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Planters Development Bank

The participation of more 
women into the economic 
mainstream means a shift in 
mindsets, systems and even 
cultures. But more than just being 
consumers, women are stepping 
forward as industry leaders and 
entrepreneurs.

In our 40 years of enabling 
entrepreneurs, Plantersbank is 
proud of our role in extending 
women a helping hand to realize 
dreams of financial independence 
and creative success. This issue 
of SME Magazine salutes Filipino 
women entrepreneurs like Laguna-
based caterer and bakeshop owner 
Merle Balicao and custom bags 
producer and merchant Mercy 
Abayan of Bulacan.

T h rough t he econom ic 
doldrums of the 1980s, the impact 
of globalization of the 1990s 
and into the age of electronic 
commerce, Merle and Mercy’s 
respective companies have not 

only survived but even thrived.  
Merle confides that the formula for 
the success of Mer-Nel’s Place is to 
include a “cupful of love” in every 
cake she sells and every occasion 
to which she caters. While, Mercy, 
credits the ability of her brand 
Romina’s Bags to compete and 
grow in a picky consumer market 
to a combination of luck, pluck and 
woman’s savvy.

I n  t h i s  i s sue,  women 
entrepreneurs join Roundtable 
and swap ‘war stories’ from the 
frontlines of the male-dominated 
world of commerce. Resident 
management columnist Herbert 
Sancianco provides a must-read 
overview of gender-specific 
market ing, whi le renowned 
motivational speaker Francis J. 
Kong tackles “the rhetoric and 
reality of business ethics” and 
sales trainer Adrian Miller delves 
into touchy situations posed by 
obnoxious seminar participants. 

And as we say hello to sunnier 
days, we offer readers an exclusive 
tour of Amorita Resort, a holiday 
hideaway nestled atop Bohol’s 
picturesque cliffs, as tech reviewer 
KC Alpo cues us in on the mobile 
apps that enable you to take your 
SME office wherever you go.

It is a pleasure and inspiration 
to publish this tribute to women 
in business.  As we continue to 
provide the tools and ideas for 
the greater success of SMEs, this 
magazine reaffirms Plantersbank’s 
commitment to the task of 
supporting the independence and 
empowerment of women through 
entrepreneurship. 

Women and Entrepreneurship
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staffbox
A: I am inspired by Gaita Fores (of Cibo). She has the 
knowledge to perfect her craft, the dedication and 
commitment to stay on, the right vision and she believes in 
her brand. 
— Sarah ocson, Owner, Lab 40

A: I admire the creativity and resourcefulness of Reese 
Fernandez, one of the founders and president of Rags2Riches. 
Her vision, desire to contribute to nation building and her 
passion for her craft are very inspiring. 
— Jeanne Go, Monday Magazine

A: Christine Babao is not only a pretty face in the industry 
but also a hardworking entrepreneur. She made me realize 
that we should not be contented with our “principal assets” 
(talents or capabilities that we are gifted with) but rather we 
must learn and discover more of our selves and identify other 
things that we can do in order to make a living. 
— Rossel Velasco-Taberna, OutBox Media Agency

Q: Who is the most inspiring woman 
entrepreneur for you and why?
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WRITE TO US!
WHY SHOULD COMPANIES INVEST IN EDUCATION 
AS PART OF THEIR CORPORATE SOCIAL RESPONSIBILITY?
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Q&A
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Plantersbank chair Ambassador 
Jesus P. Tambunting called on 
policy makers and business leaders 
to join in a common effort to build 
the nation by promoting growth 
of a strong entrepreneurial class, 
adopting earth-friendly business 
practices, and tackling private and 
public corruption.

Ambassador Tambunting stated 
these views in tribute to the late 
industrialist and diplomat  Ramon 
V. del Rosario Sr., in whose memory 
the RVR Awards for Nation Building 
was founded. The 2011 RVR Awards 
launch coincided with the 25th 

anniversary of the EDSA People 
Power Revolution. 

