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In the last few months, Singapore PMC Certification Pte Ltd 
(SPMCC), on behalf of the Economic Development Board 
(EDB), invited you to participate in the ‘’Survey on Practising 
Management Consultants (PMCs)’’ and we thank you for your 
overwhelming response.

The information received will be carefully considered and 
used to assist in the formulation of the Singapore Government’s 
industry development strategies, including the Professional 
Services Industry Transformation Map. EDB and SPRING 
Singapore will soon jointly reach out to some PMCs in an effort 
to obtain more insightful comments on the opportunities and 
challenges in growing their consultancy businesses. We look 
forward to your continuous support of this effort.

Here’s more good news: soon, the PMC certification will 
no longer be only a local certification scheme. It is moving 
towards certifying overseas management consultants who fulfil 
the certification criteria. What does this mean for you?  Globally 
recognised PMC certification will open a way for all PMCs to be 
part of an international community which is recognised in other 
countries. Do keep yourselves informed of this international 
certification scheme which will provide assurance, recognition 
and protection to outstanding management consultants who are 
stationed abroad. 

In this issue of PMConnect, we have highlighted how Big 
Data Analytics is seen as essential for competitive growth and 
we have invited PMC Gerald Tan to share with us how SMEs can 
be more data-intelligent in just 60 days. 

Lastly, we hope you enjoy reading this issue of PMConnect 
and we look forward to see more growth opportunities with our 
PMCs and Enterprises.
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C O V E R  S T O R Y

By Gerald Tan, PMC
Managing Partner, Future Asia Advisory

How SMEs can be  
more Data-Intelligent 

in 60 days

The evoluTion of DaTa 
analyTics 
Big Data and data analytics as a theme, has 
become mainstream in the recent years, 
although the use of data for business decision-
making is hardly new. In the late 19th century, 
Henry Ford had already used operational 
data to decide how best to manufacture Ford 
automobiles – he measured the time required 
for each process on the assembly line.

Analytics for Business however became 
more commercial in the late 1960s when 
computers started to play a bigger role in 
decision support systems.  Since then the 

Computing, Internet-of-
Things, and Visualisation 
software have emerged to 
help organisations make sense 
of this data.

It then appears that data 
is the key to the survival 
and sustainability of any 
organisation in the future. 
I make this assumption 
because in today’s world, 
your competitors will 
be using data to make 
better decisions in 
marketing, finance, product 
development, infrastructure 
and distribution. The 
organisation which ignores 
the data revolution will face 
the peril of extinction in the 
next five to ten years.

DaTa analyTics anD 
sMes in singapore
In February 2017, the 
Singapore Government 
announced  the 
recommendations put up 
by the Committee of Future 
Economy.  A key thrust is the 
Building of Strong Digital 
Capabilities where data 
analytics and its use becomes 
a regional or even global 
competitive advantage for 
big and small companies.

Many SMEs however have 
not harnessed the potential of 
data analytics for a variety of 
reasons. The most common 
reasons are the lack of a 
practical framework, the failure 
to appreciate the use of data 
analytics for business-building, 
a company culture resistant 
to change, and the lack of 
knowledge of the available 
government support.

In this article, we present 
the 4Rs that can help  
SMEs become more 
competitive with data 
analytics in 60 days.

confluence of cheaper and more powerful 
computers, better Enterprise Resource Planning 
(ERP) software, more efficient data warehouses 
and the explosion of the internet have 
created an unstoppable growth in analytics 
development.

Today, Big Data is a buzz-word and 
not a day passes without this term being 
encountered in the media. To the uninitiated, 
Big Data refers to data-sets which are so 
complex and large that traditional methods 
of data-management are inadequate.  New 
technologies such as Natural Language 
Processing and Machine Learning, Cloud 
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C O V E R  S T O R Y

a) Management Assessment  
    (~1 Week)
The first step is for Management to 
assess quickly whether they are already 
using data to make key decisions.  It is 
very common for “Tow-Kays” to make 
decisions based on gut-feel.  However, 
as the business environment becomes 
more complex, it is worthwhile for 
Management to systematically think 
about what information they need to 
run their businesses better.

