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Overview 
CXO Summit - APAC 2020 

The CXO Summit - Asia Pacific was held on 10 – 12 
November 2020 where we gathered C-suite 
executives and senior management from a diverse 
range of industries to share their personal 
anecdotes and how they addressed key issues 
faced by their organizations in 2020 on the theme 
The Corporate Playbook: From Survive to Thrive.

At this three-day virtual summit jointly organised by 
Datasite and Asia Investment Conference (AIC), we 
got up close and personal with the panelists from 
Twitter, Adobe, HTC, AkzoNobel, Globe Telecom, 
Zuellig Pharma, Doctor Anywhere, Apollo Hospitals, 
National University of Singapore, and many more. 

Kicking off the virtual summit, we dived into the era 
of digitalization on the topic The Great Digital Leap 
where the speakers echoed their views on how 
digital innovation is not only key to surviving, but 
also to thriving in today’s market conditions. 

When the pandemic hit, stay-at-home measures 
also meant that people were getting on the internet 
more, many to learn about where their food supply 
came from. That’s when there was a realization that 
the global economy could be shut down and the 
food supply chains disrupted due to COVID-19. The 
Importance of Sustainability in a Changing 
Marketplace session delved into this topic on Day 2. 
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The shift in manufacturing supply chains and 
resulting geopolitical tensions triggered by the 
Trump administration have put Southeast Asia in a 
unique place to facilitate and bridge the trade 
between East and West. As with the rest of the 
world, consumers in Southeast Asia are increasingly 
more aware about how various organizations and 
companies are leveraging social media to shape 
their behavior, according to discussions during The 
Hotspot that is Southeast Asia fireside chat with 
Phil Chen, Decentralized Chief Officer at HTC. 

Work-from-home lifestyles have enabled us to 
adapt technology in nearly all aspects our lives -- 
from virtual meetings to food deliveries. Thus, it is 
only a matter of time until we see technology 
merging with the healthcare sector. On Day 3 of the 
summit, the Leveraging Health-Tech in Current 
Times panel looked into the shift in delivery of 
certain aspects of healthcare services to the virtual 
world, which could be here to stay for
a long time. 

The disruption to the global economy in 2020 due 
to the pandemic has made business forecasting 
incredibly challenging across all sectors. At the 
closing session of the CXO Summit - APAC, 
speakers from Adobe and Twitter got together in 
this fireside chat where they shared their views on 
Charting a Roadmap in 2021 and Beyond. While no 
organization can rightfully predict what lies ahead, 
we can certainly learn from the events that have 
happened in 2020. 
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The Great Digital Leap
Based on a study by McKinsey*, approximately 80% 
of executives had expressed concerns that their 
existing businesses face the potential risk of being 
disrupted. While technology has largely been the at 
the heart of this disruption, executives recognize 
that creativity and innovation are critical elements 
in staying competitive.

In the second edition of the CXO Summit – APAC 
series organized by the Asia Investment Conference 
and Datasite, many business leaders echoed their 
views on how innovation is not only key to surviving, 
but also thriving in the current market.

Desmond Chua, Head of Asia Pacific at Datasite, 
told moderator, Larissa Tan, CEO at Vanda Electrics 
that he believes innovation is about using machine 
learning and artificial intelligence (AI) to deliver 
what clients find useful. “It boils down to listening 
to our clients, making use of datasets to back our 
innovation and our investment,” explained Chua.
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It boils down to listening to our clients, making 
use of datasets to back our innovation and our 
investment.

Desmond Chua
Head of Asia Pacific, Datasite

*https://www.mckinsey.com/business-functions/strategy-and-
corporate-finance/how-we-help-clients/growth-and-innovation



Adapt or die
Considering the current COVID-19 situation that we 
are in, the “Great Digital Leap” has been a leap for 
survival rather than simply innovating to drive 
growth and value. For example, insurance 
companies today are re-designing their products 
based on the dynamic regulations around business 
travel and tourism. 

The traditional approach to doing business must be 
re-calibrated to deal with a new ecosystem of 
uncertainty and the analytics around those models 
will become an important part of that process.

In a draconian way, the pandemic has forced the 
inclusion of technology into companies all around 
the world. Those who do not adapt will simply be 
left to die. The most recent casualty from this was a 
160-year-old brick-and mortar retail store in 
Singapore which had to close because shoppers 
were visiting the malls less and using
e-commerce more.

Varun Mittal, Global Emerging Markets Fintech 
Leader of Ernst & Young, believes that companies 
today generally fall into two categories: (i) the ones 
whose business models have been permanently 
disrupted and will never be same and (ii) the 
incumbents who will become increasingly 
competitive - better, faster and cheaper – because 
of technology. He added, ”so those companies and 
sectors will have to use technology to a much larger 
scale versus some others, they will adopt 
technology. They will use this as an incentive or 
initiative to clean out the mess in the system, get 
synergies and be their better self.”
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…so those companies and sectors will have to 
use technology to a much larger scale versus 
some others, they will adopt technology. They 
will use this as an incentive or initiative to clean 
out the mess in the system, get synergies and be 
their better self.

