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Participants being informed about the e�ects of development on hill land  

Wishing all of 
our readers:

A Happy and 
Prosperous
Chinese 
New Year!

CEO Speaks Session 1:  Viability of Hill Land Development

investPenang started the New Year with a bang, by conducting the first session of CEO Speaks. 
This time round the focus of the session was on the viability of hill land development. 73 
participants converged to listen to the speakers, who are experts of the property development 
industry. 

The first guest speaker, Dr. Teoh Poh Huat, Director of Henry Butcher, Malaysia, gave insight of the 
expectations of house buyers of hill side properties. Meanwhile, Mr. Toh Chin Leong, General Manager 
(Northern Region), IJM Properties, shared with the audience on the mitigating factors that his company 
takes on hill development. Ir Lim Kok Khong, the Chairman of the Institution of Engineers Malaysia 
(Northern Branch), shared his expert views on hill development and the social responsibility of civil 
engineers.  

So far, a residential hill land catastrophe has yet to happen to the State of Penang. However, the present 
administration has decided to take a pro-active approach by taking preventive measures,  in view of the
high rate of urbanization in Penang.In Penang, environmentally sensitive areas have been identified and 
zoned as conservation and protection areas. These areas include hill land exceeding 76 meters or 250 feet 
above sea level with gradients exceeding 250.

In addition to that, the Penang State municipal councils have been requested to inspect all hillside 
development projects and hilly areas on a weekly basis. The key concern in hill slope projects now, is the 
safety of the people because landslides are prone to happen during heavy rain spells. 

Don’t forget to visit our website www.investpenang.gov.my to have the latest updates of our upcoming
events. 
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By Michael Krigsman

For successful IT projects, consider these strategies, which cover relationships between IT and its environment as well as 
address culture and process. Let's talk about running successful IT projects in 2009. This discussion is more important than 
ever, because IT problems remain common, with some estimates suggesting 68 percent of projects fail. Despite staggering 
odds, follow these �ve strategies to reach the IT pot of gold.

1. Meet business needs

Every IT project must accomplish a business goal or risk becoming a wasteful boondoggle. Poor communication between 
business and technology groups complicates this simple concept inside many organizations. If the business side routinely 
criticizes your IT team, get together and ask them for guidance. While isolation brings failure, discussion is a true harbinger 
of success. Conversation with the business is the right place to begin an IT improvement program for 2009.

2. Innovate

Conversations with the business should help both sides work together with greater creativity and �exibility. Adaptability is
 fundamental to survival, especially in tough economic times, so being ready to accept change is prerequisite for success.
Although listening carefully to user requirements is the �rst step, being self-critical as an organization is also necessary. 
Great things happen when IT embraces a culture of continuous change and improvement.

3. Be honest 

Denial is the handmaiden of failure and a leading cause of project death. Change is impossible until a team accurately 
recognizes its own weaknesses. Having done so, the team can take remedial measures that shore up weaknesses and 
support strengths. Objective self-appraisal is the hardest item on this list to accomplish; few organizations do this well.

4. Align vendors

Virtually all projects involve the IT Devil's Triangle: the customer, technology vendor, and services provider. As I have 
previously written, "These groups have interlocking, and often con�icting, agendas that drive many projects toward failure."
Given the great importance of these relationships, success depends on managing the vendors to your advantage. Use 
contractual incentives and penalties to ensure external vendors operate with your best interests in mind.

5. Arrange sponsorship

Many IT initiatives go across political boundaries within an organization. For these reasons, gaining consensus among 
participants and stakeholders is sometimes hard. Since problems inevitably arise, a strong executive sponsor is a critical 
success factor on all large projects. Make sure the sponsor fully understands his or her role and is committed to active 
participation. The best sponsors care passionately about the project's goals. Conversely, sponsors who don't play an 
appropriate advocacy role when needed can kill an otherwise healthy project.

These �ve points cover relationships between IT and its environment, which includes internal stakeholders and external 
partners. It also addresses culture and process, bringing together essential ingredients to overcome many problems that 
plague IT. What do you think is the best path to achieving successful IT in 2009?

Michael Krigsman is CEO of Asuret, a software and consulting company dedicated to reducing software implementation 
failures. He is also CEO of Cambridge Publications, which specializes in developing tools and processes for software 
implementations and related business practice automation propjects. 