Ask yourself this question,  
“What are my Business Objectives, 
and do I have the information now to 
support better decision making”

For example, in determining a 
product’s selling price, it is important 
to understand the full cost of 
manufacturing the product. For 
a manufacturer, this would mean 
obtaining historical data on raw 
materials, overheads and manpower. 

This is even more critical if the factory 
produces many products. With such 
information, the manufacturer can  
optimise production cost and 
profitability.

 In another example, say the goal is 
to improve customer retention. One of 
the metrics can be the percentage of 
customers renewing their subscriptions, 
and the business levers can be the 
design of the customers’ subscription 
renewal page, timing and content of 
reminder emails, and special promotions.

b) Data Management
    Data Acquisition (~3 Weeks)
Firstly, think about how you are going 
to obtain the data which you require 
to meet your Business Objectives.  
In SMEs, data is often not as widely 
available and not managed properly.  
Have conversations with people in 
Finance, Operations or Sales to get a 

feel about how much data they have 
and whether they have what you require. 
These conversations can be awkward 
because you may realise the entire 
organisation is running on gut-feel.  

Getting the data you require is an 
iterative process, and you should only 
focus on the most important KPIs which 
you need for now.   If your company 
does not have an ERP system, then 
you may have no choice but to devise 
manual data-collection methods for now.  

Conversations to obtain KPIs is your 
“gap-analysis” to understand what 
important data is not available in  
the Organisation.

Data Quality and Management 
(~2 Weeks)
With all the KPIs collected for a 
reasonable period, you will then 
need to clean up the data. This is the 
most critical step in the data value 

The Data-Analytics Framework for SMEs in Singapore

MANAGEMENT 
ASSESSMENT

DATA
MANAGEMENT

DATA 
ANALYSIS

ACTIONS 
AND RESULTS

• Identify all the 
   important business 
   decisions made 
   currently, and in 
   the future.

• Determine how 
   these decisions 
   are made, and think 
   if they can be made 
   more confidently 
   with better 
   information (data).

• Data Acquisition 
 
• Data Management 

• Data Quality

• Data Governance

• People 
 
• Analysis & Insights

• Better Decisions

• Better Processes 

• Better Products 
 
• Better Marketing

• Better Customer  
   Engagement

1)  righT fraMework
A framework is a high-level guideline to ensure all key components of any business initiative are 
covered.  A framework gives you a direction and helps you to identify the gaps in your plan.

We will touch briefly on the key elements of a data analytics framework.
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chain—even with the best analysis, junk data 
will generate wrong results and mislead the 
business. Common data errors include spelling 
mistakes, missing information or nonsensical 
information.  

To clean up the data and manage the 
data sets, you will probably need, for a start, a 
Finance person to manage the data, and the 
data-owner (e.g. operations, marketing, sales) 
to clean up and validate the data.

It will likely be that common spreadsheet 
programmes such as Excel can be used to 
manage the data-sets first.  It is important then 
to ensure version control so that you  do not 
work with outdated data, and have access 
control so that only authorised persons can use 
the data.

Data Governance (~2 Weeks)
Data governance is about ensuring your 
Company have the procedures, policies 
and technologies to manage the availability, 
usability, integrity and security of your data. 
For a start, work with your IT department to 
ensure data security, and HR, for example, to 
set up access rights privileges.

c) Data Analysis (~2 Weeks)
This is the most value-added step where we 
will start to turn clean data into insights. Larger 
organisations have dedicated data-science 
teams to build data models.  

However, it is just as important to have 
someone who understands the business well  
enough to recognise whether the results of the 
models are relevant and applicable.

For SMEs, data analysis can be done by a 
Business Analyst, or a Finance person together 
with the department owner of the data.

Always ask the question, 
” What is the business message from  
this piece of analysis”

It is also important that Senior Management 
discusses the validity of the analysis and 
findings. The combination of business 
experience and hard facts is a powerful 
generator of usable insights.

d) Action Plan based on Data Analysis  
    (~2 Weeks)
At this stage, the Company will have data  
and insights to support Management in 
decision-making.  