Noting the significance of both 
occasions, Ambassador Tambun-
ting, a recipient of the RVR Award, 
said:

“We remember how 25 years 
ago, we Filipinos made a proud 
stand at EDSA, it was a courageous, 
peaceful demonstrat ion that 
provided the model for People 
Power-driven transformation once 
again sweeping the developing 
countries of the world. EDSA in 
1986, was what historians call “an 
open moment” in history—when the 

future is literally before us, ready to 
be shaped and molded to our hopes 
and dreams.

“As we commemorate the 
Spirit of EDSA, let us renew our 
commitment to democratic ideals 
and redouble our efforts to leave 
aside forever the image of “a sick 
man” that has haunted the nation 
for generations. The anniversary of 
EDSA offers the perfect opportunity 
to raise high the banners of the 
true purpose and principles of 
those February Days: freedom and 
development of the Filipino nation.

“Most of our failures and 
shortcomings  as a nation are the 
result of corrosive influence of 
corruption on our economic and 
national l i fe. We believe—as 
Ambassador Ramon del Rosario 
Sr. believed—that unless this 
menace is tamed, poverty and 
underdevelopment will be our lot as 
a nation.”

Ambassador Tambunting was 
joined by fellow RVR Award recipi-
ent Senen Bacani, chairman and 
CEO of the La Frutera agri-business 
concern.

The RVR Awards is being 
organized by the Asian Institute 
of Management and the Junior 
Chamber International (Manila) 
to recognize the contribution of 
business leaders in nation building.

newsline
PhilRatings gives Plantersbank 
a PRS A Plus or top credit rating 
for 2011.

First SME Forum at the 
Plantersbank SME Center for Asia 
featured working models in SME-
focused finance.

Nation-building can be achieved 
through entrepreneurship, adopting 
green practices and tackling private 
and public corruption.

Ambassador 
Tambunting 
(right) expounds 
on a key point 
during the 2011 
RVR Awards 
launch at the 
Midas Hotel in 
Pasay City.  With 
him from left are 
Asian Institute 
of Management 
president Dr. 
Edilberto P. de 
Jesus, La Frutera 
chairman Senen 
Bacani and 
Junior Chamber 
International 
(Manila) 
president 
Kenneth Delbert 
Lim.

Ambassador Jesus P. Tambunting:
Promote SMEs and good governance
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Plantersbank
chairman
Ambassador
Jesus P.
Tambunting
delivers opening
remarks at the
First SME Center
for Asia Forum.
SYNAPSIS
executive Dinesh
Fernandopulle
discusses their
experiences
in developing
mobile banking
solutions for
SME-focused
operations in
Sri Lanka and
the Maldives.
The forum also
featured ADFIAP
Consulting
head Cora
Donde and PDB
SME Solutions
president Andrei
Aquino.

Plantersbank, the country’s largest private 
development bank, has obtained an issuer 
rating of PRS A plus from the Philippine 
Rating Services Corporation (PhilRatings).

An issuer rating of PRS A means that 
the obligor has an above average capacity 
to meet its financial commitments relative 
to that of other Philippine corporates. 

According to the independent credit 
ratings firm, Plantersbank’s key strength 
is in the SME market, where the bank has 
a very strong franchise. As of end-2010, 
SME loans accounted for approximately 62 
percent of the bank’s portfolio.

Plantersbank’s strong reputation rests 
on its products and services, as well as its 
social advocacies favoring the SME sector. 

“Plantersbank’s strong corporate 
identity is the foundation upon which 
its management is based,” according to 
PhilRatings, noting that “recent changes 
in management are viewed as positive 
developments, with the extensive 
banking experience of new senior 
officers expected to support and give 
direction to the aggressive growth that 
Plantersbank has set for itself in the near 
future.”

The Plantersbank SME Center for 
Asia recently concluded its first 
SME Forum in Makati. 

The roundtable, in cooperation 
with the DFCC Bank of Sri Lanka 
and the Association of Development 
Financing Institutions in Asia and 
the Pacific (ADFIAP), was attended 
by senior executives of government 
lending institutions, commercial 
and thrift banks, IT solutions 
providers and consulting firms.

