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KEY THEME 4

Playing in the
global market

Businesses that are looking to grow need to build opportunities across both literal and gurative borders by
forming partnerships with other companies to build/source new products or services. In addition, companies
also need to leverage commercial and social platforms to expand their reach and capabilities. The digital

landscape facilitates e-commerce by enabling opportunities to capture a global customer base. To do so requires
collaboration with global enterprises and other international vendors and suppliers.

77% of Singapore SMEs pick
ASEAN as an expansion venue,
against 22% for China and 15%
for South Asia.!

Explore the full report Q

Visit chubb.com/digitalbusiness/sg

1 https://www.businesstimes.com.sg/asean-business/most-

singapore-smes-pick-asean-as-top-destination-to-grow-
sbf-survey

2 https://www.straitstimes.com/business/companies-
markets/platform-can-help-spore-smes-access-china-
buyers

3 https://www.enterprisesg.gov.sg/-/media/esg/ les/
media-centre/media-releases/2020/jun-2020/grow-
digital_22june.pdf

Recognising the potential of some of the world’s fastest growing emerging
markets, more than three-quarters of SMEs in Singapore! have plans to
expand in the ASEAN region. In Singapore, SMEs can leverage initiatives
introduced by the government to access cross-border trade platforms,
such as OneSME?, which was introduced amid the pandemic. Enterprise
Singapore and the Infocomm Media Development Authority also launched
a programme called Grow Digital® to connect SMEs with the global market
through online platforms.

Besides scaling geographically, companies are also collaborating with
businesses across the ecosystem for growth. For example, Southeast Asia

ntech platform, Grab, partnered with Chubb in 2018 to o er insurance
solutions to its driver-partners and subsequently riders in several countries
in the region.

However, while SMEs recognise the need to collaborate with bigger
commercial players within the ecosystem, it presents challenges around
data, technology, products and services. Conducting business in unfamiliar
territories is often daunting if companies are not equipped with extensive
knowledge and experience of local risks and regulations.

As Singapore’s business environment recovers with the gradual but
promising roll-out of the COVID-19 vaccine this year, companies will no
doubt be looking at new ways and opportunities to accelerate growth and
to emerge from the pandemic in a position of strength.

RISKS AND PRODUCTS

Doing business around the globe can be a key driver of growth for the
future — if it is done with an eye toward the potential risks.

Potential
business risk

Exposure to new and unknown overseas risks and Directors & O cers/ Professional Indemnity /
regulations. Cyber / Marine / Global Services
(Multinational Risk Management Solutions)

Exposure to political-related risks overseas, excluding Directors & O cers/ Crime / Marine
terrorism (e.g. transfer of money, goods lost or
con scated at ports).

Selling products in new markets requires transportation ~ Marine
of goods that may be put at risk while transit.
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