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Expert Commentary is a thought leadership series brought by our ASEAN Advisory Subject Matter Experts. The series discusses 
current trends and topical issues as well as features key insights and experiences of our Subject Matter Experts.

At ASEAN Advisory, we bring together industry savvy experts and functional specialists to collaborate under one roof as a cohesive 
team of advisors serving the ASEAN region. As a strategic consultancy firm, we focus on three practice areas, namely origination, 
public-private partnership and projects, and policy and regulatory reforms in ASEAN. We also work closely with government, 
government-linked companies, state-owned enterprises, private and public listed companies, multinational corporations as well 
as high net worth individuals.

As the consulting arm of the ZICO Group, we are part of the 1st multidisciplinary practice group listed on the SGX Catalist and is 
strongly affilitated with ZICO Network, consecutive winner of FT Asia Pacific Innovative Lawyers award.

More about us: www.zico.group
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Foreword

Dear reader,
 
We are excited to present this edition of ASEAN Advisory’s Expert Commentary. This time around, the spotlight is on the importance of corporate 
empathy as a key quotient of long-term success.

2017 saw a tidal wave of whistleblowing on unethical business practices to sexual harassment across the globe. Shareholder activism brought 
industry giants to their knees, and the public rejoiced. Empowerment is at an all-time high as more voices stood up for their beliefs and spoke out 
against injustice. However, not all instances were successful as some spoke the unfortunate truth to their personal detriment. Empowerment can 
only thrive in a safe environment led by leaders who drive vision with values.

The corporate world today is more vulnerable than ever. Industries are playing catch up with disruptive technologies whilst companies are seeking 
future proof solutions. Crisis can besiege any time and in any form, and institutions have to respond ethically and responsibly to every opportunity 
and challenge.

In ZICO, inward and outward corporate empathy is critical for us to continue to be trusted advisors. Our talent and clients must believe that we 
are always listening and have their best interests at heart. One of the motivations that drove us to list the first multi-disciplinary platform on the 
SGX was to offer a holistic service suite to our clients.

Our women-friendly policies have enabled us to attract and retain talent. We are extremely proud that women make up 52% of employees and 
54% of leadership in ZICO Group and ZICO Law, far above the global average of 39% women in workforce. We even brought our belief that women 
can continue to remain productive by creating ZICO Insource to provide quality contingent workforce to clients.

As we celebrate International Women’s Day in the month of March, ZICO will continue to press for progress and commit to increasing gender 
parity in our workplace. We thank our collaborators and clients who contributed to the curation of this Expert Commentary series.

We wish you an enjoyable and reflective read.

�We will maintain a gender parity mindset”

  Chew Seng Kok
       Managing Director 
       ZICO Holdings Inc.
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“Inclusiveness” is Stu’s guiding principle to managing people. When 
asked why, Stu tells me with the same confidence that I suspect  
made him such an effective negotiator for GE: “he could prove it.”  
Since retiring from the conglomerate several year ago, the seasoned 
executive, well-known for closing several billion-dollar agreements,  
has lectured widely on leadership and organisational management.  
“I often ask my audience to name their most desirable traits in a leader, 
and I get about a dozen different answers – they all boil down to 
inclusivity. People subconsciously want to feel part of the process.”

Stu insists on an “open-door” policy all the time, telling me that it 
is important for those in senior management to make themselves 
accessible to everybody in the company. He also considers listening 
“one of the most undervalued skills in work,” required to securing  
a team’s commitment. The approach has become a cornerstone of  
human resource practices today, with some of the largest tech 
companies taking the lead in stressing organisational transparency.  
For Stu, openness has always been a foundational principle necessary  
for driving excellence; and this does not change with the market.

The same applies to other core ethical values like integrity, which 
distinguishes the individual contributor from the team member.  
Stu believes firmly in GE’s different holistic assessment frameworks, 
such as the “360° Evaluations,” its “Executive Assessments,” and “Skip-
Level Meetings.” These methods measure both performance and  
the values of GE employees, recognising the two as intertwined. 
“Somebody who’s great at driving results but who demoralises his  
team is not going to be a good fit in the long-term,” he states matter-
of-factly. “The bottom-line is that we are a people organisation.”  
GE affirmed its emphasis on organisational values by firing two Senior 
Vice-Presidents in the 1980’s with incompatible values to make the  
point. In a remarkable candid moment, Stu tells me with a chuckle,  
“it was one of the best days of my working life since one of those  
guys was my boss. The culture of the company changed a lot that day!”

