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Warm gree ngs readers and fellow members of the Asian Associa on of Management 
Organisa ons (AAMO). I hope that you have had a produc ve first half of the year.

As I write this to you, plenty of changes are going on in my country, Malaysia. A er 61 
years we have had a change in government, and as a follow up from this, there has 
been a slew of new leaders appointed and policies relooked. As the na on goes through 
this transforma on, I look forward to the new reforms that will contribute towards the 
further advancements of Malaysia’s human capital development. 

The discussion on improving the standards 
of leadership and management also 
con nued on the shores of Macau where 
members of the Asian Associa on of 
Management Organisa ons (AAMO) 
gathered for the organisa on's First 
Council Mee ng for 2018.

Organized in collabora on with the Macau 
Management Associa on (MMA), 
members from Australia, Hong Kong, 
India, Macau, Malaysia, Nepal, Philippines 
and Sri Lanka gathered to discuss the 
current and future plans of the 
organisa on.

Among the discussions highlighted during 
the mee ng was the finalisa on and 
execu on of a new framework for the 
Management Capability Index (MCI) 

survey that had been developed by the New Zealand Ins tute of Management (IMNZ) 
alongside their research partners Massey University. We also looked at ac vi es 
organised in rela on to AAMO namely the Young Managers Programme, Asian 
Management Games and the Tun Razak Youth Leadership Award.  

It is also with great delight for me to announce that during our mee ng we had 
approved the admission of the Korea Management Associa on as a new member of 
AAMO. We look forward to the successful partnership with our new member na on. 

Overall our mee ng in Macau was an enriching gathering which give us the space to 
ideate and discuss future plans for the advancement of the organisa on. I look forward 
to seeing the ideas discussed come to frui on in the coming months. 

If you are looking for new ideas to inspire change within your organisa on this issue of 
‘Leading the Way’ will not fail to disappoint. One of our ar cle relooks at the 
all-important area of communica on, ‘Communica ng Across Culture’ contributed by 
the Macau Management Associa on (MMA) looks at the diversity of language and the 
author’s lessons in cross cultural communica on. Another interes ng ar cle by New 
Zealand Ins tute of Management (IMNZ) looks at the all-important value of Trust and 
how it can be fostered within an organisa on.  

I hope that the ar cles in this issue con nue to inspire your journey forward in 2018. 

Dato’ Ng Tieh Chuan
President 
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INDIA
Lend your ears
Listening is a mandate for leaders; not 
just a much-needed skill.

By Dr Smita Dabholkar Singh, IMT 
Nagpur

The key to success is to get out 
into the store and listen to what 
the associates have to say. It’s
terribly important for everyone 
to get involved. Our best ideas 
come from clerks and stockboys.
—Sam Walton

Two years ago, YourCare, a 
pharmaceu cal company shi ed its 
manufacturing plant to a loca on 20km 
away from its exis ng one. Most of the 
employees had spent more than a 
decade with the company and had 
bought houses in the vicinity. A change in 
the workplace loca on was unexpected 
and its announcement created a lot of 
anxiety and restlessness. 

Kalyan, the plant head, had an cipated 
this. So he immediately started having 
one-to-one interac ons with the 
employees, including those at the shop 
floor. Bharat, owner and chairman, had 
announced this change through the 
‘From the Chairman’s desk’ column in the 
company’s monthly online newsle er.

Kalyan had a terrific rapport with the 
employees. An engineer by training, he 
was groomed by great mentors who 
taught him the nuances of managing 
people early in his career. He knew that 
managing people started with 
observa on, listening to the said and 
unsaid, and understanding it; this would 
slowly help one predict their behavioural 
pa erns and help manage situa ons 
be er eventually. For doing all this, he 
was told, one needs to develop the habit 
of being with people. This was a major 
challenge to a young introvert like 
Kalyan. However, over a period of me 
he successfully tackled it.

When many people expressed concern 
over commuta on to the new workplace, 
Kalyan discussed it with the top 
management. He explained the pros and 
cons, and managed to get a significant 
budget sanc oned for a staff bus for free 
transport to the new loca on with 
comfortable pickup points. He also 
carefully listened to other minor and 
major concerns. He was able to address 
some of them successfully while a few 
others remained unresolved. But most 
importantly, the employees felt they 
were heard; at least their basic concerns 
were being addressed, and resistance to 
the change slowly started becoming less 
conspicuous. The shi ing of the plant 
loca on was smooth and soon 
employees got adjusted to the big 

change in their organisa onal life, almost 
seamlessly.

This year, YourCare is entering into a 
joint venture with a Chinese company 
and many internal changes are 
expected. The employees were worried 
again. Kalyan was known to be 
accessible and he always found me for 
anyone who walked into his cabin. But 
he was due to re re in three months 
and would not be available during the 
transi on. They have realised that no 
one in the top management is 
approachable; there is no one to hear 
them. There is a lot of anxiety in the 
organisa on—employees feel they need 
upskilling, fear changes in the 
organisa onal culture landscape, and 
have numerous queries.

An extrovert, Bharat’s problem is that 
he does not have the me to listen to 
his employees’ concerns. His only 
ini a ve in listening is the annual 
employee meet held in the large 
mee ng room at the new plant—a 
restricted number of employees speak 
about their experience during the 
previous year. There is no room for 
listening to anybody’s sen ments. Not 
that Bharat does not value it, but he 
simply does not do it.

The caselet explains the significance of 
listening in the context of leaders and 
organisa ons at large. Do you not think 
the organisa on needs to install a sound 
listening framework soon? They need to 
ins tu onalise the listening skills and 
techniques of leaders like Kalyan in 
order to sustain and succeed in future. 
At what stage or in which role does one 
need to fine tune one’s listening skills? 
What are the prominent personality 
barriers in listening? If at all they listen, 
how do they do it? What kind of 
informa on do they like and trust? Do 
they have a structured framework and 
what do they do with the informa on 
gathered?

Let us ponder over some of these issues. 
Peter Senge’s concept of leadership is 
useful in this scenario. In the context of 
a learning organisa on, he says, ‘we all 
are in a leadership posi on of 
importance’. Rather in order to create a 
learning organisa on each and every 
employee needs to have such a mental 
model. What happens if one develops 
such a cogni ve wiring? Then they do 
not wait for a posi onal leadership. In 
whichever posi on, an individual takes 
charge and operates with the feeling 
that they can make a difference. To do 
this, they would be inclined to work on 
their A-S-K (a tudes, skills and 
knowledge) and further develop 
impac ul listening habits. It is not very 
difficult to assess one’s listening habits. I 
guess the most honest answers will 
come from your dinner table—ask your 
family members, how would they 
describe you as a listener?

Iden fying and controlling one’s 
emo ons becomes important in 
listening. In many organisa ons, it is 
found that leaders tend to speak in their 
mother tongue with a few employees 
who know it. They also tend to mingle 
more with a specific set of employees 
and thus knowingly and unknowingly 
give birth to a feeling of ‘groupism’. This 
also sends across the signal that 
employees who are part of that 
‘in-group’ will not only be heard, but 
will also profit eventually. Just like any 
other employee, even the leader would 
like to operate in the company of 
like-minded people (The 
Leader-Member Exchange theory of 
leadership). Their intent may not be 
malicious but such a culture is perceived 
as being in mida ng by the employees. 
No doubt the world is apprecia ng the 
importance of emo onal intelligence so 
much these days.
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Myers Briggs Type Indicator (MBTI) is 
quite an authen c tool, which helps us 
understand our personality, based on 
our preferences. According to MBTI, 
each one of us has a preferred way of 
taking informa on in and a preference 
for the kind of informa on we like and 
trust. For example, as a leader if you 
have a preference for taking in and 
presen ng informa on in a sequen al 
step-by-step way (the sensing types) 
and your colleague prefers the snapshot 
or a big-picture way (the intui on 
types), you may not even listen to his or 
her ideas. You will also doubt its 
authen city as it is not presented in the 
fashion you prefer. Such personality 
issues can work as poten al barriers in 
crea ng listening leaders.

Another important personality a ribute 
or dichotomy, as in MBTI language, is 
‘extroverted and introverted’. Extrovert 
individuals are believed to work out 
ideas by ‘talking it’ through while 
introverts are believed to work out 
ideas by ‘thinking them’ through. Both 
have the poten al to become leaders 
but each one has possible advantages 
and disadvantages, and one has to be 
aware of them. In the above-men oned 
case, the owner and chairman was an 
extrovert who never seemed to have 
worked on the disadvantage of being 
one, whereas his plant head seemed to 
have mastered the art of shu ling 
between being an introvert and 
extrovert as need be.

Effec ve and efficient listening 
mechanisms need to be installed at the 
right me and at the right places in an 
organisa on. This will enable mely 
capture of the sen ments and emo ons 
of people. Crea ng a listening culture in 
an organisa on is definitely the leader’s 
responsibility. But having said that, the 
leader needs to have more pa ence and 

me, otherwise, the organisa on at 
large will struggle to listen.

A listening architecture needs to be 
created with the help of tools, points, 
and frequency.
Tools are the ‘methods or instruments’ 
used for collec ng data. From 
observa on to interviews to surveys, 
there are many a tool to gather data 
and the sen ments of stakeholders, but 
the magic begins when these are 
gathered with empathy, and treated 
with sensi vity.

