a fragmented collection of alliances with assorted local stand-ins for the greater corporation. The eﬀort must be
coordinated and well advised to avoid costly problems. Bo Nielsen,
responsible for the Business Development of DKSH’s Business Unit
Fast Moving Consumer Goods, stresses the signiﬁcance of comprehensive expertise to grow the business in new and existing markets:
“Expanding into a new market or improving the operation in existing markets requires resources, planning, and a great deal of practical
information. It is dramatically diﬀerent for individual countries and
involves speciﬁc and on-the-ground market expertise, infrastructure
as well as capabilities for production, logistics, marketing, distribution, and sales.”

This is where Market Expansion Services ﬁt in. Service providers allow
their clients to focus on their core competences while working to
adapt them to a speciﬁc market’s regulations, market readiness, and
overall local context.
Chemicals and materials that might not even be recognized by end
users, for example, might be extremely marketable components of
end-user products. These materials might be heavily regulated and
require speciﬁc information to pass through customs. Problems like
this could be tremendous barriers to companies on their own. However, by working with market expansion outsourcers, companies can
beneﬁt from the vast experience of industry experts who can help
direct their expansion, reducing and eliminating risks that they
would have without this knowledge.
Companies that leverage expert market expansion outsourcers are
immediately connected to a storehouse of time-honed acumen and
success in new markets. They do not have to suﬀer the expensive issues and false starts faced by trial-and-error market expansion. Specialists like DKSH provide a comprehensive partnership for market
expansion. “For technology companies for example we build a value
creation process chain for our clients that starts with building a fact

Emerging Asia has had an average growth rate of eight percent over the past twenty years, three times the rate of the western world.
12
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DKSH, our clients beneﬁt from economies of scale. We have 700
people in Taiwan. If we need to support ﬁve salespeople here, we do
not need more human resource, ﬁnance, or information technology
employees to support them. There is tremendous beneﬁt with little
risk on the part of our clients. The only variable cost to our clients is
based on an agency agreement or commission, which factors in the
success of our clients.”

The rules have changed for successful businesses worldwide.

base of hard data and analytics,” says Dr. Adrian Eberle, Managing
Director, Business Unit Technology, DKSH Taiwan. “Then we develop a market strategy, identifying key market segments, deﬁning
value propositions, and positioning our clients’ products optimally
in the market.”
The strategic imperative of service providers is to focus on advisory,
sales, and service elements, ensuring their clients’ success. In the sales
realm, for example, they would work with their clients to plan a
complete sales strategy, go on sales calls, sell their products, and constantly review their sales planning for success. Next, they work with
installation, perform training and provide client services including
warranty services, maintenance, and upgrades. The chain is completed through ongoing reporting on sales and service key performance
indicators, and analyses of strengths, weaknesses, opportunities, and
threats.
While outsourcing Market Expansion Services is a sound strategy for
a successful organization in any state of the economy, it is particularly important in the current changing and dynamic global economic climate. Organizations should use the global economic crisis as an
opportunity to increase competitiveness and productivity, with higher performers working to target higher market share, the best talents,
and innovation.
Three areas are identiﬁed as “priority actions” for companies responding to the demands of the new economy: reducing material costs,
personnel costs, and structural ﬁxed costs. These areas represent 70 to
80 percent of cost volume for companies. Each one of these areas is
an area of expertise for DKSH, giving a considerable advantage to
their clients in producing higher earnings and overall cost reduction.
Eberle explains the advantage in a simple example: “By working with

DKSH’s magazine for Market Expansion Services
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There is a widespread idea that the Chinese word for “crisis” is made
up of two characters, one signifying “danger” and the other signifying “opportunity”. For many globally minded companies in Asia, the
current economic crisis is viewed as both a danger and an opportunity for expansion. Right now the global marketplace is experiencing
a “clearing” of international companies. Financially sound companies can capitalize on the fact that much of their competition is being
liquidated or purchased. “As a result, companies with strong partners
and a sound business model have a signiﬁcant advantage in the current economic climate,” concludes Eric Baden.
In the end it is clear that outsourcing Market Expansion Services allows a successful company to focus on what it does best, eﬀectively
serving as a bridge into successful new market penetration and globalization. A winning market expansion outsourcing strategy translates a company’s initial success into a completely new market using
key market knowledge, connections, and processes to ensure a clear
path to global success.

Parker Hathcock is a publicist, business writer, and marketing intelligence specialist
in Naples, Florida, USA.

FactBox
Expanding a successful paradigm
Companies employ a variety of tactics to evaluate, execute, and enhance their new sales market
expansion projects. As with any expansion, companies often look to their existing offerings and
markets as a model and then embark on a process of market potential analysis to determine if
expansion is justiﬁed and potentially proﬁtable
for them. This ﬁrst step is crucial. While many
corporations begin this process with internal
analysis and evaluation, the overall process is
best suited to collaboration, in particular, to
outsourcing. The choice of the suitable partner
though is a key element of the ﬁrst phase of
market expansion.
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Small-to-medium-sized
enterprises master their limits
Small-to-medium-sized enterprises (SMEs) now face tighter credit, changing
markets, and tougher competition from larger multinationals that seek to seal up
potential market growth to any innovation outside their control. For SMEs
today, growth – even survival – depends on implementing new strategies for
sustainable corporate development. By Parker Hathcock.
dict an improvement in this situation at least until the second half of
2010 – at the earliest.
Given all of these potential dangers, the current market also points to
two distinct opportunities that can help to strengthen or even grow
SMEs. First, businesses have a real opportunity to gain an advantage
by increasing cost eﬃciencies in their current operations. Companies
that responded to the economic crisis with a wise application of costcutting measures are now reaping the beneﬁts of increased stability
even as the crisis continues. Second, companies that can access new
sales markets as traditional markets collapse or shrink will also win as
they build a deeper, broader market base. Companies that can actively ameliorate the risk of relying on single-market predictability by
going global will be the ﬁrst to discover new centers of growth and
beneﬁt from them.
For SMEs, like Ricola, global expansion is a strategic challenge.

For many companies, global expansion is a springboard to become a larger enterprise. However, expansion into new markets
has never been an easy task for SMEs. The current economic crisis
has made this situation even more complicated. Risk of unpredictable market activity has increased. Capital for expansion is more difﬁcult to acquire. Fluctuating prices of fuel and raw materials eat into
potential proﬁt margins. All of the perils that have always faced
SMEs when expanding their market share have increased in severity
and scope.
The big picture does not show any immediate relief or perfectly safe
harbor for market expansion. Analysts of the current economic
downturn predict that 2009 will close with all industrialized countries experiencing negative growth while emerging economies will
experience shrinking growth. Most economic forecasts do not pre-

DKSH’s magazine for Market Expansion Services
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According to an article in The Atlantic Times (June 2009) “rising demand for small cars had catapulted China ahead of the recession-hit
USA as the world’s biggest car market. Analyst Kate Zhu from Morgan Stanley took account of the political measures by revising her
expected growth in the sales of private vehicles in China this year
from minus 3.1 to plus 6.5 percent.” Clearly, markets are moving.
For SMEs, this poses a strategic challenge. While most have a particular expertise in their original market area, SMEs are often unable
to breach the chasm to real international growth simply because they
do not have a thorough understanding of new markets. For consumer products like cosmetics, for example, SMEs understand that
they must have a plan for the technology behind the product; its
development, and its ﬁnance. But this operational model is not
enough. Sales and marketing strategies for these kinds of consumer
goods must be speciﬁcally adapted to key local market tastes and
needs.
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Diﬀerent markets have diﬀerent laws, sales channel structures, and cultural distinctions. Without insight into these diﬀerences, expansion is diﬃcult.

For SMEs in the technology sector the story is similar. Usually their
core competency lies in development and production – not in strategy,
sales, or marketing. Many SMEs are too small to beneﬁt from scale
eﬀects in these areas, and, as a result, devote few resources to them –
at their peril. Diﬀerent markets have diﬀerent laws, sourcing requirements, and cultural distinctions. Without insight into these crucial
diﬀerences, marketing messages will be unheard; sales eﬀorts will be
fruitless. The bottom line will not support expansion.
According to business analysts, successful market entrance strategies
ﬁrst develop a detailed fact base about a particular market, and then
create a strategy based on those facts. Hair care products that are successful in Sweden might not sell in Hong Kong without a substantial
change in marketing and sales approach. Technology that is wellknown and successful in Italy might require a retooling to be successful in India.
So how can SMEs successfully reach their goals of survival, expansion,
and success in a global market, given these challenges? SMEs can gain
the knowledge they need by aligning their business with a partner that
can enable their expansion by oﬀering years of market and sales insight as a ﬁrm foundation for their expansion. Market Expansion Services providers oﬀer this guidance at every level of the value chain –
including the critical areas of strategy, sales, and marketing.

16
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Increasingly, SMEs are turning to Market Expansion Services providers to enable them to successfully launching in new markets. Providing full-service strategy and implementation in new market expansion, these organizations leverage considerable knowledge, supplier
and sales channel networks with in-house expertise to build a strategy
and implementation that can compete in a new market.
Specialized service providers enable SMEs to have a full package of
services, which would be out of reach if SMEs relied on their inhouse resources alone. Market Expansion Services providers help
their business partners to be successful at every step of the expansion
process. They begin by adapting the initial concept development,
including feasibility studies. Then they can help with distribution
and the execution of sales strategies and marketing messages that ﬁt
the tastes and culture of a new market. Economies of scale and access
to existing customer networks mean that the overall cost of expansion for one business partner is a fraction of what it would be for any
SME on its own. It can make the diﬀerence between a costly venture
into the unknown and a real business expansion with sustainable
growth and increased corporate revenue.

Parker Hathcock is a publicist, business writer, and marketing intelligence specialist
in Naples, Florida, USA.
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Seven steps for branding
in emerging markets
Asian economies with its many countries, cultures, business practices, and
customer segments are much more complex than any other region in the world.
These markets still demonstrate branding infancy. By Martin Roll.

Advertising campaign of Ovaltine in Myanmar reﬂecting local market conditions.

The mindset, the complexity of business
structures, the diversity of demographic
composition, and the huge geographic extent require certain unique branding steps.

18

DKSH_Expand_inhalt.indd 18

1. Create

a strong differentiation. In
many of the still developing countries, Western brands are still looked up to as people in
these countries aspire to own the global
brands. With many local companies striving
to create similar products at lower prices, the
Western brands would do good to create a
strong diﬀerentiation by leveraging their

brand equity. Similarly, local brands that aspire to make it big must tap into the unique
cultural associations and local myths to
weave the brand into the societal ﬁber.