For example, if Management’s objective 
was to reduce the production lead time so that 
goods are shipped more quickly to customers, 
then the Company would probably have 
gathered operational data such as production 
line down-time, rejection rates and the reasons, 
supplier delays and frequencies and their 
respective reasons, etc.  

The action plan would then be for 
Production to work closely with the Engineering 
teams on reducing production down-time, 
liaise with Purchasing to improve suppliers’ 
performance, and trouble-shoot quality issues 
with Quality Control. There will be KPIs which 
the Company can subsequently measure.

At this Stage, it is important that action 
plans are consultative and collaborative on a 
Company-wide basis. Negatively performing 
KPIs should not be used to blame, but 
rather used to improve Operations.

2) righT culTure anD MinDseT

If you want 
something new, you have to 

stop doing something old. 

- Peter F. Drucker (1909 – 2005)
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Peter Drucker was considered the “Founder 
of modern management” and he had been 
a strong advocate of change because he had 
known that nothing stood still. You either move 
ahead, or fall behind.



The biggest challenge facing SMEs is the 
speed of change. Many SMEs in Singapore are 
family-run businesses and the ways of these 
businesses have been unchanged for many 
years. In addition, the pressures of day-to-day 
operations have left many SMEs in “fire-
fighting” mode permanently. Often, there is 
very little budget to innovate.

However, the good news on using more 
data analytics in the organisation is: It does not 
have to be expensive and you do not need 
PhDs to get started.  

There are a few practical ways to create the 
right culture and mindset. This includes having 
the owners’ support the idea that the Company 
needs to use more data to improve the 

There should also be lots of coaching 
for people who may be resistant to 
change, or may feel threatened by this 
disruption. In fact, this presents the perfect 
opportunity to upgrade the capabilities of 
key employees.

What culture do we want to move 
to? We want to move to a more 
evidence-based management culture.

3) righT people
We had earlier said that in the first 60 days, 
we could probably use existing resources 
to jump-start the data-analytics journey.  
However, as the Organisation grows, it 
is necessary to hire the right people to 
professionally manage and spread data-
analytics throughout the Company.  This 
could be permanent staff, or external 
consultants and solution specialists. In 
reality, there are data analytics specialists 
for different specialisations e.g. marketing, 
operations, customer engagement.

4) righT supporT froM 
governMenT
SMEs are incredibly fortunate to have 
significant government support on data 
analytics.  SPRING Singapore, for example, 
has the Capability Development Grant 
(CDG) which SMEs can tap on.  There is the 
popular Productivity and Innovation Credit 
(“PIC”) grant from the Inland Revenue of 
Singapore.  Infocomm Media Development 
Authority has the iSprint initiatives to help 
SMEs adopt more technology including 
data analytics.

It is important the SMEs fully 
understand the support that is available to 
help them on their data analytics journey.  

The Journey aheaD
It is a well-known fact that SMEs form the 
backbone of the Singapore economy.  It 
is therefore important that the SME sector 
is vibrant, innovative and sustainable. 
Having the right mindset to embrace data 
analytics in Business decision-making will 
be a key competitive advantage for SMEs 
in Singapore and the region. 

C O V E R  S T O R Y
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Having the courage to 
change, and the right 

mindset to accept new ideas 
is Free-of-Charge!

Business. Buy-in at the top-level often makes 
company-wide adoption smoother and quicker.  
However, if the owner is resistant to change, 
then it may be a good idea to start small in a 
low-cost and low-risk manner, and show the 
owner the results.



How and why did you form  

Future Asia?

I founded Future Asia Advisory because 
I wanted to redefine how Management 
Consulting can be combined with Big Data, 
to help SMEs solve the toughest business 
problems.  All of us at Future Asia have 
deep consulting, commercial, and data 
analytics backgrounds with international 
MNCs. However, we want to bring our 
expertise to SMEs in very affordable 
ways because SMEs are so critical to the 
Singapore economy.

