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LOCATION EVENT NAME DATE REGISTRATION  
DEADLINE

INDUSTRY AND SHORT 
DESCRIPTION 

NATURE  
OF EVENT

Technology New York2019 New York Global 
Innovation Summit

22 AUG Registration deadline 
is not mentioned

This summit is organised by HMG Strategy, LLC, which supports CIO and senior 
IT executives in IT leadership. This exclusive event strives to ensure that CIOs 
will be poised to steer their companies’ digital transformation journey, in 
synchrony with their C-suites and board of directors. Specifically, speakers 
will focus on the core set of values and leadership skills necessary for CIOs 
to strike while the iron of advanced technologies — artificial intelligence and 
machine learning for example – is hot. Expect sharing sessions by Lenovo and 
an executive panel on ‘Accelerating Your Career Ascent: Crafting Your Personal 
Brand as a Talent Magnet’.

https://hmgstrategy.com/events/upcoming-summits/2019/08/22/default-
calendar/2019-new-york-global-innovation-summit 

https://www.bloomberg.com/research/stocks/private/snapshot.
asp?privcapId=98039153

Business

Technology

Washington 
D.C.

Chicago

Capital Exchange: 
Economy 2020 

Achieving Sustainable 
Growth

@Work Human 
Capital + Finance

9 JUL

16 JUL

By-invitation 
only, application 

required

By-invitation 
only, application 

required

Engaging policymakers, CEOs and administration officials, Capital Exchange 
probes how better integration between businesses and the government can 
fuel increased employment opportunities and economic growth. Topics on the 
agenda span from Innovation and Regulation to Finance, Markets and Banking 
in the Trump Era. Names that were on the honour roll of prior iterations of 
this event include Stanley Fischer, Catherine Bessant, Chief Operations and 
Technology Officer at Bank of America.

https://www.cnbcevents.com/capital-exchange-economy-2020/

This event is exclusive for chief financial officers and senior financial 
professionals, and comprises a three-part series that will delve into new 
technology’s bearing on the disciplines of human resources, IT and finance. 
Attendees will be empowered with more resources to increase profit and 
develop the workplace of the future. 

John Murphy from Adobe and Leela Srinivasan from SurveyMonkey will make 
an appearance as speakers on site.

https://www.cnbcevents.com/work-capital-finance/
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LOCATION EVENT NAME DATE REGISTRATION  
DEADLINE

INDUSTRY AND SHORT 
DESCRIPTION 

NATURE  
OF EVENT

Business

Women 
Empowerment

Singapore

Singapore

Asia Summit 2019 

Women’s Forum 
Asia 2019

19-20 SEP

19-20 SEP

No registration 
deadline, summit is 

by-invite-only

An account with  
the Women’s Forum 
must be registered

Crème de la crème leaders in finance, business, government, technology, 
philanthropy, academia, and media will meet at this summit to tackle 
obstacles that may impede Asia’s continuing trend of exponential  
growth. The list of speakers has yet to be released.

http://www.milkeninstitute.org/events/conferences/summit/
asia-summit-2019/

The inaugural Women’s Forum Asia will be held in celebration of the diversity 
of women leaders worldwide and women’s pertinent and inexorable role 
in contributing to the global economy and society. This forum will facilitate 
discussion on the potential women leaders have in catalysing notable and 
all-encompassing changes for the future. You will gain a year-long access to an 
integrated rhizome of high-profile individuals who have attended preceding 
Women’s Forum events, on top of listening to presentations by figures like 
Isabelle Kocher, CEO of Engie, and Ho Kwon Ping, Executive Chairman of 
Banyan Tree Holdings. 

http://www.womens-forum.com/meetings/asia

Business

Business

New York

Chicago

Delivering Alpha 
2019

CNBC Evolve 
Chicago

19 SEP

24 SEP

No registration 
deadline

By-invitation only, 
exclusively for senior 

business decision 
makers (VP+)

One-on-one interviews and panel discussions led by CNBC and Institutional 
Investor’s A-list journalists are to be anticipated at this highlight investor 
conference, alongside discussion on today’s global economy. Delivering 
Alpha 2018 saw a slew of institutional investors attending, such as the 
Chief Investment Officer and Treasurer of Ernst & Young LLP and the Chief 
Investment Officer & Managing Director of Prudential, hence your expectations 
for this year’s event can be invigorated.

https://www.cnbc.com/delivering-alpha-ii/ 

https://www.cnbcevents.com/events/

A conference on how successful companies evolve with changing landscapes 
and retain their competitive edge. You will stand to gain an enriched 
perspective on how your business and brand can reap maximum rewards in an 
age of disruption. 

https://www.cnbcevents.com/events/
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A s if an hourglass had been turned, the sands of time have already erod-
ed the first half of the year. While a few companies have celebrated 
the milestone of ringing the stock exchange bell, other tech compa-

nies have – unfortunately – shut their doors prematurely. For me, one of the 
most memorable moments during the first half of 2019 is attending the Global 
Conference at the Milken Institute, held at the Beverly Hilton in Beverly Hills, 
Los Angeles. The prestigious Global Conference was an uplifting experience – 
I came back with renewed inspiration ignited by Milken Institute’s aspiration 
for a more prosperous and equitable world that would proffer greater access 
to jobs, healthcare and capital. The non-profit Institute has always been an 
organisation I look up to, for its elevated purpose and well-defined goals are 
underscored by its immense commitment to maximising life’s potential. 

Human life is indeed fascinating in its seemingly infinite potential – just con-
sider the plethora of achievements Man has to his name: industrialisation, ur-
banisation, increasing crop yield, extending lifespans – the list continues. As 
I give a nod to the legacy of mankind, I anticipate the privilege of meeting many more business owners with huge 
dreams and the determination to continuously transform the world we live in. Their stories have the power to gal-
vanise people to take action; their impact bears far-reaching influence. IDEATE is the magazine we have created with 
the sole purpose of telling their stories, to encourage recognition for their efforts, create stronger connections and 
collaborative efforts between like-minded individuals and businesses.

I founded IDEA on the back of a staunch, lifelong commitment to a particular set of values: Integrity, Diversity, Evo-
lution, and Adaptability. These values have served me well throughout my career and in life, and today marks the 
culmination of my unwavering adherence to these principles. IDEA began life in 2016 as a small boutique public 
relations agency, and we have since been bestowed the honour of collaborating with companies like Volvo Cars and 
BASF. We have evolved from our genesis to become a multi-disciplinary integrated consulting company, with various 
initiatives that go above and beyond the function of communication, and the publication of IDEATE exemplifies our 
dedication to adding value for our partners, clients, and other stakeholders. Believing in doing well through doing 
good, we have also conceptualised Heart4Dream, a cohesive platform for our clients and a multitude of charitable 
organisations to converge in the spirit of care and inclusiveness, mutually engaging one another in collaborative 
marketing and Corporate Social Responsibility (CSR) efforts for increased scale of social impact.

In this inaugural issue of IDEATE, we feature a conversation with noted venture capitalist Yinglan Tan on his view of 
regional startups. We explore how corporates can reimagine and rethink the use of plastic as new plastic-like tech-
nologies emerge. We also take a look at the latest studies of millennial consumers, besides exploring the books and 
apps that keep C-suite professionals balanced and organised.

As the second half of 2019 brings possibilities of economic uncertainty, political instability and exacerbated climate 
change, I hope you will find IDEATE a valuable source of unique perspectives and insights to aid you in countervailing 
any oncoming challenges.

Yours,

Letter from 
the Editor

Helena Ma
Founder and Managing Director
IDEA Communication Pte Ltd
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App Review 

WHAT IS IT?  Headspace is a meditation app that helps you 
concentrate on your outstanding goals and tasks through 
guided breathing and visualisation exercises.

HOW IT WORKS  Meditation is an activity that traditionally 
takes time. Be it engaging in an intensive yoga session or 
doing some deep-breathing exercises, meditation seems to be 
a luxury for those of us who constantly have to be on our toes 
– meeting clients or managing company matters. Headspace 
is here to change that, by allowing you the bite-sized target of 
meditating for 10 minutes a day over a period of 10 days for 
starters. Minimalism undergirds the app’s purpose and visual 
layout, encouraging you to eliminate clutter in your mind and 
emotions, and catalysing that post-Marie Kondo minimalist 
revolution in psyches.

WHY YOU SHOULD USE IT  Headspace’s free Take10 
programme and starter sessions will ease you into the rhythm 
of a more controlled and well-balanced pace of life to discover 
a more relaxed and efficient version of yourself.

Headspace

Happify
WHAT IS IT?  As its moniker connotes, 
this app is targeted at adding that 
silver lining to every cloud obscuring 
your life at the moment.

HOW IT WORKS  Through categoris-
ing different life goals into ‘tracks’ that 
each have small quizzes, games and 
activities, Happify lends that energy 
boost you need to stay buoyant by 
improving your perspective about vari-
ous dimensions of life.