2. Establish

a strong distribution network. Emerging Asian economies such as
China, Indonesia, Vietnam, and Thailand

expand 01/2010
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are very vast countries and distribution in
these countries holds the key to success in
many industry sectors. With an increased
migration of consumer from the rural side
into mainstream economy, success in these
rural areas will prove critical. Moreover, unlike the developed markets such as the USA,
UK, and European countries, distribution is
not organized and centralized in these countries. Regional and fragmented distribution
channels replace national channels. Establishing strong distribution networks is of
paramount importance. Some major brands,
for example P&G or Unilever, have beneﬁted from such a focus in the region.
FactBox
Unilever and Nokia – globalization
as branding strategy
Unilever is a classic example of a global brand
which has pioneered serving the locals with
products that address the regional sensitivities.
Unilever’s Indian subsidiary Hindustan Level Limited (HLL) has been the leader in recognizing the
tremendous opportunity lying at the bottom of
the pyramid – a customer base that aspires to
consume products but in smaller quantities and
at lesser prices. HLL literally invented the shampoo sachets – small plastic packets of shampoo
for as less as INR 1 (USD 0.022). This became
such a rage among the rural consumers that
many other brands started offering products
such as detergent, coffee and tea powder, coconut oil, and tooth paste in sachets. Even though
the unit price was higher, rural consumers were
able to afford to purchase the smaller quantity
at their convenience. Another example is the
leading mobile brand Nokia. Nokia also recognized the growing importance of rural customers
in the Indian mobile telephone market which
grew from a mere 300,000 subscribers in 1996
to a whopping 55 million subscribers in 2004.
Nokia introduced its dust-resistant keypad, antislip grip, and an inbuilt ﬂash light. These features, albeit small, appealed to a speciﬁc target
of truck drivers initially and then to a broader
segment of rural consumers. These features endeared Nokia to the Indian consumer as Nokia
displayed a genuine commitment in responding
to local customer needs.
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3. Glocalize. As the emerging economies
mature gradually, they start developing a
strong sense of individual consumption
identity. This is evident from the increasing
demand for products which are localized to
suit the local preferences of customers.
Global brands which enter these markets
must retain their brand identity at the strategic level but localize the tactical implementation such as the communication and product oﬀerings. This combination of global
brands with local products will allow the
global companies to weave their brands into
the fabric of the local society and make the
brand a part of the community. For example,
given the religious beliefs of Indians, cow is
not treated as a source of meat, but rather an
object of worship. Understanding such sentiment, McDonald’s have eliminated their
beef items and have introduced India-speciﬁc
menu items that appeal to the Indian palate.

4. Leverage

cross-border synergies. In
spite of the many diﬀerences between the
various South East Asian countries, companies can draw advantages from the scale of
operations and supply chain across borders
to optimize proﬁtability. The relatively lower
cost of production oﬀers companies a ﬁne
platform to serve the entire region. By standardizing the major part of the product and
ﬁne-tuning the ﬁnal oﬀering to suit the local
tastes, companies can minimize cost and
gain scale.

5. Recognize and respond to the unique
regional markets. Emerging markets are
mosaics of cultures and rich heritage. Each
country has a unique pattern of consumption. Companies should be careful not to
generalize across them as a homogenous region by ignoring the glaring regional and
national uniqueness. As each country is fast
evolving and integrating with the global
economy, none of these challenges and market situations are static. Businesses should
develop the ﬂexibility to quickly react to the
changes in the market and adapt their strategies to successfully compete and survive.
Banyan Tree and Aman Resorts are two very
successful boutique luxury resort brands
from Singapore which have expanded across

Asia and globally through a unique mix of
Asian hospitality, mythical elements from
Asia, and a rare attention to service details.
The brands are successful as they blend
themselves with regional markets and local
tastes and yet they are true to their origins.

6. Collaborate and co-create. Many global
and regional companies entering new markets have collaborated and leveraged the resources of the local companies. The combination of strong brand equity, ﬁnancial
prowess, and the business acumen of the
global brands and the local networks, established distribution channels, and the strong
knowledge of local customers of the local
companies would oﬀer a winning scenario.
For example, Costa Coﬀee is one of the leading coﬀee brands in the UK and across Europe. But when it entered the Chinese market,
it successfully collaborated with the Yueda
Group to beneﬁt from the local partners’
knowledge of the market and customers.

7. Incorporate the unique local cultures.
Companies that plan to build brands in the
diﬀerent South East Asian economies must
leverage the unique local culture to relate to
the customers. Every market has a very
strong history and heritage that has for long
inﬂuenced the local cultures and practices of
both companies and consumers. Companies
should tap into these speciﬁc details and incorporate them in their brand personalities
and identities so that customers can be offered an authentic experience. For example,
Malaysian government’s attempt to brand
Malaysia as an exciting Asian tourist destination has been very successful. The brand
campaign – “Malaysia, Truly Asia” – attempts
to capture the unique culture, practices, and
experiences of the country. This oﬀers an excellent example of how companies building
brands in the Asian markets can capitalize
on the local cultural assets.

Martin Roll is a global business and brand strategist,
and author of best-selling Asian Brand Strategy.
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The global world of sales

Sales technology tools
boost sales
force effectiveness
The real secret to sales success is a combination of truly understanding customers’
needs, eﬀective communication, and the use of sales-enabling technologies to bring
knowledge and information ﬂow together. By Parker Hathcock.

In the past, most companies adopted a pure
“size sells” strategy. For example, according
to a study on the European pharmaceutical
industry by Roland Berger Strategy Consultants, “ever-growing armies of sales representatives seemed to be the fast track to higher
sales. Sales force volume, it seems, was the
only thing that mattered.” Nowadays, size is

evidently no longer the all-important issue.
“Instead, a diﬀerent factor is gradually emerging as the new secret of success: sales force
eﬀectiveness, or sales excellence.”
Successful sales leaders worldwide agree on a
single, universal truth about building a successful sales force in any market. A truly ef-

ﬁcient and eﬀective sales force relies on highly
trained, passionate, and professional salespeople, supported by accurate, shared information and enabled by pervasive technology
that creates networked process and material
synergies. It is a simple formula, but one that
is often easier said than done.
The root of sales eﬃciency lies in the proper
training of a sales force. It is critical that all
salespeople know the products they sell by
heart and understand the business partners –
and potential business partners – that exist
in the market. They must be experts at ﬁnding opportunities and at building long-term,
growing relationships. They must be motivated to create and nurture relationships.
Salespeople must be experts at leveraging all
available CRM (Customer Relationship Management) tools as well as at navigating business partners beyond price and into value.
Communication is also critical to the ongoing work of sales. The eﬃciency with which
each individual salesperson communicates
with its corporate management as well as
with its business partners is an excellent
gauge of the overall eﬃciency of the sales
force. Good communication among a sales
force, sales management, and customers en-

It is crucial that all salespeople know the products they sell by heart.
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The global world of sales

FactBox
Business-driven information
technology
To drive sales force effectiveness in today’s
competitive marketplace DKSH developed the
EchoPlus electronic territory management system, a proprietary, state-of-the-art CRM solution. Equipped with handheld devices, which put
real time information at their ﬁngertips, the
DKSH representatives can access contact and
database information, record sales orders and
call activities, and monitor the use of promotional materials for greater operational efﬁciency.
Information is entered into the device by the
sales force and instantly transmitted back to the
company’s servers. Managers are able to use the
market information to enhance sales force effectiveness.

Sales-enabling technology is the unifying factor that can bring knowledge and communications together.

sures eﬃcient service, responsiveness, and
trust – all of which readily transfer into sales
success.
Sales-enabling technology, however, is the
unifying factor that can bring knowledge
and communication together. The best current technology supports sales management
by mirroring and supporting the sales force
organization itself – whether it is by geography, product, market, customer groups or
function, using an electronic territory management system (ETMS). Quality sales support technology improves operational eﬀectiveness, providing corporate leaders with
performance reports and individual salespeople with a dynamic customer database
and productivity tool.

nicate and who are networked together by
powerful, functional technology is the secret
weapon of successful sales forces everywhere.
This combination presents an undeniable
strategic advantage in any industry that lesser
organizations simply cannot challenge.

Parker Hathcock is a publicist, business writer, and
marketing intelligence specialist in Naples, Florida, USA.

Cost-effective and versatile, the EchoPlus productivity tool allows streamlining processes and
swiftly adapting to market changes by ensuring
a high level of agility, transparency, and efﬁciency.
”EchoPlus has given new meaning to sales force
effectiveness and efﬁciency. Our sales representatives have full up-to-date information when
facing a customer, which has resulted in higher
customer service and satisfaction. Additionally,
our sales directors have a complete overview of
the market performance of the sales force and
know where to allocate resources for optimizing
sales potential”, says Charles Toomey, Business
Unit Manager Healthcare at DKSH.

Eﬀective sales technology tools provide online sales and inventory reports as well as
operations service and KPI (Key Performance
Indicator) monitors by customer or by sales
representative. By gathering key ﬁeld information in real time, these tools also allow
clear market mapping and benchmarking,
thereby enabling the continual improvement
of the sales process. This collaboration of welltrained salespeople who eﬀectively commu-
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One-on-one

Ernst Tanner, Chairman and CEO of Lindt & Sprüngli, talked with DKSH about the successful market expansion of his famous chocolate brand.
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We think
chocolate
Chairman and CEO Ernst Tanner turned Swiss chocolate manufacturer Chocoladefabriken Lindt & Sprüngli AG into a global multinational. Today, the famous
Lindt brand generates sales of almost CHF 3 billion in 100 markets. Learn more
about Ernst Tanner’s approach to successfully expand international business.

Lindt is the global No. 1 brand in the
premium chocolate market. For years, the
company’s operational performance and
growth rates have been unmatched. Even
though the Swiss company was hit by the
global economic downturn like any other
consumer goods manufacturer, its premium
products suﬀered less. Chairman and CEO
Ernst Tanner takes a look at a period of time
that exposes the markets’ sensitivity, but
above all gives rise to opportunities to expand market shares. While sticking to a premium brand strategy, Tanner is conﬁdent
that genuine innovation combined with persuasive marketing activities will enable Lindt
to successfully master the current turmoil.
expand: The global ﬁnancial and economic
crisis has dramatically changed the business
and increased the challenges in managing an
international group. How did you experience
these turbulent times? Ernst Tanner: The crisis
had been on the horizon for quite some
time. Just like any other supplier in the consumer and luxury goods industry we began
to feel the eﬀects strongly from the last quarter of 2008 onwards, primarily in the USA.
In the ﬁrst semester of 2009, consumer sentiment changed for the worse in Europe, the
trade channels became nervous, reduced
their stock, and ordered very cautiously. The
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motto was: better to be sold out on December 18 than to still have Christmas articles
on stock in January.

“The motto was: better to
be sold out on December 18
than to still have Christmas
articles on stock in January.”
Did you feel the pressure at your headquarters? We have been able to face the situation
rather calmly. We oﬀer a premium product
that a broad range of consumers can aﬀord.
In economically diﬃcult times most consumers can do without luxury goods, but do
not want to give up the smaller and more
aﬀordable pleasures like our Lindt quality. In
the chocolate market the medium quality
and price segment is more aﬀected than the
others. Many manufacturers in this segment
will have diﬃculties to survive the crisis if it
lasts much longer.
How did your personal daily routine
change? Of course we have been feeling the
pressure. In our decentralized organization
the local management teams have a high

decision-making autonomy, because they are
close to the markets and know the speciﬁc
conditions. In times of uncertainty, however,
the global perspective of the headquarters
becomes even more relevant. Equally, the exchange and intensive communication between Group management and local teams
becomes more important. That is why travel
activities at management level have skyrocketed.

Ernst Tanner
A passion for premium chocolate
Ernst Tanner, a man with passion and commitment to producing the high-quality premium
chocolate, was elected CEO and Vice Chairman
of the Board of Directors in 1993. In 1994, he
became Chairman of the Board. Ernst Tanner
completed a commercial education and then attended a number of management training courses
in London and at Harvard University. Before joining Lindt & Sprüngli, Ernst Tanner held top management positions for more than 25 years with
the Johnson & Johnson Group in Europe and in
the USA with his last position having been Company Group Chairman Europe. Ernst Tanner is
also a member of the Boards of Directors of the
Credit Suisse Group and the Swatch Group.
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What is your strategy in dealing with the
new challenges? We all agreed that we would
have to persevere through the turmoils. We
can live with temporarily shortened sales and
proﬁts. The only thing that matters is the
outlook ahead. We take the crisis as an opportunity to further strengthen our brand.
Thanks to our clearly deﬁned positioning
and solid proﬁtability we are able to continue to enhance our marketing investments
and set the stage for increased competitiveness. We strive to be in the pole position for
the next upswing. While many of our competitors struggle, it looks like our long-term
strategy is paying oﬀ. Our share of voice has
increased disproportionately, which will ultimately lead to higher market shares.

