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The trend towards digitalization brings tremendous 
opportunities to Practising Management Consultants (PMCs) 
and businesses. It is encouraging to hear Mr Chan Chun Sing 
from the Prime Minister’s Office say in February that ‘the 
digital age has thrown up resources that allow Singapore 
to overcome its limited resources, which is data. We are 
now able to use digital connectivity or digital capabilities to 
transcend our geography.’

In the panel discussion held at the end of February 
at the SMF Building, we discussed the opportunities and 
challenges of business transformation and how important it is 
for consultants to always ensure that all solutions provided are 
enhanced by digital capabilities.

Last month, we officially announced launch of digital 
project management services. Calling PMCs to join us. Please 
see page 3 for details.

PMCs should look into developing intelligent 
technological competencies to address today’s business 
concerns. PMCs should keep themselves relevant in order to 
keep pace with today’s technology driven business world.

I am pleased to see such an event organised by 
SPMCC as not only did the discussion provide insights into 
leadership, but the event also created quality connections 
for all those who attended. We are indeed honoured to have 
had industry experts share their thoughts with us and this 
was an excellent start to 2018, leading PMCs on their journey 
towards excellence.

This year, we will continue to create awareness of the 
benefits of engaging certified PMCs to proactively create 
more connections between PMCs and businesses.

Let us grow together. We look forward to your attendance 
at more of these events that help improve the skills of our 
PMCs and to strengthen our relationships with businesses.
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Past Event 

T he Singapore 
Manufacturing 
Federation (SMF) 

was appointed the first 
operator of a three-year pilot 
initiative to accelerate digital 
transformation of SMEs 
through pre-approved SMEs 
Go Digital pre-approved 
solutions..

This initiative comes 
under the SMEs Go Digital 
Programme Digital Project 
Management Services 
(DPMS) by the Infocomm 
Media Development 
Authority (IMDA) and aims to 
help groups of SMEs that are 
embarking on similar digital 
programmes to tap on a 
ready pool of digital project 
managers and experienced 
Professional, Managers 
and Executives (PMEs) to 

ABOVE (L - R)
MOI signatories 
together with Mr 
Foo and Minister 
S.Iswaran to 
commemorate 
the launch of the 
Digital Project 
Management 
Services.

RIGHT 
SMF President, 
Mr Douglas Foo 
signed the MOI 
with IMDA, WSG, 
SSG, Enterprise 
Singapore, and 
NTUC.

FAR RIGHT
Signing 
up for the 
Digital Project 
Management 
Services at the 
booth.

maximise the value of digital 
project implementation.

On 21 May 2018, Singapore 
Digital Day, IMDA, Workforce 
Singapore (WSG), Skillsfuture 
Singapore (SSG), Enterprise 
Singapore (ESG), National Trades 
Union Congress (NTUC) and SMF 
signed the Memorandum Of Intent 
(MOI)  to seal  this collaboration to 
provide DPMS to SMEs.

For a start, SMF is working 
on the One Kampong Glam 
scheme to deliver digital project 
management services to help small 

and medium-sized retail and food 
establishments. 

Mr Douglas Foo, President of 
SMF said “Digital transformation is 
not all about technology; it requires 
the right project management to 
help drive effective transformation. 
Through this partnership, SMF will 
train a pool of experienced digital 
project managers to be assigned 
to a group of SMEs to support their 
implementation of digital projects.’’

For more information on the 
initiative, please visit www.imda.
gov.sg/SMEsGoDigital 

Launch of Digital Project 
Management Services

http://www.imda.gov.sg/SMEsGoDigital
http://www.imda.gov.sg/SMEsGoDigital
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1. ‘’SMF is in the position to 
build community for PMCs. 
We want to make sure you 
are effective and efficient, 
you are equipped with the 
latest know-how. Please 
try to stay connected by 
attending TGIF every month 
we have for only $20, there 
will be knowledge, grants’ 
updates, beers and food.’’ 
shared by Secretary General 
of SMF, Mr Andy Yun

A dialogue session with Secretary General of 
SMF, Mr Andy Yun together with the Chairman 
of SPMCC, Mr Saw Ken Wye and Chairman 

of PMC Certification Board (PMC-CB), Ms Isabella Loh 
was held on 25 May 2018 with Practising Management 
Consultants (PMCs) to encourage conversation for better 
understanding and possible synergies.

Please contact secretariat@pmccertification.sg or 
call 6826 0955 for more information. 