WHY YOU SHOULD USE IT  Operating on scientific correla-
tions between certain activities and mental wellbeing, 
Happify offers astonishingly effective exercises like noticing 
positive words in a game and avoiding negative ones – don’t 
underestimate this facile task, for it can unleash greater posi-
tivity for you to tackle your most pressing concerns. Subscribe 
to a yearly or monthly service to access the entire suite of 
activities during your daily work commute.

Gratitude Journal 
WHAT IS IT?  Swedish statio-
nery enterprise Kikki.K is probably 
the company that reinvented the 
old-fashioned method of journaling 
for our modern era, as their versa-
tile range of gratitude journals are 
used by business founders all over 
the world, such as Ariana Huffington, 
founder and CEO of Thrive Global. For 
our updated take on a digital version 
of this practice, we recommend the 
Gratitude Journal app. 

HOW IT WORKS  Sometimes, simple is truly best, as encap-
sulated by this app that inspires you to record five things you 
are thankful for each day. With a password feature and the 
capacity to embed photos in your entries, this app will be your 
new go-to for your memories to be emblazoned in your mind.

WHY YOU SHOULD USE IT  Business involves tuning into 
your empathetic side, so cultivate this habit that will sustain 
a healthy business culture of humanitarianism amidst oncom-
ing tides of change.

PHOTO CREDIT: Apple iTunes

SOURCE: Forbes

SOURCE: HuffPost

SOURCE: Forbes

HEALTH & WELLNESS
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The popularity of a CEO is a fickle and contagious measure of a 
company’s performance. Enlightened leaders look to build  

trust to fortify their business for the long haul.
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THE PROMISE AND 
PERIL OF CELEBRITY 
CEO EFFECT

The 21st century is an era of great digital disruption. 
Traditional media such as newspapers, magazines, and televi-
sion are gradually being replaced by new digital platforms. In 
an era where the business landscape is constantly challenged 
by digital technology, the infectious charisma and charm of 
those celebrity CEO stands out above the noise and has an 
irresistible power over the masses.

Were it not for Steve Jobs’ maverick genius, Apple wouldn’t 
have achieved its universal appeal today, Were it not for 
Musk’s bold and unconventional engineering mind, Tesla 
would not have achieved its fame today; Were it not for Jack 
Ma’s diehard perseverance, Taobao might just have remained 
an ordinary wholesale platform.

Celebrity CEOs are those entrepreneurs, business leaders and 
political honchos whose fan appeal often have extraordinary 
personal attributes and characteristics, strong commercial 
performance and solid management skills. We can always 
count on them to deliver returns to the market and share-
holders. From a social perspective, they are not just experts 
of their domain but also role models, public figures and even 
idols in the minds of their fervent following. Celebrity CEOs, 
by standing for intuitive product design as Jobs did, are a 
personal brand unto themselves, hailed as visionaries that 
transformed the life of the society at large.

PHOTO CREDIT:  The CEO magazine 

PHOTO CREDIT:  Web, The CEO Magazine



8 IDEATE MAGAZINE ISSUE NO. 1

CREATE A PERSONAL BRAND

8 IDEATE MAGAZINE ISSUE NO. 1

Just as celebrities know how to create a following, celebrity 
CEOs have the same tactics.In the early days of running for 
presidency, former US President Barack Obama canvassed 
in person and made a point to interact with voters on the 
ground, and appearing on video sites, answering e-mails, and 
attending forums for various communities, which played a key 
role in his subsequent election as President. Xiaomi’s founder 
Lei Jun, who became the general manager of software giant 
Kingsoft at the age of 29, founded Xiaomi in April 2010 at 41. 
Xiaomi’s evolution into a powerful brand is also closely related 
to the celebrity effect of CEO Lei Jun.

The personal brand of the CEO has a huge impact on the 
brand of the company, according to a 2018 survey by a global 
consulting giant. When asked how the public perceives a CEO’s 
personal branding in North America, Europe, Asia Pacific 
and Latin America, about half, or 49 percent, of a compa-
ny’s reputation is determined by the CEO’s reputation. As for 
how much CEO’s reputation accounts for a company’s market 
value, the answer is an average of 44 percent of the company’s  
market value.

Popularity may bring good traffic to the corporate’s digital 
assets, but there is also a downside.

Take the case of Facebook, when it was rocked by disclosures 
of privacy breaches in 2018, starting with how Cambridge 
Analytica harnessed the data of millions of Facebook users 
without their consent, its share price fell by US$36 billion 
on March 16. When the CEO Mark Zuckerberg addressed the 
problem and apologised to Facebook users, the apparent 
lack of sincerity in his apology attracted the greater ire of the 
Facebook users.

Soon, as revenue and user growth declined, Facebook’s 
market value fell from US$630 billion to US$10 billion in 
one day on 26 July 2018. Several key executives also left the 
company. For ordinary employees, working for Facebook is 
no longer that much of a cool thing. Though analysts initially 
believed the crisis would blow over, Facebook has lost its 
shine, as high-profile investors like McNamee question its 
vacuum of civic responsibility. Another case in point is Richard 
Liu Qiangdong, the founder and CEO of China’s most success-
ful e-commerce platform JD.com after AliBaba. His profile has 
also been dampened since he was accused of rape by a fellow 
Chinese student at the University of Minnesota in September 
last year. From his initial release to his release without bail, to 
his return to China to the leaked videos earlier this year, the 
media has scrutinised his fate of JD.com. Over a short span of 
20 days, JD’s share price dropped from US$30.66 to less than 
US$27, a decrease of 12.2 percent. The explosive allegations 
still weigh heavily on the stock.

LIMITS OF CELEBRITY STATUS 
ALL THESE STAR LEADERS HAVE  

SOME COMMON FEATURES

Firstly, cultivating a high profile may stoke public interest, 
but how leaders run their business on a day-to-day basis will 
be questioned. Their sense of judgement, their values, their 
corporate governance will be even more closely scrutinised 
for any evidence of malfeasance.

Overall, strong CEO personal branding in the digital era raises 
competitiveness for the business. Nonetheless the popularity 
of the CEO is a double-edged sword. Recent events suggests it 
is vital that the prerequisite to CEO branding should be sound 
corporate commercial performance as well. 

PHOTO CREDIT: Pandaily, Lei Jun presenting the new product at the 
product launch.

PHOTO CREDIT: Bloomberg LLP

ROCK STAR OR CULT LEADER ?
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Secondly, their ego becomes to big for them to bear with crit-
icism on how they run their business. They tend to believe 
that the success of the company or individual depends on 
image-shaping and exhibit a great amount of confidence 
at the company. Zuckerberg’s apology to US Congress won 
him some kudos, but down the road, Facebook’s business 
model has come under fire as former executives openly call 
for Facebook to be broken up.

Thirdly, lingering too much on the past glory without factor-
ing the changes in society or business environment can blind 
leaders how to lead in a fast-changing business landscape. If 
the leadership is too proud adjust, it will eventually lead to 
the decline of the enterprise.

Last but not least, the personal interests of the CEO can easily 
overtake the corporate interests of the company, particularly 
in rigidly hierarchical and dynastic company structures. A CEO 
would use the company to realise personal ambitions which 
do not benefit the company commercially. In the case of 
Samsung, when Lee Kun-hee entered the automotive industry 
due to personal passion, Samsung Motors division closed its 
doors in just two years as the Asian Financial Crisis impacted 
the economies of the Asia-Pacific.

BUILDING TRUST 
So how should CEOs manage their image and reputation with-
out excessively impacting their business?

The secret of the CEO’s star power lies in , or having social 
responsibility. This requires the CEO to assume the responsi-
bility of a Chief Learner in the organisation, so to speak, where 
he constantly seeks to improve his learning and operations. 
If this function fails, the company will lose its higher vision. 
Secondly, for the unicorn who pursues growth and maximise 
profit of shareholders, they need to build trust.

Picture this: When the going gets rough, it’s as if CEOs are 
suddenly abandoned alone at night on a crowded highway, far 
from the racing track that is familiar to them. In the absence 
of a car, they need a protective suit with a fluorescent strip. 
Trust is the protective clothing with fluorescent strips. Trust is 
when there are still people who have your back when you are 
down and out. But you can only build that trust by support-
ing people first, rather than by exploiting them.

Last but not the least, the celebrity CEO is human. It’s import-
ant for them to get up after they fall. They must reflect on 
doing what’s right, as Confucius said “Reflect upon one’s 
deeds three times a day”. At the same time, don’t seek to be 
deified. Instead, actively identify and address the problems 
of employee engagement and business management, adapt 
and practise the philosophy of Kaizen, which essentially about 
continuous improvement, a crucial part of the entrepreneur-
ial culture.

It is only when the popularity of the leadership and reputation 
of the company are balanced, can a sound financial perfor-
mance of a company be achieved.