Selec on of tools definitely ma ers a 
lot; mostly, a combina on works well 
but we need to ponder over the 
inten on behind the usage of tools. The 
fate of the data-gathering process  
depends on whether [the idea] is to pay 
mere lip service or to make a sincere 
effort towards wan ng to feel the pulse 
of the organisa on.

Frequency is all about ‘the frequency’ at 
which the data is gathered. Leaders 
need to ask themselves, “How 
frequently do I need to listen to my 
stakeholders (internal as well as 
external) in order to meet my listening 
objec ves?” The frequency depends 
largely on what you are gathering data 
about. 

Points are important but are the most 
neglected aspect of the triad. It is about 
‘where’ we deploy the tools. One will 
agree that each employee, or the one 
who experiences the organisa on 
directly or even indirectly is a ‘poten al 
broadcaster and content generator’. 
A er all, most o en, we all tend to 
make quick judgments about people, 
situa ons, and organisa ons based on 
limited informa on. We also exercise 
limited restraint on broadcas ng it, 
thanks to social media. Given this 
context, you will agree that an 
organisa on needs to be alert about 
how it is perceived by its environment. 
Deploying of tools at the right places 
[hence] becomes crucial.

Psychologist Carl Rogers, known for his 
client–centred approach, once said, 
“Man’s inability to communicate is a 
result of his failure to listen effec vely.” 
If this man or woman is a leader...one 
can knock once again and check if he or 
she is ‘listening’?
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INDIA
The best pick
‘Leader-manager’ or ‘manager-leader’ in 
a VUCA world?

By Dr Aseem Chauhan, Dr Ashok Kumar, 
Dr Manoj Joshi, and Suhayl Abidi

“…leadership and management are 
the two dis nct and 
complementary systems of ac on.”
* This remark sparked off a debate in 
business schools because un l then, the 
leader and the manager were considered 
synonymous. Given the VUCA environment 
that businesses are now caught in, we 
believe that the person most suited to 
navigate it successfully would be a leader 
manager and not a manager-leader. Both 
roles—managing and leading—are needed 
to survive in a vola le world, but the 
emphasis should be on ‘leadership’. The 
role of a manager is quite different from 
that of a leader; so managers who primarily 
have leadership skills are more suited for 
the present business context.

Much has been wri en about managerial 
skills and how they are imparted and 
sharpened through educa on, training, 
and development. However, li le is 
known about leadership styles/skills 
needed to grapple with the ever-changing 
market condi ons. The economic 
landscape in India too is in a state of 
constant flux and hence there is an urgent 
need to develop a leadership model that 
is prac cally applicable to the country’s 
industry. The first step in this direc on 
could be to develop a conceptual model of 
a leader-manager

Many may claim to have dealt with difficult 
situa ons in the past, but past performance 
is no guarantee of future success. Today’s 
world is completely different and one has to 
evolve a contemporary model of leadership 
to suit it. For example, some of the largest 
global companies today are Apple, Alphabet 
(Google), Microso , Amazon, and Facebook. 
Ten years ago, the list comprised 
PetroChina, Exxon Mobile, General Electric, 
China Mobile, and Bank of China.
This points to the need for a high 
adaptability and agility quo ent because it 
is not about just surviving, but thriving too.

The proposed leadership response model is 
one aimed at building a comprehensive 
toolkit and also developing the skills 
required to engage and mo vate 
people—to see VUCA as an opportunity and 
not as a threat.

Selec ng a leader-manager
Let us assume that a mul na onal firm 
requires an incumbent to spearhead its 
expansion in another country; it is 
witnessing enormous economic growth, but 
risk cannot be ruled out.
Also, its market is bumpy the 
socio-economic, poli cal, and business 
environments are influenced by powerful 
lobbies. 3
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There are two competent candidates 
shortlisted for the job. They are of the 
same age and gender, and have equal 
experience. However, there are 
differences with respect to certain 
parameters. Execu ve A hails from the 
company’s home territory, which has a 
large mono-ethnic society and the 
ci zens there strictly abide by the rules 
and civic code of conduct. At workplace 
too, behavioural rules as well as 
business processes are clearly laid down 
and followed. Execu ve A also has had a 
successful tenure in other countries 
having orderliness, but has no exposure 
to diversity. Execu ve B hails from a 
country where laws are not strictly 
implemented; it also has several ethnic 
groups who speak different languages 
and follow different religions. He also 
has worked in many countries that have 
a high level of orderliness.

Considering that the target market is 
vola le, who will be the best pick for the 
assignment?
Execu ve A who recognises that driving 
beyond 10 kmph limit is a viola on and 
a racts penalty, or the other person 
who is aware that a driver ignoring the 
red light can escape being caught? A 
seasoned selector would definitely pick 
Execu ve B because he has been 
exposed to a world that is chao c and 
unstable.

Most of the managers are ill-prepared 
to respond to a VUCA world. They 
usually refer to it in discussions and 
presenta ons on strategy, but lack 
exposure and hence could have a 
cogni ve disconnect with it. When they 
use defined management processes 
while confron ng challenges, they 
acknowledge the perspec ve of others, 
without understanding how internal 
capabili es could be a constraint. Such 
gaps in a manager-leader will adversely 
affect, some mes even ex nguish, 
firms. In the above example, the 
possibility of Execu ve B being 
developed as a leader-manager is 
higher.

However, the background of execu ves 
is rarely compared as described above. 
An organisa on should seek people who 
are agile learners. Agility comprises an 
individual’s ability to get to the root 
cause, find parallels and contrasts, 
ques on conven onal wisdom, gain a 
broad perspec ve, and find solu ons to 
tough problems. Such individuals are 
generally good communicators, enjoy 
helping others succeed, are comfortable 
with diversity, and manage conflict 
construc vely. They introduce new 
perspec ves, strive for con nuous 
improvement, seek ac ve feedback, and 
are reflec ve. They also have greater 
awareness of their strengths and 
weaknesses. Hence, the chance of them 
buckling under lack of order is quite 
slim.

How does one find out that recruits 
possess the a ributes to not only suit 
today’s business situa on but also one 
that might evolve 10 to 15 years from 
now? Interviewing may not offer the 
best results. Assessment centres, 
though me-consuming and expensive, 
would be the best way to select people 
with the poten al of being 
leader-managers.

Developing a leader-manager
It is impera ve to maintain a leadership 
pipeline to ensure long-term growth and 
sustainability, especially in a VUCA 
situa on. Hence, the exis ng strategy 
for effec ve succession planning and 
talent management needs to be 
modified. Also, the competencies and 
values of a leader-manager to lead a 
business successfully in future need to 
be redefined. A er iden fying suitable 
talent with the right mix of 
competencies, the leader-manager 
could be offered coaching, post which 
he must possess the following 
a ributes:
• Openness to change and learning
• Willingness to experiment with ideas
• Readiness to accept mistakes and  
 adapt his/her style of func oning to  
 the needs of the situa on
• A sense of personal mission and   
 passion
• Willingness to listen to others with  
 humility, 
• A high degree of inquisi veness
• Focusing on future (feed-forward)  
 rather than past (feed-back)

Demys fying the leader-manager
Coaching should help a leader-manager 
get beyond the mundane defini on of 
management and understand that 
leadership is not a des na on, but a 
con nuous journey. A robust culture, 
wherein the top management provides a 
shared vision of the future and 
empowers employees, is conducive to 
developing a leader-manager.

A ri on rate among such category of 
leaders could be high, but this could be 
seen as an opportunity for learning. 
Companies such as McKinsey & Co. 
ac vely run alumni programmes to keep 
track of their employees and welcome 
them back to their fold. It is impera ve 
that leader-managers should not form 
an eli st group; rather they should lead 
from the front.

Skills needed for a leader-manager
The following five skills will help a 
leader-manager:

Are you a change agent?
A Harvard Business Review ar cle, on 
21st-Century Talent Spo ng, clearly 
describes how people succeed when 
they have the ability to adapt and grow 
in complex roles and environments. In 
the technology space, managing change 
in a dynamic market is a given. A 
leader-manager has to be extremely 
flexible and open to all the possibili es 
change brings with it.

Do you excel in a matrix environment?
The biggest nightmare of marke ng 
chiefs, especially in the consumer 
products industry, is genera ng demand 
for their products and discovering they 
are out of stock. The orchestra on from 
product development to supply chain to 
sales and marke ng, all ed to the 
underlying technology connec ng to the 
customer, is vital to business success. 
These are true for all the func onal 
roles in managing any business.

Have you had any epic fail experiences?
If you can accept failure, then you are 
being honest with yourself and probably 
willing to learn from it. Some consider 
‘failure’ as the first a empt at learning. 
Such experiences reflect on your 
risk-taking skills.

Are you glocal?
Being ‘glocal’ is more relevant than 
ever. People who are culture-savvy 
quickly grasp the nuances of working 
and excelling in a global environment. 
This talent, combined with the ability to 
execute in a specific market (a mature 
one or an emerging economy), is 
undoubtedly a sign of leadership. It is 
the combina on of empathy for people 
from other backgrounds, the ability to 
listen, and the understanding that 
business is driven by a global 
perspec ve although executed at a local 
level.

