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Therefore, it is crucial to adopt and be savvy 
in digital technology in order to remain 
sustainable, competitive, and to reach out 
and engage with more customers and to 
use it for management to make strategic 
decisions.

In the digitalisation era, every aspect 
in society living becomes more closely 
linked with technology. As such, many 
organisations have changed their 
marketing strategies and become 
innovative to reach out to wider customer 
range. These digital initiatives adopted by 
organisations are likely to be accelerated 
in 2021 due the Covid-19 pandemic. Hence, 
digital transformation is signifying the 
transformational or disruptive implications 
of digital technologies for business to 
rebuild business models by considering 
the customers’ needs. Online service 
transformation is seen to improve the 
customizability and business continuity. 
Thus, a strategic decision is needed to 
be in line with digital technologies by 
establishing online platform for greater 
outreach.

During the global pandemic, many 
organisations are facing numerous 
challenges and uncertainties in making a 
plan or decision. At the same time, digital 
technologies have become connectivity 
enablers that facilitate in connecting 
people and also as a tool of life survival. 
The effects of lockdown and social 
distancing had caused social isolation and 
limited physical activities. As a result, this 

Early estimates predicated that most 
major economies will lose at least 
2.9 percent of their gross domestic 
product (GDP) over 2020.  Malaysia 
is not spared and according to the 

World Bank, overall Malaysia’s GDP shrank 
by 5.8 percent, the biggest contraction due 
to the global pandemic. In consequence, 
the issue of high unemployment rates 
and liquidity which could dry up quickly 
cause economic instability. Persisting in 
this environment requires organization 
to act decisively to mitigate risk and 
plan for rapid recovery. Therefore, the 
governments have responded to recessions 
by adopting expansionary macroeconomic 
policies, such as increasing money supply 
and government spending, decreasing 
taxation, helping businesses to stay 
afloat, supporting households, and helping 
preserve employment.

Digital Transformation
In Malaysia, there are several efforts that 
have been done by Malaysian government 
to overcome this pandemic. However, these 
efforts could not be utilized if organizations 
are reluctant to adapt or adjust to the current 
situation by becoming more innovative 
and production. Digital transformation has 
impacted the organization to act differently 
to keep up with the ‘new normal’. There are 
three elements of digital transformation, 
firstly, technology is used to transform 
delivery service; secondly, technology is 
used to transform organizational culture 
and relationship with citizens and finally, for 
value creation as transformation outcome. 

By Dr. Jauriyah Shamsuddin

led consumers to ramp up online shopping, 
which in turn accelerated the e-commerce 
market growth in Malaysia. Based on record 
by GlobalData, about 80 percent of the 
Malaysian population are active users and 
the population has a high rate of mobile 
phone usage. There is a remarkable jump 
in Malaysia’s online retail sales with an 
increase of 28.9 percent as of April 2020. 
According to a survey on Malaysian online 
shopping behaviour conducted by Statista, 
82 percent of Malaysians stated that they 
had been using a smartphone for shopping 
during the Covid-19 outbreak. The most 
popular e-commerce sites are Lazada 
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and Shopee. This shows that reliable digital 
infrastructure has become increasingly important 
in society life. Therefore, digitalization is crucial 
to speed up the operations of an organisation.

Be Innovative
Entrepreneurs need to be innovative to embrace 
digital transformation. This innovative thinking in 
business is important when it comes to adapting 
to various crises. As users mobile shopping 
continues to expand, the entrepreneur needs 
to strategise a reliable digital infrastructure 
platform in order to avoid digital disruption. For 
example, demand services, like Grab Food and 
Food Panda, have disrupted the traditional dine 
in like restaurants. Another example is the digital 
camera business which disrupted the industry 
of film photography and photo processing. This 
example clearly shows that when an organisation 
experiences digital disruption, it typically signals 
that consumer needs are shifting. Therefore, 
understanding the disruption allows organisation 
to keep existing customers happy as well as 
create opportunities for new customers.

Nowadays, technology development is moving 
forward faster than before. Many people have 
started to consider upskilling their knowledge 
and shifting from traditional to digital marketing. 
Consumers are actively buying all sorts of things 
on their smartphones. It is easy and convenient 
for them to buy a stuff or foods only by clicking 
in smartphones. There are three reasons being 
driving forces behind digital transformation, 
which are firstly, consumers are looking for new 
products online with expectation to find up to 
date and brand contact information quickly and 
easily. Secondly, consumer enjoy using the Apps 
and lastly, brands need a strong online presence 
to show value such as a growing number of 
brands now choose to go directly to consumers, 
rather than wholesale marketing strategies. 
This is the main reason why organisations 
should consider to change and adapt in dynamic 
business environments.

According to Bernama, at least 80 percent of 
Malaysian internet users spend an average of 
about eight hours and five minutes daily. Moreover, 
75 percent of the internet users spend their 
money on e-commerce with 58 percent of them 
spending on mobile commerce platform. After the 
global pandemic, all social Apps have reported 
increased usage and engagement. This scenario 
shows that global pandemic has changed the 
behaviour of consumers into spending a lot more 
time using Apps. There are two dominant “stores” 
from which consumers can download apps, that 
is, Google Play Store and the Apple App Store. 
Higher user feedbacks on Apps are positively 

associated with sales performance. Therefore, 
Apps usage serves as a portal between online 
advertising and purchasing. This shows that 
mobile applications are one of the fastest 
growing segments of downloadable software 
applications markets. 

Subsequently, graphic design is an important 
tool that enhances two-way communication 
with other people. It serves to convey an 
idea into a simplest way and attract more 
consumers. Nowadays, garnering consumers 
trust in a brand is no longer simply determined 
by the brand’s marketing efforts. When an 
organisation invests in quality graphic design, 
they are perceived to be more trustworthy. 
By investing in quality graphic design, it is 
significantly increasing the brand’s ability to 
stand out. Besides, social media content also 
affects the perceived trustworthiness of a 
brand and intention of consumers’ purchase. 
The social media sites, such as Instagram and 
Facebook are a great opportunity to establish 
significant relationships with consumers. 
There are some rules and techniques used 
for creating a content on social media such 
as content marketing, content curation and 
customer support. Presentable info graphic of 
the items could also fascinate the consumer’s 
decision to purchase.

