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Singapore’s former prime 
minister, Lee Kuan Yew, 
who was first elected in 

1959, was a key supporter of this 
important relationship with Ja-

pan. “He realized that a key fac-
tor in Singapore’s development 
was a good, close relationship 
with Japan and investment from 
Japan,” says Singapore’s minis-
ter for foreign affairs, K. Shan-

mugam. “He was an admirer of 
the way Japan had developed: he 
believed in Japanese technology 
and culture. He admired the spirit 
of Japan.”

 “Japan was one of the first na-
tions to really commit to Singa-
pore and invest here,” says the 
Japanese Ambassador to Sin-
gapore Yoichi Suzuki. “Mitsui 
Chemical, Sumitomo Chemical 

and others were some of the first 
to come here and stay.” Backed 
by the good faith of these Japa-
nese companies, Singapore be-
gan mapping its route to success. 

“Because of this initial invest-
ment, supporting industries also 
emerged, and there are now many 
Japanese companies playing this 
role,” says Singapore Chemical 
Industry Council’s chairman, 
Chiew Nguang Yong. In fact, 
the chemical industry in the ter-
ritory’s outlying Jurong Island 
makes up over 30 percent of the 
manufacturing sector’s total ac-
tivity in Singapore. 

Chiew notes that the island 
represents a “huge leap of faith” 
for Japanese companies involved 
in its establishment. “Japanese 

contributions to the petrochemi-
cal industry are huge,” he says. 
“Their willingness to be a part 
of this body, which will help us 
safeguard and promote the in-
terests of the industry, is signifi-
cant.”

Singapore’s advantages
While ASEAN is in the spot-

light as a growth-powered re-

gion, Singapore shines as the 
motor of the Southeast Asian 
engine. Today, global business 
is attracted to its strong tradi-
tion of rule-of-law and strict 
corporate governance. “The ge-

ography is such that you have 
access to more than half the 
world’s population and the en-
tire ASEAN region plus India 
and China from Singapore,” 
remarks Shanmugam. “It has 
been a great place for Japanese 
companies to locate their head-
quarters and survey the region.” 
Add the prevailing low corpo-
rate tax rate to the mix and you 

have a Singapore positioned as 
a world-class destination for 
multinationals looking for a hub 
in Asia. 

Southeast Asia is growing in importance as a foreign 
direct investment (FDI) destination for Japanese 
companies. With rising income levels and a mid-

dle-income population that is expected to expand from 
525 million in 2009 to 1.7 billion in 2020, the region of-
fers a huge consumer base for Japanese companies look-
ing for new markets for their goods and services.

According to the Japan External Trade Organiza-
tion, Japanese companies invested $6.4 billion into the 
ASEAN member states in 2012, an increase of almost 
50 percent from 2005. For Japanese companies seeking 
new opportunities in Southeast Asia, finding the right 
banking partner to navigate the diverse regulatory, busi-
ness and cultural landscape of the region is crucial. A 
financial institution that does this well is one of Singa-
pore’s most prominent banks — United Overseas Bank 
(UOB).

Recognizing the regional ambitions of its clients, 
UOB has taken the lead in facilitating investment flows 
into and within Southeast Asia by becoming the first 
Singapore bank to set up a dedicated FDI Advisory Unit 
in the country in 2011. The unit helps companies from 
across Asia use Singapore as a springboard to expand 
into the rest of the region. 

Ian Wong, Head of International, UOB Group, says 
the FDI Advisory Unit is one way in which UOB dem-
onstrates its commitment to supporting clients as they 
transition from domestic businesses to regional compa-
nies. 

“We believe in partnering closely with our clients as 
they enter new markets and in building deep and endur-
ing relationships,” he said.

“This long-term view is what drives UOB to forge 
strategic partnerships with government bodies, financial 
institutions and trade associations across Asia to ensure 
we have the necessary ecosystem to help and to advise 
our clients. We not only provide the financing that our 
clients require as they invest in new markets, we also 

help them make the right connections, which are critical 
for sustaining their business success. This is one of the 
ways in which we continue to stay relevant to our clients 
as they grow.”

The success of many of UOB’s Asian clients mir-
rors that of the bank itself. From its founding 78 years 
ago as a small family-run private enterprise, UOB is 
today ranked among the strongest and safest banks in 
the world, with a rating of Aa1 by Moody’s and AA- by 
Standard & Poor’s and Fitch Ratings respectively.

Over the generations, UOB has grown from being a 
local Singapore business to one that has an established 
network of more than 500 offices in 19 countries. This 
includes a presence in Japan where UOB has been oper-
ating for the last 40 years. 

“The philosophy from which UOB has built its busi-
ness has involved patience and prudence. This mindset 
is what helpe d UOB become a leading Asian bank, with 
a solid balance sheet and network that can support the 
regional expansion plans of its clients for generations to 
come,” Wong said. 
www.UOBGroup.com

DBS began its success 
story as the Development 
Bank of Singapore: de-

voted to the industrialization of 
the is land nation. Originally es-
tablished through a government 
charter, it has since grown to be-
come the largest bank not only in 
Singapore, but in Southeast Asia. 
In fact, DBS has surpassed Sin-
gapore Airlines to become the 
country’s most valuable brand.