How do you keep yourself 

relevant WITH the latest 

consulting skill-setS?

At Future Asia, we spend 30% of our 
revenue on capability building so that 
we stay in touch with the latest solutions 
in the market. We operate on an open-
architecture which means we bring the 
best solutions to our clients.  Having a 
diverse reading habit also helps me to 
connect different ideas together.  And most 
importantly, I am incredibly passionate 
about Business, and this drives me to 
deliver the best solutions to our Clients.

What are the biggest 

challenges clients are facing 

as they try to get analytics 

frameworks in place? What 

assistance IS available for 

SMEs in Singapore?

The single biggest challenge for SMEs 
is to try to get above the day-to-
day “fire-fighting” and think more 
strategically about their business 
directions for the next five years.  It is 
often easier said than done because 
there is competition everywhere and 
quite a few SMEs are barely breaking 
even.  However, in my article - “How 
SMEs can be more data-intelligent in 
60 days”, I provide an easy-to-follow 
framework for SMEs to take baby steps 
on the data-analytics journey.  Best of 
all - it is not expensive at all !
 
How do you picture the 

evolving of data over time? 

Do you see data analytics 

HOLDING AN IMPORTANT PLACE 

for most SMEs?

Already 50% of the world’s population 
is on the internet, and perhaps in 20 
years time, maybe less, the entire 10 
billion people on the planet will be 
internet ready. This means that there 
will be more data created than ever 
before. SMEs have to know that their 
competitors will be using more data 
to create better products, distribute 
better to customers, source for cheaper 
materials, and engage or market better 
to customers. If SMEs in Singapore do 
not start on the data journey now, they 
will lose their competitive edge  
very quickly. 
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About Gerald Tan
Gerald Tan is the Managing Partner of Future Asia Advisory Pte Ltd. Since 2011, Future Asia 
has advised over 50 clients in the region on corporate advisory, valuation and data analytics.  
Future Asia combines management consulting with data analytics to help Businesses on 
strategy, finance and operational challenges.  Being an advocate of data-analytics for SMEs, 
Gerald is passionate about helping SMEs use data to become more competitive in market 
entry, product development and consumer research.

The Singapore Government outlined its plans to help Businesses become more data-
centric, and Gerald strongly believes that all Businesses especially SMEs can start to use data 
quickly and cost-effectively.

Prior to joining Future Asia, Gerald was in the financial services industry for ten years 
and he has built and led data-analytics teams in the UK, India, Hong Kong and Singapore.  In 
the ten years, Gerald has successfully leveraged data analytics in the following areas: product 
pricing, customer segmentation, customer profitability, and customer research.

Gerald graduated from NTU with a first-class honours in Accounting and Finance, and 
passed the CPA and CFA exams.

Already 50% 
of the world’s 

population is on 
the internet, and 

perhaps in 20 
years time, maybe 
less, the entire 10 
billion people on 
the planet will be 

internet ready. 
This means that 

there will be more 
data created than 

ever before. 

Q&A 
with 
Gerald 
Tan
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The BenefiTs of working 
wiTh a pracTising 
ManageMenT 
consulTanT (pMc)

Jan Chow, NTUC Foodfare Co-operative Pte Ltd
Worked with PMC, Alfred Tan & PMC, Ken Kwan
‘’ I would like to commend Alfred & Ken on a job well done 
in leading us in our Customer Centric Initiative project 
culminating to the achievement of the Singapore Service 
Class award. Through their highly engaging customised 
training sessions for our different levels of employees, we 
have witnessed an important mindset change especially 
among our frontline staff. Our employee engagement 
survey has documented tremendous increase in their morale 
and motivation to make our customer happy.’’

Henry Tan, Mitsuboshi Overseas Headquaters Pte Ltd 
Worked with Senior PMC, Chang Keen Weng
‘’Mr Chang put in many hours of work and hand-held 
us to ensure our project was completed smoothly and 
on schedule. He was proactive in steering us in the right 
direction. He is well-known to go the extra mile;  the drive 
in him is commendable. He has demonstrated a high level 
of professionalism, integrity and commitment.’’