PHOTO CREDIT: Lean Manufacturing

PHOTO CREDIT: Republic of Korea
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Carmakers in 2019

C haracterised by constantly evolving technologies and 
relentless one-upping amongst rival brands, the global 
automotive industry is in a state of flux, and now more 

than ever. Electric vehicles (EVs), digital technology, artificial 
intelligence (AI) and self-driving cars – the list goes on. Despite 
these exciting developments, however, the global automo-
tive industry is expected to face multiple challenges in 2019, 
with many of the world’s biggest original equipment manufac-
turers (OEMs) set to be particularly affected. In early signs of 
trouble to come, China in 2019 saw a decline in vehicle sales 
for the first time in over 20 years, while the US market grew 
only marginally. This downtrend has been exacerbated by the 
first real indications that Brexit will finally happen after years 
of gridlock, as well as the US-China tariff war. The economic 
and political fallout from these events are expected to be felt 
until at least 2020, with global markets expected to rebound 
by 2023. 

Looking back on 2018 may lend some insight into projected 
trends and patterns for the rest of 2019. Last year, global 
passenger vehicle sales limped to a marginal increase of 
just over 400,000 units – lower than some observers had 
predicted. On the other hand, technology companies, having 
made their incursion into the automotive industry not so long 
ago, appear to have become permanent fixtures in the indus-
try – the relentless rise of ride-hailing apps such as Uber, Lyft, 
DiDi, Grab, and Go-Jek has led to a combined net worth esti-
mated at over US $230 billion. 

2019 looks set to pick up where 2018 left off, as technolo-
gy-driven disruption continues to shake up the industry. 
Hybrid and electric cars will make up an increasing propor-
tion of all vehicles as major manufacturers – the more 
prescient ones, at least – begin to shift their focus towards 
sustainability and clean energy, and hybrid car sales grew a 
considerable 27% in 2018. Indeed, established carmakers now 
have to contend with as many as 270 start-ups from across 

the world seeking to launch another hybrid or electric vehi-
cle, as consumers continue to be enamoured with green tech 
and ‘clean’ cars. This trend appears unlikely to wane; as such, 
carmakers who have so far neglected the hybrid and electric 
car segments risk being left in the dust. With the tightening 
of emissions regulations, particularly in the EU, the industry’s 
evolution and transition towards first hybrids and eventually 
EVs looks inevitable. Already, more than 43 electric and hybrid 
models are set to be rolled out in 2019 - 25 ‘true’ electric cars 
(EVs) and 18 plug-in hybrids (PHEVs) – with, quite likely, more 
to come. Electric and hybrid vehicles look well positioned to 
dominate in 2019 and beyond, and global EV and PHEV sales 
are expected to grow 38%, reaching 6.67 million units.

In a similar vein, Internet of Things (IoT) and AI technologies 
will continue to transform the automotive sector, revolution-
ising vehicle and device interconnectivity and autonomous 
driving, among other things. Self-driving vehicles have already 
been piloted by Tesla, and could become a regular fixture on 
our roads sooner than we think. In addition, the burgeon-
ing field of IoT and AI tech could lead to unprecedented new 
possibilities. Picture this: a driver cruising along as he furi-
ously taps the keys on his laptop may be a disconcerting sight 
on the highway, but in the near future, this exact scenario will 
be possible even without being particularly adept at multi-
tasking. IoT technology can transform your car into a portable 
office, with an in-vehicle, AI-enhanced digital personal assis-
tant – much like Microsoft’s Cortana, but smarter – that is 
capable of doing everything from organising your timetable 
and arranging meetings to taking charge of climate control. 
This could redefine the driving experience, making it both 
safer and more productive. R&D in 2019 promises to take us 
ever closer to a future populated by self-driving, all-electric 
vehicles that promise to bring unparalleled reliability while 
relieving drivers of the burden of taking the wheel.

Even amidst such optimism, however, the automotive indus-
try will have to face a number of challenges in 2019. Despite 
a rapidly growing middle class in developing countries 
around the world, new vehicle sales in emerging markets 
like Thailand, Turkey and Slovakia are expected to decline 
slightly this year due to rising vehicle costs and cannibaliza-
tion by public transportation and the ubiquity of ride-hailing 
and ride-sharing platforms. Adding to the gloom are Brexit 
and the US-China trade war, two events with wide-ranging 
political and economic ramifications.

Ultimately, optimism fuelled by the breakneck pace of tech-
nology, especially in the fields of AI, IoT, and electric vehicles is 
tempered by genuine fears of an economic slowdown precip-
itated by the Sino-American trade war, the uncertainties of 
Brexit, as well as a slowing Chinese economy and an increas-
ingly protectionist America.

THE STATE OF PLAY
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Cheap, malleable and light plastic may be but it sure exacts a huge  
price on our environment. Weaning humans off plastic is not  

about banning plastic, but using plastic more intelligently  
and finding useful alternatives.

Rethinking Plastic

THE PLASTIC CRISIS
Since plastic was first used as Bakelite – a heat-resistant 
synthetic material made from phenol and formaldehyde – just 
over 100 years ago, it has paved the way for many inventions 
that have dramatically improved our lives. Radios, transistors, 
plexi-glass in planes, nylon for parachutes, moisture-proof 
cellophane, computers and a host of consumer goods have 
improved safety and raised incomes, health and nutrition 
standards.

The tide has now turned as the age of plastic has brought on 
a global crisis. Environmentalists estimate there are 5 trillion 
pieces of plastic floating on and in the world’s oceans. That is 
about 150 million tonnes of rubbish. By 2025, says the World 
Economic Forum (WEC), for every one tonne of plastic picked 
up in the ocean, there are three tonnes of fish. But by 2050, 
the oceans will have more plastic than fish.

The WEC reports that 8 million tonnes of plastics makes its 
way to the world’s oceans each year.  Just 10 rivers of the 
world bring 90 percent of the river-based plastic waste, say 
the industry-based Alliance to End Plastic Waste. Some 95 
percent of plastic packaging, costing between $80 and $120 
billion annually, is for one-time use only. The carbon-inten-
sive production process is also competing with our needs for 

a finite resource. Some 6 percent of global consumption is 
devoted to making plastic, the equivalent of what the global 
aviation sector consumes. Recycling rates for plastic are abys-
mal. It is just 14 percent, compared with paper (58 percent) 
and aluminium or steel (70 to 90 percent). 

The damage of indiscriminate plastic waste to the ecosystem 
cannot be overstated. As consumers take a negative view of 
the issue, governments and industry have to act to rethink 
how to prevent plastic pollution, reduce and recycle plas-
tic. Efforts to ban the use of single-use plastic in Singapore 
eateries and in the European Union may well be the start of a 
greater momentum to arrest plastic waste.
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THE LIMITS TO RECYCLING 
Recycling is a complicated solution as not all plastic is created 
equal – and not all plastic is recyclable. The first issue is how 
to break down the plastic waste into more manageable prod-
ucts for recycling. Different resins require different conditions 
to be present before they can be broken down. Consumers 
may be keen to recycle but the specific levels of heat and 
humidity are not always present, resulting in a confusion and 
disillusionment. This article explains why, contrary to what is 
commonly believed, your Starbucks cup, dirty plastic cutlery 
and melamine plates are not as recyclable as consumers like 
to think.

Furthermore, recycled plastic is usually used to make 
lower-quality products such as outdoor benches – which 
can still be around for hundreds of years. Until scientists can 
show that such recycling generates less carbon and uses less 
water than the original manufacture of the plastic, the jury 
is still out on whether recycling on such a scale is environ-
mentally responsible. In Africa, India and even in Scotland, 
some enterprising souls have also taken to sorting plastics 
and mixing them with sand or crushed rock to turn plastic into 
roof tiles, pavement tiles and roads. In California, a company 
has taken to using PET bottles to recycle them into food-grade 
feedstock for making plastic bottles for huge food manufac-
turing, thereby improving their environmental protection 
credentials.

There is also huge pressure on the plastics industry to ensure 
that plastic is used responsibility. 

COMPOSTABLE PLASTIC
In response to consumer demand, BASF, one of the 
world’s leading chemical companies, has created certified 
compostable biopolymers,  ecoflex® and  ecovio®. Ecovio® is 
the only certified compostable biopolymer worldwide that 
offers the functional performance of a standard plastic, and 
it is used in food packaging. When it is no longer needed, 
BASF certified compostable biopolymers are consumed 
by microbes along with bio-waste in industrial compost-
ing facilities. It has been noted that more needs to be done 
as more of such facilities need to be built to deal with the  
composting of plastics.

CUT PLASTIC WASTE
At BASF, one the world’s leading chemical companies, there 
are ongoing efforts to prevent the waste of plastic used on 
large-scale infrastructural structures, such as marine oil spill 
barriers in the sea to prevent oil spills from spreading and 
damaging shorelines. 

 Also known as containment booms, the barrier is a heavy-
duty debris and oil spill containment barrier. Designed for 

long-term use with little maintenance, the boom is meant 
to float in the water and contain oil while spill recovery is 
underway. The orange barrier fabric is usually made of woven 
polyester that is reinforced with polyurethane to safeguard 
against abrasion and tear. The fabric can also be weakened 
by prolonged UV and hydrocarbon exposure. BASF engineers 
uses additives called light stabilisers to reduce the damage, 
and prevent plastic waste as the barrier ages. 