The rapid growth and success 
of Singapore as a powerhouse 
in Asia is closely linked to the 
achievements of the country’s 
top companies, and DBS now 
heads that list with 13 consecu-
tive quarters of growth since 
2010 and a record profit of 
SGD3.81 billion in 2012. The 
growth has gone both ways. “We 
have benefited from the way 
the country has progressed,” 
says the bank’s country head 
for Singapore, Sim S. Lim. “At 
the same time that the govern-
ment has proven that rule of 
law, meritocracy and corporate 
governance are the pillars of the 
country, we have proven that 
private enterprise, entrepreneur-
ship, integrity and hard work are 
the pillars of the private sector.”

Singapore gained its indepen-
dence in 1965, and DBS was 
formed shortly after in 1968. 
“Our name is synonymous with 
Singapore,” says Lim. “Forty 
years ago nobody would have 
thought Singapore would be-

come one of the richest countries 
in the world on a per capita basis, 
or that DBS would have a higher 
credit rating than most European 
or U.S. banks.” Both the nation 
and the bank have overcome sig-
nificant challenges in a short pe-
riod of time to become leaders in 
their own right. 

Lim credits Singapore’s iconic 
former prime minister, Lee Kuan 
Yew, as the man responsible for 
the rise of the country over three 
decades of leadership. “Lee 
Kuan Yew built this country with 
his brilliance and sheer tenacity, 
and has shown all of us that one 
man can actually make a dif-
ference,” says Lim. “He almost 
single-handedly took Singapore 
from being the poorest nation in 
ASEAN (Association of South-
east Asian Nations) to becoming 
its richest country. Successive 
governments have built on the 
foundation he laid to take Singa-
pore further.”

Just as strong leadership has 
defined Singapore’s rise to pros-
perity, management and direc-
tion have also been key for DBS. 
Lim points out that the past four 
years have been particularly in-
strumental in the acceleration 
of the bank’s profits. He cites 
its Group CEO, Piyush Gupta, 
as the driving force behind the 
bank’s highly successful and 
consistent growth strategy since 
becoming DBS’s CEO in No-
vember 2009. “The difference 
for DBS in one word is ‘leader-
ship,’ and in two words ‘Piyush 
Gupta.’ If you talk to people 
who have worked here for a long 
time, they’ll tell you the last four 
years have been really different 
under Piyush’s leadership.”

Leadership and group strate-
gies that target the three key 

axes of growth in Greater China, 
Southeast Asia and South Asia 
are essential to achieving DBS’s 
goal of becoming the “Asian 
Bank of Choice for the New 
Asia.” Lim explains: “You can’t 
be the Asian bank of choice if 
you’re not in these regions. We 
are the only Singapore bank to 
cover all of these territories. As 
our customers expand outside 
Singapore, we go with them.” 

Lim himself is responsible for 
cultivating a work environment 
at the bank in which employees 
are empowered and cared for. 
Indeed, research consultancy 
Gallup’s recent Q12 survey 
measuring employee engage-
ment ranked DBS in the top 10 

percent of all companies sur-
veyed globally. At DBS Singa-
pore, much of this is due to pro-
grams for flexible work hours 
and opportunities for place-
ment abroad and encouraging 
employees to feel connected to 
their company. “We want our 
people to understand how the 
ship is sailing and how they are 
a part of it,” he says.

From a localized corporate 
culture that promotes empower-
ment and hard work to a region-
al strategy for covering “New 
Asia,” DBS is proving to be a 
leader. It’s an exciting and pros-
perous time for the bank — and 
for Singapore as a whole. 
www.dbs.com.sg

Unlike its much larger neighboring countries, Sin-
gapore has no natural sources of oil or gas. And 
yet, it has cemented itself as a key location for 

all the major players in the oil and gas industry. “It’s a 
safe haven, an entity you can trust,” shares Ernst Meyer, 
COO of DNV Asia, Pacific and Middle East. “This has 
also resulted in a very strong maritime cluster with a lot 
of competence centered in one place.” 

Det Norske Veritas (DNV) — an internationally rec-
ognized classification authority and technology partner 
for maritime, oil and gas companies — considers Sin-
gapore vital to building up its expertise in serving the 
region. “Rising populations and high industrial growth 
in Asia over many years has increased the demand for 
energy,” Meyer explains. “Every country in Asia is 
growing and needs more and also cleaner energy.” At 
the same time, Asia has the potential to increase the sup-
ply of energy with major offshore discoveries in many 
Asian countries. 

“Singapore has an ambition to be a competence hub 
in Southeast Asia for deepwater and advanced offshore 
oil and gas developments as well as for clean technol-
ogy,” he continues. “We’ve established two technology 
centers here: one for deepwater technology and one for 
clean technology, in collaboration with the Singapore 
Economic Development Board. Through these we are 
contributing to the country’s position as a hub for inno-
vation.”

Having spent the last four years in Asia since joining 
DNV 14 years ago, Meyer considers it a privilege to be 
in “the world’s most exciting market.” Heading opera-
tions in nine countries with nearly 500 employees, he 
manages one of the global group’s most significant re-

gions in terms of revenue. 
One coming revolution for which the company is pre-

paring will be the shift to LNG-fueled ships. “Everyone 
agrees it’s a good idea — it’s technically feasible, safe, 
economical and environmentally sound, as more and 
more countries through international conventions are 
forced to enact ever-stricter emissions requirements,” 
Meyer says.

