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ASEAN at a glance

ASEAN-6 country outlook in 2018-19
Thailand

          Growth momentum picking up
          Stronger exports, tourism and improved 
          public infrastructure investment
          Higher private consumption from 
          agricultural income 

Philippines

          Stellar GDP growth from rise 
          in imports and external demand 
          Firm domestic consumption 
          Manufacturing and services are 
          key drivers

Indonesia

         GDP growth from higher 
         private consumption  
         Robust agriculture, 
         manufacturing and services  
         Government investments in 
         construction and transportation 

Excellent

Country outlook

Fair
Good

Malaysia

          Benefits from the recovery in commodity 
prices, world trade and rising exports

          Strong expansion in domestic 
          consumption and private 
          investment
          Services and transportation sectors
          to profit from rising tourism

Indonesia

Philippines

Singapore

Thailand
Vietnam

Malaysia

Vietnam
      
          GDP expansion remains high  
          Increasing trade opportunities
          driving manufacturing growth
          Construction, transportation
          and services  boosted by FDIs 

Singapore

          GDP growth remains healthy
          Export-oriented manufacturers and 
          service sectors are key performers
          Construction and shipping 
          remain lacklustre

Source: Dun & Bradstreet

In the next two years, the economies of ASEAN are poised for strong expansion driven by private consumption and public investment:

• The region’s rising middle class, stable labour market conditions and real wage acceleration will drive an increase in consumer spending 
enabled by new technologies 

• Investment will be supported by public spending on infrastructure projects, particularly in markets such as Indonesia, the Philippines, 
Thailand, and Vietnam. 

• Strong external demand in major economies and particularly China, ASEAN’s biggest importer, will accelerate the region’s growth. 
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ASEAN SME 
Transformation 
Survey

To understand how ASEAN SMEs are positioning themselves to 
participate in the region’s growth story and to adapt in the changing 
environment, we interviewed 1,235 SMEs across a number of sectors in 
the ASEAN-6.2 

2 Survey results are based on aggregated findings from 1,235 SMEs interviewed across 6 ASEAN markets 
in late 2017. Responses are based on feedback from individuals representing these enterprises during the 
survey period, and may not necessarily be fully reflective of the regional SME markets as a whole. See the 
Appendix for full demographic details.

This section shares our observations on these regional enterprises’ 
strategy and operations, their banking engagements and channel 
preferences, source of financing and their views on the role of 
governments in facilitating SME development. 
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Figure 8: Internationalisation challenges

Intense competition from 
incumbents and limited 
brand recognition overseas

79%

Limited market and
consumer knowledge on
those countries57%

Unsuitable business 
environment or weak 
infrastructure44%

Foreign exchange 
fluctuations impacting 
revenues and cost

67%

Lack of suitable (overseas 
and established Singapore)
business partners/contacts51%

Weaker credit standing 
with overseas financial 
institutions44%

Lack of trade financing 
from financial institutions38%

Difficulties in hiring 
reliable staff overseas48%

Regulatory restrictions on 
foreign entrants63%

Note: N=459, for enterprises are planning to expand or have expanded overseas.

Banking engagement
�7�R���P�D�Q�D�J�H���½�Q�D�Q�F�H���U�H�O�D�W�H�G���R�S�H�U�D�W�L�R�Q�D�O���L�V�V�X�H�V�����6�0�(�V���D�U�H���W�X�U�Q�L�Q�J���W�R���E�D�Q�N�V���I�R�U���P�R�U�H���V�R�S�K�L�V�W�L�F�D�W�H�G���V�R�O�X�W�L�R�Q�V��
and holistic support. We examine how SME expectations of their bankers are evolving, looking at the 
solutions required and how entrepreneurs want to connect with their banks digitally. 