Varun Mittal
Global Emerging Markets Fintech Leader, EY



Tech is good but customer is still king
As brutal as it sounds, the silver lining here is that 
technology can only go so far in bridging the 
communication gap between all parties when we 
make that great digital leap. 

Technology has its limitations when it comes to 
empathy, for example: the ability to understand the 
pain points of a business, the underlying objectives 
of the government when a regulation is passed, or 
even how the motivations of past investments 
impact strategy and decision making today. 

These are all “analogue variables” that are part of a 
complex system, requiring humans to make the 
best judgement. They cannot be simply quantified 
and contextualized using technology. Jason 
Thompson, CEO at OVO  told Larissa, the minute we 
use technology – whether it is AI or data science – 
to reduce the costs associated with these 
processes, we failed miserably. 

He illustrated this point using an example of a 
conversation he had with a CEO involving cost-
saving. “Basically, somebody called in and there 
was a response that was totally inappropriate to the 
question and then a request to fill out a three page 
assessment of how good the call was, at which 
point you’re likely to have lost a customer.”
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Basically, somebody called in and there was a 
response that was totally inappropriate to the 
question and then a request to fill out a three 
page assessment of how good the call was, at 
which point you’re likely to have lost a customer.

Jason Thompson
CEO, OVO
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Discovery in data
While business owners try to manage uncertainty 
and understand the market demand in these 
unprecedented times, Dr Mandar Vaidya, CEO for 
Japan, Southeast Asia and Middle East at OYO 
Hotels & Homes, says that many customers 
themselves are in a kind of limbo. In the case of 
hospitality, which has obviously been one of the 
hardest hit sectors, trying to cater to the customer’s 
needs are extremely challenging.

Under more predictable circumstances, it would 
have been relatively easy to ask, “What are your 
needs?”, “What kind of product would you like?” or 
“What changes should we make to better our 
service?”. The collection of those data points would 
enable hotels to triangulate what customers are 
looking out for when they travel. In today’s context, 
those questions have become irrelevant.



Dr Vaidya noted, “It is one thing for us to talk to 
customers and ask them what they would love from 
their favourite hotel in normal times, but in COVID 
times, especially when there have been lockdowns, 
their answers would be ’We don’t know. We really 
don’t know.’” 

Notwithstanding the lockdowns and travel 
limitations, Dr Vaidya continues to constantly 
engage his customers. By leveraging technology
to survey and analyze trends in the market, OYO 
was able to discover where the new travel hotspots 
were, for staycations and weekend getaways as
the lockdowns eased and people started
going outdoors.
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It is one thing for us to talk to customers and ask 
them what they would love from their favourite 
hotel in normal times, but in COVID times, 
especially when there have been lockdowns,
their answers would be “We don’t know.
We really don’t know.

Dr Mandar Vaidya
CEO, Japan, SE Asia and Middle East, OYO Hotels & Homes



Too many touch points, too little time?
The number of digital touchpoints has increased 
significantly this year attributed to a greater number 
of people spending more time on the Internet. 
Because of the amount of time spent by customers 
online, Ayumi Nakajima, Head of Southeast Asia 
and India at Pinterest, thinks that it is even more 
important for tech companies like Pinterest to make 
the best out of that 10 to 15-minute window when 
the customer gets onto the platform.

She explained, “For us, it’s actually about how do 
we get people from online to offline? We don’t want 
people to stay on their phones for hours and hours, 
mindlessly scrolling. If they are looking for a recipe, 
we want them to find a recipe as quickly as they 
can, have the ingredients in hand and so that they 
can put down their phones and actually make the 
food or do that activity with their kids or decorate 
their home or whatever that project may be. So in a 
way we are encouraging people to shift from the 
online to the offline world.”

Even in healthcare, which is probably one of
the most conservative industries, technology
has played an increasingly important role on 
multiple fronts – from improving treatment
process, inventing new medicine to educating
new practitioners.

Zen Koh, Group Deputy CEO and Co-Founder at 
Fourier Intelligence said, “We revolutionise work 
practices in healthcare [with technology]. When we 
first launched [technology], people thought we 
were going replace them, they were defensive. But 
till now, we are still not replacing human beings. The 
patients, however, are more autonomous, confident 
and they get to do a lot of self studying without any 
formal education or training and support in the 20th 
century, with many medical educators actually 
believing that it was possible to address certain 
clinical situations. Today, we know that this is not 
the solution for our healthcare system.”

Rather than see technology as a substitute for 
humans or face-to-face doctor-patient interactions 
and examinations, the future of healthcare will 
evolve into a collaborative model whereby doctors 
and patients will be able to utilize and benefit from 
available digital resources. One example is the 
human genome, which essentially codifies the 
human body digitally. This process is only possible 
because of the combination of traditional 
knowledge acquired in the past and the emergence 
of new and better technologies.
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For us, it’s actually about how do we get people 
from online to offline? We don’t want people to 
stay on their phones for hours and hours, 
mindlessly scrolling.