“DNV has compiled a number of recommended prac-
tices for LNG bunkering for our clients,” he notes. “It’s 
like a cookbook on how you can manage the transition, 
both financially and technically. It’s an industry-wide 
challenge to create a reliable and functional supply chain 
for LNG fuel, and there is no single entity that can solve 
this, but we’re working closely with our partners.”

Meyer also considers Japan in a position of advantage 
in this respect. “When it comes to LNG-fueled ships, it 
seems Japanese yards should be competitive with strong 
LNG traditions and since they are perceived to be more 
complex to build,” he discloses.

Furthermore, Meyer looks to establish DNV Asia’s 
reputation as an international company able to cater to 
the needs of all the major oil and gas developments in 
the region — whether in India, Australia or Indonesia. 

“We are the classification society with a very strong 
global reach,” he asserts. “We have the best support 
structure: wherever ships go, we can provide surveyors 
and service. We spend 5 to 6 percent of our revenue on 
R&D to the benefit for our customers. Our broad tech-
nology base is unique and most classification societies 
can’t offer that.”

In October, the company will move to a new glass-
sheathed tower, a symbol of DNV’s success after nearly 
five decades in Singapore. 
www.dnv.com.sg

DBS: Born in Singapore, leading in AsiaSoutheast Asia’s foremost bank for regional FDI

Singapore and Japan: strong links lead ASEAN growth

Singapore
World Eye Reports

www.worldeyereports.com

Ian Wong, Head of International, UOB Group

Ernst Meyer, COO of DNV Asia, Pacific and 
Middle East

DBS tower’s new location in the 
Marina Bay Financial Centre 
represents its growth and its role 
as a key driver of Singapore’s 
vibrant economy.

DNV’s brand-new office is in line with the company’s 
growth both in number and reach.

A small island nation situated in the heart of Southeast Asia, Singapore has accelerated its growth to 
new heights in the past four decades. Its impressive skyline is indicative of its position as a world-
class hub for business and commerce the world over.
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Singapore is renowned for its 
food, strategic location and 
impressive skyline, a nod 

to the success and growth of this 
small island nation over the past 
few decades. Yet the country is 
also a shining example of the pros-
perity that goes hand in hand with 
committed, lasting partnerships. 
For evidence of this, one needs to 
look no further than the relation-
ship between Mitsubishi and Sin-
gapore — a relationship that spans 
nearly 60 years.

Mitsubishi Corp. has its roots in 
Singapore’s post-WWII era. “Even 
before Singapore gained its inde-
pendence, we were already active 
here,” notes its general manager, 
Kenji Yasuno, who’s held his posi-
tion with the company for almost 
four years. “That’s a long history.” 

From the beginning, the compa-
ny was active in the chemical in-
dustry through its role as a trading 
entity. Additionally, Mitsubishi’s 
contributions to the infrastructure 
of the country have been instru-
mental in its growth over the past 
decades. The company has had a 
hand in a vast variety of projects, 
ranging from waste incineration 
plants, Light Rail Transit, and 
power plants. It’s safe to say that 
life in Singapore simply wouldn’t 
be what it is, were it not for the vi-
sion and investment of Mitsubishi. 

On the other hand, while the 
company’s history in Singapore 
has been defined by its contribu-
tions, Yasuno feels that they are 

now in a new era of cooperation 
and opportunity. “We have a long 
history of good business here, but 
the role of Mitsubishi Corp. in this 
country is changing. 

“We have been supporting the 

chemical industry, and that’s still 
the case,” he says. “However, as 
we grow, we see this as the time 
to collaborate with Singapore to 
create opportunities in the region, 
beyond the country.” 

Mitsubishi’s position is mirrored 
by the history of Japanese involve-
ment in the ASEAN (Association 
of Southeast Asian Nations) region 
as it celebrates its 40th anniversa-
ry this year. “The relationship has 

matured,” Yasuno notes. “We are 
no longer just bringing in Japanese 
technology to build the foundation 
of the country, but are also work-
ing with major local entities to cre-
ate projects outside.”

One such collaboration is with 
Sembcorp, a Singaporean utilities 
company with business in energy, 
water and development that is in-
volved in the creation of sophisti-
cated industrial parks in Southeast 
Asia. In the context of the planned 
ASEAN Economic Community, 
Mitsubishi is keen to involve itself 
in the establishment of sites such 
as the Vietnam-Singapore Indus-
trial Park (VSIP) in Vietnam. 

Yasuno notes that VSIP is just 
the beginning, and he is enthusi-
astic about opportunities in South-
east Asia during this period of 
growth. He intends Mitsubishi to 
become a key player not just in the 
spectacular rise of Singapore but 
in the future progress and success 
of the ASEAN region as a whole. 
Connectivity between these na-

tions makes Singapore an exciting 
base from which the company can 
utilize its well-established reputa-
tion and resources to be a driving 
force behind Southeast Asia’s up-
swell.

Yasuno likewise sees human 
resources as a valuable and im-
portant area for his company. Sin-
gapore’s highly skilled workforce 
and quality educational institu-
tions offer companies and person-

nel more possibilities and oppor-
tunities. “Conducting business 
locally requires hiring talented 
people, and talent is the founda-
tion for sustainable business,” he 
explains. “Instead of relying on 
expatriates, who go home after a 
while, we need a core membership 
locally — which Singapore can 
provide.”