Are you a team manager?
A leader-manager cannot be successful 
without the support of his colleagues 
and team. Ask yourself whether you are 
the kind of person others will follow? Do 
you inspire others to deliver their best? 
Are you confident enough to surround 
yourself with those who are different 
and more talented than yourself? In the 
October 2017 issue of Indian 
Management, Saurabh Kabra,
Director, Business Opera ons India, 
Truvison, had remarked, “No person can 
build an empire alone. It requires a 
team that is as mo vated and 
commi ed to business and growth as 
you are.”
May be more mo vated and commi ed 
than you.
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CVS Response Model
To help organisa ons select and develop 
leader-managers, we propose a ‘Centre 
for VUCA
Studies (CVS)’ leadership response 
model. This could help organisa ons in 
leadership selec on, development, 
enterprise learning, and enterprise 
agility. In a vola le environment, vision 
is the anchor of businesses. Indian firms 
have lo y visions, but these mostly 
remain on paper. Our model proposes a 
‘strategic vision with adaptability,’ 
without dri ing from the chosen path. 
The leader-manager has to respond to 
uncertain es through ‘understanding 
with foresight’. He should ques on 
conven onal methods and act swi ly 
without being bogged down by 
ambiguity.

Conclusion
Change must start from the top. The top 
management may ra onally select and 
develop managers for their sensing, 
learning, and responding abili es. These 
must be inculcated in manager-leaders 
before they are labelled as 
leader-managers. The HR head would 
have to play a strategic role, and 
spearhead in mee ng demands vis-à-vis 
recruitment and selec on, reten on, 
talent management, and developing 
leadership competencies. These changes 
in a top-down approach will facilitate in 
transforma on; and leader-managers, 
with their experien al understanding, 
will be at the forefront.

*John P Ko er, What Leaders Really Do, Harvard 
Business Review, May-June, 1990, No.3

Highlights 
The role of a manager is quite different 
from that of a leader; so managers who 
primarily have leadership skills are more 
suited for the present business context.

A robust culture, wherein the top 
management provides a shared vision of 
the future and empowers employees, is 
conducive to developing a 
leader-manager.
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MACAU
Communica ng 
Across Cultures
                                                     
By Herbert Lee

On November 12, 1817, Baha’u’llah 
(founder of the Baha’I Faith) was born 
into a noble family in Iran. His Teachings 
have spread to every part of the world. 
Central to his teachings is the unifica on 
of the peoples of the world.

Baha’u’llah has wri en: “The earth is 
but one country and mankind its 
ci zens.”

Elsewhere He has wri en: “Let your 
vision be world-embracing, rather than 
confined to your own self.”

These two ideas are very important for 
anyone who is learning English. Besides 
learning English grammar, vocabulary 
and pronuncia on … we also need to 
learn and understand the culture hidden 
in the English language. Learning a new 
language such as English is an 
opportunity to communicate across 
cultures.

“Every country has its own way 
of saying things. The important 
thing is that which lies behind 
people’s words.”
-Freya Stark, The Journey’s Echo

My first lesson in Cross Cultural 
Communica on
Many years ago, I asked a friend (now 
my wife) from Hong Kong to visit me in 
Macau. She agreed to come the next 
Saturday. So I sat around and waited. 
Two o’clock turned into four o’clock and 
I finally called her. “ I thought you were 
coming over to visit.” She replied, “I am 
coming next Saturday.” What I didn't 
realize was that the Chinese way of 
coun ng me next means the Saturday 
following this one that was my first 
lesson in communica ng across cultures 
These days people are travelling more 
than ever your next door neighbour is as 
likely to be from America as Arkansas. 
And your business trip may take you 
anywhere from Mexico to Madagascar. 
Communica ng across cultures begins 
with a basic understanding that one size 
does not fit all. Simply because you 
prac ce certain cultural habits or 
pa erns does not mean the rest of the 
world does. When in Rome, do as the 
Romans do makes perfect sense in 
Rome, Romania or Rio de Janeiro. 

David A. Ricks, in his book Blunders in 
Interna onal Business, writes: “Cultural 
differences are the most significant and 
troublesome variables….The failure of 
managers fully comprehend these 
dispari es has led to most interna onal 
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business blunders.” Failing to recognize 
and adapt to these differences can 
mean the difference between a done 
deal and a faceless failure. 

Robert L Stevenson, in his book Global 
Communica on in the 21st Century, 
says, “Language, more than anything 
else is the heart of culture.”Assump ons 
about culture affect the way people 
communicate with each other. Culture 
usually refers to the diverse ways in 
which people think, act or behave - 
toward themselves, with their families 
and with people in their own Society. 
Culture includes customs related to 
religious, social, poli cal and family 
values. Various cultures have divergent 
values for me alloca on and use, for 
family values and conversa on, and for 
“personal space.”  These differences 
need to be recognized, valued and 
appreciated before any real 
communica on can take place. The 
main criteria for understanding other 
cultures is simply to know your own. 
Very o en, we don't know what our 
own culture is, so it's difficult to 
understand someone else's. Why do we 
shake hands when we meet? Why don't 
we discuss religion and poli cs in casual 
conversa on? Culture provides a 
framework for acceptable behaviour. 

Listen with an open mind. 
When trying to communicate across 
cultures, put aside personal feelings and 
listen deeply. “Hold your tongue” and 
develop your listening skills. It's easy to 
offend others with seemingly harmless 
remarks. Comments such as “those 
people” or “they are all alike, except for 
you” or any statements regarding us and 
them create disunity and provide a poor 
backdrop to effec ve communica on. 
The more you know about your own 
culture and other cultures, the greater 
your chances are of bridging differences. 
Having  an open mind and being 
sensi ve to differences are key factors 
in making you a be er communicator.

Verbal and Non Verbal Behaviour
Language is much more than words. And 
every language has its linguis c 
preferences. These linguis c 
preferences can o en give clues about 
the behaviour, manners and thinking of 
that par cular culture.

Look for the nuances in the way people 
from different cultures use language. 
For example, the English use 
understatement and modesty; they are 
some mes vague to avoid any 
confronta on and extremely polite. 
Spaniards and Italians, on the other 
hand, like to be flowery with their 
language, preferring eloquence and 
expressiveness over exactness. Germans 
are very logical in manner and words.

Asians, including Japanese and Chinese, 
consider harmony an important virtue 
and will avoid confronta on at all costs. 
For that reason, they will o en say yes 

to many things with the understanding 
of “Yes, I hear you” or “Yes, I 
understand,” and not necessarily “Yes, I 
agree.”

Gestures
Good communicators understand the 
value of gestures. However, there are 
no universal  gestures. (The only 
possible universal one might be a smile. 
A warm, friendly smile goes a long way 
toward conveying sincere interest in 
others.) What might be considered a 
gentle gesture in one culture could be a 
gross gyra on in another. For example, 
in the West, to beckon someone to 
come over, you usually hold out your 
hand with the palm up and then move 
your fingers, gesturing the person to 
come. In Asian cultures, this is 
considered quite vulgar. This gesture in 
Asia is done with with the palm facing 
down and then rolling the fingers.

Communica ng across cultures takes 
great sensi vity and awareness. By 
studying other cultures, we become 
more insigh ul and adaptable in our 
communica on efforts.

No one expects you to know all the 
nuances of his or her culture. Just as 
others are expected to respect and 
understand your culture, they will make 
allowances for any missed cues on your 
part. Leave plenty of room for give and 
take.

To become successful as a cross-cultural 
communicator:
• Remember that your own culture 

provides an acceptable framework 
for behaviour and belief, but may 
not be the same as other cultures.

• Be aware that your preferences and 
behaviours are culturally based and 
not the “correct” or only ones.

• Become sensi ve to a range of 
verbal and nonverbal behaviour.

• Have an open mind to other views 
and ways of doing things.

• Remember, there are no universal 
gestures. A gesture in your own 
country could be an insult in another 
country.

Learning a language such as 
English, means also understanding 
the culture behind it. It doesn’t 
mean you need to embrace the 
culture – just having an awareness 
and understanding.

PHILIPPINES
True CSR vs 
Fake CSR
By Joey A. Bermudez

Unless we define in no 
uncertain terms what 
genuine Corporate Social 
Responsibility (CSR) is, 
we will yield by default 
to those who peddle 
accommoda ve 
standards of CSR.

 
CSR is not about "feel good, look good, 
and smell good" projects that are the 
handiwork of spin masters and 
propagandists whose job is to deodorize 
the social misbehavior of their 
companies through high-profile 
programs. We should not allow any 
space for this sort of corporate 
hypocrisy which has only served to set 
back the prac ce of genuine CSR by 
crea ng confusion and distrust. 

Society has had enough of corporate 
fakes who adorn their corporate 
vision/mission statements with sublime 
declara ons about helping the 
community and who breast-beat about 
the pi ance that they dispense to the 
poor while robbing them of a healthy 
environment, a decent wage, a fair and 
just business deal, and a transparent 
accoun ng of their stewardship of 
resources, a big part of which may have 
come into their possession because of 
the sheer imbalance of economic 
power.