(Source: http://www.zdnetasia.com Jan ‘09)
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India's animation sector moves up value chain
By Swati Prasad

INDIA--The animated �lms market is growing at a fast rate in India, where in the last one year alone, nearly 85 such shows 
were announced.  2008 saw the box o�ce release of several animated movies in the country, such as Roadside Romeo, 
Ghatothkach, Dashavatar and My Friend Ganesha 2. Sangeeta Gupta, vice president, Nasscom, told ZDNetAsia in a phone 
interview: "In the last two years, the domestic market for animation has grown signi�cantly. And so has the quality of 
production." 

The mainstream �lm industry too is increasingly using animation and special e�ects. In the last 18 months, Bollywood has
released several Hindi movies with special e�ects and animation, such as Drona, Taare Zameen Par, Jodha Akbar and Love 
Story 2050. According to Nasscom, a total of 85 domestic animation movies have been announced over the last year and 
28 are in di�erent stages of production. 

Gupta said: "Animation companies have also started focusing on building original IP (intellectual property), which they can 
leverage in terms of merchandising and TV broadcast revenues." The sector is poised to grow at a healthy pace. As per a 
recent Nasscom report, the animation industry in India was around US$460 million in 2008 and is set to grow at a 
compound annual growth rate of 27 percent to reach US$1.16 billion by 2012. The market has been de�ned as animation 
entertainment (US$120 million in 2008), animation education (US$53 million) and custom content development 
(US$187 million) and multimedia/Web design (US$100million). 

October 2008 saw the release of Roadside Romeo--the �rst 3D animation movie out of India--produced jointly by Yash Raj 
Films and Walt Disney Pictures. Roadside Romeo is the tale of a pampered puppy whose owners move, leaving him behind 
to fend for himself on the streets of Mumbai. 

Bhaskar Dutt, business head of gaming business, and head of marketing at Visual Computing Labs, Tata Elxsi, said: "Yash Raj 
Films wanted to give Roadside Romeo an universal appeal, just like any other Bollywood �ick. They wanted to prove that an 
animation movie can appeal to adults as well and is not meant only for children." Therefore, the 95-minute show was made 
in the classic Bollywood manner, with 40 scenes and �ve song-and-dance numbers. "The response for Roadside Romeo has 
been very satisfying," Dutt told ZDNet Asia in a phone interview, though he did not divulge the cost incurred to make the 
�lm and its gross collections. "In terms of gross revenues, the �lm was the highest grosser amongst all Disney animation 
�lms released in India in the past," he said. Gupta said: "It's partnerships like these that will grow the industry." According to 
her, companies like UTV Motion Pictures, DQ Entertainment India, Kahani World and Rhythm & Hues are doing some
interesting work. In February 2008, Rhythm & Hues won an Oscar for the Best Visual E�ects for the �lm The Golden 
Compass. Rhythm & Hues India reportedly contributed to all stages of the production process and delivered roughly a 
third of the total work done by the parent company in the United States. 

Animation movies in India are made on less than one-tenth of the budget of a similar Hollywood �ick. That's because even 
a mainstream Bollywood �lm does not gross collections of more than US$20.6 million (or 1 billion rupees). While Hollywood 
produces animation movies with a budget of US$60 million to US$80 million, these investments are justi�ed because the 
receipts are to the tune of US$200 million. Ashok Rajgopal, partner of Ernst & Young's Media and Entertainment Practice, 
told ZDNet Asia in a phone interview: "There is demand for animation, but the market is not large enough." According to 
Rajgopal, the commercial success of animation �lms is yet to be tested. "If the Indian audience has been exposed to 
animation �lms like Madagascar and Finding Nemo, can they be engaged in �lms that are made in India at a fraction of the 
budget," Rajgopal questioned. With the growth of this industry, production budgets too are expected to increase. According 
to Nasscom, the production budget for Indian animated movies should increase from US$2 million to US$2.5 million in 
2008, to US$5 million to US$7.5million in 2012. Similarly, the average realizations for a good animation movie will increase
 from US$7.5 million to US$12.5 million during the same period. One way of addressing the budget constraint is by making 
animation movies and serials for release in domestic as well as international markets. The television industry, according to 
Rajgopal, can do with some good animation serials. "Serials like Shin Chan and Ben 10 (that have been telecast in India) are 
not aligned to India sensitivities," he added. The Indian government had recently banned cartoon TV serial Shin Chan due to 
the same reason. 