Recently, changes have been 
made in Mitsubishi’s corporate 
structure that will facilitate more 
regionalized growth. “It’s an ini-
tiative I’ve been taking in the past 
three years,” Yasuno comments. 
“This past April, we made the 
decision to station the regional 
director, who is solely responsible 
for linking the businesses in this 
region to Singapore, here in the 
country.” 

The group’s metal trading divi-
sion has also relocated its head-
quarters from Tokyo to Singapore. 
“It’s the ideal place to conduct 
business,” he says. “That is the 
message I’ve been giving, and the 
company has responded. I’m very 
excited.” 

Mitsubishi Corp. is poised to be 
an important component in Asia’s 
new era. Empowering the local 
and regional community while 
supporting its development is at 
the core of Yasuno’s vision for 
Mitsubishi in Singapore. “We’ve 
stepped up to a new stage of col-
laboration,” he concludes. “We’ve 
matured, and the country and re-
gion have also matured. We are at 
a stage where we are able to have 
more creative business together — 
by the region, for the region.” 
www.mitsubishicorp.com/sg/ 

By the region, for the region
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The year 2013 marks the 40th anniversary of an agreement that ushered in a tremendous period of change and 
growth for Southeast Asia — at the center of which is Singapore. A city-state with a population of just 5.31 
million, the “Lion City” has marked its entrance onto the world stage through the Association of Southeast 
Asian Nations (ASEAN) — Japan Partnership: an agreement between one of Asia’s oldest societies and one 
of its most dynamic current competitors.

— SIM S. LIM
Country Head

DBS Singapore

 …we have
 proven that

 private enterprise,
 entrepreneurship,
 integrity and hard

 work are the pillars
 of the private

sector.”

— KENJI YASUNO
General Manager

Mitsubishi Corp.

 ...as we grow, we
 see this as the

 time to collaborate
 with Singapore

 to create
 opportunities in the
 region, beyond the

 country.”

 Backed by the good faith of these
 Japanese companies, Singapore began

mapping its route to success

 Today, global business is attracted to its
 strong tradition of rule-of-law and strict

corporate governance

This report was produced by WORLD EYE REPORTS. 
If you would like further information on any of the 
companies and organizations featured here, please 

email us at info@worldeyereports.com.
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Singapore  continues to be DNV’s gateway to the region
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For over 22 years, MSIG Sin-
gapore’s CEO, Paul Faulkner, 
has seen a tremendous amount 

of change in the local landscape. 
Gesturing to the window of his 
high-rise office, he notes that the 
view used to be just the sea — quite 
different from the skyscrapers and 
construction projects that define the 
scene today.

The burgeoning skyline shows off 
MSIG’s role in Singapore’s econom-
ic growth. “All of these buildings and 
developments require insurance,” he 
says. In a period of rapid growth and 
economic prosperity, Singaporeans 
simply have more to protect.

Faulkner’s experience with a rap-
idly changing cityscape has helped 

him navigate MSIG’s business en-
vironment in the island state fluidly. 
Three years ago, Mitsui Sumitomo 
Insurance Group began the integra-
tion of two companies into MSIG 
Singapore, one of which was previ-
ously owned by a British insurance 
company. Bringing the two separate 
companies together meant a collabo-
ration of different nationalities and 
personalities.

“I was conscious of the dissimilar 
corporate cultures, which were a mix 
of British and international business 
cultures, and a distinctive Japanese 
work philosophy,” says Faulkner.

These companies were origi-
nally staffed by people from differ-
ent countries and backgrounds who 

needed to be molded into one team. 
“Today, half of our staff are new to 
the company as we have grown,” 
he adds. “Our people are both Sin-
gaporeans and expats, and we are 
working together to develop a clear, 
strong and common MSIG culture. It 
is something that is easy to take for 
granted, yet hugely important.”

As the company was integrated, 
Faulkner took note of these differ-
ences and held town hall sessions to 
provide a forum for discussion and 
questions among the staff. And it 
was not just talk, explains Faulkner: 
“After these meetings, we would 
have to make sure we followed up 
because otherwise there is no cred-
ibility. People have to feel that they 
are safe, that they can ask questions 
and that they are not wasting their 

time. We have to give answers and 
act on them.”

While MSIG Singapore reflects 
the standards of its parent company 
— Mitsui Sumitomo Insurance Co., 
Ltd. — the same values that are rep-
resented by all its worldwide offices 
— Faulkner’s teambuilding initia-
tives have been specific to Singa-
pore, one of the most diverse coun-
tries in Asia and a thriving example 
of multicultural harmony.

Singapore’s competitive advan-
tage has always lain in its people, and 
the ideas and ingenuity they gener-
ate. At MSIG Singapore, Faulkner’s 
efforts to promote open and honest 
dialogue have made the company a 
microcosm of this prosperity and a 
symbol of its success. 
www.msig.com.sg

‘I  love seeing patients recover speed-
ily,” replies Toshiba Medical Systems 
Asia’s executive director, Tan Sri Dr. 

Kuan Yong Kuan, when asked why he has 
pursued health care as his lifelong career. “I 
love my job and I enjoy the adventure and 
challenges that come with it.”