• Rest assured working with PMCs as 
they have completed rigorous 
certification process and are proven 
to backed with experience, 
knowledge and skills. Once PMCs 
are certified, they are bounded with 
professional code of conduct and 
Code of Ethics drawn by the 
Practising Management Consultant 
-Certification Board. All our certified 
SPMCs and PMCs are covered with 
Professional Indemnity. This tighten 
PMC’s accountability and ensure all 
PMCs maintain good practise in 
their consulting career. 

Working with a PMC has many benefits for organisation including

• Demonstrates to clients, 
competitors, suppliers, staffs and 
investors that you work with only 
certified and qualified 
management consultants.

• Demonstrates to stakeholders as 
business is advised by certified 
consultants to run effectively.

• Demonstrates any successful 
consulting projects to 
stakeholders. 

• The PMC regular re-certification 
process will help to ensure PMC’s 
continuing improving skills and 
knowledge.

• Confident in the PMC Certification 
Scheme as it is accredited ISO/IEC 
17024 international standard which 
ensures certification process is 
operated in a consistent, 
comparable and reliable manner.

• Government agencies such as 
SPRING Singapore, Workforce 
Development Agency (WDA),IE 
Singapore, Intellectual Property 
Office of Singapore (IPOS), Ministry 
of Manpower (MOM) endorse  
the PMC Scheme for its stringent 
process of certifying management 
consultants.

What some organisations say?

Grant Support 
From 1 January 2017, 

SPRING-Recognised Certification, 
such as the PMC Certification, is 
a MANDATORY REQUIREMENT 

for consultancy work in Innovation 
and Capability Voucher (ICV) and 
Capability Development Grant 

(CDG).

Project Matching Portal -  PMC ConneXion is 
a free online service for you to find certified 
consultants. There are more than 500 PMCs 
that are recognised by SPRING Singapore.  
 
Search for your certified Practising
Management Consultant now! 

Earning PMC professional title offers many 
benefits for individual. Learn about the 
benefits of PMC certification here. 

find a reliable  
certified  
Management 
consultant with 
pMconneXion!

https://www.pmccertification.sg/pmc-connexion
https://www.pmccertification.sg/pmc-connexion
https://www.pmccertification.sg/why-should-i-get-certified
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N E E D  T O  K N O W

ABOVE (L - R): Dr Michael Teng, Assistant Secretary-General of SMF, Mr Lam Joon Kooi, 
Secretary-General of SMF, Mr Lim Poh Guan attending queries during the town hall meeting. 

left: Mr Lim Poh Guan, General Manager of SPMCC explaining the process and 
advantages of registering on PMC ConneXion.

Soft Launch of PMC ConneXion
Past Event 

Announcing changes on 
CDG Development Areas

O n 18 January 2017, Singapore PMC 
Certification Pte Ltd (SPMCC) held a 

Town Hall meeting to announce and brief 
PMCs on the new matching portal, PMC 
ConneXion which was soft-launched in 
September 2016.

This online matching platform aims to 
facilitate a direct matching of certified PMCs 
with business demands. During the Town 
Hall meeting, Mr Lim Poh Guan, General 
Manager of SPMCC explained the process 
and advantages of registering on PMC 
ConneXion.

Please call us at 6826 0955 or send your 
enquiry to secretariat@pmccertification.sg 
if you have questions regarding registration 
on this online portal. 

S PRING Singapore has updated some development 
areas on its CDG chart on 30 May 2017. The new 

development areas is as per figure (picture left).

*SPRING Singapore enhanced funding support of up to 
70%, effective for three years until 31 March 2018. Please 
explore the details here. 

mailto:secretariat%40pmccertification.sg?subject=Enquiry%20on%20PMC%20ConneXion
https://www.spring.gov.sg/Growing-Business/Grant/Pages/capability-development-grant.aspx
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P M C  S A Y S

F ire was the symbol of ancient 
storytelling, inspiring people 
of those times to unleash their 

imaginations and weave tales to 
communicate, inform and entertain.

