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015 has been a phenomenal year 
for our Singapore Malay Chamber 
of Commerce and Industry (SMC-

CI) in more ways than we can possibly 
imagine. 

Our membership base increased 
by a whopping 300 members from 196 
members in Dec 2014 to 496 members in 
Dec 2015.  That represented more than 
a 150% annual increase in membership 
with an average of almost 30 new mem-
bers every month!

2015 also saw the appointment of our 
new Industry Expert members to lead 
the respective clusters under our “Mar-
keting to Members” core objective. These 
newly appointed heads who are experts 
in their respective clusters represent 
the voice of the industry and will work 
towards enhancing our capability, col-
laboration eforts and market visibility. 

Our MMBC reached its 4th year and 
1000th participants marks in 2015 in its 
showcase of Malay Muslim Businesses.  
The 4th Malay-Muslim Business Con-
ference in 2015 was themed ‘Business 
Without Borders: Riding the Tide of 

Change’ featuring dialogues on Asean 
Economic Community (AEC)  and its 
relevance and potential impact on Malay 
Muslim businesses. 

You can read more about our activi-
ties, achievements and milestones during 
the year in pages 12 and 13.

Despite the many achievements and 
milestones, SMCCI will never rest on 
our laurels. We will go even further in 
providing the best support, marketing 
platforms, facilities and inspiration to 
our members in 2016 and beyond!

In 2016, members can look forward 
to more new and innovative activities 
including structured sessions to pitch 
business ideas to investors for up to 

$20,000/- and hands-on workshops 
on how to pitch efectively.

As part of our ongoing activities to 
support Halal businesses, in 2016, we 
will show you the way to maximize the 
opportunity to attain marketing support 
of up to 60% when you list your halal 
products at selected retail outlets in 
overseas markets such as Japan.

We expect to see more industry 
clusters being formed in 2016 including 
Media & Arts, Retail & Commerce and 
Construction & Facilities, and we invite 
you to be a part of the Cluster-to-Col-
laborate movement today!

We look forward to bigger and better 
things in 2016.

Well Done2015,

2016Better Things 
to Come in
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W
hen talking about Ridjal Noor 
many diferent descriptions 
come to mind.  Fuyooh, Self-

made Entrepreneur, Business Mentor, 
Author, and many more.This writer sat 
with Ridjal one afternoon at a café on 
Orchard Road. It was raining heavily and 
we chose a quiet al fresco seat that was 
well sheltered. As we sat down Ridjal 
casually noted that he had designed the 
no smoking sticker on the table when he 
was working with a design shop in Bras 
Basah.  This casual, ofbeat and almost 
nonchalant remark set the tone for the 
rest of the interview.

Ridjal graduated from Temasek Pol-
ytechnic with a Diploma in Computer 
Engineering in the early 2000.  However, 
his interest has always been in Design.  
Upon graduation in 2002, he studied 
design on the job with a small design 
shop called Design 101 at Bras Basah and 
dabbled with various advertising agen-
cies before starting his own company 
with a capital of $5,000. 

The company was called Pullupstand.
com and specializes in design, conceptu-
alization and production of customized 
pull up stands, displays, signages and 
other related display and signage facil-
ities, equipment and collaterals. 

From its start as a homebased com-

pany, Pullupstand.com is now a global 
player with over 3000 clients including 
big name companies like Rolls Royce, 
Shell, Dyson, Mothercare, Tupperware 
and Fremantle among its fans.  

In recounting the success of the com-
pany Ridjal said that “understanding of 
the market place and your customers are 

key. Customers want a website that is 
accessible so give them that. ”  

  His company philosophy is a syn-
thesis of the philosophies of some of the 
most cutting edge companies today like 
Amazon, Apple, Dyson and Zappos. The 
focus is on Customer Satisfaction by be-

Understanding of the 
market place and your 

customers are key to the 
success of the company.

ing passionately customer centric and 
applying the iner points of customer 
servicing. 

Towards this end for example, he 
employs six phone-in staf to provide 
personalized service and customized 
solutions to customers.  

In addition, Ridjal mentoned that 
“you must always work closely with all 
your suppliers and build an extensive 
networking for all related or even seem-
ingly unrelated products and services so 
that you can provide a comprehensive 
one-stop shop service to clients.”

 Market research too is crucial and he 
does this every time he travels overseas 
where he goes window shopping to learn 
the latest trends and ideas. 

 Among some of the new products and 
services Pullupstand.com is currently go-
ing into are LED Display and Advertising 
and a collapsible mobile sales and service 
counter called Flip Counter that comes 
with self-lighting facilities and can be 
set up by one person in minutes unlike 
the traditional nuts and bolts method 
that require several workers to set up.

When asked to comment about his 
selection for the Spirit of Enterprise 
Award, Ridjal said that he was excep-
tionally pleased with it as it serves as 
a strong endorsement of the eforts in 
building the business and positioning 
it as a market leader. 

Currently besides running his busi-
ness, Ridjal inds time through his other 
company, WGL International to publish 
inspirational books and conduct high-
ly sought after courses to help budding 
entrepreneurs create their own paths 
towards success. WGL incidentally stands 
for We Groom Lions .

“The focus is 
on Customer 

Satisfaction by 
being passionately 

customer centric and 
applying the finer 
points of customer 

servicing.”

RIDJAL NOOR: FOCUS ON
CUSTOMER SATISFACTION
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BUSINESS 
BOOSTER 
PROGRAMME 
BY SME 
Centre@SMCCI

Ms. Ashura, the business advisor 
working on this program, success-
fully identified and introduced 
the management of Indah Living 
Pte Ltd to a private investor, who 
agreed to provide Indah Living with 
the required financial assistance.

Designed by Indah Living (Picture taken from the company’s website) 

I
ndah Living Pte Ltd is a Singapore- 
based furniture business owned by 
Mr Zamri Junai. The company was 

incorporated in March 2014 with a 
strong focus on branding and a niche 
in designing unique furniture of ex-
ceptional quality. 

The company maintains its strict 
quality by producing furniture on a 
project by project basis.  Production is 
carried out in a factory located in Cen-
tral Java, Indonesia as and when new 
projects and orders are received. The 
company has a strong core clientele 
comprising retailers, distributors, and 
wholesalers across various industries. 
Some of the company`s niche products 
are being bought by top hotels, resorts 
and condominium developers.

Recently, the company was awarded 
a big project to produce furniture for 
a client in Singapore. However, there 
were constraints faced in processing new 
orders as a result of insumcient capital. 
The management tried applying for a 
Microloan with DBS and OCBC banks 
but was rejected.

It was at that crucial time that Mr. 
Zamri was introduced to the Business 
Booster Program conducted by the 
SME Centre @ SMCCI. The program is 
a 9-month long assistance scheme aimed 
at providing guidance and support to 
SMEs to improve their businesses.
         Ms. Ashura Isaahak Piperdy, the busi-
ness advisor working on this program,  
successfully identiied and introduced 
the management of Indah Living Pte 
Ltd to a private investor, who agreed to 
provide Indah Living with the required 
inancial assistance.
With the funds from the investor, Indah 
living was then able to process the new 
orders received from the big project.

The timely intervention by SME Cen-
tre @ SMCCI has served Indah Living well 
in maintaining the conidence of their 
clientele and increasing the potential 
for the company’s continued growth.

In its continuous efort to provide 
a service to members, SME Centre @ 
SMCCI hopes to add value to many more 
projects and businesses to come.

The timely intervention by SME Centre @ SMCCI has 
served Indah Living well in maintaining the confidence 
of their clientele and increasing the potential for the 
company’s continued growth.

Mr Zamri Junai of Indah Living Pte Ltd.

To FInd Out More:
Contact our Business Advisors at 6293 3822 
or email at gadvisory@smecentre-smcci.sg
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 Building relationship:
Many new friends were made and potential 
business contacts established in these net-

working sessions, and circles of trust were 
formed. 

I
ndonesia is our giant neighbour,  just 
a short 30 minutes to Batam or up to 
six hours away to Papua. It has a huge 

population of 260 million people and is 
the world’s largest Muslim population. 
Indonesia is also blessed with an abun-
dance of natural resources, from gold to 
natural gas, to wood and ish.

Singapore is traditionally the larg-
est source of foreign investment in In-
donesia, and both 
countries share 
strong and friend-
ly ties, both at the 
state level as well as 
on the ground. For 
Malay Muslims in 
Singapore, we also 
share similarities in 
language, culture, 
religion and eth-
nicity.  In addition, 
Indonesia has con-
sistently churned 
out GDP growth of 
above 4.5% almost 
every year since 
the Asian Financial 
Crisis of 1998. It has a young population 
and a huge emerging middle-class that 
is growing rapidly.

All these factors point to Indonesia 
being the natural market for SMCCI 
members, especially when contrasted 
with the small and highly-competitive 
Singapore business landscape. 

