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“This is a 
corporation 
that fi nds itself 
in fi nancial 
distress due to 
recklessness 
and greed. 
Under these 
circumstances, 
it’s hard to 
understand 
how derivative 
traders at AIG 
warranted any 
bonuses, much 
less US$165 
million in extra 
pay. I mean, 
how do they 
justify this 
outrage to the 
taxpayers who 
are keeping 
the company 
afl oat?”
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Log on, link up! Time for business
The array of social networking, fi le-swapping, 
uploads, and web applications that we have is 
mind-boggling. Web 2.0 is what we’re currently 
swimming in, never mind the advent of Web 3.0. 
But what does this all mean? 

It means that to be part of the 21st century, we 
need to log on and link up — for personal AND 
professional reasons. Otherwise, you’re better 
off beach-bumming in Langkawi (even there, 
you’re sure to get WiFi).  Not being on the Inter-
net just means being behind the times, unaware 
of upcoming trends and ignorant of consumer 
needs. It’s also the fastest, most effective way of 
communication and marketing, 
so why avoid it? 

Facebook, Twitter, Flickr, 
Friendster, aSmallWorld, LinkedIn, 
Viadaeo, Wordpress, MySpace, 
YouTube, DailyMotion, Skype, 
Second Life — I’m registered on 
most. What’s the point, you ask? 
Well, professionally, I’ve had sev-
eral contacts from head-hunters 
with job offers and compliments 
after having seen my profi le on 
LinkedIn and Facebook. People who would never 
have heard of me before, searched and connected 
my profi le — all without me looking! And on a 
personal front, I’ve reconnected with old friends 
whom I thought to have lost touch with forever. 
It’s fantastic for networking, which, as you know, 
is key in business.

It’s also crucial for value-added business com-
petitive advantage. 

From personal experience, corporate hu-
man resources are building their talent pool of 
candidates via new media, such as Facebook 
and LinkedIn. They’re even receiving CVs with 
video posts, which stand out from the traditional 
paper format. Others are targeting candidates 

via online business games. So, who could these 
likely candidates be? 

Welcome to the world of Generation Y (born 
between 1976 and 2003), which you and I, my 
friends, are living in and whom the corporate 
world is targeting. Blogs, for example, have become 
essential for marketing, customer relationship 
management and communication. The feedback 
from my blog was astounding and very effective for 
what we wanted to portray in business. Bloggers 
are known to be so infl uential that they’re invited 
to product launches and forwarded information for 
viral marketing. Online communities are powerful 

as seen in fashion brand Die-
sel which allowed consumers 
to create their own custom-
ised limited edition fragrance 
packaging, which developed 
enormous buzz online as the 
word spread. 

Others, such as Adidas, 
use avatars and stores in an 
online 3D virtual Adidas world, 
with access to up to 50 million 

people “residing” in Second 
Life — a new means for corporations to conduct 
conferences, focus groups, customer research and 
recruiting in an e-platform wide open to the public. 
It’s innovative and reaches out to consumers in a 
“language” and “world” that they’re familiar with.  
It’s even said that the future of consumer retail 
will be websites that look less like a catalogue 
and more like an actual store. Currently, there are 
hundreds of Fortune 500 companies on Second Life. 
I have an avatar there, PeeZee Rhapsody, who is 
still bumping around with the basics. 

You’d think we’re over-saturated but the Internet 
continues expanding. For example, I found other 
sites you may not have heard of that I thought 
were great for business:

E-Junkie.com: Helps you sell online digital 
downloads and tangible goods. Provides shopping 
carts and Buy Now button tools. 

Yammer.com: Send messages, links and replies 
to co-workers (when exactly are people working, 
I ask?)

Zazzle.com: Lets you sell branded products 
and pull +10% royalties.

Many complain that social networking sites 
are an intrusion into their privacy, with personal 
information open to the public. Wrong. Big Brother 
exists only so far as you allow your private life to be 
exposed. Just know how much information to give, 
because once it’s up, you can’t take it back. 

So, amidst the blargon (online jargon), you’ll 
often bump into words like RSS feeds, Widgets, 
apps, tag clouds, Google Adsense, Plugoo, Meta, 
vodcast, podcast, embed, plugins... Don’t be put 
off. There are friendly people out there willing 
to help you. It’s a matter of time and patience. 
But once you master it, it really does open up a 
whole new world. 

I love it, not because I feel like a Gen Y  (note: 
I’m Gen X), but because through these tools, I’m in 
touch with my customer base, with up-and-coming 
trends, and maximising competitive advantage. 
That’s why Microsoft and Apple spend billions 
tracking these sites and uploading new features 
on their latest smart phones. So, all hail to the 
e-generation and the future of business!

Tengku Zatashah, daughter of the Sultan of Selan-
gor, is a former journalist. As international corpo-
rate communications manager at L’Oreal in Paris 
from 2005 to end-2008, she was in charge of sus-
tainable development, HR, corporate and finan-
cial media communications. She is in the process 
of launching a venture in Malaysia together with 
her husband, Aubry Rahim Mennesson (http://
frogandprincess.wordpress.com).

MBA demand still going strong

It’s been said that a downturn is the best time 
to go back to school. But as more countries 
slide into recession and more people face the 
prospect of losing their jobs, getting that MBA 
or executive MBA (EMBA) is probably low on 

the list of priorities for many. Despite that, judg-
ing from admission numbers for some MBA or 
EMBA programmes, it would seem that demand 
is still strong.