Fast forward to 2017. Simply by 
hitting a button on Facebook, we can 
share stories, anytime and anywhere, 
instantly connecting with not just 
people we physically meet every day, 
but also on social media.

With the rise of digital platforms as 
a storytelling tool, virtually anyone can 
post anything – including fake news. 
Think about the flurry of misinformation 
on Donald Trump in the 2016 US 
Elections, or ‘Pizzagate’ - a conspiracy 
theory purporting that a pizza store was 
the headquarters of a child sex ring run 
by Hillary Clinton.

Welcome to the era of ‘alternative 
facts’; where stories spread faster than 
wildfire, where reputational damage can 
be done with the tap of a button.

What this means  
for brands
The recent 2017 Edelman Trust 
Barometer revealed that there is  
now a chronic lack of trust in key 
institutions among the general public– 
businesses, governments, NGOs and 
even the media.

PMC SayS

Desmond Loh
desmond@brandtative.com

A graduate of London South Bank University, 
Desmond has spent his career managing 
small design agencies to global brand 
consultancies, accumulating over 14 years 
of marketing and branding experience 
spanning a wide range of industries. He 
held the position of Associate Director at 
FutureBrand Singapore, before leaving in 
2010 to found Brandtative, an independent 
branding consultancy that blends strategy and 
creativity to transform business and shape 
culture. Desmond believes strongly in the value 
of community, and dedicates his spare time 
to voluntary service as a grassroots activist. 

Basically, people distrust brands.
This crisis of trust, coupled with the 

emergence of social media as a way to share 
information, means that brands are more 
vulnerable than ever to reputational attacks 
on the ‘alternative’ news front.

In the United States, enraged Donald 
Trump supporters threatened to boycott 
Pepsi in November 2016, after fake news 
circulated on social media claiming that 
PepsiCo’s CEO Indra Nooyi did not care for 
business from Donald Trump supporters. In 
reality, Nooyi had simply said that some of 
PepsiCo’s employees were concerned about 
Trump’s election.  

Legitimate news agencies and 
fact-checkers jumped in to correct the 
misrepresentation, but the damage had 
already been done.

In an example closer to our hearts, earlier 
this year local supermarket chain FairPrice 
came under public fire after alleged online 
claims that their house brand Jasmine 
Fragrant Rice was made of plastic.

The false reports were quickly debunked 
by both FairPrice and the Agri-Food & 
Veterinary Authority (AVA), which verified the 
authenticity of the Vietnam-sourced rice, but 
not before distressed customers demanded 
refunds and compensations for damage.

In both cases, the injuries to both PepsiCo 
and Fairprice’s brand integrity were quickly 
inflicted but slow to heal.

Maintaining Brand Integrity  
in an Era of ‘Alternative Facts’
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While these examples are from the Fast 
Moving Consumer Goods (FMCG) industry, 
brands across all industries are susceptible 
to fake news that could hurt their brand 
reputation. This gives rise to an urgent need 
for institutions to re-look how their brands 
and their corresponding communications are 
handled.

So why do people fall for fake news, and 
how can brands maintain their brand integrity 
in this era of ‘alternative facts’?

Delving into the human psyche: 
why do we fall for fake news?
Understanding why people fall for fake news 
is the first step to creating a strategy to deal 
with it.

Bias is the word here. Psychologists have 
identified two types of bias that make us more 
susceptible to fake news – implicit bias and 
confirmation bias.

Implicit bias is the idea that 
subconsciously, we would be more trusting 
of opinions belonging to people in our own 
group, while displaying prejudice towards 
those of a different group.

Confirmation bias refers to our tendency 
to affirm information that we think is true, at 
the same time downplaying facts that do not 
align with our beliefs.

