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GOODS AND SERVICES TAX

The Goods and Services Tax (GST) in Malaysia which is also known as Value Added Tax
(VAT) in many countries is a multi-stage consumption tax on goods and services.

THE BENEFITS:
Improved Standard of Living
The revenue from GST could be used for
development purposes for social
infrastructure like health facilities and
institutions, educational infrastructures
and public facilities to further improve
the standard of living.
Lower Cost of Doing Business
Under the current system, some
businesses pay multiple taxes and higher
levels of tax-on-tax (cascading tax).
With GST, businesses can benefit from
recovering input tax, thus reducing cost
of doing business.
Nation-Building
GST is a better and more efficient
method of revenue collection for the
government. More funds can be
channeled into nation-building projects
for progress towards achieving a high
income nation.
Reduces Red Tape
Under the present Sales and Services
Tax (SST), businesses must apply for
approval to get tax-free materials and
also for special exemption for capital
goods. Under GST, this system is
abolished as businesses can offset the
GST on inputs in their returns.
Fair Pricing To Consumers
GST eliminates double taxation under
SST. Consumers will pay fairer prices for
most goods and services compared to
SST.

Increase Global Competitiveness
Prices of Malaysian exports will become
more competitive on the global stage as
no GST is imposed on exported goods
and services, while GST incurred on
inputs can be recovered along the
supplies chain. This will strengthen our
export industry, helping the country
progress even further.
Enhanced Compliance
The current SST has many inherent
weaknesses making administration
difficult. GST system has in-built
mechanism to make the tax
administration
self-policing
and
therefore will enhance compliance.
Fairness and Equality
With GST, taxes are levied fairly among
all the businesses involved, whether they
are in the manufacturing, wholesaling,
retailing or service sectors.

NEW RATE 6%

EFFECTIVE

01 APRIL 2015
GST IS NOT NEW:
- Invented by a French
official in the1950’s
- Also known as VAT or
value added tax
- More than 160
countries practice this
form of taxation

Roughly 90% of the
world’s population
live in countries
with VAT or GST

Enhanced Delivery System
GST will be administrated in a fully
computerized environment; therefore
speeding up the delivery, especially for
refund claims. This makes it faster, more
efficient and reliable.

1980

Countries Current
Rate
17.0%
China

1985

Indonesia

10.0%

1985

New
Zealand

15.0%

1991

Thailand

7.0%

Greater Transparency
Unlike the present sales tax, consumers
would benefit under GST as they will
know exactly whether the goods they
consume are subject to tax and the
amount they pay for.
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Editor’s Note
Dear Readers,
Welcome to 2015.
I do believe that everyone had their fair share
of dinners, drinks and parties in celebration
of the Christmas season and welcoming in
the New Year.
2014 was an adventurous year for Imej Jiwa
Communications and we would like to
thank everyone who has been part of our
journey thus far. On the 3 December 2014,
Imej Jiwa Communications Appreciation
Night 2014 was held in Barn Thai @ Plaza 33
where we had the pleasure in having the
presence of everyone who attended the
event. It was a successful and “cheerful” night
of dining and networking for all.
In an era that is sprouting with advancing
technological devices and social networking
services practically on a daily basis, our
means of communication has drastically
changed. Meetings are commonly held via
video conferencing.
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Is the advancement of communication
technology today changing how we operate?
Is communication today an evolution or a
revolution? This has been an on-going
debate for many, especially for those who are
involved in the communication industry i.e.
the public relations, publishers, marketing
etc. How do we humans adapt to this
evolution or revolution? It’s an on-going
challenge for many to adopt and maximize
the various channels of communication that
are available.
At Imej Jiwa Communications, we are always
evolving and identifying the most effective
channels of communication to the targeted
audience. Acknowledging the pace of
technological advancements of our era we
believe that there is not just one channel of
communication but having to evaluate and
strategize
the
right
channels
of
communication.

communications
518, Block A, Kelana Business Centre, Jalan SS7/2, Kelana Jaya, 47301 Petaling
Jaya, Selangor Darul Ehsan.
Email: info@imejjiwa.com