Moving Forward
Digital marketing has evolved continuously and 
rapidly. Due to advancements in technology, 
the implementation of digital marketing is 
becoming more widespread and becoming a 
trend in the business world today. This digital 
marketing leads to the creation of consumers 
demand using the power of the Internet. There 
are three aspects in digital marketing. Firstly, 
the search engines such as Google, Bing 
or Yahoo help business to increase market 
online. Secondly, pay-per-click is the best way 
for searchers and advertisers in generating 
advertisements by clicking on the website, 
and lastly, search engine optimization. This 
aspect shows that nowadays consumers are 
searching and buying a product through online 
methods. Thus, those business that do not 
implement digital marketing will not be able 
to survive in the world of technology. However, 
this situation makes older generation have a 
hard time to learn all sort of things regarding 
technology. Therefore, it will create a tension 
between two different generations in order to 
survive their own business. The only solution 
is both generations need to cope and be willing 
to learn whatever digital technology that 
could bring them profits and become more 
successful entrepreneurs.

Dr. Jauriyah Shamsuddin is the Senior Lecturer at the Institute for Business Competitiveness, 
Standards and Sustainability Initiative (IBCSI), Universiti Utara Malaysia. She can be reached at 
jauriyah@uum.edu.my.
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PERSPECTIVE

How COVID-19 Impacted 
Digital Marketing by CEDAR Research Team

As COVID-19 spreads across the 
globe, people everywhere are 
learning to cope with a new 
way of living. Countless lives 

have been changed forever, how society 
functions has met a new normal, and 
business has been transformed overnight. 
There is no denying that this past year has 
been challenging for absolutely everyone. 
Not only have businesses had to morph 
to adjust to the new normal, but the 
consumers and the ideologies that run 
the commercial world have been altered 
forever. While brick-and-mortar retailers 
were already losing favours among 
shoppers, stay-home orders have all but 
crippled the market. The companies that 
are best positioned to survive in this 
environment are those that had already 
begun to pivot to a digital marketplace. 
But having a functional website and 
ecommerce presence is only half the 
battle. Just as important is the ability to 
get customers to those product pages.

The Growing Role of Digital 
Marketing
As more businesses enter the 

online marketplace, the competition for 
traffic becomes even greater. Against 
powerhouses’ brand, smaller brands 
face a challenge in being found by online 
shoppers. For this reason, digital marketing 
is critical in building brand recognition and 
increasing traffic to business websites. A 
comprehensive digital marketing strategy 
starts with creating a search-optimized 
website and includes an active social 
media presence. 

While many small companies focus on 
organic marketing efforts like social 
media and traditional outreach, paid 
media is becoming more important in the 
fight for customer attention online. This 
includes social media ads and Pay Per 
Click (PPC) campaigns and falls under the 
term search engine marketing (SEM).

Why Now is the Time to Experiment 
With Digital Advertising
While it may seem counterintuitive 

to boost spending during a global crisis, 
now is the perfect time to experiment. With 
many companies cutting budgets and 
reducing online ad spends, CPM rates (the 
cost paid per 1,000 ad views) for search 
marketing and PPC are actually quite low 
in many cases. By taking advantage of 
reduced competition and prices, you can 
test new digital marketing avenues such 
as paid ads.

Understanding the Basics of 
Digital Marketing
Before you start creating content 

for organic search and setting up Google 
Ads and other paid media, it’s important 
to come up with an overall campaign 
strategy.

Define Your KPIs 
Key Performance Indicators (KPIs) are 
metrics used to define the success of a 
campaign. KPIs can include anything from 
page views to click-through-rates (CTR), 
new subscribers, and more. It’s important 
to establish which metrics matter most 
to a campaign before you start planning 
since they’ll help in developing the 
strategy.

Build Brand Awareness 
Having a stellar product or service is 
critical, but without brand recognition, you 
can easily lose sales to more established 
competitors. Consumers buy from brands 
they trust, so building that trust through 
awareness campaigns and testimonials 
can help establish a strong reputation. 
Focus more on impressions and views 
rather than clicks and conversions 
(although the latter are certainly welcome). 
The early stages of marketing are all about 
getting your product or service in front of 
as many people as possible, so don’t get 
caught up in the lack of sales just yet.

Optimize for Local
If you provide a product or service 
within a specific geographic region (e.g., 
landscapers, florists, plumbers, etc.), be 
sure to target those areas to reach people 
nearby. In addition to creating informative 
content on your website, consider Google 
Ads that target localized keywords and 
audiences.

Create Helpful Content 
Nobody wants to be pitched or sold to, 
but most people head to Google to get 
questions answered. Rather than create 
a site that reads more like a catalogue, 
create a knowledge base where people 
can find the information they’re looking 
for. Become an authority for your niche 
by maintaining a regular newsletter or 
blog to share information and establish 
your brand as a reliable resource. If you 
create content that ranks highly in search 
engine results, you’ll be leading more 
people directly to your site, who may then 
click around before ultimately making a 
purchase or contacting you. The longer a 
visitor is engaged with your site, the better 
the chances of closing a deal when they’re 
ready to buy.

Get Social 
Building a robust social media presence is 
a major component of digital marketing. 
You don’t need to have a presence on 
every platform but know which networks 
make the most sense for your brand. 
Identify where your target audience is 
most active. In addition to posting updates 
on a regular basis, engage with people and 
relevant accounts to work toward creating 
a community (rather than just trying to 
rack up followers). Once you’ve built a 
strong base, you can start experimenting 
with promoted posts and social media 
advertising.

Taking Digital Marketing to the 
Next Level
Digital marketing is quickly 

becoming a must-have skill that employers 
are looking for. And it’s no wonder, as the 
market shifts, the gravitation to online 
business is making it imperative for 
companies to master digital marketing 
and advertising. Those that don’t will be 
left behind, especially during times like the 
coronavirus pandemic.
Advertising requires a sizable budget 
to test different options to see what 
works and what doesn’t. While rates and 
competition for keywords are at a low 
due to the economic flux, so are many 
company budgets. For this reason, it’s a 
good idea to brush up on digital marketing 
tactics to build a foundation for success 
- both as a candidate for a marketing job 
and a business owner.

Digital marketers know that consumers 
change their preferences all the time based 
on what is happening in the world around 
them. It is the job of the digital marketer 
to match consumer preferences and 
trends. But a year into COVID, businesses 
are taking a step back and reconsidering 
what to do next. Everything from business 
goals to marketing strategies has had to 
adapt to change rather quickly. The ripple 
effect of these modifications will be felt by 
all for years to come.

Brands are equipping themselves for the 
long haul. Common changes across every 
industry include incorporating real-time 
data dashboards, re-formulating marketing 
strategies, and reducing internal red tape. 
This will allow businesses to move faster 
and be more flexible. Are you ready to 
flourish in the post-COVID era? 