Ayumi Nakajima
Head of SE Asia and India, Pinterest



For Datasite, which is in the business of providing 
technologies and solutions to clients involved in 
large corporate transactions such as mergers and 
acquisitions or fundraising exercises, the personal 
face-to-face interaction is still irreplaceable. Chua 
commented, “imagine acquiring a US$100 million 
manufacturing plant without having met the 
management team in person or even conducting a 
site visit. The completion of these kind of deals 
tends to be far between, especially in the region 
where relationships and face time matter a bit more 
and play a larger role in deal making.”

By harnessing communication platforms such as 
Zoom, some processes may become more efficient. 
For example, the conventional investor roadshow 
which typically takes two weeks can now be 
executed within two days by stacking virtual back 
to back meetings without the need to 
accommodate for travelling time.

With numerous Zoom calls, endless online 
communications, and abundant content being 
pushed from the Internet, digital fatigue has 
become commonplace both at home and at the 
virtual office. Given the pervasive nature of 
technology, companies will need to strike the right 
balance of using technology and ensuring 
sustainable workplace productivity to stay 
competitive and leap into the new digital
age of consumers.

Rather than see technology as a substitute
for humans or face-to-face doctor-patient 
interactions and examinations, the future of 
healthcare will evolve into a collaborative model 
whereby doctors and patients will be able to 
utilize and benefit from available digital 
resources.

Zen Koh
Group Deputy CEO and Co-founder, Fourier Intelligence

Imagine acquiring a US$100 million manufacturing 
plant without having met the management team
in person or even conducting a site visit. The 
completion of these kind of deals tend to be
far between, especially in the region where 
relationships and face time tend to matter a bit 
more and play a larger role in deal making.

Desmond Chua
Head of APAC, Datasite
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In February 2020, just a few weeks after China 
announced a city-wide lockdown in Wuhan, empty 
shelves and loaded trolleys were seen at numerous 
supermarkets across Singapore. There was also
a notable increase in demand for household
staples and personal hygiene products. The 
Minister for Trade and Industry had to assuage
the public by saying, “Our supply lines for these 
essentials are intact and there is no risk of us 
running intoa shortage of essential foods or 
household items. We also have our national 
stockpile for essential items.”*

The sudden realization that the global economy 
could shut down and the whole food supply
chain disrupted due to COVID-19 became a
very real thing. 

When Sandhya Sriram, Founder and CEO at Shiok 
Meats Ltd, spoke to consumers about cell-based 
meats a couple of years back, she would get 
responses such as, “What is it about cell meats 
labs? Why is it important?”

Sriram noted, “Since the lockdowns began, every 
country was finding it hard to get the products that 
they were importing or exporting. The foods that we 
were so used to eating, even in countries like 
Singapore, were hard to find.”

Stay-at-home measures also meant that people 
were getting on the Internet more, to learn and find 
out about where their food came from and how they 
could stockpile them. 

Being a largely engineering and research company, 
Shiok Meats depended significantly on its access to 
laboratory space and specific equipment in order to 
carry out day to day work. Although these 
disruptions and limitations put the company six 
months behind their business targets, it also 
indicated a tectonic shift in people’s mindset 
towards food sustainability.
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The Importance of Sustainability in
a Changing Marketplace

*https://www.channelnewsasia.com/news/singapore/wuhan-
virus-coronavirus-groceries-supplies-ntuc-sheng-siong-12406906

Since the lockdowns began, every country was 
finding it hard to get the products that they 
were importing or exporting. The foods that we 
were so used to eating, even in countries like 
Singapore, were hard to find.

Sandya Sriram
Founder and CEO, Shiok Meats Ltd



An all-rounded and hands-on approach 
For Oscar Wezenbeek, Managing Director of 
Southeast Asia at AkzoNobel, a leader in the 
traditional industry of paints and coatings, eco-
friendliness and sustainability are at the forefront 
of everything they do.

Half of the carbon footprint of the paint industry 
originates from suppliers because the company 
procures resins, dissolvents, titanium dioxide, and 
other materials. The preparation process for these 
materials can be quite labour and energy intensive. 
The other half of the carbon footprint is generated 
during the application of the paint, either by 
painters or by households. The actual carbon 
footprint from the manufacturing process that 
goes on within AkzoNobel’s factories are in fact 
relatively limited. Therefore, to really push the 
sustainability agenda in the business requires 
collaboration with stakeholders at all levels. 

Oscar said, “I remember my first meeting with our 
suppliers, and we talked about how their processes 
have to be more sustainable. They looked at me like 
I was really crazy, you know, like, are you prepared 
to pay 10 percent more if we come up with a green 
raw material?”