“While many of our competitors struggle, it looks
like our long-term strategy
is paying oﬀ.”
What did you learn from the recent experiences? The current turbulences force us to
analyze the competitive situation and oppor-

tunities even better. A strong brand, highquality products, and ﬁnancial independence
enhance the chances to emerge from the crisis strengthened. In an industry like ours it is
crucial not to lose know-how during times
like these.
Let’s take a closer look at brands. What are
the key success factors of international brands
and/or their owners? First of all, the clear
and consistent global brand positioning,
combined with the relevant communication
of the brand and its product messages. In
other words: coherent and active marketing
communication. Credibility is of utmost importance. The products and the company
itself must consistently support the marketing promises. This only works with a fundamental understanding of the markets, the
trade, and the consumer behavior. This requires the necessary investments in market
and consumer research. Only companies
who know how to determine, understand,
and translate consumer expectations have
the ability to drive forward the necessary innovation. Last but not least, one of the secrets behind Lindt’s success is our consistent
and exclusive focus on chocolate: we think
chocolate!

The power to innovate is one of your extraordinary strengths. During your more
than 15 years with the Group you pushed
Lindt to become a true innovation center for
both processes and products. What enabled
you to initiate and keep this momentum?
Our business philosophy is based on three
pillars: tradition, quality, and Swissness. We
have continued to build on the over 160-yeartradition of our fundamentally healthy company, particularly with regard to our uncompromising claims of quality and responsibility toward consumers. However, we had
to implement changes as only three markets
generated about 80 percent of the sales with
very limited growth prospects. We have
strengthened market and consumer research
and further professionalized marketing. If
you want to survive in the long run, your
production needs to be state of the art.
To this end, we have invested more than
CHF 1 billion in our plants. Today we operate the probably most up-to-date chocolate
manufacturing plants in the world. This is
what has driven our international expansion.
In the USA, for example, we have succeeded
to raise the Lindt brand awareness from
scratch by setting up an own store concept.

Since more than 50 years, DKSH indulges consumers in Hong Kong with Lindt chocolates through 1,800 outlets.
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What are the critical factors relating to
international business? On the operational
level the dependency on raw material prices
and currency ﬂuctuations is a very big concern as are the concentration in the trade or
rising challenges with regard to reputation
management or corporate culture. On a strategic level you need to have a good sense of
proportion, i.e. the critical size of the company needs to be brought in line with the
existing organization and structure, and you
must be aware of the threats when running
after short-lived trends which lack a sustainable perspective.
The other way round: what does it take to
expand into new markets successfully? Before
entering a new market, a company has to
clearly identify their core competences and
keep focused, thoroughly analyze the markets and deﬁne a well-aligned, coherent
communications strategy. If the business
does not run as expected, I would recommend conducting a grass-roots analysis beFactBox
The “Maîtres Chocolatiers”
of Switzerland
With six production sites in Europe, two in
the USA, and distribution and sales companies
on four continents, Chocoladefabriken Lindt &
Sprüngli AG is recognized as a leader in the market for premium quality chocolate, offering a
large selection of products in more than 100
countries around the world. During the more
than 160 years of Lindt & Sprüngli’s existence, it
has become known as one of the most innovative and creative companies manufacturing premium chocolate. The secret of Lindt & Sprüngli
chocolate’s success is simple: its reputation rests
upon using only the best ingredients along with
innovative manufacturing technology. Utilizing
the latest in technology for the production of
chocolate is not done simply to speed up the
process of manufacture but also to guarantee
and enhance the quality of the product. Lindt
has the most state-of-the-art plants in the world
and strives for excellence in the ﬁelds of technology, safety, sustainability, and environmental
concerns.
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fore changing. Try to understand the reasons
for the discrepancy – is it the market, are expectations too high, is planning or budgeting inadequate, or is it insuﬃcient support?
Another factor which should not be underestimated is to rely on the most qualiﬁed
workforce.

“We need to become even
more innovative, gain
deeper consumer insight,
and get more attractive
opportunities at the point
of sale.”
You still have uncharted waters on your
map. What are your plans? We are well positioned in the European markets. Although
we have leading market positions in many
countries, there still is quite a big growth potential. In the medium term we will have the
largest growth in the USA, UK, and the
emerging markets. This means, for instance,
to build on the existing business foundation
but to step up the pace in Asia. We need to
become even more innovative, gain deeper
consumer insight, and get more attractive
opportunities at the point of sale. In this region of the globe many people do not know
much about chocolate, there is no chocolate
culture. We have to speciﬁcally address these
segments with the right positioning, communication, and products. By the way, the
best promotion for us is sampling: those
who taste our products will stick to them.
For which services do you rely on external
partners? We have deﬁned our core competences, which we do not want to outsource.
They include the manufacture of our products, the marketing strategy and implementation, and – whenever possible – sales. We
outsource processes only if they are not part
of our core competences. In smaller markets
where we do not have our own organization
it makes sense to hire the know-how and
expertise of external distribution partners.

Lindt and its partner must be like-minded
and the partnership must be mutually beneﬁcial. In DKSH we have found the ideal
partner which combines all these attributes.
Our businesses are united by a long, fascinating history and a partnership that lasts
now for more than half a century. Together,
we have enjoyed a signiﬁcant record of
achievements in the past 50 years.

What do you require from your distribution partners? Our key requirements are the
partner’s long-term experience in the region,
the knowledge of local culture, mentality,
business and consumer behavior as well as an
excellent understanding of the local market
conditions. Beyond that, they must enjoy
public conﬁdence and own an outstanding
network and business connections. Last but
not least, we require expertise in local logistics and a deep understanding of the reputation, quality values, and positioning of our
Lindt brand.
Key ﬁgures Lindt & Sprüngli AG
Annual sales 2008: CHF 2,937 million
Net income 2008: CHF 261.5 million
Employees: 7,712
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FactBox

50 years
Half-century of business partnership
Lindt & Sprüngli and DKSH celebrated in 2008
50 years of business partnership, supplying consumers in Hong Kong with Lindt Swiss premium
quality chocolates through 1,800 outlets. Ernst
Tanner comments on the long-standing relationship: “Our businesses are united by a long and
fascinating history. There are many similarities
and parallels that date back well over half a century. Our companies share the same concepts of
mutual respect and efﬁcient cooperation.” The
combined proﬁciencies, speciﬁc know-how and
entrepreneurial strengths are the driving force in
expanding the market for Lindt chocolates in
Hong Kong and beyond to mainland China,
where excellent progress and exponential growth
have been achieved in key cities such as Shanghai and Beijing.

Let’s talk about you – the face of the company. What are your leadership principles?
I am a cheerleader and stand for an open,
straightforward communication with my
team. I am accessible to them most of the
time. Within the jointly elaborated strategy
they have a large scope of action. I ask for
top performance, but accept that mistakes
happen, as long as this kicks oﬀ a learning
process. I like to be won over, but am not
easily persuaded. I am very open to new
ideas, but prefer evolution to revolution.
And how would you characterize yourself?
I am very down-to-earth. That is why I exercise
a good deal of entrepreneurial cautiousness.
After all, there are jobs at stake. However, I
am willing to seize a business opportunity and
ﬁght when I believe that it will bring the
Group sustainable success.
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“I ask for top performance,
but accept that mistakes
happen, as long as this
kicks oﬀ a learning process.”
Do you still believe in the global marketplace after the turbulences of the recent
months? Of course I do. I am an inveterate
optimist. Many industries have made new
experiences, but have learned their lessons.
And in many industries, just like in ours,
there remains great potential. I think for example of Asian markets which lack a chocolate culture. These oﬀer great opportunities
to position our know-how and our brand
from the very beginning, and create and occupy the premium segment.
Last question: you have been working in
the chocolate industry for many years with a
lot of passion. What other industry would attract you as well? No doubt, the watch industry with its fascinating world of brands.
Each watch is an artwork of precision making its owner feel very proud.

Ernst Tanner: this or that?
Cash or credit card?
Cash
Blackberry or iPhone?
iPhone
Wall Street Journal or Financial Times?
Financial Times
Sushi or pasta?
Pasta
Dark or milk chocolate?
Both
Tea or coffee?
Coffee
Wine or beer?
Wine
Golf or sailing?
Golf
Tina Turner or Mozart?
Tina Turner
Sea or mountain?
Sea
Armani or Boss?
Armani
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Thought leadership

Quality is most important
when thinking
about the future
Companies looking to expand their share of the marketplace are discovering
exciting sourcing opportunities that minimize the risks and continue to provide
sustainable future value. By Rick Virdinlia.

The dynamics of global sourcing are changing rapidly. The recent
economic turmoil has highlighted a number of challenges, such as
the performance of vendors, the management of multiple providers,
the continued rising costs, environmental issues, and the ever growing need to adapt quickly to new delivery models. It has also created
exciting opportunities in emerging geographical locations. Now, add
to the mix the traditional international hurdles of diverse cultures,
subcultures, languages, laws and regulations, diﬀerent standards of
quality, safety, and transparency, and numerous other factors. When
all the aforementioned are combined with an ever increasing quality
conscious, “green-aligned” consumers and companies shifting to ondemand manufacturing, it is no surprise that companies are revaluating their sourcing strategies. In the end, however, the goals remain
the same: agility, proﬁtability, and competitive advantage.

sional ﬁrms. Cost is a key driver of global sourcing activities. “It is no
longer the only compelling reason to source globally, but it has become so widely embraced that the cost savings generated no longer
necessarily provide a competitive advantage. As respondents watch
competitors reduce cost through global sourcing they have no choice
but to follow suit.” However, 90 percent of the respondents of the
study cited “quality as the single most important concern when
thinking about the future.” On the other hand, fewer than half these
respondents were conﬁdent they could manage the risk associated
with product safety: “Given the potential repercussions of a product
failure or product recall, more active steps are called for in order to
manage this risk. Choosing the right supplier and applying rigorous
quality control procedures are obviously critical,” underlines the
study.

Important changes in global sourcing are reﬂected in a recent report
issued by PricewaterhouseCoopers, one of the world’s largest profes-

In its “Innovation in Emerging Markets. 2008 Annual Study” on
product safety, product quality, and environmental standards in
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Cost is a key driver of global sourcing. But it is no longer the only compelling reason. Quality is the most important concern when thinking about the future.
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emerging markets, Deloitte Touche Tohmatsu’s Global Manufacturing Industry Group drew a similar conclusion: “What do a multitude of products that underwent recalls have in common? They were
all sourced in emerging markets, setting oﬀ alarm bells for customers
around the world about the safety and quality of items produced in
these areas. Publicity over recalls has made product safety, as well as
product quality and environmental standards, in emerging markets
a hot-button issue. With the signiﬁcant ﬁnancial and reputational
impact manufacturers can experience from a recall, ﬁnger-pointing
abounds.”
“We are well aware that there exists a general mistrust about quality
and reliability of products and suppliers from certain countries,”

conﬁrms David Menetrat, International Integration Manager Performance Materials at DKSH India, echoing the study. “We work on an
optimal quality assurance level through standardized processes, factory audits, supplier accreditations, and various certiﬁcations to satisfy our customers’ strictest quality demands.”
In fact, sourcing specialists continually look ahead in every market
they serve in order to anticipate regulatory changes that might impact the delivery of product to their customers – or partners as they
prefer to call those with whom they work. “We oﬀer pre-screening of
suppliers, GMP audits and regulatory aﬀairs,” adds Menetrat. “Our
team of specialists consists of pharmacists, pharmacologists, and
chemists.” These experts are industry embedded. Like other compa

Product safety is a hot-button issue in emerging markets.
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apply more rigor in their methods to understand both the costs,
risks, and savings associated with their decisions. Companies must
also begin to look for new ways to diﬀerentiate themselves through
their global sourcing activities – either through cost, quality, brand,
or environmental approaches.”
Today, more than ever, companies need to realize value from their
outsourced services. The challenge for companies is to ﬁnd the best
set of service solutions that advance speciﬁc strategic needs. These
companies will continue to improve supply chain eﬃciency by making the most of the opportunities of emerging locations and minimizing the risks utilizing experienced providers.