The other constraint before the industry is the lack of skills, especially in high-end animation. Dutt said: "Growth of this 
industry is solely dependant on education." Concurred Gupta: "We need to take animation to the formal education system. 
India needs more three-year degree programs in animation as opposed to short, six-month courses." As of today, few 
institutes (such as the National Institute of Fashion Design) o�er a degree course in graphics and animation. However, 
several institutes are launching new courses in animation and visual e�ects. As per the Nasscom report, the education 
segment of the animation industry is projected to grow at the rate of 40 percent per annum till 2012. More than the skills, 
Rajgopal is of the view that the industry needs animators who also have the ability to manage projects and commercially 
exploit an IP. "Most professionals in the country are animators at heart, and not businessmen," Rajgopal said.
Swati Prasad is a freelance IT writer based in India.

(Source: http://www.zdnetasia.com Jan ‘09)
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Wi-Fi won't replace mobile broadband
By Victoria Ho

Mobile broadband is expected to weather the economic downturn because it is becoming mainstream, 
with Wi-Fi hotspots not posing a signi�cant threat, according to analysts. 

Daryl Schoolar, senior analyst, wireless broadband at In-Stat, said in an interview with ZDNet Asia, he 
doesn't expect mobile broadband usage to take a big hit because it is becoming a mainstream 
commodity. "A lot of laptop data card subscriptions are paid for by businesses, so I don't expect that to
be a�ected. Businesses may look for other areas to cut cost. Connectivity is indispensable," Schoolar said, 
but added that consumers and SMBs may think twice about signing up for new contracts.

According to a recent Parks Associates study, the mobile broadband market is expected to weather the 
economic downturn because it is "transitioning into a mainstream service". The study projects the number 
of U.S. mobile broadband users to more than double between 2008 and 2013.The research �rm expects 
mobile broadband reliance to be increased by sales of smartphones throughout the period. 

Mobile broadband is expected to continue to prosper in spite of Wi-Fi hotspots being "very popular" in 
the United States. Schoolar said operators such as AT&T o�er bundled services such as free Wi-Fi 
connectivity at hotspots for their existing DSL or iPhone subscribers, so this helps to prevent Wi-Fi and 
cellular broadband from being two competing services.

Operators in Asia are adopting similar tactics. Bryan Wang, research director, Asia-Paci�c connectivity, 
Springboard Research, said in an e-mail interview with ZDNet Asia, China Mobile has bundled 10 hours 
per month of Wi-Fi usage with the upper-tier cellular broadband subscriptions. Wang said there is a 
possibility some corporations may consider Wi-Fi as an alternative to curb spending on mobile 
broadband, but noted that in countries like Singapore, Hong Kong and Taiwan, there is consumer 
momentum to switch over to 3G cellular broadband from current �xed broadband services. 

"China Mobile uses both to provide comprehensive coverage for customers," he said, but added that 
"we see the trend of consumers moving to cellular broadband, as well as business users". He said: 
"Cellular broadband is not necessarily more expensive than �xed broadband... This has been happening 
in the past six months for non-gaming consumers, who just need to surf anytime, anywhere." 

Free is not good enough

One trump card mobile broadband has over Wi-Fi is ubiquity, said In-Stat's Schoolar. "Out in the �eld, 
hotspots are not an option," he said. "It's a tough market for Wi-Fi operators. They have to branch out 
and provide other services than just selling access, [such as] running a managed LAN service, for example, 
or tying up to control valuable real estate like airports and business hotels," he added. 

Wang said: "Wi-Fi coverage is still an issue for most countries." And bundled o�ers from operators giving 
home users �xed broadband and cellular data could "kill" paid Wi-Fi hotspot services, he said. In the 
United States, AT&T sells a data plan together with its iPhone, as does T-Mobile with its Android-based 
G1 smartphone, said Schoolar.

(Source: http://www.zdnetasia.com Jan ‘09)W
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