Forty years ago, Tan Sri Dr. Kuan gradu-
ated with a major in medical electronics. 
Over the years, his dedication to this field 
and extensive industry knowledge made him 
the ideal person to head Toshiba Medical 
Systems Asia, based in Singapore.

“I started my career with a European 
health care company, and subsequently with 
an American health care company as tech-
nical representative,” he recalls. “Toshiba 
Medical Systems Japan invited me to col-
laborate with them, offering me a distribu-
torship in Singapore. They were gracious to 
support my business financially, which made 
it possible for me to grow Toshiba medical 
business in this region. We were the first such 
venture for Toshiba Medical in Asia.”

Toshiba Medical is one of the most impor-
tant businesses in the social infrastructure 
systems field, one of the three major business 
fields of Toshiba Group. Its state-of-the-art 
medical diagnostic equipment of advanced 
applications and cutting-edge technology 
makes it a pioneer in the health care industry.

“Everyone saw the potential of Singapore 
as a medical hub many years ago,” Tan Sri 
Dr. Kuan continues. “Singapore is ideal not 
only for its easy access and convenience, but 
also for its prevalence of high-tech facilities. 
Its hospitals are equipped with the latest and 
most advanced medical technology.

“People do not worry when it comes to 
medical attention in Singapore,” he explains. 
“There are diverse medical specialists and 

experts available here.”
In this respect, the link between Toshiba 

Medical and Singapore’s health care sector 
is ideal. “For example, Toshiba’s latest inno-
vation in computed tomography (CT) — the 
Aquilion ONE — is a dynamic volume scan-
ner,” says Tan Sri Dr. Kuan. “It enables scan-
ning of the heart or brain in a single rotation 
in less than one second. The result is an ultra-
fast scan with a markedly reduced exposure 
dose and contrast medium dose. This is ideal 
for trauma cases, when time is everything. It 
enables doctors to immediately detect and di-
agnose, and thus save more lives.”

The partnership between Toshiba Medi-
cal and Tan Sri Dr. Kuan has lasted for more 
than 30 years, and the fruit of this union is 
a flourishing company. “With support from 

Toshiba Medical Japan, we managed to ex-
pand the business for Toshiba Medical in the 
ASEAN region,” says Tan Sri Dr. Kuan, who 
is originally from Malaysia. “For 16 years, 
we distributed Toshiba Medical products in 
Singapore and Malaysia through Gold Lite, 
which then entered into a joint venture with 
Toshiba Medical Systems Corp. Japan in 
1995 to form Toshiba Medical Systems Asia 
to cover the Asian market.”

He sees an even more urgent need for 
health care innovation ahead as the region’s 
population continues to age. Dedicated to 
improving quality of life, Toshiba Medical 
continues to grow as its reputation as the 
leading medical service provider in Asia so-
lidifies. 
www.toshiba-medical.co.jp

Yamaha Motor Singapore’s 
focus on human resource 
management and its es-

tablishment of a Singapore-based 
data center five years ago reaffirm 
the company’s commitment to 
growth and progress in the island 
country.

“Contributing to Singapore is 
very important for us,” says Toshi-
yuki Igarashi, managing director 
of Yamaha Motor Asia and Yama-
ha Motor Distribution Singapore, 
who has been with the group for 
37 years. “We believe that our 
data center not only helps the dif-
ferent subsidiaries of the Yamaha 
group, but also greatly benefits 
the Singaporean community. We 
are a globalized company, but our 
workforce is localized.”

The firm is taking further steps 

to hire more talented Singapor-
eans to join Yamaha Motor Japan 
by conducting recruitment drives 
at the National University of Sin-
gapore (NUS) and Nanyang Tech-
nological University (NTU).

“I was happy to participate in 
interviews for Yamaha Motor Ja-
pan with Singapore students last 
January,” Igarashi says. “We re-
cruited six promising students out 
of 140 applicants. 

“And for Yamaha Motor Singa-
pore, I’m also looking into pro-
moting more national people to 
management positions.”

This forward-thinking and lo-
cal approach, coupled with the 
company’s care and concern for 
its employees, has resulted in 
a more content and productive 
workforce.

“Communication skills in Sin-
gapore are quite high compared 
to other countries, and it’s easy 
to access information,” he adds. 
“And it is not prone to natural di-
sasters.”

“Yamaha Motor Asia was set up 
to help the firm’s subsidiaries in 
nearby countries in the fields of fi-
nance, IT and logistics,” explains 
Andrew Foo, assistant general 
manager for corporate planning, 
HR & GA groups. 

“As part of regional cash man-
agement policies, we provide 
group financing services for 
Yamaha companies in ASEAN 
countries and India through vari-
ous schemes. We also support IT 
services for the worldwide group. 
This is why we chose to estab-
lish a data center in Singapore in 

2008.”
Yamaha Motor Distribution 

Singapore, on the other hand, 

is a spare parts company with a 
warehouse in Jurong that sup-
plies ASEAN (Association of 

Southeast Asian Nations) and the 
Middle East. “We are focused on 
our customers, and on delivering 
excellent customer service,” says 
Toshiyoshi Yonezawa, finance 
and accounting senior manager. 
“After-service is a top priority for 
us.”

As such, it aims to provide 
service within 20 minutes of any 
call: focusing on the “3S” phi-
losophy of optimum sales, service 
and spare parts.