Rick Virdinlia is a business writer and public relations specialist in Naples,
Florida, USA.
Sourcing specialists continually seek out the best materials in every market they serve.

nies oﬀering sourcing services, DKSH maintains a cadre of leading
specialists in each of its Business Units. Menetrat points out: “The
ever-increasing role of our in-house, industry-speciﬁc experts assures

we will continue to meet, and in most instances, exceed the value our
partners expect.”
That is important. Especially as companies advance through the current tumultuous economic climate. A number of business analysts,
including George Brown, CEO of business-to-business marketing
strategy consultancy Blue Canyon Partners, points out that while the
current crisis has had a negative impact on supply chains, business
should realize signiﬁcant growth because “the bottom is so low that
the recovery should explode. The winners will be those purchasing
organizations that already are learning how to deal with and repair
disrupted supply channels,” he added at the Smart Sourcing Summit
2009.
Unquestionably, global sourcing will continue to expand through its
maturation. In order to be successful, organizations must treat global
sourcing as a very signiﬁcant strategic project. The PricewaterhouseCoopers report concludes: “Our results show that global sourcing is a journey. Companies must become more sophisticated and
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FactBox
REACH: threat or opportunity?
A good example of new regulatory challenges in
global sourcing with serious implications for current and future business decisions is REACH, the
EU legislation for Registration, Evaluation, Authorization, and Restriction of Chemicals. REACH
aims to improve human health, increase environmental protection, and enhance the competitiveness of the EU chemicals industry. Compliance with REACH is now mandatory for the sale
of chemicals and products in the European
Union. Sourcing providers need to ensure indepth regulatory expertise and market knowhow, in order to take care of both regulatory and
commercial needs. REACH might thus be a threat
to small- and medium-sized manufacturers and
importers, but also a unique business opportunity and a competitive advantage for those who
have built early the necessary competences to
achieve full compliance with the legislation.
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Get paid for
what you do
Doing business in foreign markets poses particular challenges: getting paid in due
time for sales or services delivered enhances the competitive proﬁle. Eﬀective
accounts receivables management and cash collection are a must for organizations
which care about their business partners as well as their own ﬁnancial results.
By David Nicholson.

When a sale is made, an organization receives money, either immediately or some time in the future. Accounts receivables management encompasses the process of collecting monies due from the sale
of goods or services and is undertaken so as to minimize the risks of
non-collection. Intelligent and active management of accounts receivables is of vital importance especially when entering new markets, because companies may be unacquainted with the payment
behavior of their new business partners and have no history with
which to estimate their creditworthiness and reliability.
In addition, assessing creditworthiness is a matter of country-speciﬁc
expertise and comprehensive networks. Local-based approaches and
experts’ judgments lead to more accurate assessments, because they
can draw on a deep rooted understanding of the regional culture and
environment as well as on a great deal of intuition and common
sense. Traditional measurable factors such as type of business, time in
business, ﬁnancial condition, or banking relationships must increasingly be supported by qualitative or so-called “soft” criteria. In some
cases, to continue supplying a business partner based on his past
creditworthiness, even though he is unable to pay the service provider due to a temporary crisis, might be the right solution as this not
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only increases the partner’s loyalty, but can also help him to generate
cash to settle his outstanding bills.
Business customers’ means of payment have been changing in Asia,
and recent technological advances have greatly improved companies’
ability to carry out cash collection. Most companies operating cash
collection services in Asia have introduced new technologies such as
internet-based systems, which led to streamlined processes, removed
the need for unnecessary communication, and enhanced transparency. For instance, Sumitomo Mitsui Banking Corporation (SMBC)
will notify customers by e-mail once inward funds have been received, along with providing collection reports so that customers can
monitor the status of payments and reconcile their accounts. SMBC
works in several Asian countries, including Thailand and Malaysia,
oﬀering a range of collection and ﬁnancial services.
For DKSH, for example, the majority of its work in Thailand is with
checks and credit, since the banking system in that country is suﬃciently advanced and robust that customers and companies can rely
on it and commit their funds to banks without fear of losing them.
Nevertheless, between 10 and 20 percent of the company’s collection
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Eﬀective accounts receivables management and cash collection are a challenge for many organizations, especially in complex markets like Asia.
DKSH’s magazine for Market Expansion Services
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There is a big diﬀerence between the situation in Thailand, Malaysia
or Singapore, and Myanmar. According to Preman Mahaldayvan,
General Manager at DKSH in Rangoon, responsible for collecting
around USD 40 million worth of cash from businesses and individuals
in Myanmar: “In the former countries, we generally don’t trade in
cash, we take checks and credit. But in Myanmar, there are several
problems. First is the ﬂuctuation in the currency – the kyat is a soft
currency and can change by as much as 5 or 10 percent in a day. It is
very unstable. So 99 percent of business is conducted in cash.”

In Asia, for many people cash is still the simplest way to pay.

services in Thailand remain cash-based, according to Satis Chompaisal, who coordinates the healthcare Thailand country operations
for DKSH. With more than 40,000 customers throughout the country, Thailand is the biggest healthcare operation that the company
handles, with thousands of individual traders making payments in
cash. These range from doctors, who accept cash in their surgeries, to
nurses who sell items such as powdered milk to new mothers, to
drugstore owners who like to have their cash collected to reduce the
amount they keep in hand.
“Over the past ﬁve years, we have seen less people paying in cash,”
says Chompaisal. “Customers can pay through their banks, at the
ATM, or through telephone or internet banking,” he says. Even
though the amount of cash collection continues to decline, Chompaisal believes that it will not disappear. “It is still the simplest way to
pay,” he says. “But we are happier when people don’t pay cash because
we like to minimize risk and it is not good to go around carrying lots
of cash.”
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In Myanmar, there is a high level of security throughout the nation.
“The army are everywhere on the streets, which helps to improve security,” says Mahaldayvan. And the notes are of such small denominations – the largest note in the local currency, the kyat, is worth
around one US dollar – that DKSH’s collectors are often carrying
several thousand of them at one time. This means that they have to
be carried in sacks or some kind of large bag. “This is a major demotivator for robbery,” he points out, since robbers would be easy to
spot.
Elsewhere in Asia, cash collection is fast becoming overtaken by electronic payment systems and internet banking. In Vietnam, for example, many businesses have leapfrogged the era of checks and adopted electronic banking for receipt and remittance of payments.
This brings with it new challenges, to identify payment insurers for
example, but it has facilitated a rapid expansion of Vietnam’s economy, especially in areas such as tourism and ﬁnancial services.

David Nicholson is a freelance business journalist in London, Great Britain.
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After-sales services
gaining a competitive edge
Given competitive markets with minor diﬀerentiation of products on
the points of quality, price, promotion, and delivery, after-sales service is
the benchmark purchasing factor. By Rick Virdinlia.

Business leaders staying abreast of current
trends realize that competing globally on
product-pricing alone is no longer a viable
decision. Quality, according to a recent study
by PricewaterhouseCoopers, had, as of December 2008, surpassed price as a purchasing motivator for customers. Now, a global
business-to-business study unveiled in September by Business Week Asia, reveals that
substandard after-sales service and support is
the leading reason companies switched vendors. In addition, the businesses involved in
the study – roughly 900 executives from
twelve countries – noted that more than 54
percent of their customers did not hesitate to
switch brand loyalty based on poor aftersales service.
Depending on the product type, after-sales
service can vary widely. Some products, such
as food items and disposables, require little
after-sales service. That is, they require no
service once issues such as a return policy
and quality control have been resolved. After-
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sales service for most other products, especially so in the technology arena, is necessary and expected. This is particularly true
through-out the Pan-Asian markets where
service after the sale is an important purchasing factor.
Lyman Smith, Vice President, Technical Service of DKSH’s Business Unit Technology, is
well aware of the importance of after-sales
service. “In today’s business world, after-sales
services play a major role in gaining a competitive edge,” he says. “Customers don’t just
buy products; they also expect a high standard of service. Services must ensure quality
standards, fast problem resolution, and the
ability to establish a high-value image.” Companies looking to expand their market into
Asia realize that given equality to their competitors’ product on the points of quality,
price, promotion, and delivery, after-sales
service is the benchmark purchasing factor.
Yet, establishing service networks across the
complicated Asian landscape can be a daunt-

FactBox
The information technology behind
after-sales service
While relationships may be the visible key, control of information is the hidden secret of aftersales service. Maintaining one’s wealth of knowledge and having the capability to access it from
anywhere is something global leaders do best.
For example, DKSH’s Corporate Shared Services
Center, located in Malaysia, was created in 2004
to centralize and standardize the company’s IT
platform. Today, it is a global hub for leadingedge IT services. Based on its data volume and
the number of reports being generated, it is considered to be one of the world’s largest Business
Warehouse applications running on SAP. “Running the largest SAP application in Asia is another beneﬁt to our customers that allows suppliers to concentrate on their core business and
helps guarantee a quick and reliable support,”
says Claus Bressmer, Business Development
Manager, Business Unit Technology, DKSH.
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ing task. That is why specialized service providers are well suited for the task.
Lasse D. Nergaard, CEO of Tordivel Solar
AS, a provider of optical vision solutions for
3-D measurements of ingots and blocks, as
well as in-line wafer inspection, agrees. His
company recently announced that DKSH
will take over all sales and after-sales activities in China, Korea, Singapore, Malaysia,
Italy, Spain, and France. “This is a signiﬁcant
step forward for Tordivel Solar’s geographic
and commercial expansion plan in the photovoltaic segment, both in terms of sales and
market presence and with respect to the
skilled support and service network in key
markets for our company”, said Nergaard.
Specialized service providers really are quite
remarkable when one considers that taking
on the responsibility of after-sales service
will entail service of every product a company has on the market. Keep in mind that the
service portfolio might span application engineering, modiﬁcations and production
process review with the aim of eﬃciency and
capacity improvement, quality assurance
and control such as out-of-box control, functional testing, warranty on repair services,
warranty services, emergency programs, spare
parts programs, training, seminars, and demonstrations.
Most importantly, the service provider must
have the expertise available and ready whenever and wherever the customer needs them.
And that, according to the Business Week
study, can be a major hurdle. In fact, the
study states: “More than two-thirds of the
The service provider must have the expertise and support available whenever and wherever the customer needs them.
DKSH’s magazine for Market Expansion Services
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highlight a few common threads. Customers
are keeping a close eye on their cash ﬂow,
competition among manufactures has intensiﬁed, and quality customer relationships are
a must. “We are well positioned and are continuing to seize the opportunities being presented by the business adjustments taking
place throughout Asia and Europe,” he said.
“We are able to do so because we look back
on a long tradition of doing business in and
with these regions.” Certainly, strong relationships are a key in any part of the world.
However, throughout Asia they play a signiﬁcant role in a company’s long-term viability and proﬁtability.