LEADERSHIP INSIGHTS: THE STUART DEAN APPROACH

In the July of 1997, Thailand’s 
currency collapsed, creating 
a financial contagion so 
devastating that it grinded the 
economies of Asia Pacific to halt. 
Indonesia was hit the hardest in 
Southeast Asia (ASEAN). Several 
experts reported an economy 

contraction as severe as 13.7% that year. The Asian Financial Crisis 
(“AFC”) presented huge  challenges for General Electric (“GE”), which saw 
its ambitious plans for the country pushed back indefinitely. Stuart Dean, 
then the President of GE Indonesia, and now ASEAN Advisory’s Senior 
Advisor, remembers the AFC as one of his most challenging moments as 
a business leader.

Mr. Dean (or “Stu” as he is affectionately known amongst colleagues), 
does not shy away from hard-hitting questions about GE’s turbulent foray 
into Indonesia. He maintains that decisions made under his leadership 
– to restructure and streamline the business in Southeast Asia’s largest 
economy – although difficult, were necessary for GE. “We had to move 
fast to cut cost, while retaining our key people and infrastructure.” 
Stu tells me, “unfortunately, that involved laying off some people and 
consolidating several of our factories,” as he explained GE’s strategy post-
AFC. The company’s goal was to ride out the crisis in the long-term; even 
as they were struggling to understand the situation in the aftermath.

The plan worked. Within several years, GE successfully turned a profit 
in Indonesia; but also required creative solutions in the short-term.  
One was the decision to hand over a locomotive facility to a local partner 
at sunk cost, in exchange for guarantees of access to the same facilities 
once the demand for locomotives rebounded. Staying in Indonesia also 
turned out to be an unexpectedly effective confidence-building exercise. 
Stu is convinced that the goodwill generated with the government 
from GE’s commitment during the crisis helped it play a bigger role in 
shaping the country’s economy for decades after. He stresses: “Trust is 
easily broken, and takes a long time to build. But it is an investment that  
reaps sustained dividend.” The claim underlies Stu’s belief that business 
is built on relationships between people. This is a theme that recurs 
repeatedly throughout our long conversation.
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By Winston Ghee Wei Toh

‘‘

”

The Indonesian experience was challenging. 
I learnt that we had to move fast and adapt quickly. 
Of course we got expert advice to understand the 

situation, but few people really knew what was going 
on in those early days.

‘‘
”

Listening is really one of the most undervalued 
skills in leadership, as it is in life. I often see 

young people with tremendous ambition, ability, 
and energy. Unfortunately, many don’t have the 

patience to listen to those around them.

The former CEO of GE ASEAN 
speaks candidly on his approach 
to leadership, his worldview 
after decades at the helm of 
the Fortune 500 Company’s 
Southeast Asian operations; and 
his love for the region.

‘‘Organizations need to change over time, but they 
change with the people that run them. To some 
degree this has to be established from the top  

and followed throughout.

”
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An unchallenged reality, however, is that companies are operating in 
increasing fast-changing markets, and have to adapt in order to thrive. 
GE, for one, has had to respond to several new global and regional 
developments, such as the advent of Artificial Intelligence (“AI”),  
and the opening of new frontier markets like Myanmar. Stu hails  
the recent direction of incumbent chief Jeff Immelt to transition from 
an engineering-based strategy to an innovation-centric approach to 
business as crucial to keeping GE ahead of the game. “The best sales 
pitch you can give is that you have the best product and can create a 
competitive advantage for the customer. Innovation facilitates the 
technological leapfrogs needed to disrupt the game.”

To achieve these “leapfrog” improvements, GE had to rethink its  
more results-oriented values, and even adapt the way it measured 
leadership. Hence the inclusion of “innovation” as the latest GE value,  
and a shift towards more process-based approaches to assessing  
company managers. “Ultimately though,” I am told, “the company’s 
bottom-line needs are going to be driving the discussion on  
organisational values. This then has to “be established from the top  
and followed throughout.” It is also about securing the commitment  
of all employees to the company’s vision and core values, and then 
aligning the product story with both the corporate and individual 
narratives. “That’s how you create synergy.”

1980s. “But we also learnt that trust can go a long way,” he added 
while he recalls working with President Habibie of Indonesia to improve 
government tender processes for foreign companies in the 1990s. GE 
approached subsequent market entries into Vietnam and Myanmar 
with more caution, working assiduously to keep its investments in these 
countries at pace with its growing networks on ground.