Yet one detects a strange sense of 

inertia or even apprehension when 
speaking to our business people about 
doing business in Indonesia. We’ve all 
heard horror-stories of people getting 
“burnt”, and are well aware of the chal-
lenges to doing business in Indonesia, 
especially in relation to its opaque and 
tedious bureaucracy and legal system.
     The SMCCI Jakarta Trade Mission 
sought to remove these perceived 

barriers to starting 
or growing busi-
ness in Indonesia, 
and this objective 
was resoundingly 
achieved. All del-
egates understood 
that although there 
will deinitely be 
bumps in the road, 
and that results are 
not instant, Indo-
nesia is most dei-
nitely a highway 
to business success 
for those willing to 
invest in it.

The key is what 
and how to invest. It is not so much about 
investing money, as it is to invest in 
building relationships – and the best 
relationships are those forged through 
communities and associations.

The Jakarta Trade Mission 2015 was 
packed with networking and business 
matching sessions. We met with the 
leaders and members of Kadin (the main 

REMOVING THE 
PERCEIVED 

BARRIERS TO 
DOING  BUSINESS 

IN INDONESIA
The SMCCI Jakarta Trade Mission 

sought to remove these perceived 
barriers to starting or growing 

business in Indonesia, and this ob-
jective was resoundingly achieved. 

Report by  Umar Munshi and     
Muhammad Husain Alias

The 5-day Trade 
Mission served as 
an eye-opening 

introduction 
to wonderful 

Indonesia 
newbies”
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Chambers of Commerce in Indonesia), 
HIPMI (Young Entrepreneurs’ Associ-
ation), TDA (an Entrepreneurship com-
munity with more than 20,000 entrepre-
neurs Indonesia-wide),  BISA (Business 
Indonesia Singapore Association)  and 
attended a dinner hosted by the Singa-
pore Embassy in Jakarta, together with 
a group of Singapore business owners 
based there. Many new friends were 
made and potential business contacts 
established in these sessions, and circles 
of trust were formed. 

A young delegate Amir Haziq, was 
matched to one of the leaders of TDA, 
Pak Hantiar. Pak Hantiar is a seasoned 
businessman with multiple successful 
businesses in various industries, and was 
more than happy to explore producing 
garments for Haziq’s business.

Business and life partners Mr Juan 
and Mdm Oarda also managed to get 
connected to a few of the top Real Estate 
Developers in Indonesia during our brief-
ing session by Realestat Indonesia (an 
industry organization) to work together 
with their company Spanish Consultancy 
in collaboration with Spanish companies 
to pitch for Indonesian Infrastructure 
projects.

It is not just on the ground where 
businesses lourish and deals are made. 
There is also real progress from within 
Indonesia’s leadership. Indonesia has 
turned the corner and is now irmly on 
track to being foreign-business friendly.      
Setting up a company in Indonesia can 
now be processed in Singapore through 
the Investment Coordinating Board’s 
(BKPM) omce here, and there is far more 
transparency in navigating regulations 
and permits for businesses. Savvy global 
investors have irmly set their sights on 
the Indonesian market, and many do so 
via Singapore – yet another opportunity 
for SMCCI members.
     One of the highlights of our trip was 
also a site visit at the outskirts of Jakarta, 
to commemorate the launch of a 9.5 hec-
tare development where 1,200 afordable 
homes were being constructed for the 
needy. This development is as special 
as it is unique – its funding is from 50+ 
Singaporeans who had invested in it as 
part of a Crowdfunding campaign. 
         The 5-day Jakarta Trade Mission was 
an immensely valuable experience for 
all involved. It served as an eye-open-
ing introduction to wonderful Indone-
sia for the newbies, and for those who 
are already familiar with Indonesia, it 
deepened and strengthened networks 
by connecting delegates to quality local 
contacts and business leaders . 

FIKA SWEDISH CAFE: COMBINING 
FOOD, VISUAL APPEAL, AMBIENCE
Tasneem Noor firmly believes that combining these aesthetic elements can 
create a memorable experience that wins her loyal customers. 

C 
ooking has always been Tasneem 
Noor’s passion and as anyone 
among her many friends and 

family members who have tasted her 
food would testify, she is really good at it. 

When Tasneem married her husband, 
Joakim, who is Swedish, she delighted 
in cooking all of his favourite food, espe-
cially her specialty, Swedish meatballs.  

Friends and family would compli-
ment her on her delicious Swedish meat-
balls so much so that when her father, 
who is an enterprising individual him-
self, wanted her to start her own business, 
she thought that the natural thing to do 
was to start a Halal Swedish Restaurant.  
And that was how Fika Swedish Café and 
Bistro came into being.

Little did Tasneem realize though, 
how successful the irst outlet located 
at the corner of Arab Street and Beach 
Road would be.  Within a few years, ca-
tering to the high demand, she opened 
up two more Fika Swedish Café and 
Bistro branches, one at Millenia Walk 
and another at OneKM at the corner of 
Geylang Road and Tanjong Katong Road.

 Today she manages the outlets with 
her husband and often order and eat at 
her own restaurants to ensure that strict 
quality control is maintained at all times.

Tasneem, with her own background 
as a Visual Communications graduate, 

is a irm believer that besides the food, 
visual appeal and ambience is a major 
part of the entire dining experience. 

 “These aesthetic elements combine 
to create a memorable experience that 
wins you loyal customers,”  she said.

A feature that sets her apart from 
some others is her ability to capitalize 
on the power of online marketing.  She 
often invites bloggers and social media 
types to savor her food and then spread 
the word on their blogs and social media 
platforms - a practically no cost form of 
advertisement with phenomenal reach.

Regarding her recent Spirit of Enter-
prise Award, Tasneem said in her char-
acteristic unassuming manner, “it came 
as a complete surprise because I feel that 
I’ve not done enough.’’

Future plans for Tasneem include 
opening up a fourth branch of Fika Swed-
ish Café and Bistro, developing her event 
management business, NordiskaEvents.
com and providing consultancy services 
in interior designing to other F&B es-
tablishments. 

 Furthermore, being a mother of two 
boys, Adam and Mika aged 3 and 4 years 
who are currently home-schooled, she 
is keen to start her own Montessori in-
spired pre-school.  This would cater to 
the needs of not only her sons but also 
many other parents.
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R 
oslan and Rodziah appear to be 
your typical Malay Muslim Sin-
gaporean couple blessed with 

ive children – three girls and two boys 
aged between 28 to 13 years. They had 
wanted to migrate to Australia and in 
early 2000 actually moved to Australia 
to build a new life there. However, they 
couldn’t it in, and as fate would have it, 
they soon came back to Singapore. They 
then started a modest catering business 
and services company called SRSP Ca-
tering and Services providing food & 
beverage and other related services to 
mostly Malay functions and weddings.

At about the same time, Rodziah 
started to help out at her favourite Ma-
lay food stall, Mak Itam’s Café at Block 
605 Yishun Street 51. The husband and 
wife owner of Mak Itam’s Café had been 
running the place for as long as anyone 
could remember and the stall was well 
known all over the island for the taste, 
quality and authenticity of their tradi-
tional Malay dishes like mee siam, mee 
rebus, soto, gado-gado, nasi lemak, nasi 
campur, lontong and traditional Malay 
cakes, kuih-muih.  

What truly set the stall apart from 
others was the authenticity of its cakes 
and dishes –  sticking to age-old secret 
family recipes handed down from gen-
erations, utilizing the best fresh raw in-
gredients and home-made spices.

 The quality was always passionately 
maintained over the years, winning the 
stall loyal customers from as far away as 
Pasir Ris and Tanah Merah in Singapore 
as well as Malaysia, Brunei and Indonesia. 

The owners of Mak Itam’s were get-
ting older and felt that it was time to hand 
over the business to others.  Rodziah’s 
timely acquaintance with the Café own-
ers earned their trust and they gladly sold 
their stall to her when they decided to call 
it a day.  Thus began the entrepreneurial 
journey of Rodziah and Roslan.

 It was not at all easy because I did not have their 
recipe and it was through many processes of trial and 
error that I was able to come close... 

RODZIAH AND 
ROSLAN OF 
MAK ITAM’S 

CAFE

What truly set the stall apart from 
others was the authenticity of its 

cakes and dishes –  sticking to age-
old secret family recipes. 

Roslan and Rodziah with their staff at their Mak Itam’s CafeW.

“The quality 
was always 
passionately 
maintained 

over the years, 
winning the stall 
loyal customers’’       

They retained the stall name, Mak 
Itam’s Café. With their catering contacts 
and experience, they were able to source 
for quality fresh ingredients. But how 
could they recreate the near legendary 
tastes of Mak Itam’s food? 

 In recounting those early days, Rod-
ziah said, “It was not at all easy because 
I did not have their recipe and it was 
through many processes of trial and 
error that I was able to come close, but 
still it was not the same taste. Finally 

after many “pujukan” and “rayuan” Mak 
Itam herself agreed to share the secrets 
of her well-kept family recipe.”  

From then on there was no looking 
back, the stall was re-invigorated, and the 
customers packed the stall. While con-
ducting this interview, the writer could 
barely ind a place to sit as customers 
came streaming practically endlessly 
throughout the interview.

The success with the Mak Itam Café 
led them to open up another branch in 

Block 123 Yishun and also gave them the 
drive to improve their catering business 
and services. 