Our admira on must be reserved for 
companies who can see their way clear 
and have no difficulty recognizing the 
long-term congruence between their 
corporate interest on one hand and the 
interest of society on the other. Any 
seeming contradic on between what is 
good for the company and what is good 
for society can only be short-term. Over 

me, this contradic on must disappear.

When a company, out of the goodness 
of its heart, sacrifices short-term profits 
by engaging the poor in a crea ve 
supply chain arrangement, it must be 
smart enough to know that in the 
long-run, such an arrangement can 
actually stabilize its supply of raw 
materials, crea ng cost efficiency and 
compe veness. 

There need not be any guilt for 
genera ng a long-term business benefit 
apart from the salva on of the soul 
from socially responsible behavior. In 
fact, we cannot overly roman cize the 
flawed concept of "double bo om line" 
by wrongly implying contradic ons 
between business profit and societal 
benefit. At some point, business has to 
work at bringing about a convergence in 
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these bo om lines, recognizing that 
only disciplined, enlightened and 
self-restrained corporate behavior can 
make a business survive the worst of 
financial crises and economic cycles.

To all prac oners of genuine CSR, I say 
"Carry on!" To the corporate fakes, 
propagandists, spin masters and those 
who pros tute the defini on of CSR, I 
say "Shame on you!" You will not find 
any friends in the legi mate CSR 
community so you will be be er off 
carving a career in tradi onal poli cs.
(The ar cle reflects the personal opinion 
of the author and does not reflect the 
official stand of the Management 
Associa on of the Philippines or the 
MAP)

JOEY A. BERMUDEZ is the Chair and CEO of 
Maybridge Finance and Leasing, Inc., 
and a former President of the MAP. 
map@map.org.ph
joeybermudez@yahoo.com
h p://map.org.ph

NEW ZEALAND
“Trust” in 
Organisa ons. 
What people in 
organisa ons 
need to know 
about “Trust”
By New Zealand Ins tute of 
Management (IMNZ)

How important it Trust in 
organisa onal life?
Is it possible to trust an organisa on 
without believing in the people who run 
it? Can people work effec vely in an 
organisa on without trust? Of course 
they can and do. What’s important is 
how much trust they need and in what 
areas do they have to have it? 

Trus ng in Organiza ons
The financial crisis of 2008 saw the 
downfall of banking ins tu ons and an 
erosion of trust in the industry and 
people at its highest levels. Leadership 
within this industry has yet to recover 
and there are s ll large numbers of 
people who feel that the banks were 
bailed out because they were too big to 
fail and as a result, they never really 
paid for the consequences of poor 
performance. Negligence, greed and 
lack of governance that would have 
destroyed any other business, did not 
affect them in the same way as they 
were bailed out by governments with 
tax payers’ money.

The industry world - wide con nues to 
deal with the effects of this breach of 
trust whose effects were generally 
acknowledged as something so large 
that many saw it as the poten al 
collapse of the Western world’s banking 
system with all its implica ons for every 
society on the planet.

So what is Trust?
Trust is defined as, “a firm belief in the 
reliability, truth, or ability of someone 
or something.”

People who work in organisa ons have 
a number of basic assump ons about 
the world of work and when they come 
from the same culture there is a good 
chance they might share the same basic 
assump ons. (Or so we hope) We can 
be sure that if they do not come from 
the same culture, they will not, however 
managers in mul -cultural socie es 
without the proper training have to 
build trust quickly between themselves 
and new employees and the team 
around them and this can be 
challenging.

A manager’s job is to forecast and 
ensure that the future goes according to 
plan. Planning is fundamental to human 
beings and deeply rooted as part of a 
survival skill, we need to be able to 
predict the future to ensure our safety, 
and our safety depends on how much 
we can depend on those around us. 
Depending on someone means that we 
can predict what they will do in a 
par cular situa on, it’s as fundamental 
as that.

This aspect of trust - predictability- is 
profoundly important to us as 
individuals and organisa ons. In order 
to trust someone, one needs to be able 
to predict their responses in a number 
of situa ons. When we trust someone, 
we feel an emo on, we don’t feel let 
down when someone acts as we have 
predicted, and thus we can trust them 
to fit in with our need to predict their 
behaviour. The more people whose 
behaviour we can predict (or rely on) 
the safer we are likely to feel.  If we 
surround ourselves with people whose 
behaviour we can predict, (trust) the 
safer we feel.

Not everyone knows how to gain Trust
When someone does not act according 
to our predic ons, we tend to mistrust 
them and this powerful emo on is likely 
to affect our rela onship, o en so much 
so that we feel we can no longer have a 
rela onship with someone whose 
behaviour we cannot predict.

There are aspects to trust. Trust means 
sharing something with someone when 
you do know enough about them to 
warrant it, nor do you have enough 
knowledge of them to know their intent 
and the things they are offering to you. 
This might mean that what you are 
ge ng in exchange does not match the 
value of what you have given but you 
rely on them to make it up in some way 
later. This exchange might be in 
informa on or some other currency but 
the expecta on is that it will be repaid 
at some other me in some way. This 
delayed reciprocity is an expecta on of 
repayment and o en causes conflict 
because it is o en unspoken and 
unquan fied and the repayment me is 
unspecified.

Trust is also about feeling that you can 
expose a vulnerability or shortcoming in 
the expecta on it will not be used 
against you. This feeling of psychological 
safety allows owning up to a mistake, 
taking responsibility for errors, these 
are all aspects of vulnerability that 
enable people and organisa ons to 
make amends and repair rela onships.

Trust at one level can be determined in 
what seems to be quite simplis c 
behavioural terms. We determine 
trustworthiness based on what we see 
or do not see,hear or do not hear a 
person doing  or saying, consistently. 
We can add to this by asking other 
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AUSTRALIA
A Ba le Worth 
Figh ng For
By Stuart Taylor, Chief Execu ve 
Officer, Springfox 

Crea ng a resilient corporate culture 
takes me and effort, but you won’t 
regret it.

Stress. We all experience. We all talk 
about it. Even seeing the word in print 
s rs at least a li le discomfort in most.
 Removing stress from the workplace 
sounds like a great idea in theory. In 
reality, though, a certain amount of 
stress can be beneficial and, in some 
cases, necessary to drive individuals and 
corpora ons to higher levels of 
performance. However, there is a pping 
point at which pressure to perform has 
counterproduc ve effects.

The focus of modern cultural change 
programs shouldn’t be on removing 
stress, but rather on crea ng an 
environment where people are able to 
process, ra onalise and view pressure as 
a opportunity. Employers don’t need to 
create stress-free organisa ons, they 
need to create resilient organisa ons.

Organisa ons exist for people and 
through people. It is true that modern 
organisa ons are increasingly 
characterised
 by technology, systems, processes and 
rules, but at the core they remain much 
like any other group of people or tribe. 
And just like any other tribe, members 
look to the chief to rally them in mes of 
trouble.

A resilient corporate culture is one that is 
able to balance the drive for high 
performance with a focus on maintaining 
the safety, well-being and effec veness 
of its people. Resilient organisa ons 
understand that high performance is very 
different to sustainable high 
performance. And it all starts at the top.

“In a vola le, uncertain and 
complex world, resilience is a 
strategic asset.” – Stuart Taylor

Disrup on, resul ng from technological 
advances and geo-poli cal shi s, 
personifies the modern corporate ba le 
ground. This places people under 
increasing pressure and strain. The 
persistent change in the world and the 
pressures on us to transform and adapt 
require agility.

To thrive in this environment, 
organisa ons must commit to a systemic 
approach to fostering a resilient culture 
where people feel respected, trusted and 
supported. Leaders must be role models. 
When they fail to engage, the tribe loses 
trust in its chief.
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people for their views to add to our own 
evidence and based on this, we feel the 
emo on of trust. Trus ng in someone to 
do a job may not be as complex as 
trus ng someone to look a er our 
children where the stakes are personal 
and considerably higher with poten ally 
devasta ng consequences if we are 
unable to predict behaviour.

The well know Trust Equa on seeks to 
iden fy the component parts of Trust 
and is presented as 

T = C + R + I
       S

Where:
T = trustworthiness
C = credibility (can they do what they 

say they will?)
R =  reliability (will they do what they say 

they will?
I =  In macy (do I feel comfortable with 

them?)
S = self-orienta on (do they care?) 

An individual’s understanding of this 
important emo on comes from being 
able to predict the behaviour of our 
careers and for a lot of people (but not 
all), these will be our parents. Just as 
they predict when we will be hungry, we 
in turn predict when they will feed us. 
This nurturing rela onship is one of 
many people’s first experience of being 
able to trust or predict behaviour and 
has profound and far reaching 
consequences and that is why when we 
talk about organisa onal life and what 
makes for successful companies, brands, 
managers and CEO’s, we are referring to 
something that taps into fundamental 
aspects of our individual and collec ve 
makeup.

Organisa ons are constantly evolving, 
they have to or they will not survive, 
and of course this is a Darwinian 
principle, that any organism that does 
not change in the face of compe on 
will ensure its own ex nc on. In this age 
of economic uncertainty, people in 

general know and accept that strategies 
need to be con nually reevaluated and 
that workforces need to be agile. In 
Europe, por olio careers are the norm 
in some industries and millennials are 
acutely aware of the fact that job 
security lies in being skilled up and 
ready for change and are o en the bane 
of HR in demanding ongoing 
development.