At times, GE managed the public perception around its market entry 
successfully, such as when it gained a public relations victory following 
its decision to be the first American company to return to Myanmar after 
16 years of US economic sanctions. The move was hailed as a powerful 
symbol of thawing relations between the two countries, winning  
GE both admirers and business opportunities. Sometimes it was 
impossible to anticipate the public mood. GE’s re-entry into Vietnam 
after U.S. sanctions were lifted in 1994 was well received in Vietnam 
but raised concerns in headquarters. While it is difficult to read the 
public mood, Stu maintains that perception will eventually catch up  
with reality. Thus, companies must get the “people to people” 
relationships with regulators right. Conducting a “stakeholder analysis” 
is not enough. “Companies need to think about ways to add value” 
beyond just creating jobs; they also have to show interest in investing in 
infrastructure and people development. Our conversation always seems 
to come back to people.

For all the changes enveloping the world, Southeast Asia, and GE; 
much about the fundamentals of leadership and management have 
remained consistent. Stu confesses that he had no plans to gun for  
senior leadership when he joined GE in 1979, only to provide for his  
family. In his subsequent three decades at the helm of one of the  
most successful business operations in the region, which saw him 
drive enormous growth and find a home in Kuala Lumpur, Stuart Dean 
has cultivated a people-centric worldview all the more needed in our 
increasingly digitised present.

4

Over time, several “best practices” have emerged, and ambitious 
companies will do well to heed them. The observation comes from a 
person who captained GE’s significant expansion into Southeast Asia. 
“Indonesia taught us to move in phases, and not invest everything  
at once,” he states sombrely, as he recounts his experiences with 
managing endemic corruption in the emerging market during the 

Stuart is currently a Senior Advisor to ASEAN Advisory. Now based in Kuala Lumpur, he is focused on working with large corporations 
including conglomerates, MNCs and GLCs throughout ASEAN. With over 30 years of experience, Stu has firsthand experience in business 
transformations and restructuring, market expansion and leadership coaching. 

‘‘
”

You learn from your experiences and start to 
develop several best practices. I learnt that  

people-to-people investment was indispensable.
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UBER – MOVING FORWARD FROM 2017
By Leigh Wong, Head of Communications, Uber SEA

Uber hasn't always attracted attention for the right reasons when it comes to company culture and women. It's unfortunate, especially because it 
detracts from the great work and achievements of tens of thousands of women all over the world who work at our company, or who drive and deliver 
with us as our partners. We definitely need and want to do better. This is why our revised cultural values were built from the ground up and expressed 
so clearly in this blog post by our CEO Dara Khosrowshahi (reproduced below)

Acknowledging its shortcomings and recent negative publicity, Uber embraces new cultural norms moving forward. The new leadership has adopted 
an openly empathetic approach to employees, regulators and markets. To date, general consensus its more positive to new corporate DNA. We thank 
Uber for their guest contribution to our Expert Commentary series.  

Uber’s new cultural norms
By Dara Khosrowshahi, CEO, Uber
Published on November 7, 2017

I’ve spent my first two months as Uber’s CEO meeting our teams around the world, dealing with a few firefights, and experiencing firsthand the 
entrepreneurial culture that Uber is known for. It’s that forward-leaning, fearless approach that has underpinned much of Uber’s success and 
has attracted many employees, including me, to the company.

But it’s also clear that the culture and approach that got Uber where it is today is not what will get us to the next level. As we move from an era 
of growth at all costs to one of responsible growth, our culture needs to evolve. Rather than ditching everything, I’m focused on preserving what 
works while quickly changing what doesn’t.

This is the approach we’ve taken with our new cultural values, which we announced to employees today. Our values define who we are and how 
we work, but I had heard from many employees that some of them simply didn’t represent the kind of company we want to be. For instance, 
“toe-stepping” was meant to encourage employees to share their ideas regardless of their seniority or position in the company, but too often it 
was used as an excuse for being an asshole.

I feel strongly that culture needs to be written from the bottom up. A culture that’s pushed from the top down doesn’t work, because people 
don’t believe in it. So instead of penning new values in a closed room, we asked our employees for their ideas. More than 1,200 of them sent 
in submissions that were voted on more than 22,000 times. We also held more than 20 focus groups with representatives from our Employee 
Resource Groups and our international offices.