1

3 4

Dialogue Session with  
Secretary General of SMF, 
Mr Andy Yun

Past Event 

2. PMCs actively shared their 
opinions and raised questions.

3. More interaction after the 
dialogue session.

4. Assistant Secretary General 
of SMF, Dr Michael  Teng was 
leading the session to explain 
digital project management 
services as an opportunities 
for PMCs to upgrade and 
collaborate.

2

mailto:secretariat%40pmccertification.sg?subject=Hello
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The opportunities are there. The market 
is not small. How to embark on cyber 
security as an opportunity? My first 
question is if cyber security is your 
core business. If it is, which part of the 
spectrum are you operating in? Are you 
selling products, providing technical 
or management consultancy?  And if 
cyber security is not your core business, 
I think the knowledge (at least at the ba-
sic level)  is an essential skill to have as a 
consultant. It is very complementary to 
what we do as consultants and it could 
be a key differentiator for PMCs.

- Mr Chia Shih Koo
Director, Assure IT Pte Ltd

Business Digitalisation: 
Opportunities and Challenges

05

Past Event 

A roundtable discussion on Business 
Digitalisation: Opportunities 
and Challenges was held on 28 

February 2018 at the SMF Building. This 
was the first panel discussion organized by 
Singapore PMC Certification (SPMCC) and 
SMF, with the aim of encouraging  PMCs 
to advancing their professional knowledge. 

The chairman of SPMCC, Mr Saw Ken 
Wye, introduced the session and 

the event was moderated by Dr 
Michael Teng (Assistant Secretary 
General SMF), with Dr Tan Teik-
Kheong (Principal Consultant, 
SME Digital Tech Hum), Mr 

Chia Shih Koon (Director, Assure 
IT Pte Ltd) and Mr Roberto 

Capodieci (Founder, Blockchain 
Zoo) sharing their views, and there was 

a fruitful discussion.       
This 2-hour event commenced at 3.30 

pm and after much fruitful discussion, 
participants enjoyed another hour of 
networking at a reception.

ABOVE (L - R): 
Mr Chia, Dr Tan, 
Mr Roberto, Ms 
Isabella Loh, Dr 
Michael Teng and 
Mr Saw.

LEFT
Mr Saw giving 
opening speech
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ABOVE   
Panel discussion 
on stage 

Middle 
Q&A discussion

Below 
Networking tea 
time

Do some self-evaluation (eg. 
download Industry Digital 
Plans from IMDA website) to 
figure out where you are. We 
like to classify SMEs based 
on their digital readiness: 
Whether it is a  SME who has 
just come on board; whether 
it is  some who is already very 
advanced; whether it is some-
one who is  willing to take on 
the world by going regional or 
international. We are able to 
help them at different stages 
of development with  schemes 
that are tailored for SMEs.

Digital Transformation is not all about 
technology. Other aspects include the 
business model, strategy and culture 
which will affect its implementation. 
The cause of failure of digital transfor-
mation is often due to poor implementa-
tion. The ancient Chinese Philosopher, 
Meng Zi says 天时地利人和, meaning 
Right Time, Right Place and Right 
People and this is a lesson that is well 
worth bearing in mind when implement-
ing digital transformation. SMF has a 
proven methodology known as CTRTM  
which has assisted many SMEs in the 
implementation process.

Blockchain will lead to substantial improvements 
in transparency, speed and functionality, as well 
as cutting the costs of managing private and public 
records. This is going to happen, you like it or not. So 
get interested in it and see if Blockchain can actually 
help your business to move. Start study the solution!

- Dr Teik-Kheong Tan  
Principal Consultant,  
SME Digital Tech Hub

- Dr Michael Teng 
Assistant Secretary General SMF

- Mr Roberto Capodieci 
Founder, Blockchain Zoo
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PMC SAYS

 Ingnee Goh, PMC
ingnee.goh@axora-advisory.com

Digital Transformation
Really Means

What

A s we welcome in the 
first quarter of 2018, 
we look back on 

2017 and observe that many 
local businesses have gotten 
disrupted by the sudden uptake 
in technological advancements. 
This disruption brought forth a 
new term, “digital disruption”, 
which is used to describe the 
current flux of the economy, not 
just in Singapore, but around 
the world.

In essence, digital disruption 
is the change that occurs when 
companies implement new 
digital technologies, strategies 
and business models that affect 
the value proposition of existing 
goods and services. Industry 
leaders believe that up to 40% 
of the current top 10 businesses 
(across all industries) will be 
displaced by digital disruption 
by 2020  . Needless to say, local 
SMEs will be the ones most 
affected by this shift.