The procurement managers would not accept an 
increase in pricing, so the company started to 
evaluate the operations and costs on the supply 
side, such as identifying and reducing wastage at 
each stage of the value chain, including 
AkzoNobel’s factories. 

Best practices were often imparted to the suppliers 
as part of these processes and the company’s 
vision of people, planet and paint. On the customer 
side – for example – the company had also 
launched paint products that could reflect heat 
from the sun and therefore reduce the need for air 
conditioning at home. 

These are just a couple of examples that form part 
of a huge process involving drumming up 
awareness, proposing tracking, measuring and 
auditing indicators and rewarding the stakeholders 
that participate in this journey of sustainability.

Sandhya observes this similar trend in the food 
industry as well. “We have the traditional seafood 
industry looking into Shiok Meats, trying to 
understand what we do and how they can work 
with us. The food supply industry where we buy our 
ingredients and raw materials  from, are starting to 
understand the reason behind why we are buying it 
from them and what we are using it for, and why 
each ingredient that we buy needs to be a 
sustainable source as well, eventually.”
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I remember my first meeting with our suppliers, 
and we talked about how their processes have 
to be more sustainable. They looked at me
like I was really crazy, you know, like, are you 
prepared to pay 10 percent more if we come
up with a green raw material?

Oscar Wezenbeek
Managing Diretor, Southeast Asia, Akzo Nobel



The goose that lays the golden eggs
does not last forever
For Minette Navarrete, Vice Chairman & President 
at Kickstart Ventures, engagement metrics are the 
key to tracking and measuring sustainability. At 
Philippines-based Ayala Corporation where she 
serves as a Member of the Innovation Advisory 
Council, the company is the first to publish a 
sustainability report integrated with its annual 
financial statements. 

One of the indicators or value that she also widely 
tracks and discusses is “caring like an owner” – to 
care for the community and environment in the 
same way an owner cares for his/her business. 
“Investing for the long haul means that you think 
returns over time and not this year, not two years. 
We are looking at building companies that last and 
that deliver returns over time,” explained Navarrete.

From an investor perspective, a company that 
appears to be operating profitably and generating 
relatively better returns might have certain 
underlying costs to society, costs to the 
environment and many others which are not 
measured. These “hidden costs” are in fact passed 
on to the community and/or the government in 
various tangible and intangible forms. After you 
stack it all up and measure its overall impact, the 
returns from investing sustainably are not going to 
be worse off.

She added, “We understand that these 
investments in businesses will create a lot of value, 
but it does not work if the value you create leads to 
greater inequality, which is something that we see 
everywhere in both developed and emerging 
markets. And so our perspective is that it is 
important to weave both together and if we have 
good stakeholder management, and every 
company needs that, whether you’re a startup, a 
traditional business or an investor, then I think we 
must be able to articulate how deeply integrated 
sustainability is in our character.

Making sustainability affordable to all
While sustainability means that processes need to 
evolve, it certainly does not imply premiumization, 
at least in Wezenbeek’s point of view. He believes 
that a sustainable solution needs to be easily 
available at all levels and not positioned out of 
reach of too many customers. 

“We’re now about to launch a paint which is 
antiviral and antibacterial, and we are actually 
making a conscious decision to not price it too high 
in order to make it really accessible for a very 
broad audience. I think that is a kind of a hubris 
sustainability. If anything, I believe more that our 
purpose as a company should be that we really 
make sustainable solutions more accessible to a 
wider audience and don’t push it, that you make it 
too exclusive.”
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Investing for the long haul means that you think 
returns over time and not this year, not two 
years. We are looking at building companies 
that last and that deliver returns over time.

Minette Navarrete
Vice Chairman & President, Kickstart Ventures



For many years under the Trump administration, 
and more recently the COVID-19 pandemic, the 
shift in manufacturing supply chains and 
geopolitical tensions have put Southeast Asia in a 
unique place to facilitate and bridge the trade 
between East and West.

Manufacturing output and domestic consumption 
have traditionally been the key drivers of economic 
prosperity, but with digitization underpinning these 
activities, data privacy and management have 
gradually come under the spotlight and scrutiny
of regulators.

Rather than focus on manufacturing supply chains, 
Chen finds it more interesting to observe how big 
technology companies will be regulated under the 
Biden administration. Big Tech companies such as 
Facebook and Google are already handling massive 
amounts of people’s data. In the context of 
Southeast Asia, he says it will be interesting to see 
how governments in Southeast Asia and the 
broader Asia Pacific manage the “data trade” in 
this region.

“It becomes a very sensitive issue when it comes to 
being able to tap into social media platforms, with it 
being such a powerful advertising and distribution 
content machine. Everything from political ads, 
selling your products to understanding algorithms 
that make users more predictable. I don’t think any 
country or anybody has answers to these yet,” 
explained Chen.

As with the rest of the world, consumers (or users) in 
Southeast Asia are increasingly more aware about 
how various organizations and companies are 
leveraging social media to shape their behaviour. 
With a combined population of approximately 670 
million, Southeast Asia represents a significant 
market opportunity for any company looking to do 
business in this part of the world.