Rick Virdinlia is a business writer and public relations
specialist in Naples, Florida, USA.

Reaching a competent person when a problem occurs is one of the most important aspects of after-sales service.

businesses providing customer service indicated that training new support technicians
to be able to deliver high-quality service and
support has been a signiﬁcant challenge.”
The study surmised that: “…investments in
training, processes, and workforce weren’t
top priorities.” Perhaps the economic downturn has played a role?
In fact, the economic uncertainty still gripping the globe has impacted business on
many levels. Businesses have put oﬀ purchases
of new equipment and postponed capitalization projects. Instead, they are looking to
keep older equipment and production lines
operating at peak eﬃciency. Even during
times of ﬁnancial uncertainty businesses can
not aﬀord to have their production halted
for any extended period of time. They are,
instead, turning to specialized service providers to prevent just such happenings.
Oerlikon Systems, a worldwide provider of
production equipment for the semiconductor, data storage, and nanotechnology industries, is a notable example. Their June 2009
announcement to contract all of their sales
activities and after-sales services to DKSH in
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China and Taiwan was widely anticipated.
“With this partnership, we will be able to
react quickly to local opportunities, and
build upon our established reputation in the
market. We are oﬀered the unique opportunity to transfer our proven capability into an
exclusive support structure for our products,” said Trevor Norman, International
Sales & Market Manager at Oerlikon Systems, at the time. “In addition, we can beneﬁt from a strong network in China and Taiwan and will therefore be able to reach and
support our customers even better.” And ﬁnally, the collaboration allows Oerlikon Systems to maintain the presence in these countries and further expand the business while
at the same time reducing ﬁxed costs.
When one considers the cost of acquiring a
“new” customer in relation to retention of an
existing customer, it is no wonder the great
emphasis companies are placing on aftersales service and the enhancement of customer relationships. Claus Bressmer, Business Development Manager, Business Unit
Technology, DKSH, agrees with today’s
studies. He notes that all the information
being produced in studies so far in 2009

FactBox
After-sales service: as important as
the initial purchase
After-sales service is deﬁned as the customer
support following the purchase of a product or
service. In some cases, after-sales service can be
almost as important as the initial purchase. The
manufacturer or assigned service provider offering technical solutions ensures that customers
have access to a competent service force that is
available and ready whenever and wherever they
are needed. The service portfolio might span application engineering, modiﬁcations, and production process review with the aim of efﬁciency
and capacity improvement, quality assurance and
controls such as out-of-box control, functional
testing, warranty on repair services, warranty services, emergency programs, spare parts programs,
training, seminars, and demonstrations.

expand 01/2010

14.12.2009 15:31:08

Create the Paint of the Future

VAE Emulsions for Health,
Happiness and Performance.

The paint of the future is environmentally-friendly, and
made with EcoVAE® VAE emulsions. Celanese is the global leader in low
If you are a paint manufacturer and would
like to know more about EcoVAE® emulsions,
please contact us:
Celanese (China) Holding Co., Ltd.
Shanghai
Tel: +86 (0)21 38619287
Celanese Chemicals India Pvt. Ltd.
Mumbai
Tel: +91 22 66719025
Thailand
Bangkok
Tel: +66 86511 3011
Australia
Cheltenham
Tel: +61 3 95856888

VOC technology for interior paints and coatings – and with EcoVAE® vinyl
acetate/ethylene we have set the new standard.
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s %ASY APPLICATION
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Working with Celanese and EcoVAE®, you can create the paint of the future.

Your future is our focus…worldwide.

www.EcoVAE.com
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The advent of the
Asian century
The 19th century became known as the British century and the 20th as the
American century. Barring a global catastrophe, the 21st century is expected
to be the Asian century. What will businesses, and you, need to know in 2010
or 2020 to successfully market to the myriad cultures of Asia? By Terri Morrison
and Wayne A. Conaway.

(around 1918, at the end of the First World War). So there may be a
decade or more before the ascendancy of Asia becomes clear.
One sign of the pending Asian century is the proposed creation of
the ASEAN Economic Community (the AEC) by 2015. This AEC
block – including Brunei, Cambodia, Indonesia, Laos, Malaysia,
Myanmar, the Philippines, Singapore, Thailand, and Vietnam –
would have a combined population of over 560 million and total
trade exceeding USD 1,400 billion. The ten member nations of the
ASEAN boast a huge number of business and social traditions, religious beliefs, and languages. When India, China, Japan, and South
Korea are added to that list, it is evident that Asia is already changing
the economic balance of the world.

Be aware that doing business in Asia is diﬀerent.

Of course, the British century did not begin precisely on January 1,
1800. Great Britain was already a major industrial nation – “the
workshop of the world” – decades before that. But Napoleonic
France blocked British trade, so the British century is said to have
begun after the ﬁnal defeat of Napoleon at Waterloo in 1815.
Similarly, industrial production in the USA surpassed that of Great
Britain decades before America became the leading global power
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Despite all the changes over the centuries, many cultural and religious tenets in Asia have remained constant. These belief systems
have often taken not hundreds, but thousands of years to develop.
Researching the belief systems, negotiating styles, and decision-making practices in each country is essential for success across the vast
expanse of Asia. Here are a few business scenarios in China, Japan,
and India which may vary from your expectations for a normal business day in the EU, Middle East, or the Americas.
“No!” “Nyet!” “Nein!” “Non!” A Vice President of Sales at a US
textile manufacturer traveled to Beijing for the ﬁnal negotiations of a
large contract. Both companies anticipated a smooth close, since all

expand 01/2010

14.12.2009 15:31:23

Essay

the major issues had been resolved, and the meeting was expected to
be primarily ceremonial.
Therefore, when the Chinese team presented some minor contractual
requests to the US executive, he blithely replied “no problem” to each
petition. Unfortunately, after the ﬁfth “no problem,” the Chinese senior manager stood up and left the room! Why? Because the only
word that the Chinese executive heard and “understood” was “No!” –
repeated over and over. He interpreted it literally – and it had such a
negative impact on him, he shut down the negotiations, without understanding the intent of the comments.
Be aware that phrases with the words “no,” “nyet,” “non,” or “nein”
can sound onerous to non-native speakers. The word “no” is dismissive and insulting throughout Asia and the Indian subcontinent.
Avoid using it, and do not expect to hear it from your clients, contractors, or associates.
Apologize. Apologies are far more common in Japan than in Western Europe or the Americas. In certain circumstances, they are required in order to continue doing business in Japan. If Citibank
Japan CEO Douglas Peterson and Citigroup CEO Charles Prince
had not bowed in apology in 2004 on Japanese television for being lax
on manipulative sales, lending practices, and money laundering –
they would never have been able to reenter the Japanese marketplace.

Relationships are vital for sales throughout India, and you need time
to build them. One of your goals should be to “keep your prospects
talking” – and expand your network through referrals. If an appointment is going well, it may extend far beyond the originally scheduled
time. The best outcome of a sales call is to be invited to lunch by your
prospect, and build rapport over a meal.
This concept was completely lost on a Dutch manager who took an
eﬃcient approach to his trip to India. He booked multiple appointments each day, and when his schedule was compromised due to
inevitable delays, he had to refuse lunch invitations and cancel
appointments. Although he tried to manage his time wisely – his
rigidly scheduled trip did not produce the desired results, and the
Dutch ﬁrm lost their investment in his travel and expenses.
Over the next century, companies with long-term expansion plans
will recognize the value of customizing their messages for the diverse
cultures of Asia. Investigating the complexities of global business and
cultural precepts will give you an advantage in marketing and selling
eﬀectively for many years to come – as Asia’s markets ascend.

Terri Morrison and Wayne A. Conaway are co-authors of Kiss, Bow or Shake
Hands: the Best-selling Guide to Doing Business in More Than Sixty Countries,
and Dun & Bradstreet’s Guide to Doing Business Around the World.
www.kissboworshakehands.com

Apologizing also helps to re-establish harmony in the work environment, and allows business to proceed. On October 2, 2009, the
president of Toyota, Akio Toyoda, apologized profusely at Japan’s
National Press Club for the four deaths which were the result of
faulty Toyota ﬂoor mats, and the resulting recall of 3.8 million cars.
He also expressed sorrow for closing Toyota’s factory in California
and not being prepared for the global economic crisis. The extent of
his list of regrets surprised even the reporters at the Press Club, but
was perhaps the best way to avoid further recriminations against the
largest automotive manufacturer in the world.
Timing is everything. When you are in India, realize that you are
the supplicant, and while you must be prompt, your prospect may be
late. This is diﬃcult for some European and North American executives, who treat time like money – they save it, spend it wisely, and
never waste it.
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Inside DKSH
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, this is what
we call Market Expansion Services.
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Spotlight
Market Expansion Services
DKSH is the world’s No.1 Market Expansion Services Group with focus on Asia.
We help companies to grow their business in new and existing markets. We expand
their access to knowledge, their sourcing base, their revenue opportunities, and
their market shares. Providing business partners with a comprehensive package of
services to reach their individual goals is what we call Market Expansion Services.

Increased globalization of sourcing and
sales markets is a key challenge for internationally operating companies. While
board members and CEOs around the globe
look for intelligent ways to drive the business, growing competition, cost pressure, as
well as saturated traditional markets urge on
exploiting the potentials in existing and new
markets. Economies with a strong growth
have been in the focus over the last years. As
Asia will remain for the foreseeable future
the region with the highest growth rates in
the world, it is regarded an ideal expansion
area for countless companies, be it for sourcing of raw materials, for marketing and distribution of products, or for setting up production sites. Once companies have taken
their strategic decision to expand to Asia,
DKSH is their reliable partner to support
their endeavors to gain and maintain a strong
foothold in new markets.
DKSH enables companies to grow. Companies thus turn to DKSH to expand their
businesses in new or existing markets. We
manage their products and market information between Europe, the Americas, and Asia
Paciﬁc, through a comprehensive package of
services. We take care of their services
through all stages of the value chain, from
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sourcing, research and analysis, marketing
and sales, distribution and logistics to aftersales services. As a strategic partner we safeguard the business of our partners while always sharing our unique market insights.
Our clients wish to sell products, such as fast
moving consumer goods, lifestyle and luxury
products, pharmaceuticals, specialty chemicals, ingredients, advanced machinery, or
technical equipment. Strategically they want
to grow their business by increasing sales,
enhancing eﬃciency and margins, or by
launching into new markets. We support
our clients by bringing their products to
Asia, Europe, and the Americas, where we
market, sell, and distribute them, and provide after-sales services.
Depending on their business, our customers
look to buy or to resell clients’ products. Customers run a mom-and-pop shop or a supermarket, a hospital or a drugstore, a laboratory
or a manufacturing company. Strategically
they want to expand their sourcing base,
their market shares, and their revenue opportunities. We help our customers get the
best products and brands at the best prices,
and we provide them with access to knowledge and market understanding.