Another use of plastic additives is the reinforcement of build-
ing materials such as roofing sheets in the construction sector. 
The demand is driven by the need to improve the chemical, 
physical, and mechanical properties and the performance of 
the plastic material that they are added to. Functions include 
reducing oxidation, preventing static charge, improving flame 
retardation, enhancing biodegradability and so on. 

As demand for the cheap, flexible and light-weight plastic 
grows for the automotive sector, the global plastic additives 
market is projected by BusinessWire to be worth over $51 
billion by the year 2021.
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NEW AUTOMOTIVE  
INDUSTRY DEMANDS

In fact, the automotive industry has moved forward 
aggressively to invest in new technology to reduce the use 
of plastic parts; and to create parts made from recycled 
plastic. 

For example, Volvo Cars has debuted the XC60, with a tunnel 
console made from renewable fibres and plastics from 
discarded fishing nets and maritime ropes. The carpet is 
made with fibres made from PET plastic bottles and a recy-
cled cotton mix from clothing manufacturers’ offcuts. The 
seats has PET fibres from plastic bottles. In addition, used car 
seats from old Volvo cars were used to create the sound-ab-
sorbing material under the car bonnet. Going forward, the 
brand wants at least 25 per cent of the plastics used in every 
newly launched Volvo car from 2025 to be made from recy-
cled material.

“Extensive recycling and reuse of plastic is vital to our efforts 
to turn the tide on plastic pollution,” said Erik Solheim, Head 
of UN Environment. “Volvo’s move to integrate plastic waste 
into the design of its next fleet of cars sets a new benchmark 
that we hope others in the car industry will follow. This is proof 
that this problem can be solved by design and innovation.”

The plastic crisis has sparked interest in new technologies 
to create compostable packaging as an alternative to 
plastic. US company Ecovative Design is using fungus 
to create packaging that binds together organic matter 
like agricultural byproducts and wood chips. The result 
is a durable and biodegradable composite. There is also 
research underway to use the technology in 3-D printing, 
such that you can “print” your own biodegradable furniture, 
too. Other alternatives include seaweed, sugar cane and 
casein, as this article describes.

Retailers like IKEA have started to use the new alternative 
packaging material, and announced it will change from styro-
foam to Ecocradle packaging which degrades within weeks. 

More retailers with a similarly progressive mindset will be 
demanding alternatives to plastic and Styrofoam. As consum-
ers turn from indiscriminate use of plastics, industry has 
to step up to the demand for ethical and environmentally 
sustainable alternatives. With a commitment to R&D and 
education at large, we can help reverse the tide of plastic 
waste that threatens the future of our natural habitat.

ENTER A BRAVE NEW 
WORLD
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Brunch with IDEATE

A fter Ying Lan graduated with bachelors in ECE and 
Economics at Carnegie-Mellon University and a 
master’s at Stanford, enrolled briefly in a PhD 

programme at Harvard University before going on to teach at 
the National University of Singapore, Nanyang Technological 
University and INSEAD. He was Head of Projects at the 
National Research Foundation in Prime Minister’s Office of 
Singapore. He joined Sequioa Capital as a Venture Partner 
from 2012 to 2017 and left to start Insignia Ventures Partners. 
He has also served as a Young Global Leader, Global Agenda 
Council Member, Technology Pioneer Selection Committee 
at the World Economic Forum since 2011. He is also an 
Eisenhower Fellow that identifies, empowers and connects 
innovative leaders around the world. The father of three chil-
dren is the author of three books andcontributing columnist 
for Forbes magazine.

Investing in technology is also like 
buying fine wine. The question is not, 
‘How much is this today?’ but rather, 
‘How good will it be tomorrow?’

Founding managing partner of Insignia 
Ventures Partners and ex-Sequoia 
venture capitalist

YINGLAN TAN
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WITH HIS DEEP KNOWLEDGE OF 
STARTUPS IN THE STATES AND 
SOUTHEAST-ASIA, THE WORLD’S FIFTH 
LARGEST ECONOMY BY 2020, YINGLAN 
TAN IS A VENTURE CAPITALIST WHOSE 
VIEWS ARE MUCH SOUGHT AFTER. HE 
TELLS IDEATE HOW HE SEES  REGIONAL 
STARTUPS CAN WORK TOGETHER.
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Before your illustrious career as a VC, you started your 
own startup called LoveMatch.com in 2003 when you were 
studying at Stanford. So, having been a startup founder 
yourself, what would you say are the most important 
qualities for growing a company? In your opinion what is 
a founder’s DNA?

This reminds me of a question I encountered, “What are three 
characteristics of a great founder?” 

I said, “Great founders only have one: they are unstoppa-
ble.” Unstoppable founders know clearly what they want, but 
also the limitations getting there. They constantly ask them-
selves, “What is stopping my company from getting to the 
next level of growth?” They overcome the market hurdles that 
others would find impossible to work with. As an example, 
to overcome limitations of existing logistics infrastructure, 
Stoqo improved its service to restaurants by developing its 
cold chain capabilities and running its own warehouse. The 
Indonesian startup is a one-stop B2B online solution that 
connects food and beverage supplier with culinary businesses 
for purchasing and managing supplies.

Among the challenges startup founders face, they range 
from finding the right co-founders, funding, making a 
minimum viable product, marketing, administration and 
so on, what are the ones that you pay most attention to?

Working with founders 24/7, I’ve seen them encounter differ-
ent kinds of problems. These problems boil down to three Fs: 

The first is false product-market fit. Startups need to know 
what is driving their growth, and this corresponds to why 
customers are using their product. Tying use cases to the 
right metrics is necessary to finding the right business model. 

The second F is funding depletion. Startups are constantly in a 
race to raise more money. One of two things usually happens. 
This can be startups burning through discounts quickly fueled 
by the wrong assumptions about the product and the market. 
Alternatively, startups burn slowly, unable to find the right 
direction.

The third F is the founding team itself. Many people discuss  
product-market fit without considering founder-market fit. 
Different industries require founders of different moulds 
and founding teams with specific sets of complementary 
backgrounds.

What were the seminal lessons of Sequoia Capital for 
your successful investments in Carro, Gojek, Tokopedia 
and others?

Companies do not become unicorns just through the fund-
ing they receive. An investor is like the soccer coach who 
mentors the player and helps him or her to improve his game 
to become the best player s/he can possibly be.

As a coach, you are the entrepreneur’s first call. Founders 
should have you as the number one on their list of go-to 
contacts whenever they need help. This means always being 
ready to support the founder 24/7 on any issues – be it about 
a competitor, regulation changes, or internal HR problems.

ISSUE NO. 1  IDEATE MAGAZINE 15 
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You have traversed Singapore and international educa-
tion and technological innovation landscapes. What is the 
special flavour of Southeast Asian startup scene?

Many people talk about learning from business models 
and innovation in more advanced ecosystems like the US. 
However, we see that the infrastructure gap and inefficient 
services are giving rise to unique Southeast Asia-first busi-
ness models. For example, Carro started out first with a basic 
service, offering an online marketplace for transparent buying 
and selling of used cars without dealers, before expanding 
services into the full customer lifecycle to cover pain points 
experienced by its customers, such as when Carro discovered 
that customers may be willing to buy used cars but whose 
loan applications are rejected by banks, thus impacting 
Carro’s sales figures. This is when Carro’s founder, Aaron Tan, 
found that the credit underwriting methodology and algo-
rithm by the banks are inclided towards a certain set of the 
customers . This led Carro to expand from an online market-
place, offering auto-financing, roadside assistance and new 
subscription models for short term car ownership.

You have had extensive experience in the education, incu-
bation and investment of human capital for the startup 
ecosystem here. How do you see Singapore startup scene 
growing?

There is a gestation time required for the startup ecosystem 
and we are starting to see the ecosystem in Singapore reach 
critical mass. Singapore is now at the forefront of the wave 
where industry-specific products and services are transform-
ing traditional business practices. 

Take the cross-border logistics industry, where previously 
you’d have to talk to one large freight forwarder or multi-
ple service providers to ship overseas. Platforms like Janio 
reshape logistics by routing deliveries to the most cost-effi-
cient and fastest service providers and standardizing industry 
documents and terms. 

How would you describe the differences of the startup 
ecosystems in Vietnam, Indonesia and Singapore, given 
how competitive the ASEAN startup landscape is?

Instead of focusing on differences, I like to look at how 
the strengths of each country can be tapped to build the 
pan-Southeast Asian company. You can headquarter in one 
market, base your designers and engineers in another, and 
launch the product in a third market. My advice is to build 
your tech team in Vietnam, launch your product in Indonesia, 
and seal business deals in Singapore.

Singapore government has been trying to inculcate 
entrepreneurship among students. How can this be done 
through the school system, in your opinion?

Singapore students are educated with a global mindset, but 
how well do they know Southeast Asia, the go-to market 
which our startups should target? Instead of embarking on 
global exchange programs to developed markets like the 
United States and Europe, they should be exploring neigh-
boring countries like Indonesia and Vietnam, understanding 
cultural nuances and connecting with entrepreneurs in  
the region.