Despite what might appear to be a 
con nual state of flux in economic 
condi ons world-wide, some things 
remain fundamental to the human 
condi on. Trust is one of them. Eight 
year ago, the author of this ar cle was 
speaking with the CEO of a major mul  
-na onal retailing group in the UK who 
was commen ng on Amazon UK’s ability 
to deliver anywhere in the UK in the 
shortest of delivery mes, consistently. 
He was convinced then, that compared 
to his own company’s performance, it 
could not be profitable, but was part of 
a longer-term strategy. He was right of 
course. Amazon in the UK has 

demonstrated predictability and in turn 
trust that has seen them take 37% of 
online spend in the UK. The rest as they 
say, is history.

Understanding and demonstra ng trust 
is fundamental to us at an individual and 
collec ve level, and at IMNZ we are able 
to organise workshops to develop and 
deepen this all-important aspect of 
leadership, management and 
interpersonal success.
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Our organisa on’s study of 26,099 
professionals over a six-year period 
revealed confron ng insights about our 
modern workforce. More than half of 
those surveyed (55%) worry excessively, 
50% are hyper vigilant, 45% experience 
distress symptoms, and 30% experience 
excessive work intensity, and/or have 
impulse control problems.

The research clearly demonstrated that 
the workforce is anxious and overloaded, 
contribu ng to a prevalence of 
absenteeism, presenteeism, conflict and 
a en on loss in the workplace. The 
effect of absenteeism alone costs the 
Australian economy more than $44 
billion a year.

Here are some simple steps leaders can 
take:

1.Lead With Compassion
Resilient organisa ons are possible when 
you lead with deep care and the ‘greater 
good’ in mind. Some mes this requires 
tough love, however, it will build trust 
and respect.

2.Show Vulnerability
A powerful way to demonstrate your 
trust, compassion and respect for your 
people is to ask the same of them. 
Leaders who aren’t ashamed to show 
their shortcomings demonstrate that 
what is expected is commitment and 
effort, not perfec on. This breeds a 
culture of accountability, where people 
are willing to admit they need help or 
have made a mistake.

3.Talk To Your People
People perform best when they 
understand what’s expected of them. 
Make your strategic priori es clear and 
resist the urge to use corporate jargon.

4.Find Out What People Are Good At
We all do best when we play to our 
strengths. A concerted effort should be 
made to help people understand what 
their natural strengths are. This can 
contribute to an organisa on’s strategic 
priori es.

5.Consider Diversity
Does your organisa on accurately reflect 
the world outside? It is cri cal that 
people feel comfortable to be 
themselves at work, regardless of age, 
gender, sexuality or cultural beliefs. A 
considered diversity strategy is cri cal 
for any modern organisa on.
 

4 Hidden Indicators that Trust 
Issues are Nega vely Impac ng 
your Organisa on
By Marie-Claire Ross

For 19 years, Greats Places to Work and 
Fortune magazine have been formula ng 
The 100 Best Companies to Work For list.  
Surprisingly, the dis nguishing theme 
underpinning all of the best companies is 

not their fancy freebies, par es or lavish 
annual leave policies.  It’s how much trust 
there is between co-workers and 
managers.

Companies that scored highly for 
trustworthiness also finished first for 
metrics on higher profitability, revenue 
growth and stock performance.   But just 
like people, these organisa ons are not 
perfect.  The research uncovered major 
discrepancies between the experiences of 
those on the frontline, as well as 
differences between gender, ethnicity 
and even full- me versus part- me 
workers.

What’s becoming increasingly obvious is 
that organisa ons that have company 
leaders right down to front-line workers 
who all embrace the value of a candid and 
open exchange of ideas and informa on, 
create highly func onal and profitable 
enterprises.

A er all, it’s trust that enables different 
people within an organisa on to 
consistently rely on each other. It’s trust 
that enables your customers and other 
stakeholders to believe that you will 
deliver on your promises and behave 
responsibly. It’s trust that enables a 
company or brand to bounce back a er a 
crisis.  And it’s trust that enables an 
organisa on to change and grow.

Yet, very few organisa ons strategically 
improve trust in order to improve 
performance.  One of the problems is that 
trust is an emo onal issue and it’s hard to 
see, let alone fix internally.   It is o en 
outside the sphere of leadership 
capabili es.  Even when they do realise 
trust is a problem, they each have a 
different frame of reference making it 
tricky for everyone to know the best steps 
forward.  O en leaders, waste me and 
headspace focusing on the wrong trust 
elements or deny it’s a problem.

Here are four common leadership 
frustra ons that are all signs of trust issues 
that nega vely impact workplace culture.

1. Working around People, not with 
People
A common CEO gripe is that newly 
formed teams (and even exis ng) 
operate more like a collec ve of 
individuals rather than a team.  Team 
members prefer working with those 
they know and avoid newcomers or 
even those with different job tles.   
Email is preferred to discussions and the 
most knowledgeable person in the team 
is rarely consulted.  The result is that 
people work in different direc ons and 
make poor-quality decisions.

On the surface, these teams may appear 
to be opera ng at a decent level.  It’s 
only when leaders start comparing the 
outputs of a few teams together that 
the stark difference between 
performance become apparent.  High 
trust teams are inclusive, get more done 
and reach goals faster.

2. Fear of Relying on Others
Following on from teams is the even 
bigger issue of departments and units 
not collabora ng together.  Research by 
Harvard Business Review reported that 
only 9% of managers feel that they can 
rely on cross-func onal colleagues all of 
the me, and only 50% say they can rely 
on them most of the me.  Managers 
also say they are three mes more likely 
to miss performance commitments 
because of insufficient support from 
other units than because of their own 
teams’ failure to deliver.

When managers cannot rely on 
colleagues in other func ons and units, 
they undermine execu on by 
duplica ng effort, le ng customer 
promises slip, delaying their deliverables 
or passing up a rac ve opportuni es.

3. Avoiding Delega on
One of the most important capabili es 
of a successful leader is being 
comfortable with delega ng work.  This 
makes them more effec ve because 
they get more work done and let their 
direct reports know that they are 
confident in their abili es to deliver.  It 
improves accountability and goal 
kicking.
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Leaders who avoid delega ng tend to rely 
on themselves falsely believing only they 
are capable of doing the work.  Over me, 
they feel alone, even betrayed by the 
organisa on, because they feel 
overworked and overwhelmed.  At the 
same me, they get categorised as being a 
micro-manager, limi ng career 
opportuni es.

Managers who delegate well have the 
me to focus on the bigger picture.  They 

avoid jumping from one fire to another.  
Not only does it increase their job 
sa sfac on, but those repor ng to them 
feel empowered, accountable and more 
confident in their own abili es and even 
the leader.

4. Not Speaking Up
A study by VitalSmarts found that when 
people were afraid to speak up about 
issues, employees were engaging in 
resource-sapping behaviours such as: 
complaining to others (78%), doing extra 
or unnecessary work (66%), rumina ng a 
bout the problem (53%), or ge ng angry 
(50%).

These are costly behaviours.  The same 
research found that the average person 
wasted seven days undertaking these 
dysfunc onal problems instead of talking 
about it.  Silence damages deadlines, 
budgets, rela onships, turnover, 
employee engagement and mee ng goals.

A er all, when you don’t get the 
unpleasant stuff out of the way, you waste 
a lot of me.  It’s hard to get moving on 
anything if people won’t talk through 
issues or how to resolve them.

Humans are designed to avoid conflict.  
Both leaders and employees alike fear 
speaking up about their concerns or even 
alterna ve opportuni es in case it makes 
them look stupid or unpopular.

It is an important leadership challenge to 
create a strong, shared culture where 
people are unified, to avoid a poli cal 
and poten ally adverse environment.

Ge ng Ready for a Collabora ve Future
With technological advances increasing 
and change occurring at a rapid rate, the 
reality is that employees within an 
organisa on need to rely on each other 
more.  There is a revolu on occurring in 
how we need to interact together at 
work.

Yet, few companies actually consider how 
to address this specific issue, especially 
from a trust perspec ve.  Some even 
accept their current opera ng model as a 
normal part of doing business and how 
people collaborate.

But the companies that will successfully 
meet the challenges of tomorrow will be 
those that require employees change how 
they interact with one another.  And it all 
starts with leaders who can build trust.

MALAYSIA
UNLOCKING 
THE MAGIC OF 
STORYTELLING
By Malaysia Ins tute of Management

Adver sing and marke ng industry 
guru, BHARAT AVALANI recently 
received a Special Award by the Asian 
Federa on of Adver sing Associa ons 
(AFAA) for championing the posi ve 
aspects of adver sing and marke ng 
and for running their fast Track 
programme for young managers in the 
industry.