Summing up, Igarashi points 
to Yamaha’s strength in Singa-
pore: “Service is the core of our 
business. This is particularly im-
portant because we are a global-
ized company, with 90 percent of 
Yamaha Motor Group’s business 
overseas.” 
global.yamaha-motor.com

In the world’s multicultural capital,  creating 
synergy from diversity

Lifelong commitment to health care

Yamaha Motor’s commitmen t to Singapore and its people

Paul Faulkner, MSIG Singapore’s CEO

Toshiyoshi Yonezawa, Senior Manager Finance & Accounting Department 
Administration Division; Andrew Foo, Assistant General Manager Corporate 
Planning, HR and GA Group Administration Department; Toshiyuki Igarashi, 
Managing Director; Tomohiko Shiozawa, General Manager

Top industries 
An agile economy is led by its top in-

dustries, and Singapore has solid roots 
in competitive sectors. Connectivity is 
a major advantage in a country that is 
linked by 200 shipping lines to all ma-
jor world ports. 

Singapore has become the strate-

gic location in Asia for major global 
shipping and logistics firms. Shigeki 
Maeda, managing director of JETRO 
Singapore, notes: “Singapore plays the 
role of a bridge to other surrounding de-
veloping markets, and the logistics and 
shipping sectors are prime examples of 

this interconnectedness.” 
As well, Asia’s importance in global 

banking and finance has been solidified 
in the past decade, especially in the af-
termath of the global financial crisis. 
“The years 2008 to 2009 redefined the 
world’s perspective,” says Sim S. Lim, 
representative at the Association of 
Banks in Singapore. “Until then, people 
didn’t believe that a huge global bank 

such as Citi could go bankrupt. Singa-
pore banks, rated AA plus or minus, are 
well-run and well-capitalized. Sudden-
ly, people started looking at Asia as a 
safe place in which to put their money.”

Finally, one must not neglect the im-
portance of manufacturing in the Sin-

gaporean economy. Once a center for 
low-cost, low-tech manufacturing, the 
country has now turned to high-end 
production of electronics — especially 
semiconductors. Singapore’s semicon-
ductor industry, the backbone of its 
high-tech sector, is home to the world’s 
top three producers. 

K.C. Ang, senior vice president at 
Globalfoundries, cites the country’s 25 
years of experience in the field as one 
of its key assets. “We get things done 
and make things happen here, driven by 

quality and schedule,” he says. Agility 
and efficient innovation are crucial in 
an industry with constant changes in 
consumer expectations. 

Moving forward
Both Japan and Singapore have come 

a long way on the path to becoming stra-
tegic partners, as they lead ASEAN into 
a new era of vitality. “The two countries 
are on the leading edge of Asia, and I 

see them working together even closer,” 
predicts Suzuki. 

Maeda said that “the boom of Japa-
nese companies rushing to this market 
is still under way,” noting that the re-
lationship could be one of the central 
drivers in the move toward the planned 
ASEAN Economic Community, a future 
European Union-like free trade zone 
across ASEAN. 

“We have been one of the key drivers 
of the ASEAN Economic Community 
because we believe that 10 countries, 
each with a differentiated economy 
working on its own, are less powerful 
than the union of these same countries 
coming together and creating a single 

market for goods and services — ex-
porting to the world and importing and 
trading with the world,” explains Shan-
mugam. “That is our vision of a more 
integrated ASEAN that improves the 
livelihood of its people.” No doubt, 
Japan will play a familiar role in this 
vision.

“Banking on that movement, Japa-
nese companies — especially large ones 

— are keen to integrate their facilities 
and functions,” Maeda concludes.

Thus, the future of ASEAN will, like 
its past, be inextricably linked to the en-
during legacy of Japanese involvement 
in the region. The time is ripe for future 
collaboration. 

Singapore and Japan: strong links lead ASEAN growth

www.worldeyereports.com Singapore

WITH COMPLIMENTS

TOSHIBA MEDICAL SYSTEMS ASIA

 EYE ON      SINGAPORE

Based in Singapore, DeepBlue provides solutions and 
support in engineering, consultancy, and detailed design 
to the energy & offshore industry. Having supported 
leading oil companies, FPSO owners and engineering 
companies around the world since 2006, the company has 
built a credible reputation of moving fast on projects and 
adapting to every situation through feasibility studies and 
an extensive industry curriculum. Specializing in SURF, 
FEED, mooring, offshore installation and naval architecture, 
collaborating with DeepBlue means working with an 
experienced team of regional professionals, obtaining the 
industry’s highest quality standards with tailored expertise to 
your company’s specific needs. 
www.deepblue.sg

Founded in 1837, The Singapore International Chamber 
of Commerce (SICC) represents some of the world’s 
largest international corporations and leading companies 
in Singapore. Bringing together members from over 40 
nations and 20 industry sectors for the common goal of 
sustaining the country’s edge as the premier global platform 
for business, SICC is the voice of international business in 
the country.
www.sicc.com.sg

Singapore Semiconductor Industry Association (SSIA) 
is the voice of Singapore’s semiconductor industry. SSIA 
members today include companies and organizations 
throughout all parts of the complex and comprehensive 
value chain, as well as individual members. The association 
started in 2005 under the name “MIDAS” and is operating 
with an extended charter under the new name “SSIA” since 
early 2010.
www.ssia.org.sg