A collection of intranets
Chen believes that the Internet we know today will be 
gradually “fire-walled” into geographical silos of 
users. Countries that are more populated or have a 
larger online community are going to have more 
leverage in terms of drawing these digital 
boundaries. “I think this thing we call the Internet is 
becoming more fire-walled. And it’s going to be not 
just the Internet. It’s going to be a world of Intranets.”
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The Hotspot that is Southeast Asia
In conversation with Phil Chen, Decentralised Chief Officer, HTC and General Partner at Race Capital

It becomes a very sensitive issue when it comes 
to being able to tap into social media platforms, 
with it being such a powerful advertising and 
distribution content machine.

Phil Chen
Decentralised Chief Officer, HTC
and General Partner at Race Capital



Many people traveling to China often have a 
separate phone to navigate the Internet in China, 
which works off a different ecosystem. On the 
personal experience front, Phil cites this similarity 
when traveling to Singapore or the US. 

“I guess the obvious one is going to Singapore, and 
you know, instead of Uber or Lyft, you are going to 
use Grab, and Grab is heavily localized. You get paid 
by cash, it is much more flexible, and they work with 
local fleets.”

He also goes on to talk about how people traveling 
(or residing) in the US rely on Google Maps to get 
around but use Baidu Maps or some other localized 
service when they are in China. This conclusively 
demonstrates that every country is evolving 
gradually into “a world of Intranets” with each 
country having its own kind of social network
and service. 

Much of the ongoing discussions around Big Tech 
companies operating in the US may lead to greater 
disclosures and regulation , at the end of the day, 
Chen believes that countries in Southeast Asia will 
always have the ability to make their own decisions 
in terms of how citizens’ data is being collected
and managed.

The Pandemic’s influence on innovation
The pandemic has profoundly changed the way 
companies work and operate. While technology 
firms that facilitate working from home and physical 
distancing have been the greatest beneficiary of 
this, a lot of other sectors that rely heavily on face-
to-face interactions such as catering, travel and 
tourism, have been severely impacted. 

As a result of this shift, Chen also believes that a lot 
more software tools will be developed around this 
new paradigm – connecting people both at the 
workplace and through online recreational 
platforms. A recent investment made was Wave, a 
company that does virtual concerts where they 
unite a global audience across the world’s biggest 
platform, combining the best of live music, gaming 
and broadcast technology. “A lot more software 
tools will be built around connecting people in the 
workplace and taking part in recreational activities. 
And so this goes back to the question of people’s 
data makes that even more important as our lives, 
our work lives, our leisure lives, in our everyday lives 
become more and more digital and more and more 
virtual. It’s a big deal.”
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A lot more software tools will be built around 
connecting people in the workplace and taking 
part in recreational activities. And so this goes 
back to the question of people’s data makes that 
even more important as our lives, our work lives, 
our leisure lives, in our everyday lives become more 
and more digital and more and more virtual. It’s a 
big deal.

Phil Chen
Decentralised Chief Officer, HTC
and General Partner at Race Capital



More importantly, it also raises the question of which company 
is managing the data in that process? In the Internet world, the 
country that hosts the data servers and data streams, has the 
ability to make decisions and regulate the content that is being 
served.

“How are their data and digital lives being managed? And if this 
six hundred million people region is being managed by a company 
in China or US, that means they control the connections.”

Everything can become digital, will become digital  
Citing Estonia as an example, Chen commented that several 
countries have already pioneered digitization on the national level 
using e-citizenship and digital identity cards. “We have to concede 
to the fact that our world has become digital and our data will be 
no longer private.”

More importantly, it also raises the question of 
which company is managing the data in that 
process? In the Internet world, the country that 
hosts the data servers and data streams, has the 
ability to make decisions and regulate the content 
that is being served.

“How are their data and digital lives being 
managed? And if this six hundred million people 
region is being managed by a company in China or 
US, that means they control the connections.”

Everything that can become digital,
will become digital 
Citing Estonia as an example, Chen commented 
that several countries have already pioneered 
digitization on the national level using e-citizenship 
and digital identity cards. “We have to concede to 
the fact that our world has become digital and our 
data will no longer be private.”

In countries whereby the governments are collecting 
and using citizen data, transparency has become the 
currency of trust. While transparency is good, Chen 
says that empowering the individual to own this 
technology and the ability to encrypt their data will 
go a long way in gaining widespread acceptance.

“We’re not reinventing the wheel in terms of cloud 
infrastructure, but we’re just adding this particular 
private key that anything that goes on into the cloud, 
at least you can encrypt it, some minimal protection. 
We are not even talking about data ownership by the 
consumer. It really is just some level of encryption 
and protection of one’s own data.”
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We have to concede to the fact that our world 
has become digital and our data will no longer 
be private.