The total intake at Universiti Malaya’s Graduate 
Business School dropped marginally from 205 in 
2007, to 200 last year. At the Malaysian campus 
of UK-based University of Strathclyde, the MBA 
intake last October dropped to 63 from 66 in 2007, 
but was up from 61 in 2006. 

The University of California at Los Angeles-
National University of Singapore (UCLA-NUS) 
EMBA programme saw a drop of 35% last year 
in the number of CVs received for its briefi ng 
sessions but this was still ahead of 2006 fi gures. 
The CVs are an indication of interest rather than 
actual enrolments. 

UCLA-NUS executive MBA associate professor 
Dr John Wirtz attributes the continued strong 
interest and demand for an MBA to it being 
almost a requirement for executives to move up 
the career ladder.

“If you really want to be a captain of industry, 
can you afford not to have an MBA? If you look 
at people being appointed to boards, to C-level 
today, most people have MBAs. You need to know 
about corporate fi nance, corporate strategies, 
corporate governance, accounting, supply chain 
management, and human resource,” he said at a 
briefi ng for some 10 prospective EMBA candidates 

in Kuala Lumpur in December last year.
People’s Progressive Party (PPP) president and 

former Deputy Minister in the Prime Minister’s 
Department Datuk M Kayveas, is currently pur-
suing the EMBA degree offered by the NUS and 
UCLA which takes students to four different loca-
tions: Singapore, Los Angeles, 
Shanghai and Bangalore. 

“I wished I had done an 
MBA before I went into law 
practice. This is real knowl-
edge; it’s worth it,” says Kay-
veas who was at the December 
briefi ng. He paid RM100,000 
for the two-year course which 
is on the high end compared 
with the amounts charged for 
the part-time MBA course at 
Universiti Malaya (RM18,000), 
Universiti Pertanian Malaysia 
(RM20,250) and University of 
Strathclyde’s Malaysian campus 
(RM53,000).

Datuk Marcus Kam, president 
and CEO of medical testing pro-
vider Pathlab, agrees with Kayveas on the value 
of an MBA. “It was the most helpful degree I had 
taken in terms of getting involved in business. 
[With an MBA], you’re much more equipped 
in management, banking and fi nance.” Kam 
got his MBA from the University of New South 
Wales, Australia.

An MBA may not be essential in the long 
climb up the corporate ladder, but it is certainly 
an advantage. 

“Our experience at DHL is that many execu-
tives who have worked with the company for a 
few years fi nd that they would like to strengthen 
their business acumen — perhaps driven by the 
ambition to move up the management chain at 
DHL, which we view as a highly positive aspira-

tion,” says Sam Leong, country 
manager of DHL Express (Malaysia) 
Sdn Bhd. 

A Sime Darby spokesper-
son says the exposure an MBA 
holder gets could be a valuable 
asset in an organisation where 
growth and improvement are 
not measured merely in terms 
of revenue and earnings but 
also in the implementation of 
systems, processes and the de-
velopment of human capital, 
among others.

It’s not just those with several 
years of working experience 
who see an MBA or EMBA as a 
pathway to the top or as a means 
of gaining valuable business 

knowledge. Last year, 80% of the 200 students 
pursuing their MBA at UM were under 30. At 
UPM’s Graduate School of Management, almost 
three-quarter of the 425 MBA students in 2007 
were under 30.

Most MBA programmes require that stu-
dents have some working experience. At UPM, 
it is two years of working experience while 
UM requires three. The Manchester Business 
School’s MBA programme at Sunway Univer-

sity College requires that students be at least 
27 years old.  The working experience which 
students of that age would have garnered 
would enable them to gain the full benefi t of 
an MBA, says Dr Marie-Aimée Tourres, head 
of the MBA programme.

“I am not sure if a recruiter or head-hunter will 
be very keen to take an employee of 24 who has 
an MBA. They will question more the sort and 
level of the MBA [rather] than being impressed 
by the intellectual capacity of the potential em-
ployee,” she says.

The UCLA-NUS EMBA programme is even 
more stringent, requiring 10 years of working 
experience because of the intense nature of 
the programme. However, the programme may 
consider admitting those with eight or nine years 
of working experience if they have outstanding 
managerial experience, says Wirtz.

But despite the high cost and stringent entry 
requirement of some programmes, it seems an 
MBA or EMBA still holds strong appeal, even for 
those for whom climbing the corporate ladder 
may not be the prime motivation.

“Taking an EMBA is part of my lifelong learn-
ing,” says Michele Lum, head of marketing and 
communications for Accenture Malaysia and 
Thailand. Like Kayveas, she is also pursuing the 
UCLA-NUS EMBA programme.

“I think the two main reasons [why people 
sign up for the EMBA] are to enhance their busi-
ness knowledge and the richness of the whole 
networking experience as the programme brings 
in executives from the US as well as parts of Asia 
like Japan,” she says.
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PeeZee Rhapsody, the writer’s avatar 
on Second Life

Kayveas: I wished I had done 
an MBA before I went into law 
practice
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princess@work 

— US President Barack Obama 
in a speech on March 16 to 
announce new help for small 
businesses