The Singapore Chemical Industry Council Ltd. (SCIC) is 
the official industry association representing the Singapore 
chemical industry in the private sector. It plays a proactive 
role in representing the interests of the local chemical 
industry and continues to promote it as a major economic 
pillar of Singapore. www.scic.sg

The Japan External Trade Organization (JETRO), 
established in Singapore in 2001, plays a prominent role in 
strengthening trade and investment between Singapore and 
Japan. In Singapore, the agency runs the JETRO Business 
Support Center, which offers information and consultation 
services free of charge to small and medium-size enterprises 
(SMEs) that want to set up operations in the city-state.
www.jetro.go.jp/singapore

Bliss Hotel Singapore is a modern orient-themed boutique 
hotel featuring 42 rooms. Located in the heart of Chinatown 
across the Chinatown MRT, the hotel offers a stylish and 
luxurious environment. With its excellent location and 
facilities, Bliss Hotel Singapore is an ideal choice for all 
travelers in search of a value-for-money experience.
www.blisshotel.com.sg
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— YOICHI SUZUKI
Japanese Ambassador to Singapore

— TAN SRI DR. KUAN YONG KUAN
Executive Director

Toshiba Medical Systems Asia

— K. SHANMUGAM
Singapore’s Minister for Foreign Affairs

 Japan was one of the
 first nations to really
 commit to Singapore

 and invest here, Mitsui
 Chemical, Sumitomo
 Chemical and others

 were some of the first to
come here and stay.”

 Everyone saw the
 potential of Singapore

 as a medical hub many
 years ago. Singapore is

 ideal not only for its easy
 access and convenience,
 but also for its prevalence

 of high-tech facilities.

 (Former prime minister
 Lee Kuan Yew)

 realized that a key
 factor in Singapore’s

 development was
 a good, close

 relationship with
Japan.”

 Both Japan and
 Singapore have come
 a long way on the path
 to becoming strategic
 partners, as they lead
 ASEAN into a new era

of vitality.
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‘The market has grown 
10 times since I ar-
rived here back in 

2001,” says the managing direc-
tor of the Japanese heavy con-
struction equipment company 
Kobelco International (S) Co. 

Pte. Ltd. (KISCO), Takehiko 
Nakai. “The growth rates in 
Asia are much higher than in Ja-

pan, North America or Europe, 
which have traditionally been 
major markets for heavy equip-
ment. We are truly committed 
to the market and our customers 
here for the long term.”

Nakai’s vote of confidence in 
the region is a testament to the 
resilience of the ASEAN (Asso-
ciation of Southeast Asian Na-
tions) market during this global 
downturn. “We have not been 
affected as much as the rest of 
the world,” he says. “By July 
2009 the markets here had al-
ready shown positive signs of 
recovery.”

KISCO is literally in the right 
place at the right time. The first 
of Kobelco’s subsidiaries to 
be established in the region, it 
serves as the group’s marketing 
hub for Southeast Asia: its most 
competitive area of operations, 
with regional sales contributing 
to about 20 percent of the com-
pany’s entire revenue world-
wide.

In Singapore itself, KISCO 
has a substantial market share 
of almost 30 percent. Nakai, 
like many of his Japanese coun-
terparts, is happy to be working 
here: “If they asked me whether 
I would like to be transferred to 
Japan or elsewhere, I would say 
‘No.’

“Unlike other countries with 

highly regulated fiscal and 
monetary policies, the financial 
infrastructure here is very trans-
parent and open — we can easi-
ly access the money we need for 
our business,” he explains. “In 
terms of logistics, it is also very 
convenient. Singapore’s Changi 
Airport is an efficient hub for 
us. Most of all, the Singaporean 
government listens to the busi-
ness community, and the rules 

are consistent. This attitude of 
fairness in Singapore is some-
thing we can trust.”

From his experience liv-
ing and working in Singapore 
for the past 12 years, KISCO’s 
managing director has had am-
ple evidence of Japanese and 
Singaporeans working smooth-
ly together as a result of the 
culture and high level of educa-
tion shared by their respective 
societies. A similar work ethic 
in both countries means person-
nel are generally hardworking, 
and those in managerial posi-
tions stay loyal to their com-
panies longer. It is no surprise 
many large and small to medi-
um-sized Japanese enterprises 
continue to flock to the country.

Nakai is even more optimistic 
about the relationship as Japan 
and ASEAN celebrate 40 years 
of partnership this year. For 
him, ASEAN is a gateway to 
developing markets for Japan 
— and a solid basis for a mu-
tually beneficial relationship in 
these economic times. 

“We’ve been in Singapore 
for 35 years, almost the same 
time as ASEAN-Japan histori-
cal ties,” he concludes. “We are 
very proud to be a part of these 
last decades. We’ve been very 
happy here in Singapore, and 
hope that we will continue to 
be so for years to come. This is 
the ideal place to run a business 
like ours.” 
www.kobelconet.com/shsg/ 

In 2010, Norway’s REC Group 
opened its fully integrated 
solar production facility in 

Singapore — the largest single 
investment ever made by the 
company, and the largest clean 
tech investment ever made in the 
country. 