The forum featured  presen-
tations on working models and 
experiences in SME-oriented lend-
ing systems, IT business solutions 
and mobile banking platforms by 
experts from ADFIAP Consulting, 

PDB SME Solutions Inc and Sri Lan-
ka-based IT provider SYNAPSIS.

In h is remarks at  the 
forum, Plantersbank chairman 
Ambassador Jesus P. Tambunting 
underscored the role of the SME 
sector as an engine for economic 
growth, while noting the many 
cha l lenges assoc iated with 
providing financial and support 
services for the sector.   He noted 
that models for SME banking did 
not exist in the Philippines when 
Planters Development Bank entered 
the field some 40 years ago.

SME Center for Asia was 
inaugurated in November last year 
to provide an information hub for 

entrepreneurs and institutions 
engaged in SME development. 
The Center brings together the 
knowledge resources and network 
of Plantersbank in SME-focused 
f inance, IT-dr iven business 
solutions, infrastructure services, 
training and advocacy.

Located at the ground floor of 
the Plantersbank Head Office in 
Makati, access to the library and 
resources of SME Center for Asia 
is by appointment during business 
hours. Interested parties may 
submit their requests by calling the 
Plantersbank Customer Service 
Hotline (02) 812 5325 or sending 
email to info@plantersbank.com.ph.

First SME Forum tackles biz solutions

PRS A plus: Plantersbank gets top credit rating
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Know the lifestyles, purchasing habits, behavior and emerging needs 
of the female segment to effectively position your product.

What 
Women 
Want
by cath alamar

© Kalenska | Dreamstime.com
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No doubt, middle class Filipino 
women are behind the rise of the 
country’s retail industry owing to 
increased spending power, better 
education and greater economic 
influence. In all likelihood, not only 
do they hold the purse strings of 
their husbands’ incomes, but have 
their own disposable incomes to 
make purchases of products and 
services.   

With spending on the rise, 
women consumer power is here to 
stay, while they balance the demands 
of family and work with leisure 
and socialization activities.  When 
developing products or services 
to expand your business, consider 
the lifestyles, purchasing habits, 
behavior and emerging needs of the 
female segment targeted by your 
product or business. 

Here’s a list of tips and trends 
that may help you reach women 
consumers from all walks.

The “mommy” market.  
Website imediaconnection.com 

reveals that after having a baby, 
73 percent of women change their 
purchasing criteria and 62 percent 
change the brands on their radar.  
Find out what they want and the 
value or need that you can create for 
this segment, and “communicate 
with them in extraordinary ways.”

The term “mom”, says Women 
and Lifestyle Entertainment Net-
work president Lauren Zalaznick, 
refer to  women who are in different 
life stages. “Today’s first-time mom 
can be in her 20s, 30s, or 40s. She can 
be single, married, have a career or 
be the primary breadwinner.”

Embrace Online Direct Selling.  
In this age of Multiply, Facebook, 
Twitter, Search Engine Optimization 
(SEO) and blogging sites among 
others, the Internet is increasingly 
being visited by e-consumers 
looking for bargains, steals and 
good deals.   

Your business may look into 
joining as a merchant partner of 
online discounting sites or coupon 

websites to promote your brand to 
first-time customers and heighten 
its name recall among them.  
BusinessWorld had reported the 
rise of sites like CrazyDeals.ph 
and Ensogo.com.ph that promote 
bulk-selling or social buying of 
products and services under various 
categories like food and dining, 
beauty and wellness, leisure and 
entertainment, travel and shopping.  

Learn from Success Stories.
After 10 years, more than 100 
outlets and numerous international 
accolades, Zen Zest is among the 
local brands that have gained a 
following here and abroad for its 
body care and fragrance line of 
products.  Passion, enthusiasm and 
focus in what she does is the reason 
why Zen Zest owner Michelle 
Asence-Fontelera has succeeded 
in her business.  Not wont to rest on 
her laurels, she is looking at adding 
more product lines and setting 
sights on penetrating the overseas 
market.

Getting to know Online Moms
A Yahoo Global Segmentation survey conducted in 2009 indicates 

that 32 percent of the 41 million online moms, age 18 to 64, are heavy Internet users. 