Through one of their catering contacts 
and the 100% Muslim-Owned Certii-
cation that they obtained from SMCCI,   
they were awarded the contract to supply 
food for workers at Changi Cargo Ter-
minal under the Changi Airport Group 
tender.  It is a 24/7 catering operations 
that tested the limits of their operational, 
administrative and logistical abilities.  

In addition, leveraging on their 
wide-ranging contacts from suppliers 
to mak andams, musicians, street per-
formers, traditional art forms like kom-
pang and kuda kepang, maulid, barzanji 
and others , Roslan and Rodziah were 
able to provide a one-stop shop for more 
functions.  

Roslan added that, “in addition to 
weddings we also provide full services 
that are “awwalul akhir” i.e. from begin-
ning to end. We cater for birth services, 
cukur rambut (infant hair cutting cere-
mony), berkhatan (circumcision cere-
mony), weddings, doa selamat (prayers 
for blessings of occasions, milestones, 
etc.) as well as tahlils (prayers for the 
dearly departed) and janazah (funeral 
services) in the traditional Malay Muslim 
manner.”

Once they were asked to organize a 
full-scale wedding celebrations complete 
with arrays of traditional Malay food, live 
Ghazal performances, kompang, hadrah 
and even ire-eaters.  The guests were 
enthralled and the host so well pleased 
that he paid them much more than what 
was agreed!



BUSINESS 
EXCELLENCE 
AWARD AND 
CERTIFICATION

A
s an entrepreneur and a business 
owner,  one of the key milestones 
is to achieve Business Excellence 

(BE). This article acquaints business 
owners on how they can start on their 
Business Excellence journey and ob-
tain relevant awards and certiications 
that will add value and give maximum 
mileage to their businesses. A survey 
by NUS School of Business showed that 
private-sector organisations that have 
been certiied to Business Excellence (BE) 
standards achieved higher proit growth.

SMCCI highly encourages and sup-
ports Malay-Muslim Business to strive 
for business excellence for their compa-
nies.  SMCCI has a customised training 
program called BE S.M.A.R.T which is 
approved by SPRING Singapore. It is 
specially developed as the irst step for 
businesses embarking on their Business 
Excellence journey.

So what exactly is Business Excel-
lence? Business Excellence is an initiative 
that provides organisations with a road 
map for excellence and helps businesses 
understand how to improve their per-
formance. 

This is done through a thorough 
assessment of the organisational per-
formance based on the internationally 

bench-marked BE framework to obtain 
external perspectives of the organisa-
tion’s strengths and areas for improve-
ment.

BE certiications recognize the organ-
isation’s eforts in meeting standards of 
good performance and for the commit-
ment to business excellence

SMCCI’s training program aims to 
increase awareness for a disciplined ap-
proach to run a business, through the 
setting of quantiiable targets as well as 
challenging staf to innovate, improve 
processes and emciency. It will help 
management to realize that commu-
nication with staf is necessary to align 
staf towards a common mission and 
strategic direction.

The BE Certiication recognizes that 
the organisation has exceeded certain 
standards of performance. As a BE-cer-
tiied organisation, companies can use 
the relevant BE logos, be a part of the BE 
community and access additional devel-
opmental opportunities.  Companies can 
also tap on the various SPRING schemes 
from consultancy, training and funding 
support to help embark on BE eforts.

So what are you waiting for?  Be smart 
and embark on your Business Excellence 
journey with SMCCI’s BE S.M.A.R.T.

 SMCCI has a customised training 
program called BE S.M.A.R.T which 
is approved by SPRING Singapore. 
It is specially developed as the first 
step for businesses embarking on 
their Business Excellence journey.

To Find Out More:
Contact us at 6297 9296 or email at learn-
ing@smcci.org.sg
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A
mong one of the most well-known 
and popular Malay Indonesian 
Restaurant in Singapore is Desa 

Kartika. It was founded in 1996 by Madam 
Rosnani Gani, an enterprising woman 
entrepreneur in the Food and Beverage 
industry, a ield dominated by mostly 
men and non-Malays.
    Looking at Madam Rosnani as she 
goes about her day-to-day, one could 
hardly imagine the struggles, challeng-
es, pitfalls, trials and tribulations that 
she had to go through to be where she 
is today – a successful owner of a chain 
of award winning restaurants, winner 
of the Malay Entrepreneur of the Year 
Award 2002 and a selless guide and 
inspiration to her family, friends, as-
sociates and young and budding Malay 
entrepreneurs everywhere.
     Madam Rosnani is truly in every sense a 
graduate from the School of hard knocks.  
From the age of  9,  she helped her mother 
who was a Balinese Muslim lady from 
Malang and her father who was a Chi-
nese Muslim Indonesian from Ambon, in 
their food business selling Nasi Padang 
at Kampong Arang Hawker Centre in 
the early 70s.  
     As a family they were used to the con-
stant struggle to sustain their hawker 
centre food business.  Everything about 
their food business at that time was Do-
It-Yourself (DIY) including marketing, 
food preparation, cooking, cleaning and 
servicing customers.  In addition, they 
had to contend with all manners of chal-
lenges from the envy of rival hawkers to 
unscrupulous suppliers, cheats, vicious 
criticisms and even vandalism of their 
stall.  However, in spite of all the con-
straints, their food business survived 
and prospered. 
    The business also gave the young and 
impressionable Rosnani an early educa-

tion unmatched in its depth and scope.  
It provided her with a irst-hand experi-
ence of the cut-throat competition out 
there and the means to survive in the 
business world.  
     This early exposure and experience 
moulded her to become a tough busi-
nesswoman in her own right and taught 
her the value of self-dependence, con-
idence, patience and perseverance 
in achieving your objective against 
seemingly insurmountable odds.  This 

early start in conducting a business in 
an extreme environment served as the 
future inspiration and driving force for 
her to successfully run her own chain 
of restaurants.  
     According to Madam Rosnani, “… in 
business you must never give up but 
instead learn from your mistakes, for 
what doesn’t kill you makes you strong-
er.  If you patiently pursue your dreams 
you will achieve them no matter what 
and how.”

This is powerful advice indeed as Mad-
am Rosnani has had more than her fair 
share of the vagaries of life, being a single 
mother of three  children now aged 33, 
30 and 23 years.  She had gone through 
a tough divorce just prior to establishing 
her restaurant.  At that time she was 
faced with the choice of either migrat-
ing to Australia or to pick up the pieces 
and stay on in Singapore.  She decided 
to stay in Singapore and face the chal-
lenges head-on.  
     Today, she has succeeded in establish-
ing herself as a respected entrepreneur. 
She continues to operate Desa Kartika 
as a Malay Indonesian Fine Dining Res-
taurant and also specialises in providing 
a venue and comprehensive F&B and 
event management services at Pondok 
Kartika for weddings and other functions.  
    She is also currently exploring the 
halal food business market overseas in 
pre-packaged food, sambals, sauces and 
condiments especially in Japan where 
according to her the market is ripe for 
the halal business.
     In closing, she has this advice for all 
the budding entrepreneurs out there, 
“Believe in yourself. You must know 
and do the business that you are in. If 
you are in the food business, you must 
know how to cook.  In business if you fail, 
don’t be disheartened but pick yourself 
up and try again until you succeed.  Go 
through the ups and downs and analyse 
why you are not doing well.  Learn from 
your mistakes and always strive to im-
prove and upgrade yourself. Learn from 
your competitors and take all criticism 
no matter how vicious, as useful advice.”

 In business you must never give up but instead learn 
from your mistakes, for what doesn’t kill you makes 
you stronger... 

  GRADUATE 
FROM THE 
SCHOOL OF 

HARD KNOCKS

Madam Rosnani Gani has gone 
through  struggles and trials to be 
where she is today – owner of the 

successful  Desa Kartika.

“Today, she has 
succeeded in 
establishing 
herself as 

a respected 
entrepreneur
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GRASSROOT 
ADVISORY 
PROGRAM 

TO IMPROVE  
PROFITABILITY
SME Centre@SMCCI trains the 

business owners and staff through 
capability and competency work-
shops to improve their company’s 
productivity in various key areas. 

T
he Grassroots Advisory Program is 
an initiative of the SME Centre@
SMCCI that was started on 1st 

November 2015.  It came about when the 
SME Centre@SMCCI approached the MP 
for Tampines West, Mr Masagos Zulkili, 
in April of this year to propose a project 
to inject vibrancy into the businesses 
in the Tampines neighborhood.

As a result, the Grassroots Adviso-
ry Program (GRA) was developed as a 
12 months project to improve produc-
tivity and proitability for businesses 
in Blocks 821 to 829 of Tampines West 
neighborhood. 

Face to face sessions with SME busi-
ness advisors were irst organized so as to 
understand their business needs, identify 
challenges and provide advice on govern-
ment assistance schemes. SME Centre 
then trained the business owners and 
staf through capability and competency 
workshops to improve their company’s 
productivity in various key areas. 

In partnership with Temasek Poly-
technic, business owners also received 
a customised marketing plan with mar-
keting collaterals and a website designed 
by the Polytechnic’s students at no cost.