Larger and more 
established organisations are 

scrambling to find the best way 
to deal with leaner competitors, 
while startups and SMEs are 
searching for the best tools to 
compete in the new economy, 
with limited resources. As much 
as some businesses struggle 
to catch up, opportunities are 
opening up and only the most 
agile businesses who have 
digitally transformed will evolve 
and leap forward in this e-era. 

Problems Facing  
the SMEs In Digital 
Transformation
The multitude of problems that 
today’s SMEs face include a 
very visible labour crunch and 
rising business costs. While 
many SME owners are aware 
that digitalization can help to 
ease the labour crunch issue 
by removing low-value jobs 
and raise business productivity, 
many business owners are still 
reluctant to invest time and 
money in digital transformation 
for the following reasons:

• Many are 
mistaken that digital 
transformation is 
only about the latest 
technology and 
they are reluctant to 
invest as the return 
on investment is 
not immediately 
measurable;  

• There is a lack of 
understanding about 
the digital disruptive 
trends and impact to 
their industry  so they 
adopt the wait and 
see approach;

• There is insufficient 
understanding of the 
key drivers of digital 
transformation, so 
it is safer to remain 
“status quo”;

• Many simply do 
not know how to 
efficiently implement 
these new initiatives 
in their existing 
business models

mailto:ingnee.goh%40axora-advisory.com?subject=
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Businesses therefore 
have to adapt and change 
in order to survive. The key 
digital transformation process 
involves the following: 

1  Understanding
By first thoroughly 
understanding the external 
market force as explained 
in (2) above, including the 
competitors, customers and 
the industry, the business 
owner will be able to identify 
the key drivers for change. 
This will likely result in 
innovation and creativity and 
a new business model that 
can deliver added value and 
increase profits.  

2  Open Mind
Vital in any successful digital 
transformation journey is the 
open mind and willingness 
of all stakeholders and 
employees to adopt new 
challenges and embrace new 
technology to operate in a 
new business environment. 
This may result in process 
changes, job redesign, new 
metrics and acquiring new 
skill sets.  

3  Solutions 
Once the new business model 
or business strategy has been 
decided, identifying the 
appropriate digital solutions 
needed would be easier for 
the business owner, and this 
can be achieved with the 
help of various third parties 
vendors and consultants.

Essentially, digital 
transformation is a 
transformation journey that 
involves not only digital 
solutions, but in many 
situations, it also involves 
changes to the business 

Understanding  
Digital 
Transformation
The combination of the words 
“digital” and “transformation” 
has been erroneously hyped 
up, causing lots of confusion 
for many. It is overused and 
completely misunderstood by 
many. So what exactly is digital 
transformation?

Digital transformation 
involves more than the 
adoption of technology to 
supplement existing business 
models and its operational 
structure. There are two key 
points to note:

We are in the era where 
technological revolution brings 
forth many advancements like 
cloud computing, internet 
of things, industry 4.0, big 
data, blockchain and artificial 
intelligence. The impact of 
these is far-reaching – in  new 
business models, shifts in 
investment structures and a 
new way of life.

2  
Digital is now the expected 
norm and the rallying cry for 
most organisations in our post 
Web 2.0 era. We are forced 
to change due to  external 
market forces, for example, 
rising customer expectations 
for faster and better quality 
goods and services, as well as 
immediate response time.

1  
Transformation implies 
change and that a significant 
difference has to take place 
in the organisation, such 
difference being aided by the 
technological changes that will 
enable the delivery of  better 
products or services

Digital 
transformation 
really requires 

rigorous thinking 
and an acceptance 
that your cultural 

norms have to 
change.

- Michael Schrage

including core technology 
systems, operating 
processes, skill sets as well 
as the business models. The 
transformation should increase 
productivity, create added 
value and drive up profit.

Are you digitally 
transforming 
or just digitally 
wrapping?
The motivation (or lack 
thereof) behind many digital 
transformation initiatives is 
fear – fear that a competitor 
will overtake them and force 
their businesses to get left 
behind and fade out, or fear 
that investing in such risks will 
not pay out.