It is rare for investors to write in the public domain so 
readily. What makes you want to share on Forbes?

Every article published is a vehicle for promoting open 
collaboration and rapid innovation, ingredients essential to 
technological development in Southeast Asia.

Open collaboration through cloud platforms like Github sped 
up technological development in the West. This pushed the 
limits of productivity far beyond what developers would have 
been able to do on their own. In China, the intense competi-
tion among internet companies has spurred rapid innovation 
and brought the ecosystem to where it is today.  

You have said “Investing in technology is also like buying 
fine wine.” Which of your investment has been the most 
rewarding and why?

The most rewarding part of being an investor is not found in 
a wine bottle but the joy and satisfaction from being a wine 
enthusiast. This joy stems from seeing founders grow, their 
companies thrive, and the lives of people improve because of 
their good work. Successful companies inspire the next gener-
ation of founders to create even greater impact.  
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We find out what the movers 
and shakers of Asia-Pacific 

are thinking 

ESTHER AN  
CHIEF SUSTAINABILITY OFFICER AT CITY DEVELOPMENTS LIMITED (CDL),  
FOUNDER OF WOMEN4GREEEN

LI JIANGGAN (START UP) 
FOUNDER AND CEO, MOMENTUM WORKS, A VENTURE BUILDER THAT 
INVESTS IN AND CONSULTS FOR COMPANIES EXPLORING NEW MARKETS
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Food For Thought

On how women contribute to 
creating a sustainable future

 “Women are more concerned about the future of 
the world. We are more concerned with what we 
leave behind for our children, so naturally we care 
about the environment.” 

SOURCE: Eco-Business

On what the hottest 
industries are in 2019

“One notable change in last year’s VC sector, is the 
influx of VC funds from outside the region, bringing 
over an assortment of backgrounds and expertise. 
For instance, startups from the Indonesian SME 
online finance sector have been consistently funded 
by Japanese VCs. Last year’s attractive sectors 
mostly include, fintech, e-commerce especially 
those vertical ones, such as fashion e-commerce, 
such as Zilingo and Pomelo. There is also logistics 
thanks to the growth of the e-commerce sector. 
In Singapore specifically, there is also deep tech, 
not gaining much attention but well-funded by 
the government and is also on the right trajectory  
to grow.”

SOURCE: KR-Asia

PHOTO CREDIT:  web sources

IDEAS THAT DRIVE CHANGE
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NICKLAS KVARNSTRÖM
SWEDISH AMBASSADOR TO SINGAPORE

LONG YONGTU
FORMER VICE MINISTER AND CHIEF NEGOTIATOR, MINISTRY OF FOREIGN 
TRADE AND ECONOMIC COOPERATION, P.R. CHINA. SECRETARY-GENERAL 
OF BOAO FORUM FOR ASIA FROM 2003 TO 2010. HE IS MEMBER OF THE 
INTERNATIONAL ADVISORY BOARD, BOAO FORUM FOR ASIA
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On how China grows 
with the world

 “China’s market is open to the outside. As long 
as the market is open to the outside, the more 
economic growth we have and the better for the 
world.”

On how he sees connecting 
in Singapore is vital for 

Swedish businesses:
“We have an active chamber of commerce, and, 
as I understand, close to 400 Swedish companies 
and a community of 2,500 Swedes in [Singapore,] 
a country that is extremely dynamic and active, so 
there are a lot of strings to pull …[We] want to be 
focused on what is of most interest for Sweden, as 
we have limited resources. Of course we should 
always be ambitions and attentive; [but] it’s about 
listening to the companies and the actors we inter-
act with, so that we use the competence we have 
in the right way. Another thing that is very import-
ant is the contact-building; to ensure we have 
those contacts – the embassy and our colleagues 
– enabling us to be able to assist these companies 
and players regionally.”

SOURCE: ScandAsia
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YINGLAN TAN
FOUNDING MANAGING PARTNER OF INSIGNIA VENTURES PARTNERS AND 
EX-SEQUOIA VENTURE CAPITALIST MAO DAQING

FOUNDER, UCOMMUNE
FORMERLY SENIOR VICE PRESIDENT OF VANKE GROUP AND GENERAL 
MANAGER OF CIRCUM-BOHAI-SEA REGION OF SINGAPORE  
CAPITALAND GROUP
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On how to gauge when 
startups become a 

viable business: 
“There are products that become startups, and 
then there are startups that try to build a product. 
Generally, those in the former category turn out 
to be more successful. A great example is Go-Jek, 
which allows users to book motorcycles to ease 
passengers through Jakarta’s infamous traffic jams. 
They also deliver meals, groceries and cleaners to 
your house, and can even send a masseur. Go-Jek 
was not a copycat but a mutant.”

SOURCE: Tech.gov.sg

On overcoming the perils 
of entrepreneurship for 

a unicorn startup
“People only see the glamourous side of entrepre-
neurship for successful companies like Vanke and 
Lenovo. I have been friends with the chairmen of 
both companies for long and I can vouch that they 
had their fair share of challenges. If you really want 
to be successful in life, hang in there when the going 
gets tough. You’re building the muscles for success. 
Successful people have the ability to deal with diffi-
cult problems in a day that would have taken the 
average man 30 days to solve and which would 
have crashed the weak man. Running marathons 
gives me the stamina to stay the race and see things 
as they are, not as I wanted them to be. That helped 
a lot in problem solving.”

SOURCE: Billionaire Magazine
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How To Survive the 
Funding Bubble 
and Grow

Funding may be abundant and 
easy now but startup bosses 

should still be prudent in their 
spending and prepare  

for a dry spell.

E conomists, fund managers and pundits have been 
expecting the funding bubble to pop for many years – 
yet it doesn’t seem like it’s going to happen any time 

soon. As long as governments around the world keep money 
cheap and abundant- it’s definitely more attractive for inves-
tors to deploy their capital into startups and the stock market.

But what should you do if you do if you run a startup – and 
agree with these pundits that the bubble might pop soon? It 
is important to keep a long view and make a few decisions 
based on prudent financial habits.
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RAISE MORE BUT SPEND 
MINDFULLY
How much more should you raise? The answer is – as much 
more as you can! Start speaking to your key investors, and 
lock down promises on paper if you need. Terms will be 
soon to change if the market takes a turn. If you need to 
weather a storm, you will need to raise more money than 
needed. If it goes downhill soon enough, funds will not 
come knocking at your door. Also, good luck to you if your 
investor gives you funding in tranches – and it’s based on 
traction!

Be careful to spend mindfully. That is perhaps the best strat-
egy – conserve cash, and don’t hire excessively or invest into 
projects that lead nowhere. Don’t aim to be a unicorn; it is 
better to be a resilient and nimble survivalist. Growth may 
be stifled as you adjust and adapt continually to ensure 
survival, but if your investors understand and support your 
strategy – this could be the best thing for your startup and 
their investments.

CREATE SUSTAINABLE  
GROWTH AND STRATEGIES
Start planning for your startup to be self-sustaining. This 
means you and your team have to start booking revenues, 
it is much better if it can book profits! Drop aggressive 
growth plans, subsidies and multi-country launches if you 
know you’ll be low on cash. Stop having the mindset that 
you could always raise more cash from somewhere. If the 
market dries up, it’s going to be near to impossible to raise 
more cash.

However, if you find it difficult or next to impossible to be 
booking revenues, start cutting down on your expenditure. 
Cut excessive entertainment tabs and company outings. Do 
not hire that handsome or pretty interview candidate just 
because he or she seems smart and could be of “help” to 
your company.

Being sustainable means doing cost planning ahead of time. 
This includes writing down plans for hiring, salaries, and 
running costs. Only by having an idea how much you are 
burning each month will you be able to manage your startup’s 
runway – and determine its survivability in times of adver-
sity. Overall, it’s always good to take your growth plans down 
a notch in periods of uncertainty – but this depends on your 
investors as well.

VALUE YOUR TEAM
Companies will come into crisis one way or the other. Running 
out of funding is quite common – but running out of trust from 
your team is worse at it spells the end.

How to “value” your team? For one, be honest about the 
company’s situation. After all, they joined knowing it is a 
startup. If it does not make money, or raise any money, it will 
be eventually shut – they know this! So, don’t shut them out 
if you have a crisis. It is important to consider your words, talk 
to them, and get their buy-in always.

You may also want to differentiate your “core team” from your 
“extended team” and nurture them. In difficult times, you may 
to need to let some of them go, but never ever touch your 
core team. Protect them, watch over them, and together you 
shall hopefully pull through whatever is thrown at you or your 
startup!

