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HW

Post-meltdown, SMEs opportunities
are lying ahead...
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HW

ThereIs a growing sense of
confidence among SMEs...
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Q18a. What can SMEs offer that big enterprises can’t?

All Markets (n=1351) Australia (n=100) China (n=150) Hong Kong (n=100) India (n=101)

Top 5 Mentions Top 5 Mentions Top 5 Mentions Top 5 Mentions Top 5 Mentions
) - Local/ Personalised/ Tailored o . o . - o, Better services/ better quality/ o
More flexible/ flexibility service 36% More employment opportunity 30%  More flexible/ flexibility 45% Quality service 24%
Better services/ better quality/ Better services/ better quality/ o : P ., Fasterservices/ prompt o, Offer better prices/ cheaper o
Quiality service @ Quiality service 33%  More flexible/ flexibility 19% services/ quicker services 17% rates 19%
Offer better prices/ cheaper o : P o SME business helps the o, Better services/ better quality/ o, Local/ Personalised/ Tailored o
rates 11%| |More flexible/ flexibility 27% economy to improve better 17% Quality service 13% service 14%
Local/ Personalised/ Tailored Faster services/ prompt Target a niche market / Less Offer better prices/ cheaper More efficient than large
) : : 15% 0 0,
service 8% ' services/ qU|cI_<er services ° Red Tape 13% rates 9% company 12%
Faster services/ prompt 8% Offer better prices/ cheaper 149, Offer better prices/ cheaper 1106 rargeta niche market/ Less 79, | Faster services/ prompt 1%
services/ quicker services rates rates Red Tape services/ quicker services
Indonesia (n=100) Japan (n=100) Korea (n=100) Malaysia (n=100)
Top 5 Mentions Top 5 Mentions Top 5 Mentions Top 5 Mentions
More efficient than large 10%  More flexible/ flexibility 40% Usmg_hlgher technology/ 10% Offer better prices/ cheaper 18%
company following the latest technology rates
Offer better prices/ cheaper 9% Fast_er servnr_:es/ prompt 20% Target a niche market / Less 10% Bette_r servu;es/ better quality/ 12%
rates services/ quicker services Red Tape Quiality service
. Target a niche market / Less Better services/ better quality/ Local/ Personalised/ Tailored
0, 0, 0, 0,
More employment opportunity 8% Red Tape 17% Quality service 6% service 6%
Bettgr servu;es/ better quality/ 70 Artisan skills 15% Loca_nl/ Personalised/ Tailored 6% _lee you |n_novat|ve/ creative 6%
Quiality service ) ) service ideas/ solutions
Able to give credit/ Longer 6% Better services/ better quality/ 5, ' Offer better prices/ cheaper sy, | Targetaniche market/Less .-
Credit terms Quality service rates Red Tape
Philippines (h=100) Singapore (n=100) Taiwan (n=100) Thailand (n=100) Vietnam (n=100)
Top 5 Mentions Top 5 Mentions Top 5 Mentions Top 5 Mentions Top 5 Mentions
:;ftf:sr better prices/ cheaper 15%  More flexible/ flexibility 279, More flexible/ flexibility 40%  More flexible/ flexibility @ gitat\ﬁtrysseg\r/\l/?s:/ better quality/ 5,
Better services/ better quality/ ;= Better services/ better quality/ More employment opportunity 8% | Better services/ better quality/ (T70) Offer better prices/ cheaper o,
Quiality service ° Quality service Give you innovative/ creative 2% Quality service rates
More flexible/ flexibility gy,  Locall Personalised/ Tailored . " ideas/ solutions. ' More efficient than large o9 | More flexible/ flexibility 11%
] ) service Local/ Personalised/ Tailored 5y, | | COMPany Faster services/ prompt 8
Loca_I/ Personalised/ Tailored 7% Fast_er servit_:es/ prompt 1405 SErvice °  SME busine_ss helps the 705 | Services/ quicker services %
service ) ) services/ quicker services Available of new product/ new economy to improve better With lower operational cost,
_lee you |npovat|ve/ creative 49  Offer better prices/ cheaper 129, Product development/ has own 3% Faster services/ prompt 7%  SMEs are able to produce 8%
ideas/ solutions rates patent services/ quicker services more

Base : Asia Pacific in 2010
Note: - Green text indicates higher than regional average

* New question in 2010
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Q18b. How can SMEs outcompete the big corporations?