Without truly 
understanding the drivers of 
why they need to digitally 
transform, it is quite common 
to have companies see it 
as a marketing effort and 
spend needlessly in a bid to 
stay level with the playing 
field. This approach often 
focuses too much on the 
“Digital” and not enough on 
the “Transformation”. For 
example, a manufacturing 
company creating an online 
purchase portal to help 
ease the workload of the 
receptionist is not digitally 
transformed. Here’s another 
example: purchasing a CRM 
software just to capture 
customer data without further 
integrating it to the company’s 
systems and without 
considering how it can raise 
the productivity of the sales 
force like lead generation, is 
also not digital transformation. 
At best, it is only adding a 
digital flavor to something 
that is practiced manually or in 
other words, it is just digitally 
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Ultimately, the most 
important aspects of the 
start of any successful digital 
transformation are awareness and 
openness.  Digital technologies 
are only enablers. Organisations 
are enabled to leverage digital 
technologies to achieve the 
growth they want, to differentiate 
themselves, and to ultimately 
provide better service to 
customers in this e-era and 
maximize profits. As a business 
owner, you wish to succeed and 
in order to succeed, you would 
have to change the way you  
view technology, and reorganize 
your fundamentals (your 
 business plan).

Some of the considerations  
you may want to ask before embarking 

on the transformation journey :

wrapping an existing practice. 
In short, a simple technology 
enhancement to support an 
existing work practice is not  
digital transformation, although 
the incremental changes may 
step by step help to ease some 
existing issues.  

There is no black or white 
when it comes to digital 
transformation in business. 
Ultimately, the starting point for 
successful digital transformation 
for any organisation always starts 
with the people at the top. In 
order to enact lasting change, 
senior executives need to take an 
active role as digital explorers. As 
digital explorers, they must lead 
the charge within the company 
and have a long term vision of 
the industry and company growth 
paths, understand the impending 
changes needed and how suitable 
technology can transform the 
current model so they can sail 
smoothly in this digital expedition, 
all while inspiring their partners 
and their employees to adopt an 
open and learning mindset.

Are you ready to 
inspire digital 
transformation in 
your company?
Resistance to and uncertainty of 
an alternative and new way of 
doing business is a risk not many 
SMEs are willing to take. But 
with how quickly the competition 
innovates and rises, coupled with 
shifts in customer demand and 
expectation, we can no longer 
afford to contemplate by the 
sidelines for too long.

Having said that, there is no 
point rushing to jump on the 
digital bandwagon just because 
“everyone else is doing it”, without 
consideration of the business 
fundamentals and how such 
technologies can give them better 
returns on investment (ROI).

 What is the big picture of industry  
    structural changes involved in digital  
    transformation?

 What is my company’s foreseeable  
    future with digital transformation?

 What are my customers’ expectations  
    and other key change drivers?

 What are my business risks if I don’t  
    change vs if I change?

 At what stage is my digitalisation  
    journey given that we have some  
    automated functions?

 Should I strengthen my workforce now  
    to equip them with relevant skills to  
    cope with the transformation?

 Where can I get support on the digital  
    change and technological trends and is  
    there a “game changing technique”?

 I have a clear idea of where I want to 
    be (Point B) from where I am  
    (Point A) but how do I walk this digital
    transformation journey?

 What is my ROI if I invest?

 Will there be manpower cost savings?

 Will there be new skill sets required  
    or higher-value jobs created?

 Will I see marked improvement in 
    productivity, more efficient processes 
    and operations?

 Will I capture new market segments 
    to bring in higher profit margins?

Ultimately,  
the starting 

point for 
successful digital 

transformation 
for any 

organisation 
always starts  

with the people  
at the top.

The Singapore government is 
supportive of SMEs in their digital 
transformation journey. There are 
grants from various government 
agencies like IMDA and Spring 
Singapore. Such funding support 
helps SMEs to ease the burden 
of consultancy expenses and 
solutions implementation.

Take action now and 
transform your business to stay 
aligned and relevant. 
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This quoted case 

study is based on a 

motorcycle parts and 

accessories business 

in the automobile 

industry. For client 

confidentiality 

purposes, this company 

will be named i-Motors. 

  

THE DIGITAL  
TRANSFORMATION  
JOURNEY

M  y Client, i-Motors, is an operator 
of a building that houses hundreds 
of sellers of motor parts and 

accessories. These SMEs produce generic or 
OEM products, with many of them producing 
the same popular items. Traditionally, this 
type of cash market that we are accustomed 
to have a lot of painful issues and a multitude 
of challenges:

• Inconsistent product quality or lack of  
   quality assurance, as the industry lacks a     
   complete and credible quality  
   guarantee system;
• Lack of pricing transparency and a proper  
   pricing mechanism,  which often results in  
   price undercuts;
• Counterfeit and dishonesty in the cash  
   market, usually practiced by smaller  
   players and are problems that plague  
   the industry;
• Lack of settlement systems that protect  
   both parties, as cash payments before  
   or after delivery can result in issues like  
   uncollectible debts, goods not delivered,  
   and other disputes
• Lack of liquidity to expand, as it is hard  
   to get SME loans from major banks

By Ingnee Goh, PMC

With over 20 years of experience in the 
automobile industry, i-Motors understood these 
problems that the industry faces. They also 
realised some of these challenges were further 
exacerbated because of the e-commerce and 
digital boom.