Source: simplilearn.com



It has become clear that we won’t be 
back to “business as usual” anytime 
soon. A few months ago, the changes to 
the workplace brought on by Covid-19 

were viewed as a temporary adjustment 
— something we needed to endure for a 
few months before the inevitable return 
to commuting, offices, and face-to-face 
meetings. But as companies settle into 
the reality that the current state of things 
might be the new normal, they need to shift 
their focus from temporary fixes to a fresh 
approach to your organizational strategy. 
For any business that relies on direct sales 
to drive revenue, it’s time to systematically 
update your sales organization for the 
world we’re living in now.

Here are four keys to selling more 
effectively throughout the duration of the 
pandemic — and beyond.

Put sales at the center of your 
strategy
What changes has your business 

experienced throughout the pandemic? 
Have you adapted the way your sales 
organization goes to market to meet 
different priorities? Most organizational 
strategy models either ignore the sales 
function entirely or only address it 
peripherally, focusing instead on markets, 
products and capabilities, initiatives, 
and so forth. This may have worked well 
enough in a good economy, but in a tight 
market, look to your sales function to 
win business. Sales connects all of your 
offerings to the market and the sales 
function is how strategy gets executed.

Give sales the tools it needs to succeed by 
clearly identifying your ideal client profile, 
detailing the specific reasons clients will 
choose you over the competition, and 
getting clear about issues that will likely 
drive customer decisions. The pandemic 
has meant for most that there is less 
business to be won. Yet, this presents an 
opportunity to rethink not only what you 
are selling, but how you are selling it as a 
means to increased revenue, margin, or 
market share.

Leverage Sales to discover and 
meet new customer needs
Even though the economy has 

tightened during the pandemic, it doesn’t 
mean there aren’t new opportunities. 
Covid-19 has caused lifestyle shifts that 
have created new markets and sales 
prospects. What new customer needs 
can your organization address? This is 
an opportunity to learn about the issues 
that are driving or reducing the use of 
your products, determine what additional 
problems you could help customers solve, 

and build a strategy to capitalize on and 
adapt your offerings.

Look to your sales organization as the 
feedback loop to glean insights about your 
customers’ changing needs. They are, 
after all, on the front lines and are uniquely 
positioned to help you understand what 
customers want now and aren’t getting 
or, perhaps most importantly, what they 
are getting from the competition. Applying 
those insights can be a game changer, 
not only for driving revenue, but for 
informing strategic growth decisions on 
new product and service combinations, 
the optimization of your manufacturing 
process, and much more as everyone 
adapts to long-term Covid-related realities

Improve the sales experience.
At the onset of the Covid-19 
crisis, many organizations 

adapted by moving sales interactions to 
videoconference or phone. But the longer-
term opportunity is to rethink how to 
use these platforms to improve, not just 
sustain, the sales experience — creating 
value and providing differentiation with 
prospects and clients to make the whole 
experience more compelling. To do 
this, consider new opportunities to help 
customers recognize issues and identify 
opportunities they hadn’t considered. 
With video and phone, it’s easier than 
ever to involve “Subject Matter Experts,” 
implementation or customer support staff, 
and other functions earlier in the sales 
process to provide deeper expertise and 
greater insight. Videoconferencing also 
makes it easier to involve company leaders 
with customers to address problems and 
provide higher-level connections and 
executive sponsorship. 

Now is the time to rethink how your 
sales experience can deliver value for 
potential customers as a key element 
of your strategy in the Covid-19 world. 
Design a sales experience that helps 
customers gain insight about challenges 
and opportunities created by the virus. For 
instance, a consumer packaged-goods 
client of mine created an interactive 
customer forum aimed at revealing 
opportunities and trends their clients may 
be able to capitalize on. Other companies 

have produced videos for clients to help 
them think through the implications of the 
new problems they’re facing. The switch 
to remote work and virtual interactions 
may result in unexpected efficiencies — 
both in time and resources — that help you 
improve proactive customer outreach and 
create a whole new sales and customer 
experience. 

Don’t forget to leverage the 
physical environment while social 
distancing

Your sales organization will undoubtedly 
become more digitally savvy as an 
outcome of Covid-19, and we’ll continue 
to discover more tools that can help 
us connect virtually. But with some 
thought and a little advance planning, 
you can leverage the physical world to 
great effect during your virtual meetings. 
Any business that deals with tangible 
products can ship physical samples, 
models or prototypes to a client, and then 
follow up with a phone conversation. Even 
small gestures, such as sending a client 
a printed copy a document to save them 
from having to use their home printer, 
can be a way to connect in the physical 
world. Additionally, while you may not be 
able to meet up with clients in person, you 
can still recreate some of the physical 
environment you’re missing out on. Send 
a bag of gourmet coffee to a prospect 
and schedule a conversation over a cup 
of coffee (and they’ll have gourmet coffee 
for a week!). Or have a nice lunch delivered 
toward the end of your videoconference to 
recreate the enjoyment of getting together 
at a restaurant. 

Facing the disruptions caused by Covid-19 
continues to be a challenge, but it can 
provide unexpected opportunities to drive 
a better sales process with prospects and 
customers. With thoughtful modifications, 
planning and some imagination, your 
sales strategy, sales experience, and 
customer interactions can emerge from 
the pandemic stronger than ever.

Source: Harvard Business Review
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POINT OF SALES

4 Ways to Boost Your Sales 
Strategy During the Pandemic

by CEDAR Research Team
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URUS BESTARI

6 Ways on How to Network
During the Covid-19 Era

by CEDAR Research Team

Between video calls, masks, and 
conversations six-feet apart, the 
way we interact with each other 
has changed this year. In a matter 

of months, millions of people have moved 
to doing business online, and with the 
cancellation of face-to-face meetings, 
events and conferences, the way we 
network has changed too. Restrictions 
and regulations introduced to stop the 
spread of Covid-19 have dramatically 
reduced the number of chance meetings 
and opportunities to catch up with old 
contacts. Instead, many of us are now 
navigating the world of remote networking.
While remote networking is great on paper, 
it’s not without its challenges. For starters, 
you have to prepare yourself for a meeting 
without background noise or ambience. 
That means working on your video call 
technique, as well as your ice breakers to 
avoid awkwardness. It also means taking 
the first step to connect with new people 
as they probably won’t come to you. Here 
are six tips for networking remotely so 
you can build valuable connections, even 
when you’re staying at home.

Be Agile
Before the pandemic, most 
networking took place face-to-face. 