There were some common themes: many people liked how the spirit of the previous values encouraged problem-solving and speed, but they 
wanted to see more around inclusion, teamwork and collaboration. They also wanted to make clear that we will put integrity at the core of all 
our decisions, and that we’re unafraid to admit mistakes when they happen.

We’re also calling these cultural norms, rather than values, because we fully expect them to evolve as Uber continues to grow. Uber has always 
been a company that embraces change, and going forward we’ll approach our culture in the same way. We certainly don’t expect these norms 
to change overnight, or every year, but we always want to take stock of who we are, who we want to be, and move accordingly.

These norms preserve the best of the founding Uber culture that built one of the world’s most valuable and important companies, while 
recognizing that we must adapt to become a great company where every person feels respected and challenged, can contribute in his or her 
own way, and learn and grow as an individual and as a professional. At the same time, these norms will take us forward and will hold each of us 
accountable as we continue to change Uber for the better.
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While we've started making good progress in the right direction, there is still more to be done. Even as we mark International Women's Day this year, 
we are delighted to celebrate the #DrivenWomen who #PressForProgress in every facet of their lives and in society. Please check out our short video 
homage to the amazing women who are at the forefront of the Uber experience: https://youtu.be/RuefTwhD9YI

Uber’s Cultural Norms

We build globally, we live locally. We harness the power and scale of our global operations to deeply connect with the cities, communities, 
drivers and riders that we serve, every day.

We are customer obsessed. We work tirelessly to earn our customers’ trust and business by solving their problems, maximizing their earnings 
or lowering their costs. We surprise and delight them. We make short-term sacrifices for a lifetime of loyalty.

We celebrate differences. We stand apart from the average. We ensure people of diverse backgrounds feel welcome. We encourage different 
opinions and approaches to be heard, and then we come together and build.

We do the right thing. Period.

We act like owners. We seek out problems and we solve them. We help each other and those who matter to us. We have a bias for action and 
accountability. We finish what we start and we build Uber to last. And when we make mistakes, we’ll own up to them.

We persevere. We believe in the power of grit. We don’t seek the easy path. We look for the toughest challenges and we push. Our collective 
resilience is our secret weapon.

We value ideas over hierarchy. We believe that the best ideas can come from anywhere, both inside and outside our company. Our job is to 
seek out those ideas, to shape and improve them through candid debate, and to take them from concept to action.

We make big bold bets. Sometimes we fail, but failure makes us smarter. We get back up, we make the next bet, and we go!
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By Animah Kosai

25 years ago, I stepped into the workforce.

A green eager young lawyer, moved by injustice and inequity, ready to 
change the world.

Then I was cut down to shape. Told how to draft my sentences into 
pedantic logic, bereft of emotions. I too trained my proteges, lawyers 
can’t have feelings in their sentences, it’s unprofessional. I was taught 
how to dress for court. Some judges liked shorter skirts. Eager to please, 
I obliged. 

We must work hard, work late, work exactly as our legal forefathers have 
for generations. Find the answers in volumes of books, even though the 
master down the corridor knows the answer. There is no easy way out. 
We must learn the hard way. This means being screamed at. It toughens 
us, builds character so we may stand strong before harsh judges and earn 
the right to scream at young lawyers to build them up.

Working meant 9 to 5, or rather 9 to 9. We’d compete as to who worked 
later, worked longest. A young corporate lawyer won. He did the midnight 
shift regularly and would return bleary eyed in the morning. My litigation 
colleague heard late night ghosts. Photocopiers would turn on in empty 
rooms. She built a wall of talismans along her cubicle. 

My body clock was ticking. How to have children and a career? Clients 
screaming deadlines or babies screaming for milk. Sheryl Sandberg said 
we can have it all. Anne-Marie Slaughter said we can’t.

Breathe.

I found my answer in a 90 year old manuscript.

John Maynard Keynes predicted that within 100 years, humans would 
work 15 hour weeks. Technology would allow the rest to be leisure time, 
for hobbies, to raise families.

Technology happened, yes. But Keynes how no idea of how trapped we 
are in the industrial age mindset - we must work 8 hours a day. We must 
clock in and out. We must look busy. That is success.

This corporate culture works for career focused men but punishes 
women who crave flexibility and freedom. Who set the rules? Wall Street 
actually, but that’s another story.