Tell us about your professional 
background. 
A er comple ng my MBA in India, I 
more or less decided on two companies 
to work for. The first was the House of 
Tata and that was a er reviewing a 
book called, The Crea on of Wealth: 
The Tatas from the 19th to the 21st 
Century, where it clearly says that, what 
comes from the people must go back to 
them many mes more. I was impressed 
by their corporate responsibility 
ini a ves of giving back to the 
community and making a difference to 
the lives of the people. What inspired 
me the most was that 80% of the 
company’s profit goes back into serving 
the community. The other choice was 
Unilever because during the course of 
studying marke ng, I realised what 
Unilever India was doing above and 
beyond what was taught — leading 
edge, responsible marke ng prac ces in 
ac on. So, when I returned to Malaysia, 
I made my applica ons to these two 
companies, but unfortunately Tata had 
only one assembly plant in Kuantan 
which was obviously not suitable for 
me. As for Unilever, they used to recruit 
management trainees every year and 
when I applied, recruitment was closed 
for that year. I was very determined and 
fortunately accepted on the next batch 
and stayed with them for 24 years. I 
started in Kuala Lumpur, worked in 
Malaysia up to 2005 and then was given 
a global job in the homecare category 
across Asia, Africa, the Middle East and 
Turkey. Later, I took early re rement for 
personal reasons. I did not accept an 
overseas pos ng and promo on and 
instead requested early re rement with 
an understanding that I would con nue 
to serve them in an external capacity. 
My associa on with Unilever con nues. 
I am now the CEO of Connec ng the 
Dots Consultancy and the Global Partner 
of Anecdote Interna onal, recognised as 
a world leader in the use of storytelling 
in business. I like designing and 
delivering brand experiences — and in 
what be er way than to use stories. I 
conduct Storytelling for Leaders 
workshops where I help Leaders find 
their stories and teach and guide them 
how to tell them.

Adver sing & Marke ng

You were recently conferred with a 
Special Award by the Asian Federa on 
of Adver sing Associa on for your 
excellent contribu on in adver sing and 
marke ng across the region. Tell us a bit 
about this pres gious award. 
Unilever is one of those very few 
companies founded on a clear purpose — 
it believes that doing well by doing good, 
is good for business. Having worked for 
Unilever and seeing the good work of the 
organisa on, in the countries it operates 
and the communi es it serves, has had a 
great influence on me — that a business 
is a force to do good and that sort of 
shaped me into what I am. Even now, I 
actually champion the good aspects of 
adver sing and marke ng because if you 
were to look around us today, most 
people in most countries, would trust a 
business or a business leader more than 
a government or a poli cian. A business 
commands more trust compared with a 
government, so it is a trust we have to 
live up to. Businesses also have an 
advantage because they are closer to the 
community. I have always in my 
presenta ons, in my work, emphasised 
on the good aspects or the good 
influence of adver sing and marke ng.

I am also passionate about developing 
young talents. Young talents nowadays, 
are very different. When I started 
working in 1990, I just had that hunger to 
learn. Loyalty was really valued and 
people stayed on long enough; bosses 
took more me to develop people but in 
today’s world, I realise people get burnt 
out fast, start out with a lot of 
enthusiasm but a er a couple of years, 
they soon lose track and focus; and more 
importantly, they are not as happy as 
they should be. They may find it difficult 
to achieve a work-life balance and it is 
for this reason that the Asian Federa on 
of Adver sing Associa ons (AFAA), 
developed a programme called Fast Track 
five years ago, where we actually help 
young people across the Asia Pacific. 
They come to Malaysia for a four-day 
programme, where we help them 
fast-track their lives professionally and 
personally. So far, 131 from ten countries 
have par cipated in the programme and I 
am proud to say, all of them have done 
well in their careers, many have been 
promoted and more importantly, they 
are happy and contribu ng posi vely. So, 
I was recognised for championing the 
good aspects of adver sing and 
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marke ng and building talent across 
Asia. This award was given to me by 
AFFA. The larger purpose of AFAA is to 
champion the benefits of adver sing and 
marke ng. This award was also for 
running the Fast Track programme.

Walk us through your experience that 
relates to this award. 
MY work requires me to travel. In the 
course of my travels, I visit schools and I 
interact with teachers and students. My 
interest in educa on was ignited during 
my work ac va ng the iconic Unilever 
campaign for Dirt is Good, globally. I get 
inspired and energised from these 
interac ons and see a bright future. In 
May 2015, I visited the Army Public 
School in Peshawar, Pakistan to pay my 
hear elt tribute to the 131 school 
children who were massacred. I spoke to 
two of the boys who survived and was 
touched and inspired by their 
determina on to win over evil by the 
might of pen and paper. In Nepal, a 
country I visit o en, the traffic in the 
morning is quite chao c with children 
walking to school in smart uniforms. 
School buses stop randomly on the street 
to pick up the students. About 90% of 
children in Nepal, both boys and girls, go 
to primary school even up in the hills. 
And I tell myself, that in a country where 
traffic jams are caused by children going 
to school, the future is definitely bright. I 
visited Helsinki recently and found out 
that Finland has the best educa on 
system in the world. I visited a local 
school and interacted with a teacher. 
From observa on, here are the two 
lessons I learnt:
 
• Let children play. A child in Finland 

starts school at the age of seven. 
Students in Finland only have three to 
four classes a day. They also have 
several breaks and recesses, usually 
held outside whatever the weather, 
even in winter. These 15 to 20-minute 
breaks, allow children me to digest 
what they are learning, to play and 
exercise in the fresh air. Children who 
sit too much lose their focus, leading 
to so-called ‘hyper’ kids. 

•  Give teachers utmost respect and 
trust. The primary school teacher, is 
one of the most sought-a er posi ons 
in Finland. Teaching programmes 
accept just 10% of applicants and turn 
down thousands of students annually. 
The best and the brightest candidates 
have to pass a series of interviews and 
personality screenings, designed to 
determine their natural ability and 
drive to teach. In addi on to top 
grades and a natural disposi on 
towards teaching, all teachers must 
earn a Master’s degree. 

 
The requirement for an advanced degree 
essen ally confers upon Finnish teachers 
the same status as a doctor or lawyer. 
The school system in Finland can be 
summed up in the words of a teacher, 
“We prepare children to learn how to 
learn, not how to take a test,” he says. 
“We know much more about the children 
than tests can tell us.” Last year, I was on 
a working visit to Ghana and made it a 
point to visit Mfan sipim, a Methodist 
boarding school at the Cape coast where 
the 7th Secretary-General of the United 
Na ons, Kofi Annan studied. I was keen 
on seeing the school that made a boy the 
recipient of the 2001 Nobel Peace Prize. 
It was a Saturday morning and I saw boys 
doing their own laundry, cleaning their 
dormitories and the surroundings. The 
mental note that I made to myself was, 
recognising the dignity of labour early in 
life, taking responsibility to clean your 
own mess and that of others! AFAA at 
the 30th AdAsia Congress in Bali from 8 
to 10 November 2017, gave me a Special 
Award for teaching and spreading the 
good influence of adver sing and 
marke ng across the region; and for 
running AFAA’s Fast Track programme, 
bringing hope and wisdom to young 
marke ng and adver sing professionals 
from ten countries. I also had the 
privilege of interac ng with Mr Kofi 
Annan at the Congress where he 
delivered the closing address. It was a 
truly amazing opportunity to share my 
experience with Annan in person. I 
presented him a collage of his childhood 
memories and I was told that he and his 

wife were touched by the gesture. He 
later put his hand on my shoulder and 
told me that we have another thing in 
common apart from the shared memory 
of his school and that was his dad 
worked for Unilever Ghana. It was quite a 
defining moment for us. Annan is a 
remarkable individual who is very so  
spoken but has power in his words. 

How have you developed Adver sing 
and Marke ng strategies? 
I have three strategies: Put People First; 
Generate Brand Love; and Unlock the 
Magic. I always believe that in marke ng, 
you have to genuinely love the people 
you serve so that you put people at the 
heart of everything you do. You should 
put people before profit. It is about 
people first and I think the Dirt is Good 
campaign is an example of pu ng people 
first. We also need to develop brand love 
where the brand integrates well in 
people’s lives. When people benefit, 
from your brand, then obviously they will 
love your brand. Together, we must next 
‘unlock the magic’ through conversa ons 
— in the past, marke ng used to be a 
monologue — you adver se on tv, you 
invest and people start believing you; 
even if it is a myth, they will start 
believing you; the more you repeat, it 
becomes true. Today, marke ng is about 
having a conversa on. It is a two-way 
traffic so when you start engaging people 
and when they want to know more about 
you, they may want to contribute their 
ideas, their thoughts, etc; and that is how 
‘the magic’ gets unlocked through 
conversa ons.
 
How have you gained stakeholders or 
market buy-in? And how would you 
assess the market and develop an 
effec ve Communica on Plan for 
product launch or brand campaign? 
One word that really comes to my mind 
is empathy with all the stakeholders. The 
common star ng point is to make sure 
people have a common purpose, that 
people believe in a shared purpose and 
then everybody buys into that idea. The 
Dirt is Good campaign started off with 
nonbelievers but in every country we 
went, we engaged them, both with facts 
and emo ons. When you get 
non-believers becoming believers, that is 
the first part. You develop empathy and 
shared purpose with all your 
stakeholders. Once you do that, then the 
second stage is to do what is right for the 
business and what is right for the 
country. Different countries have 
different cultural nuances or cultural 
codes, you have to be sensi ve and 
respect that. Whenever you have an 
idea, there will always be people who 
might resist it. That is where the story 
telling skill comes into play. How do you 
overcome resistance? What I do is share 
success stories. I try not to lecture and 
instead give them evidence of the 
success, then tell them stories. You have 
to believe in your ideas. The next one in 
any plan is collabora on and co-crea on 
with governments, bodies, 
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nongovernmental organisa ons — 
some mes they have ideas which you 
can build upon as well.
 