Adapted from an article by Chong Siong on The Lowdown on 
Momentum Works.
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On Millennials 
and the Need for 
Businesses to Adapt

I t is 2019, and the mood among millennials in the workforce 
is sombre. In an increasingly fragmented and polar-
ised social and political landscape, many millennials are 

anxious and pessimistic about future prospects for social 
progress. In particular, many are increasingly concerned 
about environmental issues such as anthropogenic climate 
change and sustainable growth, as Arctic ice continues to melt 
more quickly than ever and extreme weather phenomena 
become ever more common. Furthermore, many millenni-
als have cited the tendency of employers to put profits above 
workers, society and the environment, leaving them disen-
chanted and increasingly unhappy. “The message is clear: 
Young workers are eager for business leaders to be proactive 
about making a positive impact in society — and to be respon-
sive to employees’ needs,” says the 2018 Deloitte Millennial 
Survey.

The Deloitte survey found that companies and senior 
management teams that are most aligned with millennials 
in terms of purpose, culture and professional development 
are likely to attract and retain the best millennial talent and, 
in turn, potentially achieve better financial performance. 
Loyalty must be earned, and the vast majority of millenni-
als are prepared to move – often very quickly – for a better 
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workplace experience. Millennials want leaders to more 
aggressively commit to making a tangible impact on the world 
while preparing their organizations and employees for the 
changes that Industry 4.0 will bring, which can be daunting 
for many.

Clearly, businesses must step up their corporate social 
responsibility (CSR) efforts or risk being overlooked by top 
talents in their industry, most of whom would instead gravi-
tate towards companies or organisations that espouse values 
congruent with their own. Businesses must adapt as a new 
generation joins the workforce – a generation of people who 
value values and cannot be incentivised by money alone. 
To this end, collaborative marketing may represent a viable 
solution. 

Collaborative marketing is the creation of value through a 
common purpose – in this case, making an impact on soci-
ety and creating value for the community at large through 
the aggregation of resources from both the corporate and 
non-profit worlds. A business, no matter how noble its 
intentions, cannot go it alone – and that’s exactly where 
collaborative marketing can help your business, SME and 
MNC alike. When companies or organisations join forces with 
a common audience, goal, or mission in mind, they can aggre-
gate their resources, assets, and skills in a multitude of ways 

to create a collective influence and an impact that is greater 
than the sum of its parts. For instance, online exposure for 
such a joint endeavour among companies can create leverage 
that would not have been possible for any one organisation, 
and this could lead to higher Google Search rankings and 
more effective search engine optimisation (SEO) for each of 
the organisations involved.

As such, collaborative marketing can provide a true ‘win-win’ 
situation for both parties in the equation – the corporate 
entity on one hand and the charity or non-profit organisa-
tion on the other. By collaborating, the former can leverage on 
positive associations with a well-known and well-supported 
charitable cause for positive publicity and public exposure, 
enhancing the company’s brand and public perception. In 
return, the charity or non-profit organisation will benefit from 
the various resources that the corporate entity can bring to 
bear, thus also benefiting the charity’s beneficiaries.

Ultimately, collaborative marketing can produce a positive 
impact on the wider community through shared values and 
the aggregation of resources with like-minded partners in 
both the corporate and not-for-profit spheres. This may be 
the way forward for corporations and businesses seeking to 
engage and convince a new and more progressive genera-
tion of employees.
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Los Angeles is a city that dreams big – and 
constantly challenges the visitor with its larger-
than-life inventions and stories. Helena Ma, 
founder and owner of International Consulting 
Firm IDEA Group takes on The Big Orange. 
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Story on Los Angeles
THE ALLURE OF THE CITY OF STARS
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DESPITE THE SPRAWL, PEOPLE TEND NOT TO REALISE THE 
ARCHITECTURAL ENDEAVOURS IN THIS CITY OF DREAMS.  
FOR ARCHITECTURE LOVERS, THESE ARE WHAT  
YOU SHOULD CHECK OUT:

The Iconic Sights of  
Los Angeles
THE WALT DISNEY CONCERT HALL 

• Built by Frank Gehry

• Large sail-like metallic façade belies cosy interiors are 
featuring warm floral colours and wooden paneling

• Home of the Los Angeles Philharmonic – which started 
100 years ago – out of sheer frustration with a more estab-
lished and traditional orchestra.

THE BROAD 

• designed by Diller Scofidio + Renfro

• Founded by philanthropists Eli and Edythe Broad.

• Looks like an unconventional museum with giant tables 
and Insta-worthy exhibits

• As HQ of the lending library of The Broad Art’s Foundation, 
it has made 8,500 loans to over 500 museums and galler-
ies around the world since it opened in 2015

• Admission is free but book your tickets in advance!

HOLLYWOOD WALK OF FAME

• About 10 minutes away on foot from The Groundlings is 
the Hollywood Walk of Fame

• Stretches for 2.1 km along Hollywood Boulevard, with 
over 2,600 stars

• There are two Harrison Fords and two Michael Jacksons 
– in different eras and different categories

• Stars can take up to five years to plan for the unveiling 
of their star

• The iconic Barbra Streisand is the only star who did not 
appear for the installation of her own star

DID YOU KNOW ?
Anyone can nominate a star for this famed sidewalk! 
The star just needs to agree to your nomination and 
there must be a sponsor who will pay US$40,000 for the 
creation, installation and upkeep of the star. 

UNION SQUARE STATION 

WHAT’S REEL : 
• Dark and sombre police station in Blade Runner

WHAT’S REAL : 
• Bustling building 

• built in a beautiful combination of the architectural styles 
of Art Deco, Mission Revival and Streamline Moderne

• At the waiting room, there are art deco chandeliers and 
inlaid marble flooring

• Natural light pours in abundantly through its 40-metre 
tall windows

SOURCE: Bradbury Building

WHAT’S REEL :
• Rutger Hauer, played a dyring robot who turned out to be 

“more human than human” in The Blade Runner

• Hauer himself wrote the immortal line: “All those 
moments will be lost in time, like tears in the rain.”

WHAT’S REAL : 
• It’s 126 years old, the oldest commercial building in 

downtown LA

• It’s just five stories tall

• Beautiful ornate ironwork, marble staircases and skylit 
atria give it an air of romance and mystery

Reel Life vs Real Life
Two buildings in Downtown LA you absolutely must see 
were both featured in the seminal The Blade Runner, a clas-
sic noir which examined the meaning of being human in a 
dystopian Los Angeles set in 2019. 
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Where to Dine in Los Angeles
JOSS CUISINE 

• A well-known restaurant with an understated 
Shanghai décor with celebrity customers 

• Led by Chef Golo Kwokson Yu, who believes 
in returning to Chinese culinary roots

• Uses no MSG and replaces lard with low-fat vege-
table oil, canola oil, or grapeseed oil instead

• Dishes to savour: chicken and fig soup elixir, fish in 
ginger broth, a very low-fat Peking duck to ice-cream 
made with acai grains sourced from France.

 9919 Santa Monica Blvd, Beverly Hills, CA 90212, USA 
https://www.josscuisineca.com

TAO ASIAN BISTRO

• Good for showy night on the town

• Dramatic décor with a majestic blue Guan Yin, 
the Goddess of Mercy, standing over a pool

• Tao has the vibe of a club – with a great ener-
getic atmosphere, and the food is a feast inspired 
by Japanese, Thai and Chinese cooking methods

• Dishes to savour:  Thai BBQ chicken with green curry, 
miso cod fish and lots more- and the lychee martini 

6421 Selma Ave, Los Angeles, CA 90028, USA 
https://taolosangeles.com

MANUELA

• Offers great local Californian fare ingredients 
sourced from farms in Southern California

• There diners waiting for a table can just 
walk off the street into an herb garden and 
chill out while waiting for their order

• Dishes to savour: Get the “redneck” plat-
ter, which includes biscuits and tangy pimento 
cheese and feathery country ham and deviled 
eggs. The stone crab claw is also scrumptious.

907 E 3rd St Los Angeles, CA 90013 
http://www.manuela-la.com

Landing in LA
Sprawling and shimmering, a carpet stretches out invitingly 
as my plane gets ready to touch down at LAX at 9.40pm 
local time. As I descend, the brightly-lit boulevards of Los 
Angeles rise out of the dark like an oasis, beckoning brightly 
like the tinsel on Christmas trees. 

Called the Big Orange – as opposed to The Big Apple for 
NYC – for its warm and sunny weather, LA promises fun, 
and a buzzy excitement. As I ride into Downtown LA in my 
rented Mercedes Benz GL450, I watch the freeways glide 
by with glee. Any hint of lethargy from my 16-hour flight 
evaporated.  LA pulses with a palpable sense of possibil-
ities. LA feels infinite, a place where there is always some 
new cuisine to try, some new art museum to explore, a new 
place to visit and new ideas to chase.

The area known as Los Angeles to us now were farmlands 
that were flourishing even in the 1850s. Between the 1880s 
to the early 1900s, a series of developments starting with the 
gold rush, the rise of railroad, the advent of orange farming, 
the discovery of oil, the film business and the testing of avia-
tion technology by the leading lights in World War I turned Los 
Angeles into a land of opportunity for millions, a urban sprawl 
of today – a city fueled by dreams and built by dreamers. 