All Markets (n=1351)

Top 5 Mentions
Better services/ better quality/
Quality service
Offer better prices/ cheaper

14%
rates
More flexible/ flexibility 9%
Give you innovative/ creative
) - 7%
ideas/ solutions
Faster services/ prompt 506

services/ quicker services

Australia (n=100)

Top 5 Mentions
Better services/ better quality/
Quality service
Local/ Personalised/ Tailored
service
Offer better prices/ cheaper
rates

More flexible/ flexibility

45%
34%
20%

16%

Faster services/ prompt

: : ; 12%
services/ quicker services

China (n=150)

Top 5 Mentions

More flexible/ flexibility 25%

Offer better prices/ cheaper
rates

Better services/ better quality/
Quiality service

Give you innovative/ creative
ideas/ solutions

Target a niche market / Less
Red Tape

23%

22%

15%

12%

Hong Kong (n=100)

Top 5 Mentions
Better services/ better quality/

i - 19%
Quality service
Offer better prices/ cheaper 15%
rates
More flexible/ flexibility 13%
lee you mnovatlve/ creative 10%
ideas/ solutions
Faster services/ prompt 10%

services/ quicker services

India (n=101)

Top 5 Mentions
Better services/ better quality/

. ; 13%
Quality service
Can't bg better than big 12%
enterprises
Better Customer service 6%
More efficient than large 6%
company
Offer better prices/ cheaper 5%
rates

Korea (n=100) Malaysia (n=100)

Top 5 Mentions Top 5 Mentions
Using higher technology/ Offer better prices/ cheaper

Top 5 Mentions
More specialised in specific

Indonesia (n=100)

Top 5 Mentions
Better services/ better quality/

Quiality service 18% area 24% following the latest technology 22% rates 21%
Give you innovative/ creatives . . Offer better prices/ cheaper o  Better services/ better quality/
ideas/ solutions 13%  Artisan skills 13% Xﬂeﬁ ble of ducy 14% Quality service 14%
Offer better prices/ cheaper Better services/ better quality/ vailable or new product/ new . .-
rates P P 10% Quality service q YE 129 product development/ has own 10% More flexible/ flexibility 6%
More efficient than large Gi ; ; ; patent Faster services/ prompt
8% ive you innovative/ creative : N promp 9

company ' ideas/ solutions 12% Betttls_'r services/ better quality/ 9% services/ quicker services 5%
Opportunity for partnership/ . ] Quality service ;
United together/ Form union 6% Can't be better than big 12% Give you innovative/ creative Target a niche market/ Less 5%

oge o o 6 | | enterprises 0 Y 7%  Red Tape

ideas/ solutions

Taiwan (n=100)

Top 5 Mentions

and association

Philippines (h=100)

Top 5 Mentions

Vietnam (n=100)

Top 5 Mentions

Thailand (n=100)

Top 5 Mentions

Singapore (n=100)

Top 5 Mentions

Offer better prices/ cheaper 18% Offer better prices/ cheaper 19% Can't bg better than big 24% Bette_r servit_:es/ better quality/ Better services/ better quality/ 31%
rates rates enterprises Quality service Quality service )
Better services/ better quality/ 100, Better services/ better quality/ 13% Available of new product/ new With lower operational cost, Sgﬁm&“{'n'tytaorr/p"’:‘rtpgs:“:pé .
Quality service Quality service product development/ has own 22% SMEs are able to produce 9%  and %ssg%%tign orm unio 29%
More efficient than large 6% = More flexible/ flexibility 1105 Patent _ . more . Offer better prices/ cheaper 17%
company Fast ces/ " More flexible/ flexibility 11% More flexible/ flexibility 8% rates
Give you innovative/ creative aster services/ promp 0 More specialised in specific Offer better prices/ cheaper SME could penetrate the lower
ideas/ solutions 6% ' services/ quicker services 9% area P P 4% | tes P P 7% | market _ 6%
Can't be better than big 3% ;arc?‘?l_t aniche market/Less g0 Better services/ better quality/ 5, Able to give credit/ Longer 4% \évl\lﬂtglsoggr;bp;gr%tlgpgljgg: b 5%
enterprises ed lape Quality service Credit terms more

Base : Asia Pacific in 2010

. o
Note: - Green text indicates higher than regional average New question in 2010 P 15
age

- Red text indicates lower than regional average
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HW

Mirror, mirror on the wall,
who Is the most competitive of them all?
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Despite the surer footing,
money Is still an iIssue
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HW

Still feeling the heat, SMEs are
looking for new options...
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