Phil Chen
Decentralised Chief Officer, HTC
and General Partner at Race Capital



While tele-commuting has been effective for 
preventative medicine, Brian Kennedy, 
Distinguished Professor at Yong Loo Lin School of 
Medicine, National University of Singapore, sees a 
bigger challenge in the area of regular check-ups 
and consultations when people are healthy. 
However, he remains hopeful that telehealth will 
“nucleate” a longer relationship between the 
community and healthcare providers, resulting in a 
healthier lifestyle. 

Work-from-home lifestyles have enabled us to 
adapt technology in nearly all aspects of our
lives from virtual meetings, entertainment and
food delivery. It is therefore not surprising to see 
technology merging with the healthcare sector.
But health-tech is more than just a COVID play,
it also represents a shift in the delivery of 
healthcare services which could be here to stay for 
a long time.
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First instinct best describes how Lim Wai Mun,
Chief Executive & Founder of Doctor Anywhere, 
thinks about how we could eventually think about 
tele-health. Similar to how it has become ubiquitous 
to get a cab by using ride hailing apps rather than 
flagging it down on the side of the road, making a 
quick virtual clinic check up with a doctor could be 
the de facto option before an in-person consultation. 

He explained, “It is reasonable to say that our first 
instinct is to go to an app to order for a cab. This is 
the same for when we think about telehealth. We 
are not hoping that there will be no more taxi, no, 
not hoping that there will be no more hospital or 
whatever. But in the next visit, should there be a 
straight to in-person visit or can there actually be 
the first instinct to be, oh, you know, why don’t I just 
have a quick virtual clinic check with my doctor 
before I visit him in person?”

Leveraging Health-Tech in Current Times

It is reasonable to say that our first instinct is to 
go to an app to order for a cab. This is the same 
for when we think about telehealth. Why don’t I 
just have a quick virtual clinic check with my 
doctor before I visit him in person?

Lim Wai Mun
Chief Executive & Founder, Doctor Anywhere



For Subramanyam Yadavalli, CEO at Apollo 
Hospitals, the pandemic has given an opportunity 
for a traditional hospital to embrace technology 
even more. He believes that even in a post-COVID 
era, the newfound practices from harnessing 
technology such as preventive medicine and more 
effective ways of addressing disease burden should 
continue. Apollo 247, the hospital’s AI-driven and 
online consultation portal was a new initiative that 
was launched as part of this process.

As much as technology has improved the overall 
quality of healthcare services, Dr. Yadavalli 
emphasizes that the human touch remains the most 
important factor in the delivery process. “Medicine 
is something which always should have an 
emotional connection with the patient. We cannot 
replace a doctor, a nurse, a technician, [or even] a 
hospital [using] technology. Technology will 
improve, enhance the experience, [so] while we 
need to invest in technology, we [also] need to 
invest in manpower.”

On the topic of investment, Dax Ng, Chief 
Investment & Business Officer at Livingstone 
Health, a multidisciplinary healthcare operator, has 
been mindful of the gradual shift and increasing 
deals within the bio-medical, pharmaceutical, 
medtech, and medical equipment space. On the 
back of these trends, Livingstone is also looking to 
work more closely with the Shenton Healthtech 
Venture Capital Fund, to further develop some of 
these opportunities. 

Daniel Laverick, Head of SAP & IT Solutions at Zuellig 
Pharma, also commented that the concept of applying 
blockchain in healthcare services seems to be 
enduring beyond its initial hype over the last decade. 
There is an increasing adoption of shared blockchains, 
and highly fragmented supply chains are coming 
together and seeing the associated benefits along 
with it. 

While this may still appear to be in a nascent phase, 
product authenticity is one the key features 
underpinning the adoption of blockchain-based 
applications. Laverick believes that this will become 
extremely relevant when it comes to validating 
counterfeits when the COVID-19 vaccines hit the 
market. Another area of blockchain application is in 
health data management, where it can be used to instil 
more confidence in the way data is being secured and 
managed by professionals in the ecosystem.

17

Medicine is something which always should have 
an emotional connection with the patient. We 
cannot replace a doctor, a nurse, a technician, [or 
even] a hospital [using] technology. Technology 
will improve, enhance the experience, [so] while we 
need to invest in technology, we [also] need to 
invest in manpower.

Dr. Subramanyam Yadavalli
CEO, Apollo Hospitals



He noted, “There is a tendency with a new pandemic 
like this for people to jump in too quickly and there’s 
too much involved. And then when the problem gets 
solved, everybody jumps out of the game and
we lose a lot of the knowledge that was
being developed.”

Dr. Kennedy hopes that the professional healthcare 
community will be able to not only leverage 
technology, but to also apply the knowledge 
acquired during the pandemic in the future. While 
numerous organizations and companies have 
dedicated significant resources to researching 
specifically for a COVID-19 vaccine, there are also 
other related risk areas such as aging which might 
have been overlooked.