THE DEAL WITH LA
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Los Angeles is home to 4 million people. The ethnic mix is 
diverse, with almost 48 percent Latinos, 41 percent white, 
and African Americans and Asian are 10 percent respectively. 
Some 6 in 10 are born in the United States, while the rest are 
born elsewhere.

A trip to Los Angeles is to witness some of the world’s most 
iconic sights, left behind by some of the most prolific indus-
trialists of the last century.

I love architecture and the J Paul Getty Museum offers not just 
beautiful architecture but one of the finest private collection 
of art in the world. There are two locations for this museum 
– The Getty Center is on a hill in Brentwood while the Getty 
Villa is in the Pacific Palisades and overlooks the Pacific. The 
Getty Center focuses on art from the middle ages to the pres-
ent, while the Getty Villa cover art from ancient Greece, Rome 
and Etruria. Both locations boast an extensive art collection 
and 2 million people visited both in 2016 alone. Tours can be 
as short as 15 minutes, so it is worth a visit even if you are in 
town for a short time.

A dreamy symbol of that insouciant drive for creativity is 
none other than the glossy turquoise blue building we can 
see easily from Interstate 101. The Eastern Columbia Building 
is the grande dame of Art Deco Streamline Moderne. It used 
to be a store that became a pricey private apartment block 
where actor Johnny Depp lived. Realtors note that the histori-
cal Broadway precinct is a prime example or rising real estate 
these few years. Brands like Apple and are setting up Mykita 
flagship stores in the area, revitalising the creative and histor-
ical district. 

Another architectural gem on my list is the Griffith Observatory. 
Designed by John C. Austin and Frederick M. Ashley for a very 
interesting magnate that started it, the observatory is one of 
most recognisable and popular buildings in California. Since 
it was opened its doors in 1935, 8 million people have looked 
through the observatory’s Zeiss 12-inch refracting telescope. 
It arose from funds bequeathed in 1919 by Griffith J Griffith, a 
colourful industrialist and philanthropist who had the auda-
cious view that the world can change when more people look 
a telescope. The stellar legacy of this Welsh émigré made 
good was famously tarnished by his shooting of his wife in a 
moment of paranoia, causing her to lose an eye and become 
disfigured. Although he served almost two years of jail time 
and worked on prison reform when he was released, some 
believed that authorities were not keen on his bequest prob-
ably because they did not want the observatory to become a 
monument to a disgraced man.

As someone who loves measuring a city by foot, I had to take 
a walk along Melrose Avenue for a dose of entertainment, 
culture and shopping. Stretching from Sunset Boulevard on 
the west to Silver Lake in the east, this is the place to be for 
at least a day. As I walk from west to east, the glossy designer 
boutiques give way to more creative and funky cafes, bars 
and stores. Some gems to look out for are Golden Apple 
Comics where you can buy rare back copies of Marvel and 
DC Comics. Another unmissable is the Paramount After Dar 
tour which gets you around its 63-acre backlot, which is a 
great warm-up to Pour Vous, a very good cocktail lounge 
with creative cocktails and classy burlesque dancers. As a 
fan of American stand-up comedy and the iconic Saturday 
Night Live, I was thrilled to see The Groundlings Theater and 
School, a non-profit improvisation and sketch theatre which 
has yielded stars like Will Ferrell, Mikey Day and Lisa Kudrow 
– among many other huge names.
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LA is a non-stop feast for the senses. This is perhaps why 
best-selling writer Michael Connelly once called LA a “tran-
sient place”. “People drawn by the dream, people running 
from the nightmare. Twelve million people and all of them 
ready to make a break for it if necessary,” he said. “Figuratively, 
literally, metaphorically — any way you want to look at it — 
everybody in L.A. keeps a bag packed. Just in case.”

A PILGRIMAGE OF WORLD CLASS 
BUSINESS LEADER CONFERENCE

Nonetheless, all who come to LA never fail to put their best 
feet forward. Indeed, my bags are packed for the four-day 
Global Conference at the Milken Institute at the Beverly Hilton 
at Beverly Hills.  I am here for my annual pilgrimage to the 
Institute, a non-partisan think tank dedicated to advancing 
data-driven collaborative solutions to help decision-makers 
tackle the pressing issues of our time. 

Founder and Chairman of Milken Institute Michael Milken 
sharing the panel on the topic of fulfilling the American Dream 
and enabling a purposeful life with Ray Dalio, founder and 
co-Chairman of Bridgewater Associate LP. 

The summit runs from 28 April to 1 May, and features over 
4,500 delegates from 65 countries and regions, with 137 public 
forums and 87 private forums. The prestigious summit is the 
perfect chance to meet some of the finest minds in busi-
ness and political leadership, and what better venue than 
the Beverly Hilton to situate this convergence of the crème 
de la crème at. This Forbes-recognised Four-Star hotel rein-
forces the sterling reputation of the Hilton Group, with its 
suite of facilities encompassing an Aqua Star Pool, Lobby 
Lounge featuring Starbucks Coffee, and Upgrade Labs, the 
first-ever biohacking human upgrade facility equipped with 
phenomenal technology to help you recharge and rejuvenate. 
I sip champagne on the balcony of my room, admiring The 
Gardens, the hotel’s refurbished outdoor event space that 
features a luxuriant lawn sprawled in the middle of a cluster 
of pristine, minimalist white buildings that recall the iconic 
“Hollywood” lettering on Hollywood Hill. As I basked in the 
magic of a hotel epitomising the glamour of Hollywood and 
functionality at its best, I felt my anticipation for the summit 
mounting – it would surely be an intellectually stimulating 
event. Indeed, my expectations were fulfilled by the engag-
ing discussions that emerged from the 10 forums underlining 
China’s investment prospects and the country’s importance, 
along with how to channel the huge wealth accumulated by 
China’s 200-million-strong middle class to invest in the rapid 
economic development of China.

For a sunset to remember, I head towards Santa Monica Beach. Despite the crowds, the water and the sand at this beach are 
clean. You can swim, run, bike, skate or just chill. There are lifeguards as well and lots of restrooms. The old-school theme 
park at Santa Monica Pier, with a ferris wheel, is a great place for street photography. Walking to Venice Beach takes about an 
hour, and next to the beach are restaurants and eateries.
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It is heartening to hear how CEOs and community leaders of 
iconic companies are now engaging in issues that affect us 
as a community; and hear their thoughts on issues such as 
anxieties arising from automation. I also learnt much from 
personal interactions with some attendees.

On 1 May, I was privileged to have a chat with US 
Transportation Secretary Elaine Chao after her speech during 
the panel on Women in Government: Creating More Pathways 
to Leadership. She is the first Asian woman in the Cabinet of 
a US President. She started working as a banker before she 
joined the White House Office of Policy Development, before 
becoming the U. S. Secretary of Labor from 2001 to 2009 – 
a great achievement for some who was born in Taipei. She 
came to the US at the age of eight and not knowing a word 
of English. 

It was through sheer hard work at school and her various 
government appointments that she has built a voice for the 
Chinese minority. Later when we meet while queuing for 
lunch, we spoke about my own travels and journey as an 
entrepreneur; and she encourages me to be always be open, 
accessible in my service mindset for those who need my help, 
and stay committed to my own dream. 

The next day, I run into Sharon Stone the actress in the corri-
dor during lunch, after Ivanka Trump’s panel on Driving 
Shared Prosperity, to discuss initiatives in workforce devel-
opment. Dressed in crisp white t-shirt with LOVE embroidered 
on her white blazer, she was a picture of poise and compo-
sure, with an irresistible aura about her. Stone is known for 
transcending her own crises and for her charity work in devel-
oping countries and her remarks over the major earthquake 
in Sichuan in 2008 which left 87,000 people dead or missing, 
and 4.8 million homeless, she speaks with a frankness and 
candour that just draws you in. We talk about my upbringing 
in China, overseas working experience and my travels to over 
55 countries, and she encourages m to keep on exploring with 
an open mind and inclusiveness.

Eric Schmidt, Chairman of Alphabet, Ivanka Trump and Mark Weinberger, 
Chairman of Ernst Young sharing their vision on boosting employment rate 
and labour policy of the US.

At the end of the conference, I drive 7 hours up along the 101 
road to the Monterey Bay myself for a memorable golf session 
at The Links at Spanish Bay. 

The word “link” is derived from “hlinc”, an old English word 
for coastal sand dunes with grass and a relentless wind. The 
Links at Spanish Bay at Pebble Beach were designed by Robert 
Trent Jones, Jr., Tom Watson, and Sandy Tatum to look and 
feel like the original golf courses in Scotland, when the game 
was invented 500 years ago. 

The upscale golf course is located on the 17-Mile Drive on 
the Monterey Peninsula, with stunning views of the Pacific. 
It is a well-landscaped golf course right next to the Pacific, 
with white sand bunkers that strategically make the play 
challenging. 

For me, The Links at Spanish Bay has always been on my 
bucket list. It is a challenging course which meanders between 
sand dunes along 17-Mile Drive. Because of the relentless 
ocean wind – every hole is about strategy, strategy and strat-
egy. The 17th-green can be the toughest under some wind 
conditions. But it’s also the most scenic for Watson, its co-de-
signer, who always looks forward to playing it.