Moms who are online > 25 hours a week

32%

In order to effectively market to women online, Yahoo offers these other tips. If your business is planning to go online soon, 
do keep some of them in mind.
	E ngage online moms with content about local celebrities, the community, health and entertainment.
	 Make busy moms feel productive while they are online.
	O ffer deals for savvy shoppers among online moms.
	 Give moms opportunities to share special moments with people they care about.
	H elp moms make social connections.

Here are some of their characteristics to guide entrepreneurs:

FAMILY-FOCUSED shopping leisurehealthoffline activitiesthrifty

focus time on family 
and close friends

more interested in 
local community 

activities

shop online for 
clothes, shoes 

and accessories

like entertainment 
news and celebrity 

gossip

search online for 
new info on health 
and healthy living

reads 
for leisure

buy quality items 
to save money

say brands are not 
important to them

cook have hobbies love to shop

80%
34% 52% 40% 51% 39% 34% 29% 42% 52% 36%
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smefocus
roundtable
juan: Women are risk-takers.
fernandez: Women are very 
resourceful, resilient and firm. 
valdecanas: Women are muti-
taskers.

marketing
Gender-focused marketer 
must know the target 
customers’ contact points.

taxation
Tax disclosures in your 
financial statement.

SALES TRAINING
Handling obnoxious 
people during 
seminars.

In the last 50 years, women have 
formed a significant part of the 
Philippine work force. Yet in 
terms of positions of managerial 
responsibility, a gender barrier also 
known as the ‘glass ceiling’ exists 
for women employed in many areas 
of commerce and industry.

A study sponsored by the 
Center for Creative Leadership on 
women’s status in industry in the 
1990s revealed contradictions in 
the expectations about women. 
Women were expected to be 
“tough (without) display(ing) 
‘macho’ characteristics;” to “take 
responsibility yet be obedient 
in following orders”; and “be 
ambitious (without) expect(ing) 
equal treatment.”

A different story emerges in the 
sphere of entrepreneurship. The 
relative absence of invisible barriers 
to women in entrepreneurial 
pursuits has allowed the rapid 
growth of self-employment and 
business ownership among women 
in the last two decades.

In 2009, the Global Entrepre-
neurship Monitor revealed that 
while men own more established 
businesses (66%), there are more 

budding entrepreneurs (69%) and 
new business owners (51%) among 
women. The accomplishment of 
women has tremendous signifi-
cance considering many of them 
continue to play key roles as parents 
and wives, while building their per-
sonal financial independence.

In this roundtable discussion, 
SME magazine engages three 
successful leaders and agents of 
change about the challenges that 
women face as entrepreneurs. Our 
panelists include the president of 

the Women’s Business Council of the 
Philippines and founder of Echostore 
Chit Juan, founding partner of 
Rags2Riches Reese Fernandez and 
owner of Zen Institute Dr. Mary 
Jane T. Valdecañas.

sme: What gender-related
challenges have you
encountered 
as entrepreneurs?
fernandez: Gender challenges are 
rooted in culture. Issues like gender 
bias exist, especially in urban poor 

Challenges Women Face
by estelle custodio-piencenaves

 Dr. Mary Jane T. Valdecañas  Reese Fernandez
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smefocus
communities like Payatas where our 
company Rags2Riches has social 
partners. But we are quite fortunate. 
Filipino women now have a bigger 
voice in society compared with 
other developing countries.
juan: I always notice that when 
applying for a loan, bankers always 
ask for spousal consent. This poses a 
challenge especially for women who 
are estranged from their partners or 
husbands.
valdecañas: In the beauty business, 
women have the advantage 
over men. Being symbols of 
beauty, women become walking 
advertisements for our products. 
The challenge is in living it and 
maintain ing one’s beaut i fu l 
appearance.

sme: Are woman entrepreneurs 
at greater disadvantage 
than men?
j ua n: Women are general ly 
nurturing. Social entrepreneurship 
requires one to be more socially-

conscious and nurturing, which is 
certainly an advantage for women.
valdecañas: Women are more 
comfortable in opening up about 
personal concerns to other women, 
which can be an advantage in 
marketing. With women as your 
market, you can count on wives to 
bring husbands and children or to 
make the purchase decisions for 
them.
fernandez: Being a woman allows 
us to understand the needs of other 
women. It’s an honor for me to serve 
as an inspiration to women who are 
experiencing difficulties. In terms 
of skills, I don’t think gender really 
matters. 