Meanwhile, the Japanese gov-
ernment has proposed a restruc-
turing of the domestic power 
system, so that the country is at 
a pivotal point in terms of power 
generation. REC’s state-of-the-
art factory in Singapore could 
therefore not have come at a bet-
ter time, as the manufacturer and 
leading global provider of high-

quality solar panels and large-
scale solar electricity solutions 
expands further into Asia.

Despite steep growth in recent 
decades, overcapacity in the so-
lar cell market has recently led 
to drastic price declines. REC 
is counting on superior quality, 
consistency and sustainability to 
remain a leader in solar technol-
ogy and production worldwide. 

The key to competitiveness in 
the company’s new Singapore 
plant is the strong competency of 
the workforce and manufactur-
ing capability of its automated 
line. “Simply put, our manufac-
turing processes precisely meet 

the quality requirements of our 
customers, specifically the Jap-
anese, and are superior to our 
competitors,” sa ys REC Singa-
pore’s senior vice president, Ter 
Soon Kim. “With our automated 
line, we are able to produce the 
consistent quality that Japanese 
clients seek at very competitive 
cost.” 

Adding to its already strong 
position in Asia-Pacific, REC 
moved 100 percent of its R&D 
and technology team to Singa-
pore last year, working to im-
prove its production of wafers, 
cells and solar panels. 

“As a European company we 
are particular focused on qual-
ity,” says Ter. “We have restruc-
tured our sales team because of 
the potential we see in the region, 

with Japan identified as our main 
growth area.

“Japanese culture is very suit-
able to the vision of our busi-
ness,” Ter continues. “REC will 
continue to focus on quality and 
meet customer satisfaction in or-
der to be a key player in Japan.”

Striving to ensure that the com-
pany’s manufacturing processes 
are of the highest standards, se-
curing reliability and durability 
through its state-of-the-art pro-
duction facility, and maintain-
ing a high-quality workforce and 
stringent quality controls, REC 
aims to continue to exceed inter-
national standards from Singa-
pore, and serve Japan as the lead-
ing provider of solar electricity 
solutions in the coming years. 
www.recgroup.com

The quality, efficiency and reliability of 
Singapore’s port and shipping services 
have made it the preferred marine gate-

way to Asia. With an average of 140,000 ves-
sels entering the facility each year, it is the 
largest bunkering port in the world. 

Within, Singapore implements stringent 
refueling criteria to ensure that the strictest 
standards are followed. In line with this, the 
family-owned company Equatorial Marine 
has provided bunkering services to the ship-
ping community since 1992 based on two 
main princi-
ples: trans-
parency and 
efficiency.

W h e n 
ships come 
to Singa-
pore they 
need to re-
fuel. Shipowners and operators contact bun-
kering companies weeks in advance to ensure 
the proper grade and quantity of fuel is re-
served. For this service, Equatorial Marine is 
often the bunkering company of choice. 

“We are a very independent company,” says 
the company’s marketing manager, Michael 
Chia. “From the crew to the barges — from 
enquiries to deliveries — we control the en-
tire supply chain. We are aware of exactly 
what’s happening at all times.”

With about 40 percent, on average, of over-

all shipping costs going to fuel, Equatorial 
Marine has created a new approach in ser-
vicing its clients that allows them to remain 
competitive during the down-cycle. “It has 
become increasingly common for clients to re-
quest an order three to six months in advance 
due to the price volatility in the market,” says 
the company’s deputy director, Choong Zhen 
Mao. “We now give them the opportunity to 
hedge their orders and lock-in prices well 
ahead of time, as well as offer options to buy 
or sell their order in the future. This way, sav-

ings for the 
clients can be 
tremendous.”

Over the 
years, the 
company has 
forged strong 
relationships 
with many 

Japanese companies, particularly with major 
Japanese trading companies making up a sub-
stantial portion of Equatorial Marine’s port-
folio. “Strong relationships are critical in the 
shipping sector,” says Choong. “Our Japanese 
clients are very sharp, and are amazing people 
with whom to work. They trust us because we 
have always made it a point to make sure ev-
erything is properly communicated and deliv-
ered.” 

With a solid foundation and fresh ideas, the 
company plans to reach out to new clients, 

while remaining competitive and maintaining 
long-term relationships. “We want to provide 
an extremely transparent environment to our 
clients,” Choong concludes. “We are able to 
ratify changes and understand what our cli-
ents want, and we tell them exactly what they 
are getting.” 
www.emf.com.sg

A strong commitment to Singapore, an 
excellent base for ASEAN

In Singapore’s world-class port, a model of 
efficiency and transparency

Norwegian innovation thrives in Asia-Pacific

www.worldeyereports.comSingapore

Kobelco International Singapore’s management team: Motoshi 
Nishioka, Director; Takehiko Nakai, Managing Director; Maurice 
Tan, Director

Choong Zhen Mao, Equatorial Marine’s 
Deputy Director

Kobelco’s office in Singapore also serves as the marketing headquarters for Southeast Asia.

REC Group’s solar production facility in Singapore 1.7MW installation with REC solar panels in Yonago, Tottori
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— TAKEHIKO NAKAI
Managing Director

Kobelco International (S) Co. Pte. Ltd.

 We’ve been in
 Singapore for

 35 years, almost
 the same time as

 ASEAN-Japan
 historical ties. We
 are very proud to
 be a part of these

last decades.”
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