Like many women and men, I had been caught up in that rat race of 
work-hours and deliverables - whether they made sense or not. I had 
lost that young woman who stood on the threshold of her legal career 
determined to change the world.

How would I regain my centre and break that cycle? Standing still I could 
see how our corporate culture had lost its humanity. By this time I was 
counsel in the oil and gas arena - a position of privilege and I realised 
people were listening to me. I discovered I had the power to change the 
narrative.

So I addressed ethics, harassment and sexual harassment. Lavish gifts and 
entertainment, workplace bullying, sexual remarks, sexism… no longer 

‘‘
”

It takes one person to speak up  
and make a difference.

acceptable in the workplace. We implemented policies and conducted 
behaviour based training. I was branded idealistic. But change begins 
with idealism, an aspiration that things can be better. 

I watched a male dominated environment embrace respect, a safe 
workplace and worklife balance. I had my allies. By my very action of 
taking that first step, others who had inwardly craved a better workplace 
carried it on. Is it perfect? No. But we started and we are shaping the 
corporate culture.

I am inspired by the women and youth around the world who declare, 
enough! We will no longer accept the old story of how our careers and 
worklife must be. Actresses have cast aside the old casting couch culture. 
BBC editors have called out unequal pay. Florida youth clamour for gun 
control. Imagine, 100 years ago, women won the right to vote. One black 
woman on a bus changed America’s segregation rules.

WOMEN, IT’S TIME FOR A NEW STORY

Every single woman, and man, can step back and reflect on the 
compromises they have made throughout their career. Perhaps you did 
something your client wanted which you felt was unethical. You put up 
with your boss’s sexual advances and now he is harassing your colleague. 
You agreed to “entertain” funders as your company needs the money. 
You turned away each time the junior executive is screamed at, relieved 
it isn’t you. You can change the awful “this is working life” story. You can 
say no or intervene. 

If you fear retaliation, then talk to your fellow colleagues and bosses - 
you will be surprised by how many feel the same way.

Women play a huge role in making the corporate world more humane. 
I was inspired by Sheryl Sandberg’s request for reserved parking for 
pregnant women. We implemented it at work. I saw a company with a 
beautiful nursing room. Having suffered myself, I approached nursing 
mothers at work to design a room for HR to implement. It had armchairs, 
curtains, plug points and a fridge. Everything but the kitchen sink which 
was just across the hallway.

All we had to do was ask.

I would do more if I were still there: flexi-hours, remote working, nursery 
caches, mindfulness spaces - a culture that recognises people as holistic 
creative human beings with a rich inner life, not worker bees designed to 
hit and exceed targets.

Then there is the bigger picture. What is our role within our company in 
achieving its purpose and values? Many companies declare Honesty as a 
value. But what does that mean? An ex boss used to joke, the only honest 
company is the one that declares its values are making profits. 

In starting Speak Up, I studied Volkswagen’s Dieselgate. I still can’t wrap 

1
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‘‘
”

Is there a story you want to change?
What’s stopping you? 

2

my head around the number of people who thought it was ok to lie and 
mislead regulators and consumers for years. Two of them now sit in US 
jails, for following instructions allowing the fraud to continue. They could 
have changed their story, but didn’t.

The tide is turning. Corporations are constantly pressured - by the public 
on social media - to be more open, to admit problems and change. Oxfam 
and other NGOs whose sexual abuse cases have become public are losing 
funds and their reputation.

If you speak up now, chances are you will be heard.

A young woman I used to coach told me she was sexually harassed by 
a colleague. He laughed when she told him off so she began watching 
him. Sure enough, he was harassing other women. They shared their 

experiences and she reported him. She pressured top management to 
take action. He was terminated.
Employers are beginning to listen.

Women are reclaiming the narrative.

In Hamilton the musical, Eliza Hamilton, broken hearted at her husband’s 
infidelity declares she is erasing herself from the narrative. A common 
plight for women throughout history. After his death, she sings “I put 
myself back in the narrative.” She outlives Alexander Hamilton by 50 
years, preserving his writings and opens New York’s first orphanage.

As women we may feel comfortable in staying invisible and silent. But 
this is a slow burn, as deep down we yearn for expression and self 
actualisation.

Like Eliza, we can step out of the shadows and create a new story. We 
can reclaim centre stage as leaders alongside men and elevate business, 
politics and communities to a better way of being.

It’s time for a new story.
Your story. I bet it’s a big one that can rock this world!
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By Yong Hon Cheong

What is sexual harassment?