In addition, the program included 
a launch of marketing promotions via 
the Club TWest app to residents – i.e. in 

collaboration with People’s Association, 
the SME Centre provided participating 
businesses with the facility to put their 
discounts and coupons onto an app de-
signed for residents of Tampines West.

The project was supported by var-
ious organisations including SPRING 
Singapore, Singapore Productivity 
Centre, Temasek Polytechnic, People’s 
Association and Tampines West Mer-
chant’s Association with 24 companies 
in the pilot phase. The business proile 
of these pilot companies include those 
in the following sectors:

•Retail (Fashion, Audio)
•Food & Beverage (Restaurants, 
Bakeries)
•Spa & Wellness (Nail, Facial, Spa, 
Hair salons)
•General merchandise (Hardware 
shops, minimarts)
•Services (Optical, Mobile)

Some of the Malay Muslim businesses in 
the program include Adam Halal Frozen 
Mart Pte. Ltd. and Insyirah Collections.

The initial response from businesses 
has been good and the program looks 
set to beneit more businesses in its 
future runs.



“ Regardless of the 
size or focus of your 

business, digital 
marketing has a lot 
to offer. Having a 
digital marketing 

strategy in place has 
become essential for 
the success of any 

business.”
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GROWING BUSINESS & SALES
WITH DIGITAL MEDIA

E
very day we hear from business own-
ers who understand the need to use 
digital marketing to reach new cus-

tomers online but are often overwhelmed 
by the number and seeming complexity 
of online marketing options. They sit on 
the sidelines, eager to get in the game but 
confused about where to start.
     The advent of the internet has signii-
cantly changed the way businesses market 
themselves and their products. There is 
no longer any doubt that buyers go online 
to research and purchase products and 
services. Companies that have websites 
and market online can reap the rewards of 
connecting with these shoppers. Regardless 
of the size or focus of your business, digital 
marketing has a lot to ofer. Having a digital 
marketing strategy in place has become 

essential for the success of any business. 
     The good news is that online marketing 
doesn’t have to be complicated, time-con-
suming or expensive. 

Consider that
•Online outreach often costs less than 
onine eforts.
•Launching new campaign can be 
lightning fast – meaning that poten-
tial customers will see your campaign 
quickly.

•Changes and updates can be made 
instantly, usually at minimal cost.

•Measurement tools quickly show  
what’s working and what’s not.

Digital marketing costs less than traditional 
media marketing so they are more easily 

amortized over time to deliver a better 
return on your investment. It allows you to 
more efectively target your desired market, 
so you can reach out to an already receptive 
audience who is primed to be interested in 
what you have to ofer. Best of all, digital 
marketing is extremely lexible, allowing 
you to quickly react to changes in your 
industry or in the market itself.
          Online marketing success stories can 
sometimes leave a small business owner 
wondering if it would really work for them. 
What if you don’t have a website, can you 
still reach customers online? 
    Here are some strategies we have learned 
over the years to help diferent kinds of 
businesses which businesses can use to 
help start or improve their online mar-
keting eforts.

1 Claiming your Google online 
business page
2 Creating a Facebook page for 
your business. 
3 Promoting your business on 
relevant sites.
4 Ofering promotions for 
location-based activities to 
encourage repeat visits.
5 Using search marketing to 
drive relevant store tramc by 
creating awareness to your 

store.

1 Claiming your Google online 
business page.
2 Submitting  your business 
page to online directories and 
trade organizations.
3 Creating a Facebook page to 
connect with target custom-
ers and prospects. 
4 Setting up a search mar-
keting for business relevant 
keywords with geo-targeting.

1 Using search marketing to 
relevant click to site by tar-
geting the demographic and 
audience you are looking for.
2 Creating a Facebook busi-
ness page to engage your 
customers and to drive aware-
ness.
3 Collecting customer data-
base and engage with them 
regularly via newsletter.
4 Using banner ad  to drive site 
tramc.
5 Starting an amliate program 
to engage loyal customers.

1 Claiming your Google online 
business page.
2 Collecting email addresses 
from physical visitors to start 
an e-newsletter.
3 Creating a Facebook busi-
ness page to engage your 
customers and use conversion 
pixel and carousel ad to drive 
awareness.
4 Distributing online coupons 
through your website.
5 Using search marketing to 
relevant click to site by tar-
geting the demographic and 
audience you are looking for.

SHOPFRONT BUSINESS
Even if you are a restaurant, 
neighbourhood grocer, salon, 
retail shop and other shopfront 
businesses can use an online 
presence to drive onine suc-
cess. Try:

LOCAL SERVICE BUSINESS
Traditional companies like 
plumbers, electrician,  real estate 
agents and the like can gain loads 
of payof from online marketing 
by making it easy for customers 
to ind them. Try:

ONLINE-ONLY BUSINESS
Online retailers can spread the 
word about their oferings, stay 
connected with customers and 
keep tramc lowing in the virtual 
door with online marketing. 
Try:

ONLINE & OFFLINE BUSINESS
For business that are online and 
onine, the sky is the limit for     
attracting business and connect-
ing the two. Try: 

By Jaime Ng, Director of Market Developement, PurpleClick Media Pte Ltd
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A
ll he ever wanted to do was play 
football. Football was his aim and 
ambition in life. He had no inter-

est in studies or academic achievements, 
he just wanted to play ball. So he played, 
from Primary 1 up to Primary 8 before 
moving from one Vocational Institute to 
another so that he could continue to do 
what he loved most that is play football.  
      From Bedok Vo-
cational Institute, he 
moved to Geylang 
Vocational Insti-
tute then on to the 
premier Vocation-
al Institute where 
some of the most 
accomplished Sin-
gapore footballers 
like V Sundramoor-
thy hailed from, Boys 
Town Vocational 
Institute. Going to 
Boys Town was like 
a dream come true 
because he could 
play football every day without having 
to study and that was what he wanted 
and that was what he did.
     Now readers may wonder what the 
above has got to do with this business 
article about Faizal Basheer, one of the 
most accomplished young entrepreneurs 
and recipient of  the Spirit of Enterprise 
Award?

      Both the above descriptions are of 
this one and very same person, Mr Faizal 
Basheer.  He is the creator of Tuscani 
Tapware, a well-known brand in Italian 
style kitchen, bathroom ittings and ac-
cessories, with clients across the world, 
franchises in the region and factories 
in China..
     After inishing his Vocational Institute 

stints, Faizal Basheer 
started working in 
several hotels as a 
bell-hop, securi-
ty and the like.  He 
then decided to join 
the Ground Handling 
subsidiary of SIA i.e. 
Singapore Airlines 
Terminal Services 
(SATS) as a baggage 
handler.  He excelled 
as a baggage handler 
and even though the 
salary was not great, 
it was “halal” earn-
ings and besides, he 

could play football and soon became one 
of the top players in the SATS football 
team!
      He was at a crossroads in his life, 
knowing that he could achieve some-
thing but not knowing what it was until 
one day he saw a catalogue that his wife 
had brought home about Italian kitchen 
and bathroom ittings and equipment.

THE MAN 
BEHIND THE 
SUCCESS OF 
TUSCANY 
TAPWARE

From modest beginnings supplying 
to retailers in Jalan Besar, Tuscani 
Tapware quickly became a popular 
brand known for its quality, reliabi-
lity and friendly after-care-service 

Mr Faizal, acccomplished young entrepreneur and recipient of  the Spirit of  Enterprise  Award  

Faizal Basheer started his business with $10,000 and 
thought that if he failed he could always drive a taxi. 
However, he succeeded beyond his expectation.

Tuscani Tapware is a 
well-known brand in 
Italian style kitchen, 
bathroom fittings 
and accessories 
franchises in the 

region and factories 
in China..

       He decided to try his hand at retailing 
and supplying these items and found that 
he had a real knack for it.  Not long after 
that he worked with an Italian associate 
who was introduced to him by one of 
his wife’s colleagues, and together they 
developed the brand, Tuscani Tapware, to 
penetrate the market in quality kitchen 
and bathroom ittings. 
    He started his business with $10,000 
and thought that if he failed he could al-
ways drive a taxi. However, he succeeded 
beyond his expectation. From modest 
beginnings supplying to retailers in Jalan 
Besar area (a networking he established 
back during his good old football days at 
Jalan Besar Stadium), Tuscani Tapware 
quickly became a popular brand known 
for its quality, reliability and friendly 
after-care-service supplying to clients 
in places like Dubai, Cambodia, Fiji and 
home improvement outlets HomeFix 
DIY in Singapore and other countries 
in the Far East Region.
    When asked to comment about the 
Spirit of Enterprise that he won recently, 
Faisal had this to say, “The award will cer-
tainly push me to excel further but given 
the stif competition, I would need to 
push myself regardless so as to survive.’’
     And for the budding entrepreneurs, 
Faizal gave this piece of advice: “How 
you brand your product is critical; and 
you must ensure the consistent quali-
ty of your product and the service you 
provide to your customers.’’
    Recently Faizal developed customized 
taps to be used in mosques that is ideal 
for ablution giving good water pressure 
while saving water.  
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2015 has been a phenomenal year for our Singapore Malay Chamber of Com-
merce and Industry in more ways than we can possibly imagine. Despite the many 
achievements and milestones , SMCCI will never rest on our laurels. We will go 
even further in providing the best support, marketing platforms, facilities and 
inspiration to our members in 2016 and beyond!