He said that aging is the biggest risk factor for 
complications and mortality due to COVID-19, as 
well as other infectious and chronic diseases. 
“[There is] huge savings the next time a pandemic 
comes along. This is not COVID-19 specific 
research. It is research [and] it is going to impact 
the virus. I think the important thing is we need to 
focus on doing better prevention and actually 
working with people while they’re still healthy to 
keep them healthy long because the economic 
impact is huge.”

18

While this may still appear to be in a nascent 
phase, product authenticity is one the key features 
underpinning the adoption of blockchain-based
applications. This will become extremely relevant 
when it comes to validating counterfeits when the 
COVID-19 vaccines hit the market.

Daniel Laverick
Head of SAP & IT Solutions, Zuellig Pharma

I think the important thing is we need to focus 
on doing better prevention and actually working 
with people while they’re still healthy to keep 
them healthy long because the economic 
impact is huge.

Dr. Brian Kennedy, Professor
Biochemistry and Physiology, NUS



Charting a roadmap for 2021 and beyond
In conversation with Simon Dale, MD, SE Asia, Adobe and Arvinder Gujral, MD, SE Asia, Twitter

The disruption to the global economy in 2020 due 
to COVID-19 has made business forecasting 
incredibly challenging across all sectors. In this 
closing session of the CXO Summit – APAC 2020, 
Charlene Teo, Partner Development Director at 
KrASIA, spoke with Simon Dale, Managing Director, 
Southeast Asia at Adobe and Arvinder Gujral, 
Managing Director, Southeast Asia from Twitter on 
planning ahead for the year of 2021.

Listening to customers and investing 
ahead of the curve
Adobe continues to be one of the household names 
in the market that dominates the creative scene. 
But the power of cloud computing has made access 
to technology significantly cheaper, faster, and 
more accessible to the public. The result of this 
trend has led to many new entrants that provide the 
average man on the street with a graphic design 
platform, thousands of artistically designed 
pamphlets and other tools. Dale commented that, 
“We really love competition, right? That is the [heart 
of the] software industry, this continual innovation. 
And someone always has a great idea.”

Given that speed is key, what makes an app or a 
brand really stand out from the competition is 
whether it can successfully integrate productivity 
into the development workstream. Based on a 
marketing and consumer survey conducted in 
August, Adobe discovered that consumers 
responded more positively to brands that were 
able to create value for their audience by pivoting 
content to be more empathetic and relevant. 

To accomplish that effectively, Adobe was able to 
reduce that lead time from content creation to 
online digital engagement to help the creatives 
tap the market quickly. 

Perhaps more important than simply online 
engagement, Adobe spotted a huge opportunity 
in terms of how consumers were taking their 
creative work with them on the go. Adobe Fresco, 
a freely available drawing and painting app built 
especially for mobile devices, was the result of 
that innovation.
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Multiple social media platforms, 
hundreds of conversations
For Gujral, there is no one-size fit-all product for 
social media. Each platform while publicly 
accessible, is a closed loop network around a 
specific topic. The different media channels does a 
good job of amplifying and making it the public 
conversation of the Internet. 

In the case of Twitter, the recent crisis gave the 
company its best-ever results of audience 
additions to their platform in Asia Pacific – not only 
because people were forced to stay at home – but 
also because users wanted information, and they 
wanted it fast and reliable. 

Gujral believes that the market of information is not 
finite and large enough to accommodate other 
players. “I think all platforms have a role. Twitter 
has its own role. It’s a unique role. Telegram, 
Instagram, Facebook, YouTube, they have their own 
roles to play and people go to each platform for its 
own unique value proposition.”

While audience and revenue growth in 2020  has 
been stellar, Gujral is quick to note that quality of 
that growth is even more important going forward. 
He coins this as the “health of a conversation on 
the platform”.

“We extend our responsibility to make sure we give 
accurate information and not allow the spread of 
bad information on a platform. As long as we are 
doing that, every other metric is secondary.”
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The first thing you will realize and look back and 
you can’t predict 2021 because you couldn’t 
predict 2020.”

Arvinder Gujral
MD, SE Asia, Twitter
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Muscle memory = Speed
While no organization can rightfully predict what 
lies ahead, we can certainly learn from the events 
that have happened this year to date. As Gujral 
stated, “there are new things we discovered given 
what happened in this year, and that is creating 
new muscle memory for the organization.” 
Companies may not be able to control political 
unrests and the global macroeconomic trends, but 
they can certainly devise frameworks to better 
prepare themselves for any uncertainty.

For Gujral, indecision is worse than making the 
wrong decision. He believes that it is absolutely 
critical for every an organization to have a cross-
functional taskforce, equipped with an executable 
framework and good “muscle memory” to speed up 
the decision-making process in any crisis. In the 
case of Twitter, even while the overall GDP within 
the region may have decreased, there are still 
bright spots within the sector which the company 
has benefited by successfully pivoting on the right 
side of the economy.