sme: Women are known 
for multi-tasking, what roles 
do you juggle in a day 
while running your business?
fernandez: My husband also shares 
a profound love for the country and 
social entrepreneurship so it’s easy 
for us to find our time for each other 
and for our advocacy.
juan: I sit in a number of NGO 
boards. Besides attending board 
meetings and managing Echostore, 
I also visit our farm once a week.
valdecañas: Attending to the needs 
of my growing children, attending 
to many aspects of the business: 
ad m i n is t rat ive,  account i ng, 
operations and sales marketing, 
and lastly, practicing my profession 
as a doctor.

sme: Why do you think women 
make excellent entrepreneurs?
valdecañas: Because women can 
multi-task quite well.
f er na n dez: Women are very 
resourceful, resilient and firm, yet 
gentle and nurturing.
juan: Women are risk-takers. More 
often, women have no choice but 
make ends meet so they find ways to 
do that—through entrepreneurship. 
Women don’t suffer from “analysis-
paralysis” or pore over a situation 
for too long. They just do it!

sme: Do independent and goal-
oriented women still intimidate 
men today?
fernandez: Independent and goal-
oriented women tend to intimidate 
both men and women. So it’s 
important for any successful person 

to remain humble, approachable 
and down-to-earth. 
valdecañas: We can either inspire 
or intimidate. A lot also depends on 
the level of self-esteem of our male 
partners or the men we work with.
juan: I think men have changed their 
outlook. Most men now don’t mind 
working for women bosses. In the 
city at least, it’s no longer an issue.

sme: Top 3 lessons 
in entrepreneurship
fernandez: Undivided attention. 
Unshakable integrity. Unquenchable 
thirst for learning and action.
juan: Do what you love; go into a 
business for something you enjoy. 
Don’t be afraid to fail; failure is a 
lesson in disguise. Choose your 
partners well.
valdencañas: Love your profession. 
Be loyal to your work. Live, breathe 
and dream your business.

sme: Who is the female icon 
that you look up to?
valdecañas: Queen Elizabeth
fernandez: Annita Roddick of 
The Body Shop. She was able to 
effectively merge business and 
social cause together. 
juan: I like Oprah. She parlayed her 
dreams into a sustainable television 
network while doing her advocacies 
and doing good.

sme: What is the legacy 
that you want to leave behind?
valdecañas: I want to be remembered 
as a doctor and entrepreneur who 
helped make women and men feel 
good about themselves by taking 
care of their skin and physical 
appearance over a long period of 
time. 
juan: Besides helping save the 
Philippine coffee industry, I want 
to help the Filipino women excel 
in business, achieve their financial 
independence and remove them 
from the clutches of oppression, 
trafficking and domestic violence.
fernandez: I imagine the day a few 
decades from now, little children 
will say “I want to be like her when 
I grow up”. To be an inspiration 
for future generations is one of the 
greatest achievements. We should 
aspire to be a good example to 
everyone and to always choose the 
right path. Chit Juan
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sme focus
marketing

Herbert M. Sancianco has over 20 years of 
experience in advertising, marketing and 
sales operations. He owns and manages 
Market Bridges, Phils. Inc., a full marketing 
services company, with offices at 11-0 
Burgundy Corporate Plaza, 252 Sen. Gil 
Puyat Avenue, Makati City. The author can 
be reached at mbpidmbc@i-manila.com.ph 
or at Tel: (63-2) 886-4122 to 23.

Herbert M. Sancianco has 
over 20 years of experience in 
advertising, marketing and sales 
operations. He owns and manages 
Market Bridges, Phils. Inc., a 
full marketing services company, 
with offices at 11-0 Burgundy 
Corporate Plaza, 252 Sen. Gil 
Puyat Avenue, Makati City.  
The author can be reached at 
mbpidmbc@i-manila.com.ph or at 
Tel: (63-2) 886-4122 to 23.