What trends do you see that will impact 
launch and market share in the future? 
I think one important trend is that we are 
all living in an interconnected world; we 
are living in ‘24 by 7’ and people want to 
be involved and they want to be 
engaged. Consumers want to interact 
and converse with the brand, therefore 
what is needed today is ACTS not ADS. If 
you succeed in elici ng ac on from 
people, they play a key role to build the 
brand through their par cipa on and 
involvement. In the end, marketeers and 
agencies do not create iconic brands, 
people do. As a marketeer, you have to 
be very sensi ve, so if you look at the 
history of marke ng, in the past, it was 
all about crea ng a myth and spreading 
it. Today it is all about finding the truth 
and sharing. If I were to go further, 
marke ng is no longer about telling 
people about the products you make but 
the stories you tell. The one thing to 
make an impact on the future of 
marke ng is, we have to start ‘ma ering’ 
to them. We need to move on and stop 
marke ng at people and start ‘ma ering’ 
to them. People will always reward you if 
you ma er to them so, in a connected 
world we need to be relevant, we need 
to start ‘ma ering’ to them and we need 
to have a conversa on with them.

The digital world has slowly 
transformed ‘what adver sing looks 
like, to what adver sing feels like’. Your 
opinion on that. 
As men oned earlier, in today’s world, 
people are searching for the truth — 
people are drowning in data but starving 
for wisdom. And if you do good story 
telling and engage people emo onally, 
and the brands become relevant, then 
they will reward you handsomely; so, 
people need to feel more and think less. 
Brands that focus a lot on emo onally 
engaging people, are remembered. 
Adver sing and marke ng can be a 
double-edged sword, on the one hand it 
is an opportunity, on the other hand if 
you do not do it well, you will destroy 
yourself as well. Meaningful Brands 
Research has concluded that if 74% of 
brands were to disappear today, people 
might not no ce it, so it will not ma er. 
You think your brand or your business is 
important, but the consumer does not 
care. On the one hand, if you want to get 
into business and you think it is very easy 
to build your own business today, the 
answer is yes and no. Yes, you have the 
power and you think the power is in your 
hands but power is in the hands of the 
consumer. If you are using all the digital 
tools to communicate and deliver but 
you don’t live up to promises and you 
don’t exceed consumer expecta ons, 
they will penalise you. We live in an open 
transparent world, responsibility is much, 
much greater today. The consumer is 
unforgiving and if you let them down 
once, they will not give you another 
chance. You need to work ten mes 

harder to win the consumer’s trust. 
Consumers are bombarded with so much 
data and you need to build empathy. I feel 
for the housewife because she does not 
know who to trust and who not to trust. 
There is so much of fake news and false 
news. Even if you look at the products in 
the market, you do not know what is 
authen c and what is not, people have 
perfected the art of imita on and copying, 
so the burden is very heavy.
 
How is story telling incorporated into 
your work?
Story telling is everything I do. When I le  
university, I asked myself how a kampung 
boy like me from Selandar, Melaka 
managed to travel to 69 countries over 
the years. I realise I have this natural style 
of engaging and influencing people and 
that is to share a bit of my own life, my 
experiences, anecdotes, etc. I share these 
not for the sake of sharing but to make a 
business point and that really influences 
and engages people. Workplaces are very 
transac onal these days and interac on is 
all about work  — if tasks have been 
completed, if deadlines have been met, 
etc. We hardly bring emo ons to the 
workplace. Organisa ons I believe, are a 
living organisa on just like a family that 
needs to be fed with love and care. Even 
business places need a soul. I feel story 
telling is a nice way to humanise the 
workplace and I have a beau ful defini on 
of what business story telling is: it is fact 
wrapped in context and delivered with 
emo on. Most leaders who wish to be 
good leaders, are not good at engaging or 
influencing or inspiring people. They are 
very good at showing people how 
competent they are. But you do not want 
to know how competent your boss is. It is 
assumed that your boss is competent. You 
want to know what kind of leader he is 
and if he is caring or dependable. Will he 
help when the chips are down or will we 
get a bonus or be er lifestyle for my 
family? Use story telling skills to engage 
and inspire staff. As a leader you need to 
reveal a bit of your character and life 
experiences. People want to listen to you 
and form an opinion about you. Even if 
storytelling does not come naturally, 
these skills can be learned especially in 
business. There is a certain pa ern to 
follow, certain skills and with prac ce, 
most people become effec ve leaders. 
About three years ago, I met Mark Schenk 
and Shawn Callahan of Anecdote 
Interna onal, who are Gurus of Business 
storytelling. Shawn has published, Pu ng 
Stories to Work and he travels widely 
training leaders, storytelling skills for 
effec ve leadership. I have been trained 
by them and I have discovered where my 
passion is. I work with many leaders and 
business organisa ons and I tell them that 
I do not want to make them into 
storytellers but that I want to teach them 
story telling skills so that they become 
effec ve business leaders. When per nent 
stories are conveyed while communica ng 
in an authen c and engaging manner, the 
audience will be er appreciate and 
internalise the story’s core message — 
simply because there are elements in the 

story that the audience can and will be 
able to relate to. Stories bring out the best 
in people at an emo onal level — which is 
where effec veness is best le  to thrive. 
Therefore, Leaders need to be Storytellers 
but the ques on is how? I cite psychology 
and behavioural science findings, and 
reveal how every leader can become more 
engaging, more influen al and more 
inspiring by using one of the most 
underu lised sources of power in modern 
business — the humble story.

Leadership 

What is leadership and what does it 
mean to you?
I have lots of exposure to leadership and 
leadership quotes. What touches my heart 
and soul most is when Kofi Annan 
responded to a ques on on what 
leadership is: “Leadership is all about 
understanding a problem and asking 
yourself what you can do to help. 
Leadership is service and a good leader is 
a good follower.” And that resonated well 
with me. Such a humble defini on and 
that too defines me as to who I am. In my 
small capacity, I try to have a posi ve 
impact in my thoughts or ac ons and work 
in my community. I live it through the 
brands, my work, my family and my 
a tude which has always been to serve, 
not to lead. If someone can benefit from 
that service, then I do not need to be at 
the front. I try to push people from behind 
to the front, and that is what I have done 
for the 131 par cipants from the Fast 
Track programme. When I serve them, I 
too can grow. That is one defini on close 
to my heart.
 
And now, in the digital and crea ve 
world, everyone is talking about ‘Thought 
Leadership’. What is your take and how is 
it different from ‘Tradi onal Leadership’? 
We all have the tools nowadays like the 
computer, mobile phone, etc, so we all 
have the opportunity to share ideas and 
thoughts. This can impact society in a 
posi ve way and that to me is thought 
leadership — championing new ideas in a 
way that the community benefits or the 
world benefits. When you have an idea, 
you may want to share it free or make 
money to make a posi ve impact. 
Tradi onal leadership is about managing 
people, teamwork, ge ng people to work 
towards a common goal, etc. Thought 
leadership is basically championing new 
ideas and influencing people with that 
idea, then you just let it fly. Tradi onal 
leadership is something you want to hold 
on to or where you want to set a goal or 
manage people. This is how I differen ate 
between tradi onal and thought 
leadership. 

How would you apply thought leadership 
in crea ng and inspiring vision of the 
future? 
For some, the future is bright and to 
others, it is bleak. We are already living on 
a borrowed planet, as some would 
describe, as a one-and-a-half planet— we 
are already sacrificing the future of our 
children with our greed. But I believe the 

12



world is created in such a way that there 
is enough for everyone’s need but 
perhaps not enough for everyone’s greed. 
It is in our interest to keep the planet safe 
for everybody, we together with our 
children will thrive. If we all understand 
this, then I think the future is bright. We 
should use technology in a very posi ve 
way so that there are adequate resources 
and children should not be dying from the 
lack of food or water. So that is where I 
say, we have to be more purposeful. As 

human beings, or businesses, we cannot 
just be making money to upgrade our 
lifestyles. We have to have some purpose 
on this planet. People have to have some 
meaningful purpose in what they are 
doing and how their lives impact other 
lives. If they can figure out purpose and 
meaning, then I think the future will be 
bright. No business will succeed in a failing 
planet. 

How have you developed your people 
through leadership?
I genuinely have faith in people and 
believe they are capable of carrying out 
posi ve acts. As a leader, I have tried to 
assist with professional and personal 
development so that they reach their 
poten al, by guiding them as well as 
caring for them. I want them to be happy 
and fulfilled at work and at home. I have 
always looked at both aspects of a person, 
professionally and personally.
 
What do you think is the biggest 
challenge to managing people? 
I don’t think about management anymore 
because I think people have figured out 
how to manage themselves or their lives. 
If you look at the younger genera on 
today, they know how to manage their 
lives be er than we do. The challenge 
today is leading. The focus should be more 
on leading rather than managing people. I 
think that is where the challenge is 
because you have got to walk the talk. 
People should not perceive a leader as 
one who does not prac ce what he 

preaches. I think there are many leaders 
who do not walk the talk, that is why I 
think the biggest challenge is leadership, 
not so much management.
 