MEMBERSHIP
Our membership base increased by a 
whopping 300 members from 196 mem-
bers in Dec 2014 to 496 members in Dec 
2015.  That represented more than a 150% 
annual increase in membership with an 
average of almost 30 new members every 
month!

FACEBOOK
One of the most satisfying milestones 
achieved in 2015 is the increase in the 
number of “organic” Facebook likes.  
Facebook is becoming not only 
a social necessity but also the 
social trend barometer of our 
times. “Organic” likes are true 
likes i.e. likes obtained purely 
via social means without paid 
advertising.  We experienced an 
average increase of more than 45 likes 
on our FB page vis-à-vis last year, a clear 
indication of our chamber’s increased 
popularity and an upsurge in the interest 
and following of chamber’s activities.

SMCCI assisted 2,110 local SME’s under 
“Business Advisory from SME Centre @
SMCCI” objective.  The number of Malay 
Muslim Businesses attending Business 
Advisory rose from 20% in 2013 to 31% 
in 2015. 95 of these were invited to enrol 
in a 9-month Business Booster Program, 
where SME Centre business advisors 
pursued a focused account management 
engagement for identiied businesses 
with growth potential. Of these, 40 are 
Malay-Muslim Businesses. Businesses 
have garnered a total of $363,000 worth 
of support from Government Assistance 
Schemes at the recommendation of Busi-
ness Advisors towards productivity and 
technology upgrades.
In addition, SME Centre @SMCCI reached 
out to 24 businesses in the heartlands in a 
12-month project to improve productivity 
and sustainable proitability 
for businesses in Tampines 
West as well as to inject vi-
brancy to businesses in lo-
cal neighbourhoods. This 
was a heartland project 
in collaboration with 
People’s Association 
and supported by 
SPRING Singapore, 
Singapore Produc-
tivity Centre and 
Tampines West 
Merchant’s As-
sociation. 24 
companies 
enrolled in 
the initial 
pilot phase.

5
The Bizvoice Magazine that 
you hold in your hands 
was launched as a quar-
terly in 2015 to celebrate 
and highlight members’ 
achievements so as to 
serve as an inspiration to 
all. The magazine also con-
tains latest information 
on chamber’s activities, 
Government Assistance 

Schemes that members can tap on, and 
serves as a platform to introduce new 
members to the SMCCI family.  The mag-
azine has a circulation of 6000 comprising 
1000 print and 5000 e-copies.

Our MMBC reached its 4th year and 
1000th participants marks in 2015 in 
its showcase of Malay Muslim Busi-
nesses. The 4th Malay-Muslim Business 
Conference in 2015 was themed 'Busi-
ness Without Borders: Riding the Tide 
of Change' featuring dialogues on AEC 
and its relevance and potential impact 
on Malay Muslim businesses. This year’s 
conference attracted more than 350 par-
ticipants, with 15% of delegates coming 
from around the region. The panel of re-
gional industry experts shared industry 
knowledge and expertise on going beyond 
Singapore shores via physical and digital 
means. All in all, it proved to be a success-
ful platform for business matching and 
regional networking. Watch out for more 
action when MMBC goes regional in 2016!

MALAY/MUSLIMBUSI-
NESS CONFERENCE 

(MMBC)

SME CENTRE
@SMCCI

BIZVOICE MAGAZINE

SME Centre @SMCCI  has partnered with 
the Association of Muslim Professionals 
(AMP) to conduct training under the ‘Micro 
Business Programme (MPB)’ to encour-
age entrepreneurship among individuals 
from low-income families as an alternate 
source of income. The programme also 
aimed to equip participants with trade, 
business and IT skills to start a home-
based business.   
AMP has awarded grants to those with 
a viable and sustainable home business 
model and 50 of those participants have 
successfully incorporated a business. 

MICRO BUSINESS PRO-
GRAMME (MPB)

7
SMCCI

IN
2015
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7
THE CLUSTER SYSTEM HALAL & INTERNATION-

ALIZATION

BUSINESS 101
Yet another milestone saw 98 aspiring 
entrepreneurs successfully completed the 
'Business 101 (Basic)' Certiication Course 
ofered by SMCCI in 2015.

COFFEE TALK BUSINESS 
WALK

Understanding the potential for growing 
business through intensive networking, 
we organized the quarterly “Cofee Talk 
Business Walk” sessions hosted at member 
venues to provide a platform for members 
to learn about each other’s businesses and 
collaborate more efectively in win-win 
situations. 

2015 is a good year for  our 
“Financial Access” core 
objective.  Activities include the Support 
for  Productivity and Innovation upgrades 
providing guided access to government 
assistance schemes through Business 
Advisory by SME Centre@SMCCI and a 
free 1-on-1 and group sessions for sharing 
of information on available grants. 

 Another key activity is the connecting 
of members to inancial institutions for 
micro-loans where we provide guidance 
and share knowledge about the best in-
dustry-speciic inancial institutions to 
approach and understanding what criteria 
to fulil and how to go about doing it.

SEMINARS
SME Smart Seminar Series were held 
quarterly to deliver greater value to the 
SMEs. Each Seminar was coupled with 
three core messages, ie.  keep learning 
how to run business the smart way, take  
advantage of the Government Assistance 
Schemes available, and importance of 
networking to increase business op-
portunities.  
     We also organised  seminars with topics 
like  Distinguish Your Brand with Efective 
Marketing, Learning from Social Entre-
preneurs & Celebpreneurs, Go Halal to 
Grow Your Business’ and ‘Digital Mar-
keting: Making it Work for You’.

PROTÉGÉ KITA
YEN@SMCCI’s Protégé Kita FastTrack 2015 
groomed 41 aspiring entrepreneurs to se-
lect the grand winner with $37,000 and 
four runner-ups with $5,000 seed funding 
each. A pilot programme was launched 
to foster the entrepreneurial spirit by 
giving participants essential business 
knowledge and tools. The 3-day Bootcamp 
was an intensive training for Aspiring 
Entrepreneurs through the S.M.A.R.T 
Business Framework. Business Plans 
were developed and submitted under 
the guidance of  Mentors. 

99SME.SG CAMPAIGN
Members also participated in the 99SME.
sg campaign, a nation-wide month-long 
efort and a free marketing platform en-
couraging support and footfall to partic-
ipating merchants.

FINANCIAL 
ACCESS

Under the core objective of Halal & Inter-
nationalization we introduced the “Halal 
Process for Business” Course on Best Halal 
practices and business productivity. Our 
certiicate holders got an e-listing on the 
MUIS website, were accepted on GeBiz and 
could participate in government tenders. 
This hugely popular course was launched 
in Nov 2015. In its irst month of com-
mencement, 10 F&B members completed 
the course and were proudly displaying 
the certiicates with another 68 companies 
waiting to join and obtain their certiica-
tions. These certiications will pave the 
way for more dining options being made 
available for Muslim consumers to support 
100% Muslim-owned businesses.

DEWI@SMCCI
DEWI@SMCCI, our Women’s Wing, 
formed a new Committee to reach out 
to more women entrepreneurs, including 
supporting home-based enterprises.  
DEWI member, Hana Indulgence, partici-
pated in a month-long Takashimaya Food 
Fest during the fasting month. DEWI also 
gave back to the community by donating 
to Jamiyah’s Old Age Home as well as sup-
porting members in food stalls at the Food 
Bazaar by Malay Heritage Centre. Dewi also 
supported the ‘Ceramah Motivasi Sem-
pena Maal-Hijrah’ Event with the invited 
Guest Speaker Amanda Brown from the 
U.S National Women’s Business Council 
as part of Global Entrepreneurship Week.

DIALOGUES WITH THE 
GOVERNMENT 

As part of market exploration for busi-
ness expansion and collaboration, we 
successfully conducted  Trade Missions, 
Industry visits and business seminars and 
business matching to places including 
Batam, Kuala Lumpur, Jakarta and Japan.  
In addition, we built strong relationships 
with various Embassies & External Trade 
Representatives to facilitate members to 
expand their businesses into countries 
like Malaysia, Indonesia, Thailand, the 
Philippines, Taiwan, Japan, Bangladesh, 
South Africa, the United States and Italy.

Other activities include knowledge 
sharing on customer's choice of trade doc-
umentation to facilitate export to Muslim 
countries and destinations and providing 
excellent customer service support that 
is emcient and friendly.

INTER-CHAMBER NITE
We also participated in the wildly suc-
cessful Inter-Chamber Nite fulilling the 
objective of strengthening, developing 
and nurturing relationships between 
members of diferent chambers and 
other partner agencies to open up greater 
opportunities for collaboration. 

2015 saw the appointment of our 
new Industry Expert members to 

lead the respective clusters with 
Umar Munshi heading the Tech Clus-

ter, Lynn Siregar  for Wedding, Anis 
Mohamed for Visual Media,  Zulkarnine 
Haiz for F&B and Syed  for Learning. 