To cover the diversity of our business partners’ industries DKSH is organized into four
highly specialized Business Units: Consumer
FactBox
DKSH in brief

550,000 customers
22,000 employees
5,500 clients
440 business locations in Asia Paciﬁc
20 locations in Europe and the Americas
50 nationalities
35 countries
DKSH, privately held and headquartered in Zurich,
Switzerland, is one of the top 20 Swiss companies, ranked by sales and employees. DKSH generated gross revenues of nearly CHF 8,400 million in 2008 and employs 22,000 specialized
staff incorporating 50 nationalities. The Group
operates in 35 countries through a coordinated
network of 440 business locations in Asia Paciﬁc,
and 20 locations in Europe and the Americas,
serving more than 550,000 customers and 5,500
clients every day.
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Goods, Healthcare, Performance Materials,
and Technology. Each Business Unit operates
worldwide as part of a vast network of experts covering the entire value chain.
Consumer Goods. Our Business Unit
Consumer Goods is Asia’s leading Market
Expansion Services specialist with focus on
fast moving consumer goods, food services,
luxury goods, as well as fashion and lifestyle
products and hair and skin cosmetics. Our
comprehensive Market Expansion Services
extend from product feasibility studies and
registration to importation, customs clearance, marketing and merchandising, sales,

warehousing, physical distribution, invoicing,
cash collection, and after-sales services. Our
expertise and broad local knowledge, together with our infrastructure, enable us to better
understand our business partners’ needs and
deliver customized solutions to grow their
business. The Fast Moving Consumer Goods
Business Segment operates more than 80 distribution centers in the region. The Luxury &
Lifestyle segment has a proven track record
as an expert in luxury goods. Our Food Services & Hotel Supplies segment caters to the
rapidly growing hospitality industry. DKSH
is also the sole franchisee and distributor of
Levi’s® products in Thailand.

Healthcare. The Business Unit Healthcare
oﬀers a wide range of Market Expansion Services from product registration, marketing
and sales to physical distribution. Products
available through DKSH include ethical
pharmaceuticals, consumer health, over-thecounter (OTC), as well as medical devices.
With leading marketing and sales capabilities, supported by regulatory aﬀairs, customer care centers, 18 state-of-the-art distribution centers, and leading-edge IT infrastructure, we provide our clients with an unmatched
breadth of service capabilities in the healthcare channels. Our unparalleled local knowledge enables us to develop integrated solutions

As Asia will remain for the foreseeable future the region with the highest growth rates in the world, it is regarded an ideal expansion area.
DKSH’s magazine for Market Expansion Services
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“We manage products
and market information
between Europe, the
Americas, and Asia Paciﬁc,
through a comprehensive
package of services.”

Increased globalization of sourcing and sales markets is a key challenge for internationally operating companies.

according to the needs of our business partners. For companies wishing to license our
products in the Asian markets, we have established ourselves as a proven partner through
our Medinova business. The Business Unit’s
manufacturing facility in Thailand, OLIC,
produces an extensive range of ethical and
OTC medicines and is South East Asia’s
foremost contract manufacturer in this segment.
Performance Materials. The Business Unit
Performance Materials is a leading provider
of Market Expansion Services for performance
materials and sources, develops, markets, and
distributes a wide range of specialty chemicals
and ingredients to business partners in the
food and beverage, personal care and cosmetics, pharmaceutical, and specialty chemical industries. Based on our comprehensive
networks and global relationships we provide
reliable sourcing around the world with instant access to over 70 markets getting the
best products at the best prices. Thanks to
our deep industry expertise and the innovative approach of our industry experts, gathered in our 16 application and formulation
laboratories, we research and develop new
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product ideas, value-added formulations,
and in-depth applications. This is how we
enable our suppliers and customers to beneﬁt
from strategic market insights, reduced timeto-market intervals, and new revenue opportunities, growing their business in new and
existing markets.
Technology. The Business Unit Technology
is the leading partner for Market Expansion
Services in the areas of industry, infrastructure, energy, research, food and beverage,
and advanced metals. Our service portfolio
includes market entrance consultancy, product planning, marketing, sales, application
engineering, after-sales services, and on-thespot training. In addition, we operate our
own test and application laboratories to supply customers with samples, feasibility and
validation testing, and help them to develop
new applications. Our local, regional, and
global networks, our proactive teams, and
breadth of capabilities and expertise across
industries enable us to understand our business partners’ needs and develop a mixture of
customized products and services.

Did you know about DKSH that...
Asia generated more than 95% of our sales
volume in 2008?
Thailand is our largest single-market region
with 40.9% of our sales volume in 2008,
followed by Malaysia and Greater China?
we run the largest SAP application in Asia?
we have created 8,700 new jobs since the
merger in 2002?
we operate the largest and most modern
distribution centers for fast moving consumer
goods and for healthcare in Thailand?
our Fast Moving Consumer Goods Business
Segment serves 300,000 retail outlets in Asia?
we operate over 170 state-of-the-art
distribution centers as well as 16 application
and formulation laboratories?
we serve more than 550,000 customers
and 5,500 clients every day through our 460
business locations?
our 22,000 people represent 50 nationalities
and our operational management team is
a case in point of diversity at DKSH: the team
consists of six managers representing six
nationalities?
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Expanding
our global footprint
DKSH has the best possible geographic footprint that any company could wish
for, with 95% of our sales generated in Asia, the world’s strongest growth market.
The Group operates in 35 countries through a comprehensive network of 440
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 oﬃces and distribution centers across
the Asia Paciﬁc region.

Distribution center in Yangon,
Myanmar. Opened in April
2009, this new distribution center extends our storing capabilities in the region and sustainably
improves our processes.
Employees: 150; size: 7,800 sqm
Business Unit: Consumer Goods

Distribution center in Bangpoo,
Thailand. Opened in June 2009,
the new cold-chain distribution
center stands for the most advanced technology to manage
chilled and frozen products available.
Employees: 60; size: 21,500 sqm
Business Unit: Consumer Goods
27 Shell sites across Thailand.
Through the acquisition of the
Shell Distribution Company,
DKSH became the provider for
Shell’s lubricants business with
27 sales sites in Thailand.
Employees: 225
Business Unit: Consumer Goods

48

DKSH_Expand_inhalt.indd 48

Branch ofﬁce in Can Tho,
Vietnam. Opened in February
2009, the new and bigger facility
supports the business, helps engaging employees and strengthening customers’ conﬁdence in
our operation.
Employees: 26
Business Units: Consumer
Goods, Healthcare

Ofﬁces in the Indian cities
of Delhi, Kolkata, Bangalore,
Hyderabad, Chennai, and
Ahmedabad. The acquisition of
the chemicals trading division of
Voltas Ltd. helped substantially
increasing DKSH’s coverage in
all major industrial centers in
India as from April 2009.
Employees: 11
Business Unit: Performance
Materials
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Kobe, Japan

Saitama, Japan

Delhi, India
Ahmedabad, India

Shin Chu City, Taiwan
Kolkata, India

Hyderabad, India
Yangon, Myanmar
Bangalore, India
Chennai, India

Bangpoo, Thailand

27 Shell locations all over Thailand
Battambang, Cambodia
Can Tho, Vietnam

Ofﬁce in Shin Chu City, Taiwan.
Thanks to the latest acquisition
of the sales and after-sales activities of Oerlikon Systems, clients
in Taiwan can be serviced and
supported far more eﬃciently.
The new oﬃce, opened in July
2009, brings us even closer to
our business partners.
Employees: 16
Business Unit: Technology

Distribution center in Hallam,
Australia. Opened in January
2009, this new distribution center has consolidated operations
from all four Business Units and
reduced costs associated with
processes and stockholding at
multiple locations.
Employees: 20; size: 7,800 sqm
Business Units: Consumer
Goods, Performance Materials,
Technology

Branch ofﬁce in Battambang,
Cambodia. Opened in March
2009, this is our ﬁrst branch ofﬁce in one of Cambodia’s main
provinces and allows DKSH
sales and medical representatives
to have their permanent base
there.
Employees: 4
Business Unit: Healthcare

Branch ofﬁces in Kobe and
Saitama, Japan. Since May 2009,
new oﬃces and a showroom, taken over from the acquired company Weinig, strengthen our operations and serve as a platform
for further market developments.
Employees: 10
Business Unit: Technology

Hallam, Australia
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More than just
the latest machinery
By oﬀering supply of innovative equipment and providing consistent quality
services, we help Morinaga Milk Industry to implement their marketing strategy
to gradually increase sales and oﬀer customers added value.
The Japanese dairy market is highly competitive and staying ahead in the industry
demands leading-edge technology that delivers the highest-quality standards. DKSH’s
Business Unit Technology in Japan has been
supplying machinery designed and made in
Europe to the country’s second-largest dairy
producer, Morinaga Milk Industry, for more
than 50 years. DKSH’s leading industry expertise and understanding of the ever-changing business environment has enabled us to
understand Morinaga’s needs, develop the
most appropriate solution, and bring in stateof-the-art technology, from butter wrapping
machines to ﬁlling machines for various
products.

how and dedicated service excellence has enabled us to create added-value for Morinaga
by providing leading-edge technology, giving them an edge over the competition.

Solutions supplied by DKSH to Morinaga
Butter-wrapping machines for different
volumes
Cup-ﬁlling machines for yogurt, jelly, and juice
products

Keeping a business partnership alive for over
half a century requires more than just supServices provided by DKSH to Morinaga
Consulting
Global Sourcing
Market Research
Importation Engineering
Customs Clearance
Installation/Commissioning
After-sales Services
Repairs and Maintenance
Technical Support
Seminars
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Vacuum packaging plant for dessert powder
products

plying the latest machinery. DKSH’s strategy
to provide value-added services and solutions, with a strong focus on after-sales services,
pays oﬀ by boosting our partners’ competitiveness.
Take Morinaga’s coﬀee drink “Mt. Rainier’s
Caﬀe Latte” as an example: thanks to the
product’s high quality and the high aseptic
technology of the cup ﬁlling machine supplied by DKSH, Morinaga was able to raise
its market share in this category to 55% in
2008, despite a severe price war raging in the
market. Combining vertical industry know-

Aseptic cup-ﬁlling machines for coffee drink
cups, yogurt, pudding, and jelly products
Cheese-wrapping machines for cream cheese
products
Fruit-mixing and dosing pumps for yogurt
products
50 machines in 50 years were supplied

Key ﬁgures Morinaga Milk Industry Co.
Annual sales: CHF 6,900 million
Net proﬁt: CHF 50 million
Employees: 3,103 (as of March 31, 2009)
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Delivering
cool quality
Temperature-controlled supply is a key requirement for the distribution of
many pharmaceuticals. DKSH delivers high-quality cold chain solutions to
Roche Diagnostics to guarantee the consistent eﬀectiveness of the products.
Cold chain, i.e. sensitive, uninterrupted
temperature-controlled storage and distribution, is common in the food and pharmaceutical industry to guarantee the eﬀectiveness
of products. This also holds true for Roche
Diagnostics, a Switzerland-based supplier of
FactBox
Many life-saving drugs, vaccines, or pharmaceuticals can be destroyed during transit by exposure to temperatures that are too hot or too
cold. Pharmaceutical, biotech, and healthcare
companies all face the same dilemma: how can
we protect our temperature-sensitive products
and meet regulations?

a broad range of innovative diagnostic tests
and systems with regional headquarters in
Singapore. Roche has a long-standing partnership with DKSH in several countries in
South East Asia, which is coordinated by a
single point of contact at DKSH.
Cold chain delivery is a key focus of this
partnership. Our expertise in pharmaceutical
product storage and handling and our service
quality were the key reasons behind Roche’s
decision to team up with DKSH. By adhering to global standards such as GMP and
GDP (Good Manufacturing/Distribution
Practice), we uphold the highest quality levels and performance across all countries
served.
In order to maintain a given temperature
range for storage and distribution for sensitive products, cold chains must be analyzed,
measured, controlled, documented, and
validated by a quality management system.
DKSH’s system-wide controls and enforcement guarantee consistent quality and safety
of temperature sensitive products and therefore help Roche to keep the high standard of
their products at all time.