With the introduction of new restrictions, 
this has become a lot more difficult. If 
you’re looking to expand your network and 
make new connections, you’ll need to look 
at the options available to you in our new 
remote working world. Probably the most 
popular option is video calls. The number 
of people using video calling to keep in 
touch in 2020 has shot up compared to 
last year. This means that most people 
have learnt how to video call and should 
be confident using it by now. You can have 
a fairly easy conversation over video call, 
which is a major plus for networking.

At the same time, there are other options 
available, too. You could agree on a time 
to message one another using an instant 
messaging app. Or you could sign up to 
remote networking events, specifically 
designed to help you meet people in your 
industry. If you live in the same city and it’s 
safe to do so, you might choose to have 
a socially distanced meeting outside. 
Walking meetings can help you get out 
of the house and move your body while 
flexing your networking muscles.

Be Flexible
If you’re arranging to meet 
someone remotely or in a socially 

distanced way, it’s a good idea to work 
around their lives. Find out when they 

have time in their schedule and make 
arrangements that are convenient for 
them. In short, make it as easy as possible 
for them to meet you. With many families 
now juggling full-time care responsibilities 
as well as work, time constraints have 
become even more extreme. Give people 
time to get back to you, cut them slack 
if they’re late for your meeting and thank 
them for giving up a slice of their day to 
talk to you. Making a good first impression 
is crucial in any networking scenario and 
this rule still applies for remote networking. 
Take responsibility for organizing the 
meeting and sending them an invite. Send 
a follow-up and be prepared to put in the 
work to keep the connection alive. These 
extra steps will help you build a positive 
relationship from the get-go and could 
bring you more success down the line.

Be Prepared
By now, many of us are familiar 
with the ins and outs of video 

calling but that doesn’t mean that you 
shouldn’t make an extra effort when 
networking. This is not the time to be 
wearing sweatpants or be calling in from 
bed. If you treat your remote meeting like 
an in-person meeting, it will be easier to 
get your head in the game. At the same 
time, it’s also a good idea to research the 
person you’re going to be meeting ahead 
of time. Even if you know the organization, 
take another look at the website and their 
social media to see what has changed 
since the start of the pandemic. With 
many businesses pivoting to respond to 
the challenges of 2020, you might find that 
an organization you thought you knew has 
changed a lot. You can also prepare your 
questions ahead of time. This will help to 
make sure that the focus is on the other 
person and not on yourself. You are there 
to learn more about them and what they do 
so plan five to 10 questions that make the 
most of this opportunity. Even if you don’t 
use them, it’s helpful to have prompts in 
mind in case conversation runs dry.

Be In-Trend
As well as networking via 
video call, there’s also a huge 

opportunity to use social media for remote 
networking. Now is the time to update the 
social media profiles you have neglected, 
add new content and get in touch with 
followers or connections.
Social media is an ideal pandemic 
networking tool. It’s casual, quick and 
user-friendly. You can share links to 
interesting content or comment on events 
that are relevant to your industry. It’s also 
a chance to put a personal spin on your 

networking by centering on humour or the 
things that are important to you, showing 
the person behind the business profile. 
Keeping up your social media presence, 
even in a small way, can be a big boost 
to your networking efforts. It’s all about 
keeping your name in people’s minds to 
increase the chances that you’re the one 
they contact when a new opportunity 
comes up.

Be Connected
Now more than ever, it’s crucial to 
network within your organization 

too. With remote working, there aren’t the 
same opportunities to chat in the elevator 
or the corridor. It’s easy to feel isolated 
from your colleagues and the people you’d 
otherwise interact with on an ordinary day. 
With many organizations shifting their 
structure, creating new roles and slimming 
down other departments, it’s important 
to have your name in the ring. Make an 
effort to connect with people within your 
organization, as well as outside. You 
might choose to do a video call to catch 
up. Otherwise, simply sending an email or 
connecting on social media can also be a 
good way to reconnect. 

Be Empathy 
The Covid-19 pandemic has been 
the ultimate leveller. Everyone has 

been touched by this event in some way. 
This is a great area of common ground 
between you and the person you’re hoping 
to network with. As well as being the 
ultimate icebreaker, the pandemic has 
also shifted people’s priorities, providing 
the opportunity to re-evaluate what we 
want from our lives. Networking is all 
about sharing, looking at what you can 
offer other people and what they can 
offer you. It seems like now people are 
especially open to new opportunities and 
connections, so make the most of it!

Approach any networking opportunity as 
a chance to make a long-term investment 
in the relationship. It’s not about what 
you can get from it now. It is a chance 
to meet someone new, build up existing 
relationships and see where it leads. 
In the era of Covid-19, everything is a 
bit more uncertain but the way people 
connect is still the same. Sure, we’re doing 
it remotely, via screens instead of face-to-
face, but on the other side of that screen 
there is a person. They have their own 
ambitions, fears and feelings. Remember 
that and you won’t go wrong.

Source: entrepreneur.com
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BUSINESS ALERT

by Corporate Planning , SME Bank Malaysia

BUSINESS ALERT

• Malaysia will showcase its most 
successful surgical and examination 
gloves – that has saved hundreds 
of millions of lives during COVID-19 
pandemic – at the forthcoming Arab 
Health exhibition that takes place at the 
Dubai World Trade Centre from June 
21-24, 2021. Bilateral trade between 
Malaysia and the UAE grew 26.52 
percent to US$1.97 billion (Dh7.25 
billion) in the first quarter of 2021, 
compared to from US$1.56 billion 
(Dh5.73 billion) in the corresponding 
period last year, reflecting the resilience 
in two-way trade.

HEALTHCARE

• Malaysia’s export of surgical and 
examination gloves recorded a double-
digit growth of 51.9 per cent last year, 
valued at US$4.16 billion with major 
export destinations being the United 
States, Germany, Japan, China and 
Brazil. During the first four months 
of 2021, Malaysia’s exports of rubber 
gloves to the UAE has seen an increase 
of over 400 percent to US$35 million, 
according to Malaysia Trade Centre in 
Dubai. 

• Currently, over 90 percent of medical 
devices manufactured in Malaysia are 
exported. Besides that, more than 30 

OUTLOOK: NEUTRAL

• Stakeholders in the tourism industry 
say it will be difficult for them to sustain 
operations until the end of October, 
when domestic tourism is expected 
to take off under the last phase of the 
national recovery plan. According to 
Malaysian Association of Tour and 
Travel Agents (Matta), restarting local 
tourism in the later part of the year 
would worsen the hurt on the ailing 
industry. Having sustained losses for 
more than a year now, we will not be able 
to endure another six months and this 
will likely result in more hotels closing 
and more people losing their jobs if 

TOURISM

there is no additional assistance from 
the government.