Website : www.imejjiwa.com

Tel: +6 03 7803 1299/1318

Fax: +6 03 7802 8478
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OCTOBER - DECEMBER 2014
PETALING JAYA, 7 OCTOBER 2014 – CENSOF HOLDINGS
BERHAD (“Censof ”) today announced that its wholly owned
subsidiary Century Software (Malaysia) Sdn. Bhd. (“Century”) has
entered into a 50.02 : 49.98 joint venture agreement (“JV Agreement”)
with Asian Business Software Solutions Sdn. Bhd. (“ABSS”). Under the
JV Agreement ABSS grants the new joint venture entity, Censof ABSS
JV, exclusive distribution rights to distribute and market MYOB
Premier and MYOB Accounting software products within the
domestic market.

PETALING JAYA, 12 DECEMBER 2014 – CREST BUILDER
HOLDINGS BERHAD (“Crest Builder”) has announced the launch of
Sukuk Murabahah worth RM510 million. The proceeds from the issue
will be used to refinance its borrowings taken to fund the RM284.89
million new campus of Universiti Teknologi Mara (UiTM) in Perak.
The Sukuk will have a tenure of up to 20 years.

KUALA LUMPUR, 9 DECEMBER 2014 – DAYA MATERIALS
BERHAD (“DMB”) has announced the Private Placement issue price
at RM0.165 per placement share. On 22 August, DMB proposed a
series of fundraising activites including a private placement; a
renounceable rights issue of new ordinary shares with free detachable
warrants; issue of seven (7) year redeemable convertible secured bonds
and increase the authorised share capital in order to fund the
acquisition of SD1 and SD2 for a total cash consideration of USD140.0
million (approximately RM444.1 million) each.
PUCHONG, 29 OCTOBER 2014 – GEORGE KENT (MALAYSIA)
BERHAD (“GKENT”) announced it had received a Letter of Award
(“LOA”) from the Ministry of Health (“MOH”) to design and build
Phase II of the Kuala Lipis Hospital for a contract sum of RM57 million
(“Lipis II”). The project, due for completion in April 2017 is in line
with GKENT’s long-term strategy to actively bid for current and
up-coming infrastructure and engineering related projects.

PUCHONG, 20 NOVEMBER 2014 – OCK GROUP BERHAD
(“OCK”), Malaysia’s leading telecommunications network services
provider has successfully transferred to the Main Market of Bursa
Malaysia Securities Berhad (“Bursa Malaysia”). Since its listing on the
Ace Market of Bursa Malaysia in 2012, OCK has been recognized for
its strong business growth over the years and development prospects.

ACE
Market

Main
Market
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OCTOBER - DECEMBER 2014
JOHOR BAHRU, 30 SEPTEMBER 2014 – SIGNATURE
INTERNATIONAL BERHAD (“Signature”) has launched the second
of its latest concept of retail showroom, Signature Lifestyle Gallery, in
Johor Bahru following its success at The Cube in Puchong. In April
2014, Signature Academy Sdn Bhd (“The Academy”) was incorporated
to embark on the Installers Apprentice Programme as an initiative to
meet the increasing demand of technically competent and qualified
work force in this industry.
PETALING JAYA, 25 NOVEMBER 2014 – TITIJAYA LAND
BERHAD (“Titijaya”) launched Titijaya Foundation (the
“Foundation”) at a celebratory event held at the Kuala Lumpur
Convention Centre (“KLCC”). The institution of the Foundation is an
effort of Titijaya’s vision and mission in establishing their commitment
and believes in supporting and improving the society at large. It is one
of Titijaya‘s Managing Director, Tan Sri Dato’ Lim life philosophies to
always be reminded of those less fortunate and to always lend a helping
hand where and when possible.

NEWS FLASH - JANUARY 2015
KUALA LUMPUR, 02 JANUARY 2015 – KANGER
INTERNATIONAL BERHAD (“Kanger”) to expand
into Property Investment and Management. Kanger
proposes to raise up to RM100 Million through
Redeemable Convertible Notes (“RCN”) Programme.