Awareness and not ignorance

SEXUAL HARASSMENT: WHAT DO I DO?

(1) Sexual coercion
Harassment that results in direct consequence 
to employment (e.g. employer to employee)

(2) Sexual annoyance
Harassment that has no direct link to 
employment (e.g. Between colleagues)

Victim blaming

Losing your job

Not being taken seriously

Lack of formal protections

(2) Be firm and clear

a) Familiarise yourself with company policies on 
harassment and proper conduct

b) Find out who you can speak to – who should 
be aware of your situation?

c) Your perception matters – not what the 
harasser thinks is acceptable

a) Stop means stop, no means no.  
Verbalise if not obvious

b) Use clear words to indicate that you find the 
behavior unacceptable

d) Escalate the issue if the unacceptable 
behaviour persists

c) Avoid compromising situations

What should I do?

Any unwanted conduct of a sexual nature having the effect of verbal, non-verbal, visual, psychological or physical harassment.

At the workplace, harassment can take two forms:

Misconceptions about speaking up:

(1) Know your rights
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What should management do?

(2) Assess credibility of complaint

(3) Always collect evidence

a) Note down dates, times, and places b) Find witnesses who can corroborate what 
you are saying

a) Investigation is required by law and failure to 
do so equates to condonation

a) Has the complaint been investigated before 
and found false? Is it vexatious, frivolous, or 
in bad faith?

b) Take statements from all concerned – 
complainant, accused, witnesses, etc.

b) Secure corroborative evidence to evaluate 
complaints (e.g. eye-witness accounts)

c) Establish if the conduct was consensual

c) The complainant must be prepared to testify 
and have a full statement recorded

c) Review the facts and isolate the 
inappropriate conduct – was this a clear-cut 
incident or repeated unwanted advances/
contact?

The burden is on the employer to prove that the harassment did take place on a balance of probabilities.

(1) Always investigate first
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Leadership insights: the stuart dean approach
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seXuaL harassMent. What do i do?

Animah Kosai, a former general counsel and Kuala Lumpur Bar Committee member, founded 
Speak Up to support speaking up on wrongdoing within corporations. 

Learn more at www.speakupatwork.com.

Animah Kosai
Founder, Speak Up

WoMen, it’s tiMe For a neW storY

Leigh Wong is the Head of Communications for Uber Southeast Asia. He is a seasoned public 
relations and brand specialist with experience in tech and banking. His day job includes brand 
building, pushing for positive reforms in ridesharing and putting out social media wildfires.

Leigh Wong
Head of Communications, Uber SEA

uBer – MoVing ForWard FroM 2017
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Contact us

Chew Seng Kok
Executive Vice-Chairman
seng.kok.chew@zicoholdings.com
t. +603 2087 9606

Wong Ai Kim 
Director
ai.kim.wong@zicoholdings.com
t. +603 2087 9608

ASEAN Advisory Pte Ltd
Consulting arm of ZICO Group 
8 Robinson Road, #03-00, ASO Building 
Singapore 048544  
t. +65 6438 7929 
f. +65 6438 7926

About ZICO Holdings Inc.

ZICO Holdings Inc. is an integrated network of multidisciplinary professional service firms, aimed at helping organisations and individuals succeed in 
ASEAN. With presence in all the ASEAN member countries, our deep local insights and regional expertise empowers us to tackle the most complex 
challenges, making us trusted business advisors. Our suite of services include:

Shared Business Support Services

Supported by
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Management

5

Focused teams Specialised technology Streamlined processes Technical infrastructure
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Key Facts

2014 - 2015

• Brunei 
     Rozaiman Abdul Rahman

• Cambodia 
     SokSiphana&associates

• Indonesia
     Roosdiono & Partners

• Laos
     ZICOlaw (Laos) Sole Co., Ltd

• Malaysia 
     Zaid Ibrahim & Co.

• Myanmar
     ZICOlaw (Myanmar) Ltd

• Philippines 
     Insights Philippines Legal Advisors

• Singapore 
     ZICO Insights Law LLC

• Thailand
     ZICOlaw (Thailand) Limited

• Vietnam
     ZICOlaw (Vietnam) Ltd

*Note: Except for 
Myanmar and Laos, 
these members of 
ZICO Law network 
are legally separate 
from our Group



www.zico.group
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ASEAN INSIDERS, by origin and passion 