What are your last words on Leadership, 
Adver sing and Business Marke ng. 
Leadership is to serve, and echoing Kofi 
Annan’s quote above, my role is to serve. 
I also believe you should genuinely love 
the people you serve and you have to 
build genuine empathy, otherwise your 

marke ng efforts will not be sustainable. 
You should love what you do and love 
the people you serve. Once people have 
trust in your efforts, they will grow to 
love your brands and this how you build 
rela onships with people. As for 
adver sing, I believe we need to create 
acts and not ads — brands must be 
authen c and credible. It’s important for 
brands to create communica on that’s 
useful to the world it operates in. The 
ACTS NOT ADS philosophy connects 
people and brands on a whole new level, 
where a brand’s human purpose is 
displayed, and as a consequence, 
consumers feel an emo onal response. 
To put simply, the marke ng messages 
must ignite people to drive behavioural 
change that leads to social movements. 
Take the Dirt is Good campaign, we are 
crea ng acts so that parents and 
teachers allow children to unleash their 
poten al. I don’t want people to 
remember how good my adver sement 
is, I want to inspire ac on. Marke ng has 
moved from crea ng a myth and telling 
it, to finding a truth and sharing it. It is 
not about the stuff you make but about 
the stories you tell and that is why we 
have to stop marke ng at people and 
start ‘ma ering’ to them.

Disclaimer
The original source of this ar cle has been published in 
the MANAGEMENT Magazine (vol. 52, No. 4) by 
Malaysian Ins tute of Management (MIM).

MALAYSIA
Disrup ve 
Changes & 
Digitaliza on in 
the Energy 
Sector
By Anand Menon, Chief Technical Officer 
– Eng Tech Energy Management Asean,  
 Siemens (A member of MIM)

Evolu on in the Energy Chain
Long-term drivers like growth for energy 
demand, need for replacement of aging 
and outdated infrastructure and the 
challenge to create a sustainable energy 
system are laying focus on the means to 
systema cally op mise electric power 
grids through an intelligent network 
infrastructure.

The energy chain is evolving into a 
mul faceted, electrically and 
mechanically well meshed network with 
many new par cipants. The outcome 
would be an efficiently automated 
system, which is digitally fully 
empowered to seamlessly serve energy 
transac ons across borders, in open, 
transparent markets opera ng under 
new digitally-enabled regulatory 
frameworks. There is a disrup ve shi  
from topology-based to 
customer-centric, transac on-based 
business models. Management of such an 
Energy Grid is becoming exceedingly 
more complex and challenging. Networks 
are expanding at a much faster pace than 
even a few years ago and demand a high 
degree of individual monitoring and 
control. Integra on of renewable and 
distributed energy coupled with weak 
infrastructures are key aspects that are 
being addressed.

U li es have since long been using 
several applica ons to support 
transmission and distribu on planning 
and opera ons, customer support and 
billing, asset management, and market 
par cipa on. Since more than a decade, 
there has been a collec on of new 
applica ons such as Automated Metering 
Infrastructure (AMI), Feeder Automa on 
(FA), Advanced DMS etc., which are 
categorized as Smart Grid applica ons. 
The challenge for u li es is when and 
how to deploy each of these Smart Grid 
applica ons to return the most economic 
benefit to the organiza on while 
minimizing the nega ve impact on u lity 
opera ons. With limited IT/IS budgets 
and staff, stake-holders are forced to 
choose which informa on systems to 
upgrade, replace and add to obtain Smart 
Grid benefits as they upgrade their 
distribu on networks.
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Drivers of transforma on: Distributed 
Energy Systems and Digitaliza on
Distributed energy systems and 
digitaliza on enforce each other and are 
shaping future energy systems which 
pose new challenges as well as 
opportuni es.

Customers seeking out two primary 
services, reliability and resiliency have 
good reason to opt for a micro grid. 
Distributed genera on close to demand 
reduces transmission losses and use of 
renewables minimizes dependency on 
fossil fuel and reduces CO2 emissions. If 
distributed genera on and consump on 
in a certain area are integrated into one 
system, reliability of supply is increased 
significantly.

Digitaliza on is fundamentally changing 
socie es and economies. Digital twins 
and simula on so ware are helping 
design be er and more resilient electric 
power grids. Transparency about 
genera on and consump on, costs, and 
power quality are becoming increasingly 
important as a result.

The goal is to put the ac ve customer 
(prosumer) at the centre of the business 
– with the help of systems deeply linked 
on different levels (Fig. 1).

In the ASEAN region, there is a growing 
awareness on the needs and necessi es 
for Digital Grids with implementa on of 
several projects, especially in Automated 
Metering and Infrastructure, in varied 
stages of progress. Digital substa on 
pilots are being conducted to 
demonstrate robustness and reduced 
lead- mes while a single pla orm 
approach is being recommended for 
energy management solu ons. There are 
also plans afoot to improve SAIDI and 
SAIFI through feeder automa on 
technologies. Focus areas are depicted in 
(Fig. 2).

Way Forward
Planning the future energy supply means 
defining op mum trade-offs between 
reliability, sustainability, and costs. The 
grids of the future have to be easily 
adaptable to new challenges in order to 
manage our changing energy systems.
The Siemens integrated pla orm strategy 
combining the grid control (OT) pla orm 
and the grid applica ons (IT) pla orm 
offers added value to u li es through 
various use cases. Using smart meter 
informa on in OT pla orm helps grid 
operators to iden fy network problems 
before receiving customer calls. That 
enables faster outage detec on and 
restora on me. On the other hand, the 
IT pla orm u lizes outage informa on 
from the OT pla orm to no fy the 
consumers pro-ac vely about the outage 
situa on, restora on ac vi es, expected 
dura on via e.g. web channel or mobile 
app.

Furthermore, the IT pla orm also offers 
an analy cs environment based on state 
of the art technology, and advanced 
analy cs applica ons to leverage more 
value from the exis ng data.

In order to enable cross ver cal use 
cases, new business models, and new 
service offerings to consumers and 
prosumers in a networked ecosystem 
with mul ple infrastructure domains, 
Siemens has launched a cloud-based, 
open protocol opera ng system for 
Internet of Things termed MindSphere.

Another technology with disrup ve 
poten al is Blockchain which can be used 
for a variety of applica ons, ranging from 
recording transac ons between business 
partners to peerto-peer ( P2P) energy 
trading in and between distribu on grids 
( cells) thus leading the transforma on to 
a robust non-hierarchical energy system.

Nature of New Businesses
With the increase in renewable sources 
in the energy mix and advent of Smart 
Grid, there has been substan al impact in 
businesses serving the electricity value 
chain from genera on to consump on.

At a genera on level, there are a host of 
renewable energy technologies such as 
wind, solar PV, solar concentrated, 
biomass, biogas, geothermal with their 
interfaces to the grid such as power 
electronics.

There also is a great demand for high 
efficiency fossil-fired plants such as 
combined cycle natural gas, apart from 
equipment to reduce CO2 emissions such 
as flue gas filtra on.

“Digital twins and simula on 
so ware are helping design be er 
and more resilient electric
power grids”

In transmission, HVDC and FACTS play a 
major role along with grid strengthening 
equipment such as series and shunt 
capacitor banks, phase shi ing 
transformers and reactors. Off-shore 
pla orms with switchgear and 
transformers also play a role in connec ng 
the renewable produc on to the mainland.

In distribu on, the impact is seen in the 
requirement of advanced distribu on 
management systems, substa on 
automa on and feeder automa on 
systems. To accommodate renewables, 
storage systems are increasingly in 
demand. Automated Metering 
Infrastructures (AMI) are being rapidly 
deployed along with associated 
communica on technologies to increase 
transparency in the grid which also serves 
as the founda on for applica ons such as 
Time of Use Tariff rates, Prepayment 
schemes, the  detec on, remote 
connect/disconnect, and Demand 
response applica ons.
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U li es are embarking on OT/ IT 
integra on and data analy cs to leverage 
upon the large amounts of data collected 
and to have a single integrated pla orm 
addressing mul ple applica ons.

In consump on, energy efficiency has 
emerged as a priority to op mize energy 
usage especially in markets where energy 
government subsidies are gradually 
ge ng li ed and the electricity price 
passed on to the consumer. This has 
resulted in focus on buildings that 
consume upwards of 40 percent energy. 
Green and smart buildings need a robust 
building management system along with 
surveillance and fire security. Higher 
efficiency variable speed electric drives 
and chillers besides ligh ng appliances 
are sought to improve efficiency and 
reduce consump on. Residen al 
consumer awareness is enhanced 
through Web Portals or In-home displays.

Words of Cau on.
With Informa on and Communica on 
technologies penetra ng down to the 
distribu on networks, growing 
interconnec ons create more points for 
poten al cyber a acks to cri cal 
infrastructure such as substa ons, micro 
grids, energy management systems, etc. 
It is highly recommended to implement 
cyber security controls from a holis c 
perspec ve encompassing people, 
processes and products (3 P) principles.

Disclaimer
The original source of this ar cle has been published 
in the MANAGEMENT MAGAZINE (Vol. 52, No.3) by 
Malaysian Ins tute of Management (MIM).
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