• Matta members had managed to 
diversify their businesses since 
the pandemic hit, but red tape and 
inconsistent SOPs during the third 
movement control order (MCO) had 
increased the hardship for many. MAH 
said the industry required more targeted 
financial aid, especially with utilities, and 
a relaxation of conditions for statutory 
payments such as for licences and to 
the Employees Provident Fund. Banks 
should allow interest-free moratoriums.

OUTLOOK: NEGATIVE

• The supply of Malaysia’s flagship crude 
grade Kimanis will be halved in June 
due to weak demand and as the country 
has agreed to reduce production in a 
pact with major oil producers. Kimanis 
is produced from the deepwater 
fields of Gumusut-Kakap and Malikai 
offshore Sabah, which are operated by 
Royal Dutch Shell. Production at these 
oilfields will be reduced. For June, five 
Kimanis cargoes will be lifted. 

OIL, GAS AND ENERGY (Average USD69.34 / Brent Crude)

OUTLOOK: NEUTRAL

• Malaysia is part of OPEC+, a grouping 
of the Organization of the Petroleum 
Exporting Countries (OPEC) and its allies 
including Russia, which have agreed 
to reduce production by 9.7 million 
barrels per day from May 1 to ease a 
global supply glut amid the coronavirus 
pandemic. Malaysia has agreed to cut 
its crude oil production by 136,000 bpd 
for May and June despite being a small 
producer and net importer of oil.

• Last month, May-loading Kimanis crude 
was traded at a spot premium of around 
$4-$4.5 a barrel above dated Brent, two 
Singapore-based oil traders said. But 
it has since come under pressure from 
falling demand due to strict measures 
by many governments measures to limit 
people’s movement to contain the virus’ 
spread. A number of Asian refiners - 
from Thailand to Taiwan - have moved 
to reduce their crude processing rates 
amid falling demand.

multinationals have made Malaysia 
their offshore manufacturing location. 
These would include names such as 
Abbott, Agilent, B. Braun, Ambu, Ciba 
Vision and many others.
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• Utilities and infrastructure group MMC 
Corp Bhd is likely to undertake ship-to-
ship transfer operations in Yan, Kedah, 
and not port operations as speculated. 
It is understood that the vehicle that 
will undertake the ship-to-ship (STS 
in shipping circles) transfers will be 
Andaman Port Sdn Bhd, a wholly-
owned unit of MMC Port Holdings Sdn 
Bhd, which in turn is wholly-owned by 
MMC. STS entails the transfer of cargo, 
possibly supplies or bunker, between 
two tankers positioned alongside each 
other, either while stationary or moving 

BUSINESS SERVICES

in a similar direction. A large portion of 
STS involves bunkering or refuelling of 
vessels.

• Much of the talk on MMC operating a 
port in Yan stemmed from Transport 
Minister’s announcement that an area in 
Yan had been gazetted as a federal port 
on May 10, and that some 600 sq km, 
accounting for a distance of 20 nautical 
miles from the Yan coastline, would be 
declared as part of the new federal port. 
Speculation was that MMC would be 
undertaking the port development as it 

OUTLOOK: NEUTRAL

• Malaysia’s digital economy is gaining 
traction, driven by smartphone access, 
internet connectivity, market readiness 
towards ride hailing and food delivery 
app services, drastic shift towards 
e-commerce and companies integrating 
technology in their core business, the 
research arm of Maybank Investment 
Bank Bhd (Maybank IB Research) 
notes. The research arm gathered 
that the accelerative growth in the 
sector has kicked-in vastly since the 
implementation of Movement Control 
Order (MCO) 1.0 in March 2020.

COMMUNICATIONS CONTENT AND INFRASTRUCTURE

OUTLOOK: NEUTRAL

• The burgeoning number of e-wallet 
companies (issuers) has resulted in 
a very competitive space, with highly-
sensitive pricing to maximise monthly 
active users (MAU) or user acquisition, 
for example by offering very low 
merchant discount rate (MDR), likely 
resulting in ‘survival of the fittest’; 
Touch ‘n Go (TNG), Boost and Grab. 
Meanwhile, competitive dynamics look 
better among the merchant acquirers 
(provider of payment terminals and 
transaction processors) with the major 
ones being GHL Systems Bhd (GHL), 

(107.8 percent), and other household 
equipment (103.4 percent). Also, 
wholesale trade jumped 43 percent 
in April, after increasing 1.8 percent 
in March. At the same time, sales of 
motor vehicles soared 1,687.8 percent, 
accelerating sharply from a 40.7 percent 
surge in the prior month. On a monthly 
basis, retail trade edged down 1.5 
percent in April, reversing from a 1.7 
percent rise in March.

• Retail trade in Malaysia surged 56.4 
percent year-on-year in April 2021, 
accelerating sharply from a 10.5 percent 
rise in the previous month. It was the 
second straight month increase in retail 
sales and the strongest growth since 
the series began in 2013, amid a further 
economic recovery and a low base 
effect from last year. Sales increased 
for other goods in specialised stores 
(133.5 percent), automotive fuels (120.9 
percent), cultural & recreation goods 

WHOLESALE AND RETAIL

OUTLOOK: NEGATIVE

Revenue Group Bhd (RGB) and the 
banks. Overall, Maybank IB Research 
gathered that digital payments value 
and volume have shown steady growth, 
with latest stats (as of April 2021) from 
Bank Negara being RM23 billion and 302 
million, respectively despite the absence 
of tourism industry contribution.

is, after all, the largest port operator in 
the country, with four large terminals — 
and the smaller Tanjung Bruas port in 
Melaka — under its belt.
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Brighter Global Economic 
Prospects, But Uneven Recovery
Malaysia To See The Light At The End Of The Tunnel

The world economy is gradually 
returning to pre-pandemic levels. 
The International Monetary Fund 
sees global GDP growth at 6% 

this year before moderating to 4.4% 
in 2022. In advanced economies, the 
high levels of household savings that 
have built up during the crisis could 
be unleashed as economies reopen, 
boosting consumption to higher-
than-expected levels. But elsewhere, 
including emerging-market economies 
where access to vaccines as well as 
the scope for government support are 
limited, the economic recovery will be 
modest.