The cold chain is a system of refrigeration used
for keeping and distributing such products at the
correct temperature and in good condition, from
the manufacturer to the point of use by the
health worker. This consists of a series of cold
storage and transport links, such as refrigerators
and cold boxes (see above), all designed to keep
the product at appropriate temperatures.
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Even so, DKSH continuously strives to provide ever-greater quality. For instance, we
just ﬁnished developing and testing a sophisticated insulated cold box custom-built for
Roche. The integration of our market insight, expert research, and state-of-the-art
logistics is a cornerstone of our proactive and
innovation-driven approach, facilitating a

consistent and high-quality performance in
all countries served.
Services provided by DKSH to Roche
Regulatory Compliance
Importation
Customs Clearance
Category Management
Merchandising
Channel Management
Field Marketing
Sales
Warehousing
Co-Packing
Distribution
Logistics
Order Fulﬁllment
Invoicing
Cash Collection
Information Processing
Market Feedback
KPI Reporting
Customer Service
After-sales Services
Quality Assurance and Control
Seminars
Training

Key ﬁgures Roche Diagnostics
(division of Roche)
Annual sales 2008: CHF 9,656 million
Operating proﬁt 2008: CHF 1,187 million
Employees: 25,404 (as of December 31, 2008)
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Production

Analytics

Project Management

Compounds of Success
AllessaChemie GmbH offers tailor-made high-quality ﬁne chemicals – from building
blocks to performance chemicals. Our analytical and professional services ensure
perfect client-oriented solutions fulﬁlling the highest standards of safety, reliability
and environmental protection.
AllessaChemie GmbH – Alt-Fechenheim 34 – 60386 Frankfurt am Main, Germany – Phone: +49 69 4109 2244
Fax: +49 69 4109 2195 – Mail: marketing@allessa.com – Internet: www.allessa.com
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To stand still
is to lose ground
The world economic crisis means risk and opportunity at the same time. 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,

“Tremendous value unlocked.”At the end
of 2008, DKSH expanded the presence in
India when we acquired the chemicals trading division of Voltas Ltd. in India. Through
seven additional oﬃces in major Indian industrial centers, DKSH serves about 500
customers in the coatings, construction, cosmetics, food and beverage, pharmaceutical,
plastics, and specialty chemicals industries.
CEO Dr. Joerg Wolle says: “The Voltas deal
unlocks tremendous value, as we combine
our unmatched global sourcing network and
industry application expertise with the unrivalled market access and distribution network of Voltas’ chemicals trading division.”
Perfect platform for market development. On May 1, 2009, DKSH Japan took
over the Japanese business of Michael Weinig
Germany, the world market leader in solid
wood processing machinery and equipment.
With this strategic acquisition, DKSH Japan
was able to extend its product portfolio and
add complementary technology solutions.
The acquisition serves as a perfect platform
for joint market developments, not only in
the solid wood processing industry, but also
in core markets where our Business Unit
Technology already has a strong foothold.
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Field marketing on the move. The outsourcing of dedicated ﬁeld marketing services to highly specialized companies is a
growing business. Recognizing this trend,
DKSH decided to establish a dedicated unit
which will focus solely on the point of sale
across all services and develop new and tailor-made technologies. To this end, DKSH
has teamed up with South African Smollan
Group, a leading diversiﬁed ﬁeld marketing
services group with a very strong presence in
Africa and India. The partners have agreed
to form various joint ventures, the ﬁrst one
in Malaysia, with DKSH owning 51% and
Smollan 49%.

The “father of the chronograph”. When
DKSH acquired Desco Asia Paciﬁc in 2008,
Graham-London became part of the DKSH
portfolio. At that time, Graham was about
to grow to a brand with a sure talent for
uniqueness in design and technology. We
have therefore seized this occasion to renegotiate our territorial agreements and extend
our exclusive distribution rights from ﬁve
to twelve Asia Paciﬁc countries. GrahamLondon is owned by The British Masters, a
private Anglo-Swiss Group founded in 1995.
Perhaps best known as the “father of the
chronograph”, George Graham (1673-1751)
was the brains behind inventions such as the
dead-beat cylinder escapement, the ﬁrst wall
chronograph, and the mercury pendulum.
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the expansion of our competences and services range, as well as 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.

Great in nanotechnology. Many companies today ask themselves whether it really
makes sense to maintain their own subsidiaries in the Asia markets when there are better
and less costly alternatives. DKSH as a service
specialist and outsourcing partner is well positioned to fulﬁll such roles. By forming a
partnership with Oerlikon Systems, DKSH
is able to satisfy its customers in China and
Taiwan with industry-leading coating technology and a well-established extensive local
sales and customer support network. DKSH
took over all sales and after-sales activities in
these countries of Oerlikon Systems, a Business Unit within OC Oerlikon and a worldwide innovative provider of production equipment for the semiconductor, data storage,
and nanotechnology industries. DKSH became the exclusive representative for Oerlikon
System’s coating equipment in these countries – a winning combination for the entire
semiconductor and optical-disc industry.
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Paving the way with eye tonics. What if
you are a regional manufacturer and want to
drive your sales? Vietnam’s privately run ICA
Biotechnological & Pharmaceutical entered
a partnership with DKSH for the distribution of their eye tonic and nutrient Tobicom.
Not only could the number of unit boxes
sold be increased spectacularly. In contrast to
the earlier times when using local distributors who applied various discount programs
to drive sales causing a decrease of the average unit price, the price in the market could
be kept stable. DKSH in fact suggested better promotion programs, helping to increase
both sales and unit price. ICA and end-users
thus proﬁt from stable prices, while the
achievements of DKSH’s ﬁrst local client
pave the way for our Business Unit Healthcare in Vietnam.

Feeling the most dynamics continent’s
pulse. Asia is determined to play a key role
in the 21st century and to challenge many
established principles. Long before the West
became so interested in the Asian markets,
DKSH was there. With a history of almost
150 years in Asia, pioneering Europe-Asia
trade, and the deﬁnition of a new industry,
Market Expansion Services, the company is
privileged to share insights. In his new book
“Expedition in Far Eastern markets,”
DKSH’s CEO Dr. Joerg W. Wolle feels the
pulse of the most dynamic continent in the
21st century every day. He describes, based
on DKSH’s success story, how to do business
in Asia, analyses the present conditions, and
drafts a scenario of the future. The book is in
German and available at bookshops in Switzerland, Germany, and Austria. An English
translation will be published soon.
Joerg Wolle: Expedition in fernöstliche Märkte, Orell Füssli, ISBN 978-3-280-05352-2;
www.ofv.ch
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Ready to eat and drink. Ever more Asian
clients are attracted by DKSH for the distribution of their products within Asia on order to beneﬁt from our unique network and
infrastructure to store, sell, transport, and
distribute products eﬃciently and professionally. Thus, DKSH’s Business Unit Consumer Goods has been successfully expanding the portfolio with food and beverage
companies from Thailand. Following a longlasting collaboration in Thailand, Tipco
F&B Co., Ltd (Thailand), a producer of
ready-to-drink beverage products, entered a
new partnership with DKSH in Vietnam in
November 2008, relying on a broad range of
services spanning sales and marketing, distribution and logistics, and retailing of fruit
and vegetable juice. In hardly one year
DKSH managed to grow sales by 25%.
Taokaenoi Food and Marketing Co., Ltd. is
another Thai company we support to expand
into other Asian countries. The company is
one of the innovators producing fried seaweed, a ready-to-eat snack well accepted
among children, teenagers, and adults. Today, they are the No. 1 in this segment in
Vietnam with no local and foreign competitors. DKSH started servicing Taokaenoi in
July 2009, oﬀering distribution, sales, and
marketing activities all across Vietnam and
in all channels. Sales have risen signiﬁcantly
from the beginning, with sales plans geared
to further growth in 2010.
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One company – one brand – one name.
In 2008, DKSH embarked on a global branding initiative with the aim of establishing
DKSH as a strong global services brand for
the entire Group. The branding project is
now entering the next strategically signiﬁcant phase. By early 2010, we will have renamed all our legal entities which still operate under a diﬀerent legacy name to DKSH.
Japan was the ﬁrst country that implemented the strategic communication of the name
change: on April 1, 2009, Nihon SiberHegner K.K. changed its name to DKSH
Japan K.K. Other important legal entities
which will be renamed by the beginning of
2010 include Thailand, Philippines, and
Singapore.

DKSH takes top spot. DKSH was awarded for the most impressive mergers and acquisitions (M&A) deal in 2008 by KPMG
Switzerland on May 12, 2009, for its successful acquisition of the Asian business of
Desco von Schulthess. The criteria leading
to this special recognition included impact
on the Swiss company landscape, reﬂection
of the dynamics within the industry, positive
message and impact, sustainability of the
deal as well as communication and public
awareness. This award not only gives recognition to the signiﬁcant M&A experience of
DKSH but also to a transaction where mutual trust, focus on key issues, and the ability
to take decisions whenever needed were paramount to its successful outcome. When the
deal was closed, both parties agreed they had
achieved a win-win situation.
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Certiﬁed DKSH quality in Myanmar.
Quality is deﬁned as the ability of the service
provider to satisfy customer needs. The
DKSH Myanmar Mandalay regional oﬃce
has successfully run consumer goods and
healthcare business in Upper Myanmar since
1995. In the continuous pursuit of quality
and improvement of operations and eﬃciency, the local management team decided to
implement a quality management system.
As a result of joint eﬀorts, both Business
Units (BUs) have been accredited the certiﬁcate ISO 9001:2008 on June 19, 2009.
These two BUs are the ﬁrst in DKSH’s
Myanmar operation to have implemented
this global standard.
Fuel for future success! DKSH has acquired 100% of the shares in Shell Distribution Company (SDC), a subsidiary of Shell
in Thailand, and will become the Market
Expansion Services provider for its lubricants business. The decision to sell SDC is
part of Shell’s strategy of delivering topline
growth and business simpliﬁcation. Integrating the Shell business and specialists, a project to be completed by February 1, 2010,
will help us to further strengthen our No.1
position in the Thai market, extends our
product and brand portfolio, and adds new
sales and distribution channels to the existing structure. In addition, it will generate
enhanced value-added services to customers,
while building further on Shell’s long-term
success in the Thai lubricants market.
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DKSH strengthens management team.
In our pursuit to strengthen our No. 1 position in Market Expansion Services, we have
created the position of Executive Vice President
Country Operations & Business Processes in
the Executive Board, being responsible for
all country-related issues, supply chain management, logistics, and business process reengineering. Bernhard Schmitt, formerly
Country Finance Manager Thailand, has
taken over this position as of September 1,
2009.
In line with our objective to grow the business and strengthen key capabilities on Business Unit leadership level, Claus Bressmer,
formerly Vice President for Business Unit
Technology in Thailand, assumed a new assignment as Vice President for the Business
Unit Technology. This role’s primary objective will be to accelerate and professionalize
business development across the Business
Unit and further develop existing and new
supplier relationships across the Asian region.
Jeﬀrey W. Moore has been appointed Vice
President Development Markets for the
Business Unit Performance Materials with
eﬀect from July 1, 2009. Based in Ho Chi
Minh City, he is a member of the Performance Materials management team.
With eﬀect from October 1, 2009, Bo Nielsen,
formerly General Manager Sales of FMCG
Business Unit Thailand, has been appointed
Vice President Business Development. In this
newly created, strategic position he will support the Executive Vice President FMCG,
Somboon Prasitjutrakul, in multiplying success stories, carving out new opportunities
and strengthening the relationships with existing suppliers at regional level.
Lyman Smith took over responsibility as
Vice President Technical Service for the
Business Unit Technology with eﬀect from
August 12, 2009. He will play an instrumental

role for the continuous improvement and
growth of our service business.
Turning a challenge. REACH, the EU
legislation for Registration, Evaluation, Authorization, and Restriction of Chemicals,
applies to approximately 30,000 substances
currently produced in or imported into the
EU and has fundamentally changed the EU’s
chemical market. DKSH turned the new
legislation into a competitive advantage for
its business partners and established a dedicated European REACH competence center.
The highly qualiﬁed experts ensure an uninterrupted supply of vital and REACH relevant substances. Today, DKSH is one of a
few authoritative expert bodies which advise
both users and manufacturers on the best
REACH strategies to secure a successful
business.
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Tanjong Pagar Dock in Singapore in the year when Wilhelm Heinrich Diethelm joined Hooglandt & Co., 1871.
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Attracted by
Asia’s opportunities

Ed. A. Keller & Co. (Ltd.) warehouse in Manila, around 1890.