 I found Hole 5, 7, 14 memorable and challenges for the variety 
of influential factors such as hazards, bunkers, wind, land-
scape and layout of the course involved. 

REST AND RELAX

I also had a chat with Eddie Trump, who co-founder The 
Trump Group with his brother Jules. Both had migrated 
from South Africa and bought a drugstore chain in New York 

City before they were unsuccessfully sued by The Trump 
Organisation over the use of the Trump name. One magazine 
called it one of Donald Trump’s “craziest lawsuits.” They are 
no relation of the US President and are more low-key about 
their luxury real-estate portfolio and charity work. I am struck 
at how, in Los Angeles, how big one can dream, how much 
one can do, if one is committed to one’s dream with the right  
work ethic.
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Hole 5 Sandy is a classic Par 4 with eight bunkers protecting 
the short route to an elevated tiered green. A tee shot away 
from the bunkers of the 200-plus yards will leave a short to 
mid-iron to the green. From the fairway aim at the left center 
of the green. Hole 7 Marsh corner is per its name – the green 
is tucked up in a marsh groove, sands and long grass. 

Precision is the name of the game as selection of the club 
will decide success in finding this gull winged narrow green 
near the windy seashore. Hole 14 Missing Link is a challenging 
long Par 5. The island landing area demands the tee shot to 
be placed just left of the bunkers, leaving a short to mid-iron 
over the gorse and dune to a severely undulating green with 
marsh and reeds to the right. You need to make sure to not 
to overswing. 

I got spontaneously paired up with a flight of hedge fund and 
asset management professionals from Texas, who were there 
to celebrate the 50th birthday of a guy in the group. We had 
a fabulous game and cracking laughs. But I couldn’t join the 
party as I needed to drive back the same day to Los Angeles 
for a client meeting. As I head back to Beverly Hills, I head for 
a restaurant full of the authenticity and creativity that amazes 
the most fastidious. This is Jean-Georges Beverly Hills, by 
Jean-Georges Vongerichten, a Michelin three-star chef who 
hails from The Big Apple. The warm and inviting restaurant is 
a great place for an informal lunch. The caviar paired with sea 
urchin is a great starter, with steak au poivre as a main, before 
a sweet ending with the butterscotch soufflé.

IT’S A WRAP!

I head back to my room at the Hotel Bel-Air, an entrancingly 
elegant sanctuary in the Dorchester collection of hotels. It’s 
just north of the 22-mile long Sunset Boulevard – an exhilarat-
ing drive with sharp curves – and a fitting end for a busy trip 
to prep for my next flight. A rather secluded spot, it was where 

Marilyn Monroe stayed for 10 years and the place where she 
sat for a series of photo shoots for Vogue before her untimely 
death six weeks later. Eager for repose after a long day of activ-
ity, I made sure to take time before retiring for the night to 
perambulate around the hotel’s perimeters, marvelling at the 
intricacy and exoticism of the Spanish Colonial architecture. 
The centrepiece of the hotel, the Swan Lake, was a sight to 
behold especially – with elegance mirroring the grace of the 
lake’s namesake. Hotel Bel-Air definitely deserves the prestige 
accorded by its honour of hosting a multitude of Hollywood 
A-listers. It is hard to believe how much further this abode 
away from home has come since its days in 1920 as a sales 
office for an exclusive enclave. After an ambitious renovation 
in 2011, the hotel reopened to great fanfare with its tasteful 
furnishings evocative of the glamour of Hollywood between 
the 1930s and 1950s.

It has 103 guestrooms and suites – including the Presidential 
Suite 6,700 square feet with its own grand piano, dining space 
for 10 guests, private pool and garden. Many reviewers have 
raved about the beautiful rain showers in the bathroom. Or 
relax in the deck chairs and enjoy the free slushies provided 
by the attentive staff! The hotel is perpetually in-demand for 
its well-appointed ballrooms such as the famous Gardens 
Ballroom, Palm Room, Front Lawn, Swan Lake as well as its 
spa by La Prairie. There are 12 acres of a finely tended garden 
to wander in; and every table at its exquisite restaurant has 
a view of the garden. 
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What’s on the menu at 
Wolfgang Puck
• Caviar: Royal White Sturgeon or Royal Osetra Caviar

• On the grill: Columbia River King Salmon, 28 Day Aged 
Prime, N.Y. Steak

• Armagnac-Peppercorn Sauce but reviews are superlative 
for the menu

• Tip: Look out for Chef Wolfgang preparing your dinner 
himself, as he lives near Bel-Air.

701 Stone Canyon Rd, Los Angeles, CA 90077, USA  
https://wolfgangpuck.com/dining/wolfgang-puck- 
at-hotel-bel-air/

If you want to bring your dog along for a stay, or an inkling to 
create your very own cocktail, the Bel-Air staff will be happy 
to help too.

It is a more of a sanctuary of bliss compared with its sister 
property, The Beverly Hills Hotel, a century-old icon of 
Californian style and old Hollywood glamour I stayed in when 
I touched down. 

Riding up Rodeo Drive to the familiar red carpet under the 
striped pink ceiling is to experience the ritzy moments taken 
by the likes of Faye Dunaway, Ingrid Bergman, Vivien Leigh in 
decades past. The attentive service is on point yet unobtru-
sive. Beverly Hills Hotel is the perfect springboard to dive into 
the city of dreams. As Schwarzenegger would say, I’ll be back.

The food at the most famous signature restaurant is prob-
ably the most expensive. But considering its pedigree, I 
would recommend arriving earlier for dinner, have a martini 
and some caviar. And have good company – because it is a 
moment to savour.
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E xperienced all-round entrepreneur and 
investor, Peter Thiel, co-founded Paypal 
and sits on a throne of honour consti-

tuted by his position as number 40 on Forbes’ 
The Midas List: Top Tech Investors 2019 . In 
Zero to One: Notes on Startups, Or How to 
Build the Future, this arbiter in the dynamic 
field of business shares invaluable words of 
wisdom accrued from his years of observing, 
learning from and shaping the competitive 
business industry, propounding that innova-
tion still possesses capacity for development 
in spite of the pre-existing inundation of 
technological phenomena. Although this 
premise may seem difficult to visualise vis-à-
vis the reality of today’s business milieu, Thiel 
argues, through the algorithmic metaphor 
of “zero to one”, that innovating some-
thing from scratch elevates you from zero 
to one, as compared to producing repeti-
tive products or services, which starts you 
off at a baseline of one rather than zero, as it 
entails a mere increase of products that have 

similar functions in the already saturated 
global landscape. Tapping on his cavern-
ous repository of insights, Thiel highlights 
seven essential questions that businesses 
and startups must address, one of which is 
“the engineering question”: Instead of inno-
vating by making gradual enhancements to 
a particular technology, Thiel recommends 
inventing breakthrough technology follow-
ing the likes of Bill Gates and Larry Page, his 
rationale being that companies must strive 
for ten times better in order for the end user 
to benefit. Another question Thiel encourages 
reflection on is, “Is now the right time to start 
your particular business?” Stay updated on 
market trends before taking the plunge and 
seize a unique opportunity others have not 
yet become cognisant of, instead of rushing to 
ride a wave of positive feelings about a partic-
ular industry. This is a mere preview of the 
wealth of business lessons manifested in this 
luminary’s book, and we postulate that there 
are not many titles that rival it.

B en Horowitz, one of the two found-
ers of Andreessen Horowitz, a leading 
venture capital firm, dishes on hard 

truths about building and running a busi-
ness – mobilising an unconventional style 
that melds his idiosyncratic humour with 
his creative accentuation of prose with song 
lyrics. The Hard Thing About Hard Things: 
Building a Business When There are no Easy 
Answers is unlike your run of the mill Business 
101 guidebook, as Horowitz uncovers the 

daunting situations that could arise when 
a business is in the works, not hesitating to 
wear his heart on his sleeve as he recounts 
the personal struggles and demons he had 
to overcome. An authentic account of who he 
was before he made his distinguished name 
in Silicon Valley, this book contains Horowitz’s 
inalienable ruminations about how a CEO 
can manage his or her mentality and achieve 
optimum synergy with the Human Resource 
department and entire team of employees. 

A connoisseur of literature, Toni 
Morrison has won multiple acco-
lades for her epic    novel on slavery, 

Beloved, and possesses a solid oeuvre 
under her name. Being the first African 
American author to receive the Nobel Prize in 
Literature in 1993, Morrison is well-versed in 
the humanising essence of art and literature, 
the subject of her non-fiction anthology, The 
Source of Self-Regard. “Art invites us to take 

the journey beyond price, beyond costs into 
bearing witness to the world as it is and as 
it should be”, she expounds. Besides honing 
your business acumen with our above-rec-
ommended titles, take some time to 
appreciate Morrison’s take on how art and 
literature unlock intimate self-knowledge, 
which is tethered to knowing what your busi-
ness stands for.
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