Although still below its pre-pandemic 
peak, the UK economy grew by 2.3% 
in April, its third consecutive monthly 

By Strategic Credit & Economic Analytic (SCEA)

growth this year. Strong growth in retail 
spending, increased car and caravan 
purchases, schools being open for the 
full month, and the beginning of the 
reopening of hospitality all boosted the 
economy in April. Over in the US, people 
are also returning to pre-pandemic 
activities; planes and restaurants 
are full, gyms are returning apace. 
However, the US economy is sending 
mixed signals, with rising inflation and 
a paradox of high unemployment rates 
while many industries are suffering 
labour shortages. 

An economic theory called ‘reallocation 
friction’ may explain why employers 
are having a hard time finding workers. 
When a lot of jobs have been lost, 
businesses have closed, people have 

been fired or people have been forced to 
cut the hours, it takes a while to restart. 
That’s the friction. If you are restarting 
in a different sector, there’s even more 
friction. So that’s the reallocation 
friction that always happens after a 
recession.

Will Malaysia follow in the same 
footsteps?
On 1 June 2021, Malaysia returned to 
a full lockdown (MCO 3.0), similar to 
MCO 1.0 with only essential economic 
and services sectors allowed to operate 
for 2 weeks. The MCO 3.0 was recently 
extended by another 2 weeks till 28 
June. This brings our GDP forecast 
closer to a range of 4.5% and 5.5% 
(2020: -5.6%), a downward revision from 
our previous estimate of 5.5% and 6.5% 
(BNM’s forecast: 6.0% and 7.5%). The 
government’s pledge for a faster and 
more effective vaccine rollout is critical 
to a stronger recovery momentum. 
However, downside risks to this forecast 
will prevail should the MCO drags on. 

Nonetheless, the impact of MCO 3.0 is 
expected to be less severe than that 
of MCO 1.0 as the classification of 
essential services is broader this time, 
with the inclusion of construction and 
mining sectors as well as supporting 
industries involved in the supply chain 
of essential services. Economic loss 
during MCO 3.0 is estimated at RM600 
mil/day or totaling ~1.2% of GDP, 
significantly smaller than the RM2.4 bil 
loss/day or ~8.0% of GDP back in MCO 
1.0. 

The government’s PEMERKASA+ 
stimulus programme is a continuation 
of aid from current stimulus packages. Source: IMF World Economic Outlook, April 2021
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The bulk of PEMERKASA+ stimulus 
measures (RM40 bil or ~2.8% of 
GDP) comprise liquidity and credit 
assistance (RM35 bil) vs direct fiscal 
injection (RM5 bil). Although direct 
fiscal injection dwarf in comparison to 
previous packages due to constrained 
government finances, it provides some 
respite to consumers and businesses in 
need, particularly SMEs. An additional 
RM2 bil of allocation under Bank 
Negara Malaysia’s Targeted Relief 
and Recovery Facility for affected 
SMEs is much welcomed, bringing the 
total programme size to RM7 bil. In 
addition, another RM1.5 bil of micro 
credit scheme will be made available, 
alongside a 3-month loan moratorium 
or 6 months of reduced instalments. 

SME loans outstanding expanded by 
10% y-o-y to RM309 billion as at end-
March 2021, led by the increase in loans 
to small SMEs (10% or +RM12.5 bil) and 
micro SMEs (10% or +RM8.0 bil). There 
was a surge in loan applications from 
small SMEs at the start of the pandemic 
last year. Overall, SME loans make up 
16.7% of the banking system’s loans as 
at end-March 2021. 

Recovery in the horizon
While unemployment rates have yet 
to return to pre-pandemic levels, it has 
been trending downwards. Moreover, 
the rise in employment in encouraging, 
mainly attributed to higher employment 

Source: Bank Negara Malaysia

Source: Department of Statistics Malaysia

in the wholesale and retail trade as well 
as the petroleum, chemical, rubber and 
plastic products sectors. 

Economic momentum at the global 
landscape has boosted Malaysia’s 

export-oriented industries. With 
the acceleration in the country’s 
vaccination drive – 8.9% of population 
are vaccinated at the time of writing – 
recovery on the domestic front should 
also begin taking shape in 2H 2021. 

Sources:
Organisation for Economic Co-operation and Development Economic Outlook May 2021, BBC, RockCreek Investment Firm, Bank Negara Malaysia, Ministry of 
Finance, Department of Statistics Malaysia and SME Bank SCEA
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SEMBANG USAHAWAN

Setiap orang rezekinya berbeza-
beza. Ada yang mula bisnes 
dengan modal beribu-ribu, ada 
juga yang berjuta-juta. Bagi 

jenama tudung bawal anti-kedut yang 
semakin dikenali ramai, Fareha by Cik 
Fa, percaya tak pengusahanya hanya 
bermodalkan RM500 sahaja! Kini, siapa 
sangka, dengan modal sekecil itu, dia 
berjaya mengaut hasil keuntungan yang 
berkali-kali ganda! Menurut pengasasnya, 
Nurul Fareha Anuar, atau mesra dengan 
sapaan Cik Fa, dia nekad berhenti kerja 
makan gaji untuk meneruskan niat 
mencari rezeki dalam perniagaan.

Bolehkah anda kongsikan latar belakang 
perniagaan anda?

Fareha by Cik Fa sudah bertapak 
dalam pasaran sejak tahun 2016 lagi. 
Bukan tidak bersyukur dengan rezeki 
hasil bekerja makan gaji tetapi saya 
mengharapkan sesuatu yang lebih 
baik untuk keluarga. Tiga bulan saya 
menganggur dan tunang, Mohd Yusri 
yang kini menjadi suami saya menjadi 
penyokong kuat dari segi mental dan 
kewangan.

Dalam masa tiga bulan, saya juga pernah 
menjual kosmetik tetapi tak berjaya. 

menghasilkan corak. Tetapi, dalam 
pilihan corak diberi, saya akan membuat 
pilihan yang paling digemari pembeli. 
Memilih material untuk rudung bawal 
ini juga memerlukan ketelitian kerana 
jenama Fareha berpegang kepada moto 
kami iaitu ‘bawal antii kedvut’, mudah 
digayakan dan sesuai untuk dibawa 
ketika travel. Harga bagi setiap helaian 
tudung juga sangat berpatutan dan 
mampu milik.