Headquarters of Siber, Hegner & Co. in Yokohama, 1885.

For young and ambitious men, the poverty of 19th century Switzerland
did not oﬀer many prospects. In contrast to the Americas the Far
East did not appeal too many either: the journey was long and dangerous, the cultures diﬀerent, and the climate diﬃcult. Nevertheless,
Wilhelm Heinrich Diethelm, Eduard Anton Keller, and Hermann
Siber-Hegner were determined to overcome these and many more
obstacles in pursuit of their dreams.

SiberHegner Group. Led by astute business acumen and a strong
sense of adventure the three Swiss traders laid the foundation for
decades of success in Asia.

Originally from the poor Canton of Thurgau, Wilhelm Heinrich
Diethelm aspired to follow in the footsteps of local trader Johann
Rudolph Riedtmann, who was a partner at the Dutch trading house
Hooglandt & Co. in Singapore. At the age of 23, Diethelm joined
Hooglandt & Co. not knowing he would later take over the company and found Diethelm & Co. Ltd. in 1887. That was also the year
in which Eduard Anton Keller acquired the company where he was
employed since 1868, C. Lutz & Co., together with three uncles and
established Ed. A. Keller & Co. in Manila. He thus laid the cornerstone to pursue his ambitions for which Switzerland was too small.

1865

Founding of Siber & Brennwald, the precursor of the
SiberHegner Group, in Yokohama

1868

Eduard Anton Keller joins C. Lutz & Co., founded in
Manila in 1866 and later acquired by Keller

1871

Wilhelm Heinrich Diethelm joins Hooglandt & Co.,
Singapore, established in 1860 and later acquired by
Diethelm

1887

Founding of Diethelm & Co. Ltd. in Singapore.
Ed. A. Keller & Co. founded in Manila after the takeover
of Lutz & Co. Ltd.

An encounter between Caspar Brennwald, who helped Switzerland
establish diplomatic and business ties with Japan, and Hermann
Siber-Hegner, who was also following the advice of those days to “go
east,” convinced the two men to join forces. Together they set up
Siber & Brennwald in Yokohama in 1865, the precursor of the
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An eye for Asia

A letter from Tokyo
Innovation in services
By Dr. Urs Schoettli.

status where a service is provided without
the customer even having to plead for it. In
Tokyo’s hot summer months the shop assistant automatically asks the customer
whether he needs dry ice to keep perishable
food purchases cool.

Asia expert Dr. Urs Schoettli.

Innovation in services. Industrial societies
in the West see innovation primarily as an
issue of industrial management and technological progress. However, in Japan innovation is also in the service sector a very important issue. Japanese companies invest a lot of
capital and manpower into continuously upgrading services. This is the result of the great
appreciation the Japanese have for a highly
developed service culture. The goal of continuous self-improvement is to reach the

DKSH’s magazine for Market Expansion Services

DKSH_Expand_inhalt.indd 61

There can be no doubt that when it comes to
services Japan ranks at the top of the world.
Every now and then I have to deal with questions whether the Japanese service culture
can be transfered to other societies. Sadly, in
most cases I have to give a negative answer.
Why? Unlike most other economic activities
services are to a large extent part of the local
culture and reﬂect traditional values. For example, since times immemorial the hospitality of the Orient has been legendary. Even
today in the age of globalization and mass
tourism Western visitors notice the extraordinary politeness of people in Asia and particularly in Japan.
There are three explanations why Japan’s service culture is so highly developed. First of
all, the Japanese society is unusually homogenous. Practically all services are provided by
Japanese and not by foreigners. The average
Japanese considers himself to be middle
class. Therefore, there is hardly any social
stigma attached to any kind of service. Secondly, the Japanese understand not only

how to provide services, but also how to use
them. The relation between the service provider and the recipient of a service is one of
mutual respect. Finally, there is the traditional capacity to act out several diﬀerent
roles or, as is the case in traditional Japanese
theater, to wear diﬀerent masks.
At the core of Japan’s service culture is the
complete identiﬁcation with the job one is
doing. Once the department store opens in
the morning, the shop assistant stops to be
Mr. or Mrs. Watanabe. From now on until
the shop closes he or she will be the representative of the company and will do everything to enhance its reputation. The assistant
will focus the whole attention on the needs
of the customer and no personal moods will
impinge on his or her exquisite politeness.
A Japanese acquaintance once commented:
“In the West you have the saying that the
‘customer is king’. This is an easy way out,
since nobody ever has to deal with a king. In
Japan we are much humbler and describe the
customer as a guest to whom we show our
hospitality.”

Dr. Urs Schoettli is a correspondent for Neue Zürcher
Zeitung in Tokyo.
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My Milan
Natale Capri, 39, was born and raised in Milan. A native of the world’s design and
fashion capital, he knows the hot spots and places to be. Learn more about the
attractions of Italy’s most cosmopolitan city and its irresistible spell. By Natale Capri.

Just like most “Milanesi” I consider myself
very fortunate. Why? I have been lucky to
live most of my life in a bustling yet charming and open-minded city where most people would like to spend their holidays. From
my childhood and professional studies,
which I ﬁnished with a degree in chemistry
and an MBA from the local Bocconi Commercial University, through to my professional career, I have always loved to be in
Milan. I have been working at DKSH’s Milan
oﬃce for eleven years now, starting out as a
sales manager and moving up to my current
position as Managing Director for Italy.
Milan certainly oﬀers a perfect blend of work
and fun, of hectic and relaxing moments.

Yes, we “Milanesi” work hard to maintain the
city’s position as one of the major ﬁnancial
and business centers of the world, but we also
know how to enjoy life. Not least because our
city oﬀers some of the best shopping in the
world, lots of excellent bars and restaurants,
and great architecture, music, and arts.
Tradition and innovation meet here where
ancient buildings face modern glass-front
skyscrapers. As a visitor, don’t miss climbing
to the roof of the Duomo to get a close-up
view of spectacular sculptures that are truly
unique. The Duomo is Italy’s biggest example of Gothic architecture and is often described as one of the greatest churches in the

LinkBox
Roialto Restaurant and Bar
Via Piero della Francesca, 55
www.roialtogroup.it
Il Gattopardo Café
Via Piero della Francesca, 47
www.gattopardocafe.com
10 Corso Como, Corso Como, 10
www.10corsocomo.com
Ristorante Gold, Piazza Risorgimento
www.dolcegabbana.it/gold
23 risotti, Piazza Carbonari, 5
www.23risotti.it
Peck, Via Spadari, 9
www.peck.it
Riccardo Banﬁ
Via Monsignor Pogliani, 2, Parabiago (Milano)
www.riccardobanﬁ.it

world. Close to the Duomo is a spectacular
secret spot, hidden from the chaotic center
of Milano and not easy to ﬁnd for visitors.
The Chiostro del Umanitaria is a recently
restored atrium of the middle ages, a perfect
place to free the mind. Visits need to be
planned well in advance as opening times are
restricted to the ﬁrst and third Thursday of
every month. The Castello Sforzesco, formerly seat and residence of Milan’s ruling
family, now houses several of the city’s museums and art collections. However “The Last
Supper,” Leonardo da Vinci’s legendary fresco, is exhibited in Santa Maria delle Grazie,
the famous church, which is also listed as a
Castello Sforzesco.
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UNESCO World Heritage site. Opera fans
should not miss a performance at our worldclass opera house, La Scala.
Shoppers ﬁnd their paradise just around the
corner of the cathedral: the Galleria Vittorio
Emanuele in the Piazza Duomo is one of
the world’s oldest and ﬁnest shopping malls.
The four-story arcade includes elegant shops
and restaurants, cafés, and bars. My favorite
shop, however, is Riccardo Banﬁ in Parabiago just outside Milan, the ultimate store
for the lover of handcrafted shoes – of course,
I too am a “fashionista” just like everyone
else here.
Speaking of bars: did you know that the
Aperitivo, the happy hour, was invented in
Milan and is a daily must for the locals?
Many excellent places honor this tradition:
the Roialto, Il Gattopardo, or 10 Corso

Como, just to mention a few. The dazzling
Ristorante Gold is the ﬁrst concept restaurant created by the fashion designers Dolce &
Gabbana. Its exquisite Italian cuisine attracts
the young and the young at heart alike.
23 risotti specializes in traditional Italian
rice dishes including the world-famous Risotto Milanese. Italian food aﬁcionados also
turn to Peck, a gastronomical revelation
covering several ﬂoors. And ﬁnally, if you are
looking for the ideal place to unwind, the
Public Gardens in the heart of Milan oﬀer a
refuge from the city’s bustle – yet another
reason why I can’t imagine living anywhere
else.

Natale Capri loves to live in Milan.

10 Corso Como.
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Close-up

Beating
buzzy biters

Malaysia

Myanmar

There are about 3,500 species of mosquitoes found throughout the world. Most
species are considered annoying, and some
in fact are even dangerous. They transmit viruses and parasites from person to person, to
more than 700 million people annually in
Africa, South America, Central America,
Mexico, and much of Asia. Millions of people die as a result. It is no wonder mosquito
coils are very popular in many parts of the
world. Lighting this clay-like material which
contains active ingredients serves as a biting
and eﬀective ﬂying pest repellent. When
burning, mosquito coils release chemicals
that are not harmful to people but highly repulsive to pests.
Since 1976, Fumakilla Malaysia Bhd has
been winning the hearts and trust of millions of consumers with eﬀective, innovative
household insecticide products. Headquar-

tered in Malaysia, Fumakilla Malaysia has
steadily expanded its manufacturing presence throughout South East Asia to include
plants in Thailand, Vietnam, Myanmar, and
Indonesia. Across the region, Fumakilla Malaysia’s products share the same corporate
identity featuring an elephant and orange
packaging. In Asia, the elephant is a symbol
of strength and protection.
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The shared look throughout the region is the
identifying feature for Fumakilla products
even though they are marketed under diﬀerent brands in diﬀerent countries. For example,
the coil is known as Chang Power, Jumbo V
Super, Jumbo Super, and Fumakilla in Thailand, Vietnam, Myanmar, and Malaysia respectively. In 2008, two billion coils were
sold.

Thailand

FactBox
Texchem (parent company of Fumakilla)
Due to the varying consumer preference,
Texchem produces three different types of
fragranced coils, namely jasmine, lily, and
lavender
Texchem has a total workforce of 2,000 people
throughout Malaysia, Thailand, Vietnam,
Myanmar, and Indonesia
Texchem has a full ﬂedge, state-of-the-art
entomology and research and development
center at its headquarters in Malaysia
Texchem is the ﬁrst insecticide company in
Malaysia to receive the MS ISO 9001:2000 in
1995, an accomplishment which was recorded
in the Malaysian Book of Records.
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