They  are experts in their respective clus-
ters and will work towards enhancing 
our capability, collaboration eforts and 
market visibility. 
     We expect to see more industry clusters 
being formed in 2016 including Media 
& Arts, Retail & Commerce and Con-
struction & Facilities. Be a part of the 
Cluster-to-Collaborate movement today!
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ISLAMIC 
CROWFUNDING:

A GLOBAL 
PERSPECTIVE

FROM 
SINGAPORE

By Umar Munshi, co-founder of 
ClubEthis.com & KapitalBoost.com

munshi@clubethis.com

I
slamic Crowdfunding has the potential 
to help us change our world for the 
better. When an online community 

unites and pools resources, this com-
munity has the inancial and social clout 
and capability to create and re-create 
multiple aspects of the world and directly 
impact society.

Crowdfunding itself started and 
blossomed in the West initially amongst 
groups of like-minded individuals want-
ing to create something new. In its infant 
years, crowdfunding was a fundraising 
tool for supporters of musical or art pro-
jects, until Kickstarter and Indiegogo, 
two pioneering platforms went viral and 
kicked of the trend. Last year, these two 
platforms crowdfunded a total of more 
than US$1 billion! A recent report by 
Massolution projected this fast-grow-
ing industry to hit a whopping US$35 
billion globally in 2015.

There are immense variety and scope 
of applications for crowdfunding. Crowd-
funding continues to evolve and in recent 

Umar Munshi: Islamic Crowdfunding has the unique ability to empower the masses.  

“Savvy and 
progressive 

investors are turning 
enthusiastically to 
Crowdfunding as 
their investment 

vehicle of choice.”

years has made strides in the investment 
world. Real Estate Crowdfunding is one 
of the fastest-growing segments of this 
booming industry worldwide. The global 
crowdfunding industry is still dominated 
by the US, but Asia has recently seen 
strong growth – eclipsing Europe as the 
next-largest Crowdfunding region. 

Crowdfunding platforms can grow 
rapidly because of technology. The ease 
& speed of online transactions, as well as 
the ability to fund projects directly, make 
crowdfunding appealing at an individual 
level. Investment-based crowdfunding 
has also beneited from the decline in 
sentiment towards the inancial world.

The recent inancial crises continued 
insipid returns, and stock-market vola-
tility has created resentment towards the 
inancial world. The top-heavy nature of 
the inancial systems and its perceived 
role in the creation of inequality has also 
diminished its popularity. There are now 
groups and movements campaigning 
against the “Financialisation” of the 
world economy.

Thus, savvy and progressive investors 
are turning enthusiastically to crowd-
funding as their investment vehicle of 
choice. The low entry capital makes it 
especially accessible to the middle in-
come and small to medium enterprise 
business owners.

There are three main objects of 
investments through crowdfunding. 
Crowdfunding of startups empowers 
entrepreneurs but has an inherently 
higher risk of failure. This creative power 

is however hugely appealing. 
There is also a rising trend where a 

startup’s crowdfunding success is taken 
as a proof-of-concept and thus attracts 
venture capital. SME crowdfunding helps 
to bridge funding gaps, exacerbated by 
the credit crunch, for growing companies 
to expand further. 

Real estate crowdfunding breaks 
down the capital barrier to this favour-
ite investment of the wealthy, and as it 
continues to gain traction will help to 
reduce the yawning income inequality 
created by the disparity in the ownership 
of such assets. 

There are four types of crowdfunding 
today – debt investment, equity invest-
ment, rewards, and donations. Debt in-
vestment is based on ixed interest rates 
returns, similar to conventional market. 
Equity investment is where investors and 
business owners have shared ownership. 
It is in line with Shariah law. 

There is currently a growing demand 
for equity investment. In Malaysia, the 
Securities Commission Malaysia (SCM) 
has announced six equity crowdfunding 
platforms, which is a positive sign for the 
Islamic crowdfunding industry. 

Rewards and donations are forms 
of crowdfunding which focuses on  the 
philanthropic act. 

Why Islamic Crowdfunding?
Alternative investments allow indi-
viduals to not only proit but also to do 
something good which will bring ben-
eit to society. Crowdfunding allows the 



building of communities, risk-sharing 
and promotes ethical and social responsi-
bility that is in line with Islamic Finance.
        It is an unprecedented opportunity 
that rarely comes. Muslims have been 
trapped in a capitalist system where 
money and interest are the main motives 
of life. With this new wave, Muslims are 
empowered to create a inancial ecosys-
tem based on our own values and faith 
-based systems. 

Islamic Finance will never be the 
same again, once Islamic Crowdfund-
ing starts to have greater outreach and 
acceptance. The backbone of Islam-
ic Crowdfunding is the Community, 
whereas Islamic Banks emerged from 
a much more corporate environment.

When the overriding motive and 
mechanism revolves around commu-
nity, proit motives cease to be at the 
forefront of decision-making.  Decisions 
are based on a more holistic view of com-
munity beneit, which results in many 
wonderful initiatives and movements 
for societal good. It is clearly in line with 
Islamic Principles. 

Islamic Crowdfunding has the unique 
ability to empower the masses to create 
and re-create products, lifestyles,  and 
communities independent of capitalist 
corporations or bureaucratic govern-

ments. In essence, if harnessed prop-
erly, society is now able to shape its own 
world based on its own needs, wants,  
and principles. 

Yet Islamic Crowdfunding has taken 
some time to get of the ground. Up till 
2014, there was only a handful of Islam-
ic Crowdfunding platforms worldwide, 
but over the past two years, many new 
platforms have sprung up.

A prominent platform in the Middle 
East is Liwwa, which is a Jordan/Pales-
tinian-based initiative that has crowd-
funded small businesses with a total of 
US$500, 000 to date. 

Islamic Crowdfunding globally in 
2015 is estimated to be at approximately 
US$25million. Two of the larger platforms 
outside the Middle East are LaunchGo-
od.com from the US & ClubEthis.com 
(Ethis = Ethical + Islamic) from Singapore. 
LaunchGood is focused on reward-based 
crowdfunding of new ideas or causes, 
and is a market leader with more than 
US4.5million funded to date. 

Club Ethis focuses on Real Estate De-
velopment Crowdfunding of Afordable 
housing in Indonesia, and has Crowd-
funded US2.2million since March 2015. 
More signiicantly, this Crowdfunding 
will eventually provide more than 1,500 
homes for the needy – talk about social 

impact, now that is a case of a win-win 
initiative giving back directly to society! 

Real estate crowdfunding is one of 
the most lucrative forms of investment. 
In 2014, it  managed to raise $1 billion 
and it is projected to increase up to $2.5 
billion this year. There is a huge potential 
growth in real estate. However, it is most-
ly monopolized by the rich. Ordinary 
Muslims are often excluded because of 
the large capital outlay that is needed. 

In Indonesia, there is an acute short-
age of afordable housing which needs 
to be addressed. It is a necessity and yet, 
real estate companies in Indonesia ind 
it dimcult to raise funds through tradi-
tional methods.

 
Conclusion
The prospect of crowdfunding is pos-
itive and will continue to grow. With 
the crowdfunding model in line with 
Shariah Law, the World Bank predicts 
that the Muslim world may be one of 
the irst markets in which crowdfund-
ing investment would truly be a game 
changer. When more regulations are 
made, Islamic crowdfunding will gain 
more market acceptance and we can 
then make a diference to our society 
and unite our community in creating a 
Shariah-compliant inancial ecosystem.
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SME OF THE YEAR AWARD WINNER
Is Haans, owner of GraphisOne7, is now venturing into other comple-
mentary design and photography services such as digital printing, so 
as to remain vital and add more value to the business.

I
s Haans, the winner of the SME of the 
Year Award is a dynamic, personable 
and charming young entrepreneur, 

photographer and creative director of 
a cool design shop called GraphisOne7  
located at Golden Landmark on Victoria 
Street.  

After graduating from La Salle Col-
lege of the Arts with a major in Graph-
ic Design and Photography in 1998 he 
went on to serve his National Service as 
a police constable at ‘G’ Division Bedok 
Police Station.  

Haans recounted that during his NS, 
when he was doing sentry duty at the 
main gate of the Police Station , he was 
called up by the Assistant Commander 
of the Station to see the Commander.

“As it turned out the Commander was 
impressed by a design that I made for the 
Police National Service (Full Time) logo 
and wanted to know who the designer 
was. A week later after my meeting with 
the Commander of Bedok Police Station, 
I was taken of sentry and patrol duties 
and appointed as the Station’s Cartog-
rapher!” he said.  

A Station Cartographer is responsible 
for all the design, signage, logo, posters, 

media collaterals including photogra-
phy required at the Police Station. Haans 
work was admired and talked about by 
the other Stations and culminated in 
him being awarded the Commander’s 
Plaque and Certiicate of Recognition for 
his design of the Home Team (Eastern 
Sector) logo. 