Kami akan mengambil masa yang lama 
untuk mengeluarkan sesuatu rekaan 
tudung di pasaran kerana kami sangat 
teliti dari segi rekaan, warna, jahitan 
dan sebagainya. Kami menggunakan 
kain chiffon dan cotton berkualiti yang 
diimport dari Korea. Buat masa ini, 
Fareha akan mengeluarkan tudung 
jenis bawal sahaja kerana mempunyai 
permintaan tinggi. Kami mendapat 
maklum balas daripada pelanggan yang 
mahukan tudung bawal dikekalkan. Kami 
membuat kajian dan mendapati pembeli 
meminati bawal sebanyak 70 peratus dan 
selebihnya adalah selendang.

Jatuh bangun perniagaan ini turut dirasai 
bersama ejen dan dropship. Mereka 
juga yang turut sama menaikkan nama 
Fareha sehingga dikenali. Di Fareha, 
kami juga mempunyai sistem stokis, ejen 
dan dropship. Setiap dropship misalnya 
akan mendapat keuntungan sebanyak 
RM5 melalui setiap helaian yang dijual. 
Mereka juga diberikan bahan pemasaran 
untuk disebarkan di media sosial dan 
tidak perlu menyimpan stok. Manakala 
stokis pula boleh mencapai keuntungan 
sehingga 50 peratus untuk setiap 
helaian. Dan tentutnya, stokis mendapat 
keuntungan 70% tetapi memerlukan 
modal sebanyak lebih kurang RM50,000. 
Hanya 13 orang stokis sahaja yang kami 
terima kerana mereka perlu bermula dari 
dropship terlebih dahulu. 

Terinspirasi daripada kawan baik sendiri 
yang berniaga tudung, akhirnya saya 
mengambil peluang untuk cuba menjual 
tudung juga. Duit simpanan sebanyak 
RM500 digunakan untuk membeli 40 
helai tudung dan Alhamdulillah laku 
keras!

Saya hanya menggunakan media 
sosial iaitu Facebook sebagai medan 
mempromosi tudung. Apabila melihat 
kan tudungnya mula mendapat 
sambutan, selepas tiga bulan, saya mula 
mencari dropship dan ejen kerana tidak 
menang tangan mengambil pesanan 
dan menguruskan pos. Sewaktu 
memulakan perniagaan saya langsung 
tidak mempunyai ilmu berniaga. Mujur 
suami ada di sisi untuk membantu dalam 
pengurusan kewangan dan perniagaan. 
Selama ini, Fareha by Cik Fa di ‘ampuh’ 
kuat suami saya. Dialah yang rajin 
menimba ilmu dan memberi idea serta 
‘menolak’ Fa untuk membuat sesuatu 
keputusan dalam perniagaan.

Apakah kelebihan tudung keluaran anda 
dan bagaimana anda memasarkannya?
Fareha sangat istimewa kerana setiap 
rekaan corak yang dihasilkan adalah 
custom made. Kami mempunyai dua 
orang pereka dan mereka bebas untuk 
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Boleh anda kongsikan pencapaian yang 
baru-baru ini dicapai oleh stokis anda?

Kami telah menghadiahkan 10 kereta 
Perodua Axia kepada 10 stokis sebagai 
penghargaan terhadap kejayaan mereka 
mencatatkan jualan memberangsangkan 
pada tahun 2020. Kesemua stokis 
terbabit berjaya mencatatkan jualan 
tujuh angka dan telah mencapai sasaran 
yang ditetapkan oleh syarikat. Meskipun 
negara berdepan dengan pandemik 
Covid-19 dan banyak sektor perniagaan 
terkesan oleh wabak itu namun kesemua 
stokis berjaya mencapai sasaran yang 
ditetapkan.

Saya telah meletakkan sasaran jualan 
yang sangat tinggi kepada mereka 
sebenarnya tetapi siapa sangka mereka 
berjaya mencapai jualan tersebut dengan 
nilai di luar jangkaan. Ada dalam kalangan 
stokis tersebut berjaya membuat jualan 
sehingga tujuh angka. Saya bangga 
dengan pencapaian mereka dan berharap 
mereka akan meneruskan usaha untuk 
mengukuhkan jualan mereka pada tahun 
2021. Selain pemberian 10 kereta Perodua 
Axia, Fareha turut menghadiahkan 
emas kepada dua stokis yang berjaya 
mencatatkan jualan tertinggi. Setiap 
individu berpeluang menjadi usahawan 
Fareha by Cikfa bermula sebagai dropship 
tanpa modal dan akan dibimbing oleh 
pegawai pemasaran, stokis dan leader 
masing-masing. Fareha komited dan 
sentiasa menyediakan bahan-bahan 
pemasaran untuk membantu mereka. 

Kejayaan yang dicatatkan oleh 12 stokis 
mendorong kami untuk menyasarkan 
jualan RM100 juta pada tahun ini 
berbanding RM60 juta pada tahun 2020. 
Kami menyasarkan untuk mengeluarkan 
30 juta helai tudung Fareha by Cikfa 
yang terkenal dengan bawal anti kedut 

berbanding hanya 15 juta helai pada 
tahun 2020. Pada tahun lalu kami 
mencatatkan jualan berjumlah RM60 juta 
sahaja berikutan stok tidak mencukupi 
meskipun menambahkan kilang jahit dan 
kain. Saya yakin dengan kemampuan 12 
stokis dan 15,000 ejen sedia ada untuk 
membantu meningkatkan jualan, sekali 
gus mencapai sasaran Fareha by Cikfa. 
Kami juga akan memperbanyakkan papan 
iklan dan konsisten mempromosikan 
tudung Fareha by Cikfa di media elektronik 
sebagai strategi untuk mengukuhkan 
kedudukan kami dalam pasaran tempatan 
dan antarabangsa. Buat masa ini, kami 
mempunyai dua kilang di Teluk Panglima 
Garang, Selangor untuk pengeluaran dan 
pembungkusan serta 10 kilang jahit.

Apakah cabaran yang dihadapi oleh 
perniagaan anda?

Bercerita soal cabaran, saya akui 
ada perkara yang pernah ‘menjentik’ 
perniagaan namun masih dalam keadaan 
terkawal. Pernah kami mengalami 
kerugian dek kerana material kain yang 
diharapkan tidak sama dengan napa 
yang diterima. Dan ada juga pesaing-
pesaing yang cuba ‘mencuri’ designer 
Fareha tetapi Alhamdulillah cabaran itu 
dapat diatasi dengan baik.

