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~:C~i~~~~~~~~~tar.com.my It has gained a strong foothold In overseas markets 

AFTER a long delay, Cuscapi 
Bhd will finally have its listing 
status upgraded this year. 

According to the . management 

Revenue contribution by regions (%) 

of the company, the transfer of 
Cuscapi's shares from the ACE 
Market to the Main Market will 
likely be completed between end­
March and early April this year. 

"We have already met all the 
conditions for the transfer; we 
expect the proposed exercise to go 
smoothly as planned," Cuscapi chief 
financial officer Uew Kok Seong 
tells StarBizWeek. 

Talks about Cuscapi - Asia's lead­
ing food and beverage (F&B) man­
agement system provider - plan­
ning to transfer its listing status 
from the ACE Market to the Main 
Market started in 2010. 

It had then already met all the 
conditions to upgrade its listing 
status. 

But it was not until late last year 
that the company submitted its 
documents for the exercise. 

Cuscapi chief executive officer 
Her Chor Siong says that the com­
pany's proposed migration to the 
Main Market is timely now that 
the group has successfully gained a 
strong foothold in overseas markets. 

He says the proposed exercise 
will reflect the maturity and con­
tinued growth of the business, and 
raise the company's profile among 
investors, especially the institu­
tional fund managers. 

"We have many institutional 
fund managers expressing interest 
to invest in our company. But they 
are unable to do so because they 
are not allowed to invest in ACE 
Market-listed companies ... that will 
change soon," Her points out. 

Besides the proposed listing sta­
tus transfer, Cuscapi has also pro­
posed to undertake a rights issue 
of up to 146.8 million new shares 
together with 146.8 million free 
detachable new warrants, as well 
as a proposed bonus issue of up to 
73.4 million new shares. 
. The proposed rights issue with 

bonus and warrants is expected to 
be completed concurrently with the 
transfer of Cuscapi's shares to the 
Main Market. 

The proposed rights issue, 
according to Uew, can raise a 
total proceeds of up to RM35.2mil 
(assuming full subscriptions by 
all shareholders), and the monies 
raised will be used for the compa­
ny's expansion strategy to develop 
new markets and products to 
enhance its growth prospect. 

"Our priority is to grow our busi­
ness," Her explains, adding that Asia 
will remain the group's main focus 
for market expansion. 

Her: 'Many institutional fund 
managers express interest to invest in 
our company: 

Cuscapi was founded in 
November 1978 as DIS (M) Sdn 
Bhd. 

It was renamed Datascan Bhd in 
July 2004 in conjunction with its 
listing on the then Mesdaq Market 
(now ACE Market). 

The company assumed its current 
name, Cuscapi, which is derived 
from the words "Customer Capital", 
in 2006, when it started setting its 
sights on overseas expansion. 

"It (overseas expansion) is a stra­
tegic direction that we took then, 
and we could see the move bearing 
good results as our revenue growth 
began to accelerate from 2010," Her 
says. 

Between 2006 and 2011, Cuscapi 
registered a compounded annual 
growth rate of 14.1 % for its group 
revenue from RM29.5mil to 
RM53.5mil. Its revenue growth over 
this period was driven mainly by 
contributions from international 
markets, which grew from contrib­
uting to 3% of total group revenue 
in 2006 to 35% in 2011. 'c 

Cuscapi's management says its 
international revenue has continued 
to increase at a steady pace, and 
will likely have contributed to at 

Liew: 'We have already met all the 
conditions for the. transfer to the Main 
Market: 

least 40% of total group revenue for 
the financial year (fY) ended Dec 
31,2012. 
. Cuscapi is seen to be on track to 
achieve its full-year revenue target 
ofRM61.4mil for fY2012. 

For the first nine months of 
m012, the group raked in total 
revenue of RM46.1 mil and a net 
profit of~4.76mil; or 1.94 sen per 
share. This compared with a lower 
revenue of RM4O.1 mil, but a higher 
net profit of RM6.81 mil on.06 sen 
per share, for the corresponding 
period a year earlier. 

The group's lower earnings were 
mainly attributable to its continual 
investment in overseas offices and 
capacity expansion. 

Cuscapi's business presence can 
be found in 29 countries, spanning 
Asia and the Middle East. 

The company currently has . 
nine direct offices in high-growth 
regions of China and Asean. It also 
has 21 partners across nine coun­
tries from Asii'l-Pacific to the Middle 
East. 