Social media plays a huge role in helping 
fake news go viral by driving instantaneous 
interaction in real-time. We naturally follow 
people who affirm us on social media, 
making us more likely to believe and share 
any nuggets of ‘alternative facts’ that these 
people send us, reflecting our implicit and 
confirmation biases.

Strategies brands can adopt
So how can brands maintain their brand 
integrity in this era of ‘alternative’ facts’? It all 
boils down to two simple strategies.

1. Build a community of brand loyalists
At times, when fake news is circulating about 
your brand, the best strategy is to allow loyal 
followers to speak up on your behalf to dispel 
rumours. These people are external to the 
organisation and their opinions will appear 
more credible to the wider public.

P M C  S A Y S

How do you foster a community of 
fans? Create an emotional connection with 
your consumers based on shared values 
and purposes, instead of simply extolling 
the functional attributes of your products or 
services. A strong emotional connection instils 
legitimacy and loyalty in the consumers’ minds.

In this case, brand activism is more 
essential than ever. Consumers believe that 
companies should play a positive part in 
society, opening up many meaningful ways to 
engage them.

For example, the Dove brand has become 
symbolic with the inclusive ‘Real Beauty’ 
cause, inspiring women around the world 
to feel proud and beautiful. TOMS is at the 
forefront of corporate social responsibility, 
with its One for One model and commitment 
to improving the lives of children in 
disadvantaged parts of the world.

Therefore, when faced with fake news that 
has a negative message about the brand (say, 
TOMS is involved in child labour), a TOMS 
loyalist who believes in the company’s brand 
values will be more inclined to be sceptical 
and influence those in his social circle – 
confirmation and implicit bias at work, but 
now to the brand’s advantage.

Simply put, emotional loyalty creates an 
arsenal of goodwill that helps brands tide 
through fake news attacks.

2. Consistency and transparency in 
branding and communications
Consumers today demand transparency 
and consistency, underlined by a simple and 
honest brand story. This entails keeping brand 
messages linear across all communications 
channels, and being honest about company 
processes and its offerings for consumers.

Inconsistent branding is not only 
damaging to the business but diminishes 
trust, as consumers have conflicting ideas of 
what the brand stands for.

Again, it’s about building consumer 
goodwill and trust that helps mitigate 
reputational damage inflicted by fake news 
about your brand. Ultimately, while more and 
more fact-checking measures are being put in 
place, a strong brand with loyal customers is 
your best line of defence. 

Ultimately, 
while more 

and more 
fact-checking 
measures are 
being put in 

place, a strong 
brand with loyal 

customers is 
your best line of 

defence.
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Gifted and Talented Education 

is in the business of enriching 

children’s lives through the 

Gifted Education Programme, 

designed to guide each child 

to reach his fullest potential 

by adopting the growth mindset 

philosophy that intelligence can 

be further stretched through 

a combination of grit and gift.

  

T his programme is 
targeted at the top 5% 
of Singapore’s school 

cohort from the age of 3 to 
12 years. Having captured this 
niche market, the founders of 
Gifted and Talented Education 
began to think about the 
next steps towards brand 
growth. Franchising was an 
option that the founders of 
the company considered to 
replicate the programmes, 
but were concerned about 
the complexity of managing 
an enrichment programme 
targeted at gifted and talented 
children.

Senior Practising 
Management Consultant 
(SPMC), Hsien Naidu, 
Astreem Consulting’s principal 
consultant, was brought in to 
help explore franchising as a 
possible growth avenue for 
Gifted and Talented Education.

The Consulting 
Process
At the start of any consulting 
process, it is essential to 
capture the intent and 
ultimate goal of  the project. 
In this instance, the founders 
of Gifted and Talented 
Education wanted to maximise 
the enormous amount of 
intellectual property they had 
developed over the years 
for their curriculum. There 
was a desire to share their 
proven processes with a larger 
population and exploit this 
treasure trove of IP that they 
had amassed.