Ketika penularan wabak Covid-19 Mac 
lalu, saya rasa sangat risau kerana kami 
sudahpun mempunyai koleksi tudung 
untuk dilancarkan sempena hari raya. 
Saya dan suami berselisih faham kerana 
pesanan sudah dibuat seawal Oktober 
2019 lagi. Saya bimbang andainya 
tudung tak laku dijual. Tetapi keputusan 
yang suami ‘paksa’ saya teruskan iaitu 
membuat tempahan awal akhirnya 
membuahkan hasil. Sales ketika wabak 
menular menjadi sehingga dua kali 
ganda! Saya bersyukur sangat kerana 

stok sudah awal-awal lagi berada di 
tangan kami. Hanya tunggu untuk dijual. 
Semua sold out!

Boleh anda kongsikan tentang bidang 
perniagaan baharu anda?

Walaupun sudah membina empayar 
dalam perniagaan tudung menerusi 
jenama Fareha by Cikfa, bidang baharu 
(kedai emas) ini dapat mempelbagaikan 
lagi cabang perniagaan. Idea membuka 
kedai emas itu tercetus apabila 
melihat perniagaan tudungnya mampu 
beroperasi sepenuhnya di bawah seliaan 
kakitangan kami. Apabila perniagaan 
tudung sudah boleh diuruskan oleh 
pekerja, saya berpendapat tiba masanya 
untuk mengembangkan cabang 
perniagaan dan fokus kepada perniagaan 
yang sentiasa menambat hati pelanggan 
wanita iaitu emas. Bermodalkan RM10 
juta, saya sedar ia jumlah yang besar, 
namun saya yakin emas sentiasa 
mempunyai permintaan tinggi selain 
percaya semua perniagaan mempunyai 
risiko tersendiri. Risiko dalam perniagaan 
itu memang ada. Berniaga tudung pun 
ada risikonya. Tapi, kalau takut kepada 
risiko, sampai bila-bila kita tidak boleh 
berjaya. Jadi, sebagai peniaga, kita perlu 
cuba mengatasi apa juga risiko dan 
dugaan dalam perniagaan ini.

Pemilihan lokasi kedai emas dibuka di 
Bandar Saujana Putra dibuat setelah 
mendapati tiada kedai emas dibuka di 
kawasan tersebut. Pemilihan lokasi yang 
strategik membolehkan perniagaannya 
lebih fokus kepada kawasan sekitarnya 
dan pihaknya tidak perlu bersaing dengan 
kedai emas lain yang berada jauh dari 
kawasan tersebut.

Buat masa ini, kami ingin memberi fokus 
kepada kedai fizikal berbanding jualan 
secara dalam talian untuk mendapatkan 
kepercayaan pelanggan terlebih dahulu. 
Selain itu, kami juga menggunakan 
strategi pemasaran khususnya hebahan 
melalui platform media sosial dan 
melantik ejen ‘dropship’.

Kami telah menetapkan sasaran hasil 
jualan bulanan sebanyak RM1 juta. Jika 
perniagaan mula stabil, kami merancang 
membuka beberapa cawangan lain di 
kawasan Lembah Klang seperti Bangi 
dan Setia Alam. Saya nak perniagaan 
emas ini berdiri setanding dengan 
perniagaan sedia ada saya atau lebih lagi 
dan mampu bertahan untuk jangka masa 
panjang.

Sumber: sinarharian.com



Legendary leadership and elite 
performance expert Robin Sharma 
introduced The 5am Club concept more 
than 20 years ago, based on a revolutionary 
morning routine that has helped his clients 
maximize their productivity, activate their 
best health and bulletproof their serenity in 
this age of overwhelming complexity. Now, 
in this life-changing guide, handcrafted by 
the author over a rigorous four-year period, 
you will discover the early-rising habit that 
has helped so many accomplish epic 
results while upgrading their happiness, 
helpfulness, and feelings of aliveness.
Through an enchanting - and often 
amusing - story about two struggling 
strangers who meet an eccentric tycoon 
who becomes their secret mentor, The 
5am Club will walk you through:
• How great geniuses, business titans 

and the world’s wisest people start 
their mornings to produce astonishing 
achievements

• A little-known formula you can use 
instantly to wake up early feeling 
inspired, focused, and flooded with a 
fiery drive to get the most out of each 
day

• A step-by-step method to protect the 
quietest hours of daybreak so you 
have time for exercise, self-renewal, 
and personal growth

• A neuroscience-based practice 
proven to help make it easy to rise 
while most people are sleeping, 
giving you precious time for yourself 
to think, express your creativity, and 
begin the day peacefully instead of 
being rushed

• “Insider-only” tactics to defend 
your gifts, talents, and dreams 
against digital distraction and trivial 
diversions so you enjoy fortune, 
influence, and a magnificent impact 
on the world

Part manifesto for mastery, part playbook 
for genius-grade productivity and part 
companion for a life lived beautifully, The 
5am Club is a work that will transform 
your life. Forever.

The 5 AM Club - 
Own Your Morning. Elevate Your Life

Author  : Chris Voss &
  Tahl Raz

Pages  : 260 pages
Publisher  : Harper Business

A former international hostage 
negotiator for the FBI offers a new 
field-tested approach to high-stakes 

negotiations - whether in the boardroom 
or at home. Never Split the Difference 
takes you inside the world of high-
stakes negotiations and into Voss’ head, 
revealing the skills that helped him and 
his colleagues succeed where it mattered 
most: in saving lives. In this practical 
guide, he shares the nine effective 
principles - counterintuitive tactics and 
strategies - you, too, can use to become 
more persuasive in both your professional 
and personal lives. Life is a series of 
negotiations you should be prepared for: 
buying a car, negotiating a salary, buying a 
home, renegotiating rent, deliberating with 
your partner. Taking emotional intelligence 
and intuition to the next level, Never Split 
the Difference gives you the competitive 
edge in any discussion.

Never Split the Difference: 
Negotiating As If Your Life Depended On It

Throughout the book, Voss draws on 
his experiences in truly life-or-death 
situations to illustrate these techniques, 
and offers scores of examples of how they 
translate into our working lives. We spend 
most of our days at work negotiating for 
something. Knowing the most successful, 
crisis-tested approaches to the process 
will ensure the conversation more 
frequently goes your way.

Voss explains how simple these tools can 
be, such as your tone of voice, the types of 
questions you ask the other party, or even 
how you enter the conversation in the first 
place. Successfully asking for a raise, 
a new position, a client concession, or a 
change to the terms of a contract can all 
be influenced by the techniques outlined in 
the book. Voss was part of the generation 
that revolutionized and refined the FBI’s 
approach to the process of negotiation. 
And now he can help readers do the same 
in their own lives.

Author  : Robin Sharma
Pages  : 336 pages
Publisher  : Harper Collins Canada 
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