Aniong Cuscapi's major clients 
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are established global F&B brands 
such as Kentucky Fried Chicken, 
McDonald's, Tony Roma's, Taco Bell 
and Dairy Queen; as well as regional 
brands such as Chowking, Yoshinoya, 
Food Republic and BreadTalk. 

"I think we are well-positioned to 
compete with the international big 
boys for more businesses. In Asia, 
in particular, I think we have the . 
competitive advantage because we 
know the market well," Her says, 
adding that the group already has a 
systematic growth strategy in place. 

His plan is to set up five to seven 
new offices over the next two years. 
The target is to have at least 15 
direct offices across Asia and the 
Middle East by 2015 so as to cap- . 
ture new key markets and strength­
en the group's delivery capabilities. 

According to Her, Cuscapi's busi­
ness can potentially see a "big bang" 
of sorts in the second quarter of this 
year because of the group's expand­
ing overseas base. 

He expects overseas contribu­
tions to total group revenue to 
increase to more than 50% this 
year, and to 70% over the next three 
years. 

Among its overseas markets. 
China is expected to be the main 
driver of Cuscapi's growth. . 

"China will be a very big piece of 
our business," Her concedes,point­
ing to the sheer scale of the market 
andits rapid development that could 
provide vast business opportu"ities. 

'The market is large enough to 
keep us busy for the next few years,. 

"And to be honest, we still do not 
see many credible competitors to 
our business there," he adds. 

China's market at present con­
tributes to around 15% of Cuscapi's 
group revenue. Her expects con­
tributions from China's market to 
growto 30% oftotal group revenue 
by 2015. 

There is basis for such expecta­
tions, as the group is potentially 
looking at signing a number of large 
customers with outlets of more than 
500 each over the next 12 months, 
Her points out 
. Cuscapi also looks favourably at 
the Philippines market, which boasts 
a young and growing population 
(94 million in 2011 based on World 
Bank's data). . 

Last November, Cuscapi complet"' 
ed its acquisition of the .entire stake 
in Tills N Labels System Marketing 
Inc, a Filipino F&B business solu­
tions provider, for US$2mil 
(RM6mil). 

'The recent acquisition is to 
build a direct presence in the 
Philippines. We want to get there 
fast (rather than build our busi­
ness from scratch) because we 
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see the Philippines as another big 
business (opportunity) for us," Her 
explains, adding that he expects the 
Philippines market to begin contrib­
uting to around 10% of total group 
revenue from this year. 

Another huge market, which it 
wants to accelelUte its growth, is 
Indonesia. 

According to Her, Cuscapi has 
already identified several M&A 
(mergers and acquisitions) targets 
in Indonesia to gain direct market 
access in the country and speed up 
its expansion in the huge market 
of 242 million people (World Bank, 
2011). 

Moving in time with technology, 
Cuscapi will be launching a new 
product in the form of interactive 
tablets within this year to jumpstart 
a new recurring revenue stream. 

According to Her, the company 
had already invested around RM2bil 

. to develop the new interactive 
device to boost its business. 

Cuscapi's interactive tablet is cur­
rently on a trial run basis. The device 
will likely be launched by the second 
half of this year, and will likely start 
contributing up to 10% of group rev­
enue by the end of 2013. 

The full impact of the interac­
tive tablet launch on the company's 
revenue will likely be felt by 2014, 
Her says. 

"The tablet is a departure from 
what we've done before," he points 
out. 

"We expect strong take up of this 
new product once it is fully launched 
because this new device could 
potentially help businesses boost 
their earnings," Her adds. 
. From Cuscapi's 20,000 existing 
customers alone. Her says, Cuscapi 
could potentially get upto 10% of 
them to adopt the new devices. 
This, he says, could potentially 
translate into additional revenue of 
at least RMI00mil per annum for 
Cuscapi. 

Specialising in the provision of 
management services to the resil­
ient F&B is a plus point for Cuscapi 
in times of economic uncertainties. 

Her believes overseas expansion 
that involves venturing into new 
markets and the upcoming launch 
of Cuscapi's interactive tablets 
would put the company on a sus­
tainable growth path. 

In fact, Her is already foresee-
ing that Cuscapi's revenue would 
double over the next three years 
with increased contribution from 
new markets and interactive tablets, 
while earnings would increase five 
times in line with the expected rev­
enue growth. 

Cuscapi's shares on Thusday 
gained half a sen to close at 34 sen. 
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