Little did Haans realize that this fate-
ful start as Station Cartographer would 
serve as the springboard for his eventual 
business and career as a hot shot entre-
preneur in Graphic Design.

After NS, Haans started working with 
various Malay, Chinese and Indian owned 
print and design shops for the next couple 
of years before inding his big break as 
the in-house Graphic Designer for world 
renowned multinational professional 
services company Pricewaterhouse-
Coopers (PwC). 

After three years with PwC, Haans 
teamed up with a Chinese photographer 
and worked as freelancer on several big 
projects and commercial assignments 
for Restaurants, F&B establishments 
and model shoots for advertisements. 

By that time, he had built a small 
group of loyal regular customers among 

whom was a former school friend, who  
had asked Haans to design a name card 
for him. He was so impressed with the 
design that he later  became Haans’ inves-
tor and helped him  to set up a business 
in graphic design and photography.

They started from a small unit on 
the 3rd loor of Golden Landmark Shop-
ping Centre before moving on to bigger 
premises with double the loor area on 
the 2nd Floor of the Centre so as to meet 
the increasing demand from customers.  
 Today, GraphisOne7 is a successful busi-
ness with a strong clientele. 

One of his proudest achievement is 
winning the SME of the Year Award 2015.    
“Although my focus is still on graphic 
design I am now venturing into other 
complementary design and photography 
services such as digital printing, so as 
to remain vital and add more value to 
the business.  

“I am proud to be a member of SMCCI 
and always look forward to the network-
ing and support from the executive and 
other members of the chamber to create 
a winning platform for all our fellow en-
trepreneurs,” he said.

“Although my focus is still 
on graphic design I am 

now venturing into other 
complementary design and   

photography services”
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W     
ith regard to business cost, 
there are substantial savings 
that can be realized in set-

ting up a business in Malaysia vis-à-vis 
Singapore as detailed below:

•Space:
Rental cost - Savings >50%

•Foreign Labour:
Salary - Savings 60
Workers’ levy - Savings >90%

•Utilities; power, water:
Savings  30 -40%

•Accomodation Cost:
Savings 75%  

 
When it comes to start-up expenses, 
customs & licenses requirements, Ac-
counting practices and taxation rules, it is 
important to engage country-based Con-
sultants rather than doing it on your own 
as applications are not always straight 
forward.
      It is essential that businesses relocating 
or expanding into Malaysia or for that 
matter any other place outside Singa-
pore, check for Singapore government’s 
available grants/incentives for overseas 
expansion. 

“When doing business in Malaysia you need to balance 
the pros and cons, consider the price, needs, require-
ment, area, accessibility and connectivity to and from 
Singapore, amenities and choice of a suitable neigh-
bourhood with a ready pool of manpower. 

WHAT TO 
CONSIDER 

WHEN 
RELOCATING 

OR EXPANDING 
OVERSEAS?

MASTURAH RAHIM or simply MAS 
as she prefers to be called, is an 

Associate Group Director with 
Dennis Wee Realty. In this article, 
she shares with us her vast expe-

rience of doing business, especially 
in Malaysia.

      Businesses should also check on re-
location cost, import of materials from 
Singapore and other such related costs 
and expenditure.
     One of the main concerns about set-
ting up a business in Malaysia is safety & 
security . There are incidences of theft, 
robberies at factories / omces and theft of 
raw materials even with security guards 
presence. On the road and other vicinities 
there have been cases of robberies and 
attacks on transport goods. 
      The government’s efort in providing 
better security by employing more police 
personnel in recent years has met with 
varying levels of success.
      The best  way approach is  stick to 
locations with proven reputation for 
safety and security and when employ-
ing security go for the most reputable 
agencies. Alternatively, go for ndustrial 
parks where the factories come gated 
and guarded 24/7.
     The above risks are mitigated by the 

country’s business friendly policies.  In-
centives are freely given to companies 
setting up businesses for example, Pio-
neer status, Investment Tax Allowance, 
Sales Tax Exemption on raw materials 
& machinery. The Malaysia Investment 
Development Authority (MIDA) presence 
in Singapore aids in the application for 
setting up a business in Malaysia.
       Other potential dimculties may in-
clude the reluctance of management 
personnel to relocate due to family con-
straints, overseas education for children 
and work style and habits of work force 
that are a bit diferent from Singapore 
and a lot more laidback, “we operate in 
a certain way” according to the locals.
     In a nutshell when doing business in 
Malaysia you need to balance the pros and 
cons, consider the price, needs, require-
ment, area, accessibility and connectivity 
to and from Singapore, amenities and 
choice of a suitable neighbourhood with 
a ready pool of manpower. 
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Tickets are 
available at www.
srimamanda.com
There is a special 

rate for bulk 
purchase. Call 
Ms. Shama at 
63966649

the Cultural Medallion in 1986 for his 
contributions to theatre in Singapore; 
and Tun Sri Lanang Award, the highest 
literary award during the Bulan Bahasa 
in 2013. 

While Nadiputra focuses on the ar-
tistic aspect of the production, Mr Zu-
lkarnine Haiz focuses on the business 

“It will appeal to the young and old, the music and dance 
lovers, as well as those who seek first class entertainment. 
It is indeed for all to enjoy.” – Nadiputra

E
mpowering women to partici-
pate fully in economic life across 
all sectors is essential to building 

stronger economies and improve the 
quality of life for women, men, families 
and communities.

With this objective in mind, Sri 
Mamanda Bangsawan Pte Ltd is proud 
to have chosen the Singapore Muslim 
Women Association or PPIS as its adopted 
charity for the bangsawan entitled Raden 
Mas: An Epic Love of a Princess. 

This historical bangsawan extrava-
ganza will be premiering at the Esplanade 
Theatre on the 15th, 16th and 17th of Jan-
uary 2016. It will be the irst major local 
Malay production in Singapore to host 
its inaugural bangsawan performance 
at the theatre that has a capacity of 1950 
persons per show.

Part of the proceeds from the event 
will be donated to PPIS to inance its 
various charitable programs/activities 
to empower women and families with 
skills, knowledge and opportunities.

Sri Mamanda Bangsawan Pte Ltd is a 
theatre company with a goal to engage a 
wide spectrum of audience beyond the 
regular theatre-going demographic. The 
company’s work is not traditional but is 
intended to be accessible and enjoyable 
for all, including students. 

Two directors spearhead the compa-
ny, Mr Almahdi Al-Haj Ibrahim, more 
popularly known as Nadiputra, and Mr 
Zulkarnine Haiz.  Mr Nadiputra is a 
well-known playwright, actor, director, 
producer, television scriptwriter, voice-
over artist and poet. He was awarded 

Raden Mas: The story line is intriguing, the actors and actresses are talented.

strategy of the production. He believes 
that the theatre must be carried on as a 
business, or it will fail as an art.

Raden Mas: An Epic Love of a Princess 
is Sri Mamanda Bangsawan’s irst pro-
duction since it was set up in 2013.  The 
story is based on the legend of Raden Mas 
Ayu, a 16th-century Javanese princess 

living in Temasek - the ancient name 
of today’s Singapore. According to the 
legend, Raden Mas sacriiced her life to 
save her father.

“This is not going to be an ordinary 
bangsawan,’’ said Nadiputra, the man 
who directs Raden Mas.

“It will be as good as Puteri Gunung 
Ledang musical, if not better. It will ap-
peal to the young and old, the music and 
dance lovers, as well as those who seek 
irst-class entertainment. It is indeed 
for all to enjoy,’’ he added. 

The musical arrangement is irst class, 
the dance is beautifully choreographed, 
and the lighting is of international stand-
ard. The story line is intriguing, the dia-
logue is very beautifully crafted, and it 
comes with an English subtitle for all to 
enjoy. Most of all, the actors and actresses 
are talented, and the crews have been 
working hard to ensure the success of 
this bangsawan.

Mr Zulkarnine says the event hopes 
to bridge and bring together the pioneer 
generation and younger generation closer 
to celebrate our rich cultural heritage, in 
conjunction with the SG50 Celebrations. 

Get your tickets now to avoid disap-
pointment. Tickets are available at www.
srimamanda.com

There is a special rate for bulk pur-
chase. Call Ms. Shama at 63966649 for 
booking and more details.

RADEN MAS: 
NOT AN 
ORDINARY 
BANGSAWAN
This historical bangsawan extrava-
ganza will be premiering at the Es-
planade Theatre on the 15th, 16th 
and 17th of January 2016. It will be 
the first major local Malay produc-
tion in Singapore to host its inaugu-
ral bangsawan performance at the 
theatre that has a capacity of 1950 
persons per show.
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FIVE FACTS ABOUT THE 
ASEAN ECONOMIC COMMUNITY (AEC)
The establishment of AEC is a major milestone in the regional economic integration agenda in ASEAN, 
offering opportunities in the form of a huge market of US$2.6 trillion and over 622 million people. What 
does Asean really want in terms of economic community? SANCHITA BASU DAS writes.