OCK GROUP BERHAD

PUCHONG, 05 JANUARY 2015 – OCK GROUP
BERHAD (“OCK”) has announced the appointment
of Yap Wai Khee as the new Chief Executive Officer.

PETALING JAYA, 09 JANUARY 2015 – WEIDA (M)
BERHAD (“Weida”) has announced the appointment
of Dato’ Jamelah Binti Jamaluddin as Independent
Non-Executive Director.
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I have a friend. An editor at a leading daily
newspaper, who often posts ‘horror’ stories about
public relations folks.
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Why PR folk need to know
how the media works:
An attempt at‘re-illuminification’

One post, a few weeks ago, related a tale of a hapless
Intern who called asking for a former writer at the
By Pauline Wong
paper (getting the writer’s gender completely wrong,
first of all). When this same friend-slash-editor
corrected said hapless minion, the minion apologized and proceeded to ask to speak to the editor – this same editor
with whom this poor intern was on the phone with. So this editor asks, possibly with a dangerous tone of voice, if
Intern knew the name of the editor of this paper. Intern, possibly recklessly ignoring dangerous tone, says he does not
know. Needless to say, the Editor was not amused, and coldly informed Intern that he should call back when he finds
out who the editor is.
Another memorable post relates the story of another PR practitioner, this time a junior staff, who called Editor to
request that she be informed when coverage of the event is published in the paper. Then, there are stories of PR folks
who send invitations to every desk in the paper except the appropriate desk, and then calling to ask the ‘uninvited’
desk editor if anyone is covering the event. Editor is even less amused, and needless to say, the event did not receive
any coverage – “you did not invite us, so how can we go and cover it?” Of course, he never reveals the name of these
PR companies or the people who’ve called – there are limits, after all.
His posts, often written in a bemused manner, usually attract a large number of comments, often also from PR
practitioners themselves, who either agree with his observations (or if they do not, will express it) or other journalists,
who share similar ‘horror’ stories. These stories usually revolve around PR folks who, unintentionally or otherwise,
offend the editors in question or are simply not savvy with the inner workings of a news organization. But I have many
friends in PR too and like my journalist friends, they also share horror stories of editors and writers who have the
attitude of ‘diva’ down pat.
Some editors’ demand perks, some writers are rude and demanding, others yell when the PR practitioner is slow to
provide pictures or other bits of information – information that they (journalists) should have gotten while they were
at the event. They also demand to be treated ‘well’ at all times – God forbid a PR person, hosting a media dinner, forget
that this particular editor or writer is on their cleansing diet and will only eat ‘organic’. Some expect, literally, the red
carpet roll-out each time, and throw a fit when there is not enough food served at an event. Then there are those who
loudly complain about the quality of the food served, and on the contents of the goodie bag too.
Once, memorably, at the launch of a new designer handbag brand, an editor demanded to ‘exchange’ the (free)
designer bag she got as a door gift for another, because she “didn’t like the design”. A writer once threw a temper
tantrum with the PR because the organizer of the event (a working trip to Korea) had made this writer share a room
with two other people, and did not arrange meals. This writer then demanded to be sent home after just two days, on
a different flight.
Yes, these are all real stories.
Now, the relationship between a PR practitioner and the media – be it print, online or digital – is a tricky one, full of
potholes and speed-traps. One would expect that a relationship so intertwined and so interdependent would be easy,
since both can only mutually benefit from a good working relationship.
After all, PR folks make life easy for the writer who has not been assigned a photographer, or need a good story fast,
and can help arrange for exclusive one-on-one interviews which would otherwise not have been possible and a PR’s
good relationship with an editor can help to make sure that your client’s product is given a good write-up, or that your
client’s event gets much-needed press coverage – especially if you tempt the editor with an exclusive interview or
angle. But somehow, it doesn’t work out, hence all those Facebook posts and the constant push-pull tension between
both PR and the media.
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In my five years or so (still a greenhorn, really) of journalism, I had the opportunity to observe many things about this
weird and co-dependent relationship. In my first job with youth and student-focused newspaper, I had the chance to
deal closely with PR companies for lifestyle stories, and in some instances my editor left me at my own discretion to
choose which events to go for. He nudged me along to our advertisers, of course, but by and large the events were of
my own choosing. So how did I choose? I chose to attend events, first of all, by how relatable these events were to the
youth. If the event featured a cool, young-ish brand that would be the one I’d go to. Or if it had a good, well
thought-out pitch for youth, or student-focused topics. That showed that the PR company had given thought to what
my paper was all about, and who we focused on. But a large part of what puts me off an event is which PR company
or person was in charge of it.
Some, whom I worked with and found to be reliable, dependable and responsive, I admit I favored. Others who were
slow to return with queries, did not understand the term ‘high-resolution’ or who wrote bad press release, I would
probably not be so keen. A pet peeve of mine – PR companies who invite bloggers and put them in the same category
as journalists. (No. Just no. Don’t do it, PR friends!)
The point I am trying to make is this: PR folks need to know how media works and vice versa.
1.