Engaged as a Management Consultant 
to help conceptualize a solution for their 
problems, I worked with a small team to firstly 
assess the various ways that the business 
model can be  transformed. We went through 
a strategic road-map and identified key 
areas of challenge. Data analysis, interviews 
with relevant stakeholders, internal process 
overviews, the domestic and global industry 
outlooks and trends, understanding the various 
government policies and regulations were 
some of the steps taken to understand the 
entire situation before we kicked startd the 
whole project.

The eventual solution was to develop a 
comprehensive B2B e-platform. There are 
numerous e-platforms with major players 
like Alibaba, so this one had to be different. 
Although most e-platforms look similar, many 
were designed for B2C transactions and did 
not address the motor spare parts industry’s 
specific pain points for both sellers and buyers. 
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this, the e-platform needs 
to have partnerships with 
the appropriate financial 
institutions to synchronize 
their payment interfaces and 
address cash flow issues 
faced by many sellers or 
manufacturers in the industry.

The large volume of data 
held by the e-platform is a 
useful resource. i-Motors could 
help those SMEs with good 
credit history to apply for loans 
from financial institutions, 
solving a problem SMEs often 
encounter. In addition, the big 
data generated could be used 
to improve many other areas 
like supply chain and logistics 
challenges.

Resistance to and 
uncertainty of an alternative 
way of doing business is a risk 
not many SMEs are willing 
to take. But with how quickly 
the competition innovates 
and rises, we can no longer 
afford to contemplate by 
the sidelines for too long. 

We introduced a variation in the platform 
by integrating more transparency and 
accountability. Stringent criteria were 
developed to ensure only appropriately 
suitable vendors were selected – this 
ensured consistency in product quality 
and delivery.

Vital to any B2B relationship are 
reputation and trust, because in the B2B 
arena repeat customers is the name of the 
game. Building on i-Motor’s reputation 
helped attract key players in the industry, 
whilst solidifying the trust between 
parties ensured business continuity and 
success. In order to do these, we had 
to first consider what’s most important: 
understanding the needs of the customer.

In the traditional cash market, often 
there is a “lack of trust” issue in the entire 
procurement and payment settlement 
process. These issues are amplified in B2B 
transactions where the trading volumes 
are usually much larger compared to B2C 
ones. A typical example would be when a 
buyer pays in advance for the goods but 
the seller ships out sub standard or goods 
of inconsistent quality, especially to new 
overseas buyers. This is often an issue that 
stops  buyers from further trading with  
sellers.

On the other hand, local sellers often 
encounter delinquent payment issues 
from  buyers. The e-platform addresses 
these issues by acting as a “trust” to hold 
the money and introduces verification 
processes before releasing the money. 
Thus, the platform provides greater 
transparency and accountability in the 
business transactions.

As financing is also a major problem 
for SMEs, the e-platform must be able 
to provide a complete suite of financial 
service solutions for qualified sellers 
and buyers. This can be achieved by 
strengthening supply chain financial 
service functions such as purchase 
agreement loans.

Having a multi-faceted payment 
gateway system for both online and 
offline transactions was also necessary 
- this did away with slow and inflexible 
payment processes and is especially useful 
for overseas buyers. To successfully do 

i-Motors knew this, and having 
completed their legwork, their 
digital transformation journey 
has only just begun. With 
existing relationships with 
hundreds of business partners 
in the automobile industry, 
they still have to find a way 
to let these SMEs adopt the 
use of their e-platform, and 
they figured that it starts with 
awareness and education.

In short, many internal 
and external processes were 
consolidated, reviewed and 
improved through the use of 
technology. As an enabler, 
technology helped i-Motors 
organize their go-to-market 
strategies and eventually 
required them to switch up 
their business model. This 
helped i-Motors to transform 
their business model entirely. 
However, all of these were 
only possible because of 
the foresight, openness and 
willingness of the stakeholders 
who run the company. 