A
s the ASEAN Economic Com-
munity’s (AEC) 2015 deadline 
approaches, there is a lively 

debate where some claim that ASEAN 
is not really an economic community 
while others assert that the AEC should 
be seen as a work in progress as some of 
the targets have already been met by the 
member countries. The majority belong 
to the former group and feel that the 
AEC’s deliverables, namely an integrated 
production space with free movement 
of goods, services, and skilled labour will 
not be achieved by 31 December 2015. 

These broad statements have some 
merit. But we must also ask - what does 
ASEAN want in terms of economic com-
munity? Even if ASEAN cannot deliver 
on AEC, who is accountable for that? To 
answer these and more, I will attempt to 
explain ive crucial facts about ASEAN 
economic cooperation. 

FACT ONE
The AEC was not developed on the ba-
sis of the European Union (EU) model, 
though there are some learning expe-

riences to be gleaned from this process. 
Since the early days of ASEAN, the sov-
ereignty of nation states and non-inter-
ference in domestic matters were the 
key principles guiding the organization

Economic cooperation was sought in 
areas where it is felt necessary, such as to 
provide economies of scale to multina-
tionals doing business in Southeast Asia 
or to anchor the production networks 
(i.e. a single good is not produced in one 
but across multiple countries) that are 
already developing in the broader Asian 
region. Economic cooperation is envi-
sioned as a gradual process in ASEAN, 
with long term aspirations, rather than a 
mechanism with strict rules that apply, 
irrespective of the economic nature of 
member economies and changing global 
conditions.

FACT TWO 
Although AEC is a regional initiative, 
its implementation is carried out by the 
national economies. Initiatives like tarif 
cutting, removal of non-tarif barriers, 
services sector liberalisation, national 

treatment of foreign investors, customs 
modernisation, and many others have to 
be adopted in domestic law and policy 
decisions. 

At the national level, implementation 
faces dimculties as each initiative is not 
the sole preserve of any one ministry, 
but rather multiple government minis-
tries and other agencies. In the domestic 
economy, the AEC also generates pro-
ponents and opponents of integration, 
slowing down the pace of implemen-
tation further. 

FACT THREE
AEC is not the sole cause of increasing 
competition. It is important to note that 
the vision for the AEC was developed 
with an awareness of current global 
economic trends, such as the produc-
tion fragmentation, China’s accession to 
WTO, developments of the EU and the 
NAFTA and the 1997-98 inancial crisis. 

The ten countries of ASEAN realised 
that WTO membership by itself is not 
helpful as there are 150 other countries 
of diferent levels of economic develop-

Picture courtersy of ASEAN Secretariat.
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ments and the concerns and objections of 
small economies like the ones in South-
east Asia are not likely to get heard. 

In that scenario, ASEAN or AEC is a 
small grouping where the member econ-
omies will consider the interests of all 
and may also accord lexibility for a short 
period. Of course, this is likely to slow 
down the process of the establishment of 
the AEC, but advanced member countries 
(like Singapore, Malaysia, Thailand) are 
not restricted to this framework only.

They have pursued bilateral Free 
Trade Agreements (FTAs) with their key 
trading partners. Thus, for any single 
country, heightened competition is a part 
of the globalisation process and there are 
other trade frameworks too - bilateral, 
regional and multilateral - that further 
economic liberalisation.

FACT FOUR
ASEAN economic cooperation is a top-
down initiative and hence awareness 
among stakeholders is low and uneven. 
Looking back at ASEAN’s history, one 
notes that ASEAN was instituted in 1967 
so as to promote peace and stability and 
economic cooperation came much later 
in 1976 to the agenda. 

Slowly, by the 1990s, economic co-
operation became a form of diplomacy 
and most often was carried out in foreign 
ministries of a country, in consultation 

with the commerce or trade ministries. 
This led observers of trade agreements 
to say that economic regionalism in 
Southeast Asia is a subject of political 
elites, with almost no involvement from 
other stakeholders. 

This has been accompanied by a 
generalized low level of awareness of 
relevant economic cooperation measures, 
particularly among the end-users. With 
the looming deadline of 2015, voices from 
the private sector have begun to be heard.   

However, the advocacy for trade ini-
tiatives is not unanimous in nature and 
is often driven by the relative strength 
of particular irms that bring in foreign 
direct investment in the country. 

FACT FIVE
AEC should be seen in conjunction with 
the ASEAN Political-Security Communi-
ty and ASEAN Socio-Cultural Commu-
nity. An economic community in ASEAN 
entails increased economic cooperation, 
delivering on free low of goods, services 
and investments, equitable economic 
development and reduced poverty. 

A political security community works 
towards regional peace and stability and a 
socio-cultural community encompasses 
regional cooperation in areas like pro-
tection of the regional environment, 
limiting the spread of contagious dis-
eases, combating transnational crime, 

and cooperation in responding to natural 
disasters.

It is hoped that all this put togeth-
er will eventually cultivate a sense of 
regional identity. Hence, AEC should 
not be seen in isolation when judging 
whether ASEAN can deliver on its com-
munity-building commitments. 

In Summary
AEC should be seen more like  a work 
in progress. It is a humungous task that 
has started only in 2003. The initiative 
is trying to bring together ten diverse 
economies together, who are not only 
facing constant global challenges but 
also domestic resistance and antago-
nism from protectionist groups. These 
are bound to make the progress slow and 
may hamper the goal of a ‘single market 
and production base’.  

Nevertheless, now, more than ever, is 
the time when the ten countries should 
come together to strengthen the econom-
ic community. The global economy has 
been in a constant state of lux since the 
2008 economic crisis, and the exponen-
tial growth in social media has meant that 
every event is instantly transmitted and 
discussed all over the world. In such an 
environment, any form of co-operation 
among the ten small countries is most 

AEC should be seen more 
like  a work in progress. It 
is a humungous task that 
has started only in 2003. 
The initiative is trying to 
bring together ten diverse 
economies together, who 
are not only facing con-

stant global challenges but 
also domestic resistance 

and antagonism from pro-
tectionist groups

Picture courtersy of ASEAN Secretariat.
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O
ne of the preferred methods 
to gain customer loyalty is to 
humanize the message to your 

target audience. A brand is no longer 
about how great a product is. Instead, it is 
about how it bridges the gap of people’s 
lives – wherever they are. For instance, 
Hyundai’s A Message To Space executed 
a right video marketing that depicts a 
story of a father astronaut and his little 
girl back on Earth getting the latter’s 
message brought across via the use of 
(well you guessed it!) Hyundai cars. 

Don’t compete. Diferentiate! Here 
are two ways:

Provide your customers a reason 
to believe your business
How do you get your customer to engage 
with your products/services when all 
the big brands are splurging advertising 
dollars thousand folds your budget? Easy. 
Run promotions. Customers love give-
aways and discounts. It is only through 
promotion that you can make your 
product and services popular among 
the audiences.

Humanize your brand
Engage directly with your audience – 
have actual conversations with them, ask 
questions, answer theirs, and address 
their concerns. It is one of the best ways 
to humanize your brand, and it makes 
you “approachable” in consumers’ eyes.

     In digital marketing, there is no one 
perfect strategy its all. It may work fan-
tastically well for an F&B business, but 
it may not work for a service business.
      A good example would be my F&B 
client case study. She needed help in 
marketing her traditional curry pufs 
through their Facebook page. 
      The requirement was to get orders 
in on a daily basis, and we started to set 
aside a budget of $5 per day of FB ad-
vertisement. The Return On Investment 
(ROI) was at a staggering 400-500% with 
just FB ads running - no traditional meth-
ods of advertising were used. 

Anyone can reserve a spot in the dig-
ital advertising space  – from as little 
as $5 on Facebook! It is never too late to 
start developing your digital marketing 
but here are three quick tips for you to 
get started, fast:

1. Identify your customer base.
Who and where they hang out in the 
social channels.

2. What is your brand message?
How do you want your message to align 
with your customers? Nike did it excep-

tionally well by building customer loyalty 
through heroism - against all odds and 
emerging triumphant. 

3. Pick the right network for 
your business.
Another great place to start learning 
would be taking up online courses from 
udemy.com as they cover even the most 
extensive digital marketing topics. The 
sky is the limit.
      I spent most of my digital marketing 
eforts on Facebook, and the Ads Manager 
is sumcient enough for me to monitor 
the key metrics – cost and goals. 
     I strongly sense that Instagram mar-
keting could be the next go-to social 
media platform for advertisers as the 
potential can be relatively huge because 
advertisers now have the opportunity 
to be everywhere their customers are. 
And the advertising cost is cheaper as 
opposed to Facebook Ads!

▶ The writer is the creative director of 
FASTARTUP with more than 12 years 
experience in the media and publish-
ing industry.

 I strongly sense that Instagram marketing 
could be the next go-to social media platform for                  
advertisers as the potential can be relatively huge    
because advertisers now have the opportunity to be 
everywhere their customers are. And the advertising 
cost is cheaper as opposed to Facebook Ads!

HUMANISE 
YOUR MESSAGE 

TO YOUR 
TARGET  

AUDIENCE
 Engage directly with your audience 

– have actual conversations with 
them, ask questions, answer theirs, 
and address their concerns. FAIRUS 

DASIMIN gives you the tips.



23DECEMBER 2015



24