Basically, the PR practitioners’ responsibility is to his or her client. Clients are demanding, sometimes
downright impossible.

2.

Basically, the editor or journalist want a good story, which would not only attract readers, but benefit
them (readers) as well.

So we need to come to a compromise, a mutual win – win, if you will. Give us clear, concise press releases without the
superlatives of ‘amazing’, ‘wondrous’, ‘revolutionary’, ‘magnificent’ or the worse I’ve seen: ‘re-illuminification’. (I’m not
sure that’s even a word, actually, but I think it was used to describe a skin whitening and brightening product.) Do
that, and we will help by writing the story in the same way – clear, concise and informative.
Give us a reason to write the story, and we will. Do not pitch us a story with the Most Boring Human Being in the
Universe. Give us something exciting to write about and we will be excited to write about it. If the product does not
set the world on fire, well, there are many ways to skin a cat, yes? (I meant that only figuratively, not literally. I love
cats.)
Pitch to us something that shows understanding of the target audience of the magazine or newspaper – do not suggest
a fashion story to a political news portal, yes? – and we will run it in the correct section. Understand the deadlines we
work with. Do not toy with our deadlines – if we say Thursday noon, we mean Thursday noon, not Thursday night,
when the paper has gone to print. In return, we will make sure to nudge our editors along to print the story before the
story gets ‘stale’. Call us to inform us the progress of an interview we requested, of just to say “Hi!” from time to time,
and we will remember you as the PR person who cared. So the next time you call us to pitch an interview, yeah, we
will take your call, and even buy you a cuppa’ to discuss the interview. Most importantly, we will understand when
your client demands impossible things and you are trapped between trying to please him and trying not to anger us,
and we will be more accommodating.
I think that sounds perfectly workable, don’t you? Let’s give this a try, and then maybe, just maybe, we will find some
‘re-illuminification’ within both our industries.
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IMEJ JIWA COMMUNICATIONS APPRECIATION NIGHT 2014
3 December 2014, Barn Thai Restaurant & Bar
Thank you for making it a successful and wonderful night and for your support over the years. We will
always hold you close to our hearts, as we hope to share many more wonderful, celebratory milestones
with you.
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CONGRATULATIONS TO ALL
LUCKY DRAW WINNERS
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Date

Month

Happenings

16 - 20

February

Proposed Q2FY15 Financial Results Announcement
- Signature International Berhad

23 - 27

February

Proposed Q2FY15 Financial Results Announcement
- Titijaya Land Berhad

23 - 27

February

Proposed Q3FY15 Financial Results Announcement
- Asia Brands Berhad
- Censof Holdings Berhad
- Datasonic Group Berhad

23 - 27

February

Proposed Q4FY14 Financial Results Announcement
- Kanger International Berhad
- Daya Materials Berhad
- OCK Group Berhad
- Goodway Integrated Industries Berhad
- Crest Builder Holdings Berhad

23 - 27

March

Proposed Q4FY15 Financial Results Announcement
- George Kent (Malaysia) Berhad
- Yinson Holdings Berhad
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