In terms of harnessing technology for growth, 
Adobe is already employing that through Sensei, a 
cloud service that connects all of Adobe’s tools, 
combining artificial intelligence for automating 
some processes and human processes for that last 
mile conversion into paying customers. 

While a large part of that involves automating huge 
chunks of data and iterative testing, Dale is quick to 
point out that years of experience from an industry 
practitioner remains a key to delivering that last-
mile solution of realizing revenues.

“Some of it can be automated, but some of it 
requires still a really intimate understanding of your 
customer. And it is [in] the space of personalization. 
Do you know your customer segments? Do you 
know what kind of promotions you want to map in 
those segments?”
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CXO Summit – APAC 2020 Agenda



Digital transformation has been the flavor of 2020 with many traditional businesses migrating into the digital realm. While it has been a year of great uncertainty and volatility,
it has also created new opportunities and markets.
  Is the use of technology an absolute litmus test for identifying the winners in the current market?
  Perspectives on the way ahead: where are the bright spots in 2021 and beyond?
  The changing face of business travel and remote work arrangements – what does this mean for the future economy?
  What are the limits of technology in enabling and transforming business capabilities?

Larissa Tan
CEO, Vanda Electrics

Desmond Chua
Head of Asia Pacific, 
Datasite

Varun Mittal
Global Emerging Markets 
Fintech Leader,
Ernst & Young

Dr Mandar Vaidya
CEO for Japan, Southeast 
Asia and Middle East,
OYO Hotels & Homes

Zen Koh
Co-Founder & Group 
Deputy CEO,
Fourier Intelligence

Jason Thompson
CEO, OVO

Ayumi Nakajima
Head, SEA & India
Pinterest
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The Great Digital Leap
CXO Summit – APAC 2020  |  Day 1 Panel Discussion

ModeratorPanelists



Stakeholders are increasingly embracing ESG and sustainable business practices – both have become central to the way businesses are being conducted and
a cornerstone for investors globally.
  What does sustainable investing mean? Can long-term profitability be a realistic goal? 
  How do we balance the economic interests of shareholders and societal good?
  How has COVID-19 changed the way organizations are adopting sustainable business practices?
  What are some of the initiatives at the operating level that organizations can undertake to encourage sustainable business practices?

Christian Cadeo
Managing Partner,
Big Idea Ventures

Minette Navarrete
Vice Chairman & President, 
Kickstart Ventures
Senior VP, Globe Telecom

Oscar Wezenbeek
Managing Director,
Southeast Asia, AkzoNobel

Sandhya Sriram
Founder and CEO,
Shiok Meats Ltd
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The Importance of Sustainability in a Changing Marketplace
CXO Summit – APAC 2020  |  Day 2 Panel Discussion

ModeratorPanelists



Southeast Asia has proven to be an important hub in the value chain for many businesses in Asia. CEOs based in the region share their strategies and stories for
navigating the new economic landscape.
  In an era of austerity and near zero interest rates, where are companies looking for growth within / outside the region? 
  What are the implications of geopolitics and trade wars on businesses in Southeast Asia? 

Thomas Zhang
Head of Greater China, 
Uzabase

Phil Chen
Decentralized Chief Officer,
HTC General Partner,
Race Capital
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The Hotspot that is Southeast Asia
CXO Summit – APAC 2020   |   Day 2 Fireside Chat

ModeratorPanelist



The pandemic this year has largely accelerated the digitalization of the healthcare industry, particularly with a focus on telemedicine, mobile health and medical technology.
  What are the new drivers shaping the current healthcare ecosystem in Asia? 
  How are CEOs and business leaders leveraging this trend to re-organize or expand?
  What are some of the key initiatives and notable transformations undertaken by businesses this year?

Toto Ku
Head of Greater China, 
Datasite

Varun Mittal
Chief Executive & Founder, 
Doctor Anywhere

Dr Mandar Vaidya
Chief Investment &
Business Officer,
Livingstone Health

Zen Koh
Head of SAP & IT 
Solutions, Zuellig Pharma

Jason Thompson
CEO, Apollo Hospitals

Ayumi Nakajima
Distinguished Professor
Yong Loo Lin School of 
Medicine, National
University of Singapore
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Leveraging Health-Tech in Current Times
CXO Summit – APAC 2020  |   Day 3 Panel Discussion

ModeratorPanelists



A new set of challenges await companies as the world gradually returns to a new normal. CEOs share what is keeping them awake at night and
what their priorities are in the near and longer term.
  Will economic activity ever revert to pre-pandemic levels?
  What are the key focus areas for 2021 and the next five years?
  What are some creative and interesting initiatives that companies are leading to drive growth?

Charlene Teo
Partner Development 
Director, KrASIA

Oscar Wezenbeek
Managing Director,
Southeast Asia, AkzoNobel

Sandhya Sriram
Founder and CEO,
Shiok Meats Ltd
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Charting a Roadmap for 2021 and Beyond
CXO Summit – APAC 2020  |  Day 3 Fireside Chat
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