Operational issues … �©���U�H�T�X�L�U�L�Q�J���½�Q�D�Q�F�L�Q�J���V�R�O�X�W�L�R�Q�V���W�R��

• Globalisation of trade
• Provide quick and safe international trade solutions and simplified 

foreign exchange products

• Volatility of currencies and commodity prices • Hedge risks to minimise the impact on cash flow and margins

• High levels of default from their customers and suppliers affecting 
the supply chain

• Mitigate customer and supplier risks

• Increased shareholder focus on cash • More effectively manage cash and liquidity

Figure 9: How SMEs would like to engage with their primary business banks in FY18

37%

Reduce the level of engagement. Instead, we want to explore other traditional 
peers/new non-bank financial providers

Increase the level of engagement with our current business bank

Keep our relationship at status quo and give them the same share of our business

16%

47%

F
Y

18
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6  Macroeconomic data mentioned here is accurate as of end 2017. These are government or economists’ consensus estimates, prior to the release of the actual 
full year 2017 figures.

ASEAN-6 country 
snapshots6
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Demographics of SME respondents
The ASEAN SME Transformation Survey polled SMEs from the six core ASEAN markets 
(the ASEAN-6) of Indonesia, Malaysia, the Philippines, Singapore, Thailand and Vietnam, 
with results aggregating the responses of entrepreneurs from about 200 SMEs in each country. 
Phone and online interviews were conducted with senior decision makers responsible for 
business strategy, operations or finance. 

Appendix: 
Survey 
participants’ 
profile



Audrey Chia 
�&�K�L�H�I���(�[�H�F�X�W�L�Y�H���2�I�½�F�H�U�� 
audrey.chia@dnb.com.sg

Matthias Chen 
Marcom & Product Manager 
matthias.chen@dnb.com.sg

Alex Ho 
International Business Manager 
alex.ho@dnb.com.sg

Tan Jun Yong 
Business Development Manager 
junyong.tan@dnb.com.sg

EY

Audrey Chia 
�&�K�L�H�I���(�[�H�F�X�W�L�Y�H���2�I�½�F�H�U�� 
audrey.chia@dnb.com.sg

Matthias Chen 
Marcom & Product Manager 
matthias.chen@dnb.com.sg

Alex Ho 
International Business Manager 
alex.ho@dnb.com.sg

Tan Jun Yong 
Business Development Manager 
junyong.tan@dnb.com.sg

D&B

Country contacts

Jan Bellens 
Global Deputy Sector 
Leader Banking & 
Capital Markets  
jan.bellens@sg.ey.com 

Michael McGauran 
Transaction & Strategy 
Leader APAC Banking 
& Capital Markets  
michael.mcgauran@sg.ey.com

Nam Soon Liew 
Managing Partner  
ASEAN Markets 
namsoon.liew@sg.ey.com

Li-May Chew 
Associate Director  
Banking & Capital 
Markets 
li-may.chew@sg.ey.com

Jaslyin Qiyu 
ASEAN Financial Services, 
Brand, Marketing and 
Communications Leader 
jaslyin.qiyu@sg.ey.com

For media 
and 
marketing 
enquiries 

Chan Hooi Lam 
Financial Services 
Assurance Country Leader 
hooilam.chan@my.ey.com

Malaysia

Vicky Salas 
Financial Services 
Country Leader  
vicky.b.leesalas@ph.ey.com

Philippines

Ratana Jala  
Financial Services 
Assurance Partner 
ratana.Jala@th.ey.com

Thailand

Danil S Handaya 
Financial Services  
Country Leader  
danil.s.handaya@id.ey.com

Indonesia

Duong Nguyen  
Financial Services  
Country Leader  
duong.nguyen@vn.ey.com

Vietnam

UOB

Sayumrat Maranate 
Country Head  
Business Banking 
sayumrat.mar@uob.co.th

Thailand

Fred Lim 
Country Head  
Business Banking 
fred.limwm@uobgroup.com

Vietnam

Mervyn Koh 
Country Head  
Business Banking 
mervyn.john.kohww@uobgroup.com

Singapore

Denny Setiawan Hanubrata 
Country Head 
Business Banking  
dennyhanubrata@uob.co.id 

Indonesia

Raymond Chui 
Country Head  
Business Banking 
raymond.chuikl@uob.com.my

Malaysia

Lawrence Loh 
Group Head  
Business Banking 
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Contacts
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