Before commencing on 
the full project, Astreem 
advised the client to embark 
on the IPM ICV programme 
that SPRING Singapore 
advocates so that they can 
fully identify the intellectual 
property that resided in 

InTernATIonAL  
eXPAnSIon ConSuLTInG:  
A CASe STuDy on GIFTeD AnD 
TALenTeD eDuCATIon

the various key 
drivers of their business’s value 
chain. It was an exercise that 
allowed both the founders and 
consultant to identify the key 
strengths and weaknesses that 
were present in the business.

1  The name, Gifted and 
Talented Education would 
face trademark issues due to 
its descriptive nature. It was 
essential to seriously consider  
some rebranding to build a 
more distinctive brand and 
logo that they could own, 
protect and exploit.

2  The process unearthed 
the copious amount of IP 
that existed in the various 
curricula and highlighted the 
importance of being able 
to manage and control the 

By Hsien Naidu, SPMC
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About Hsien naidu
With over 20 years of consumer 
retail experience in the Asia Pacific 
region, Hsien Naidu has been 
integral in the growth of many 
local SMEs. Her wide experience 
in handling key executive positions 
in various industries allowed 
her to venture into franchising, 
marketing, branding and 
intellectual property protection 
strategies.

Building on her passion to 
increase each client organisation’s 
net profit value, she founded 
Astreem Consulting, specifically to 
be agents of growth.

As a Certified Senior 
Practising Management 
Consultant and SCOPE IP and ICV 
Consultant, Hsien and Astreen are 
committed to bringing innovative 
and relevant marketing insights 
to the business community. Her 
ongoing project partnerships with 
SPRING, IP Academy, IE Singapore 
and FLA strengthen Astreen’s 
presence in the region.

Education  and a secondary mark named Gate 
Kids for franchising their mathematics model.

Once the brand mark was established, an 
IP strategy was put in place and a franchise 
strategy that reflected the organisation’s 
expansion goals and objectives was developed. 
During the consultation process, a Franchise 
Business Plan that covered IP exploitation, 
revenue streams, supply chains, resource 
allocation, risk analysis, adaptability and 
franchise marketing tools was developed. 
Other outcomes that emerged were that 
Gifted and Talented Education has now printed 
textbooks that serve not only as learning tools 
for the students but also as an important part of 
IP exploitation.

Simultaneously, the important processes 
and operational processes were documented 
to assist future franchisees to be able to 
successfully replicate the success of Gifted 
and Talented Education. This SOP (Standard 
Operations Procedures) documentation was 
conducted at both the outlet level and at 
the management level to ensure smooth 
operations.

The project was successfully completed in 
January 2017. Astreem Consulting is continuing 
its journey with Gifted and Talented Education’s 
international growth of Gate Kids  through 
its International Franchise Brokering Service. 
Parties from Indonesia, Taiwan and Philippines 
have shown strong interest in bringing the Gate 
Kids Programme to their respective territories. 

Rebranded so that a 
disctinctive logo is 

associated with Gifted 
and Talented, allowing the 
module that is franchised 

to share the same branding 
but yet distinguish itself.

Original Mark

New Mark

New Franchise Module Mark

flow of information. It was suggested that the 
learning programmes become documented 
in booklets so it would become another area 
of intellectual exploitation in the pursuit of the 
franchise route.

3  Most importantly, the founders agreed on 
a strategy to not franchise the entire curriculum 
and enrichment programme of Gifted and 
Talented Education  but rather select only their 
mathematics programme to be documented 
and franchised under a different brand name 
called, Gate Kids.

4  With Gate Kids, the strategy was to simplify 
the process of training and level of difficulty to 
allow a larger population to benefit from the 
Gate Programme.

Upon the completion of the IPM ICV, Gifted 
and Talented Education and Astreem embarked 
on phase two of the project, Franchising.

A successful franchise system is determined 
by the ability of a business to exploit the 
intellectual property that exists in its business.

In order to ensure that Gifted and Talented 
Education had a brand it owned, it was 
necessary to create a new brand mark that 
was distinctive enough to be trademarked to 
allow Gifted and Talented Education to clearly 
differentiate its brand from that of others. The 
outcome was a new mark with a distinctive 
design that represented Gifted and Talented 