  PRICE WILL BE THE 
  NAME OF THE GAME

While increased consumer spending 

is estimated, this however does not 

translate into consumers becoming big 

spenders. Those on the rebound will 

surely try to stretch their monies to buy 

as much as they can on a budget. Since 

many brands will be working hard to 

capture consumer attention, stronger 

volume growth will likely be seen by 

products and services that are cheaper 

and have more perceived utilitarian 

value and benefits.

With these assumptions, it will be 

best to consider the following marketing 

strategies:

  FMCG BRANDS

Redevelop the sales channel coverage 

that was lost in many of the typhoon 

affected areas. The small packs will 

surely be more popular than ever due 

to the limited disposable income of the 

mass market consumer living in these 

areas. It is a good idea to do a pricing 

sensitivity study to determine their 

buying threshold among the available 

package sizes. An attractive sales 

promotion campaign series involving 

the trade and consumer should ramp 

up volume turnover and be ahead of 

competition.

  

  CONSUMER DURABLES

Demand will be dictated by the need 

to replace such items lost during the 

storms like appliances, audio electronics 

and furniture. It will be a buyers market. 

Hence, low and medium priced goods 

will be most likely sought after just 

so that a semblance of many former 

lifestyles can be recreated, or new 

ones developed. Conduct as many sale 

events as possible to attract purchase 

attention.

  HEALTH CARE

The clamor for over-the-counter generic 

labels will grow stronger. Higher point-

of-sale visibility will be a key factor for 

success. Pharma manufacturers and 

import indentors should invest in an 

aggressive and sustainable medium-

term distribution program to achieve 

larger sales channel reach in many 

suburban areas.

 
  
  CONSUMER 
  NON-ESSENTIALS

Direct marketing will be the best 

marketing strategy to bring such items 

like cosmetics and beauty care brands 

closer to the end user. This will augment 

if not add on to the sales volume being 

generated at the traditional sales 

channels such as the department stores 

or specialty retail outlets.

  

  RETAIL SERVICES

Now is the time to look into developing 

a very good customer service program 

that will set you apart from your direct 

rivals. Developing a stronger bond 

with your customers will result into 

a higher customer loyalty base and 

a more stable business performance. 

More sale events supported by your 

suppliers are encouraged to exploit the 

limited disposable income of the target 

consumer.

Read the signs of the times and see 

how your product can best fit in through 

the appropriate marketing strategy 

which should be adequately funded for 

you to succeed. 

MABUHAY ANG NEGOSYANTE! 
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Whenever this topic comes across 
my table, I am always reminded that 
in today’s world, gender-specific 
marketing enables a brand to 
become a success in the same way a 
well-aimed bullet hits a target.

During World War II, the 
marketing gurus in the United 
States noted that demand for certain 
non-essential products defied the 
logic of economic austerity. Instead 
of a downturn in consumption of 
so-called “feel good products”, 

marketers discovered that the hard 
times boosted movie viewership 
and demands for bootleg whisky, 
cigarettes, female cosmetics and 
hosieries (leg stockings). Marketers 
recognized that consumers tended 
to indulge in such simple (or “sinful”) 
pleasures to escape the human 
misery caused by the global war.

Today, the situation is pretty 
much the same. Feeling good and 
looking good have taken a whole 
new meaning, especially for women. 

What was considered “vanity” 
has exploded over the past half 
century into a multi-billion dollar 
global industry; developing unique 
fashion statements and pushing 
a plethora of brands, offering the 
promises of beauty, sexual allure 
and eternal youthfulness (or at least 
the appearance of youth).

There are global companies 
that are devoted to selling brands 
that will be needed and wanted by 
either gender. Avon, Neutrogena, 

THE GENDER MARKETING FOCUS 

© Blueximages | Dreamstime.com
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Pond’s and Victoria’s Secret are a 
few of the best and classic examples 
of female-focused brands.

In the Philippines, several small 
and medium enterprises (SMEs) 
have become quite successful 
by anchoring their marketing 
strategies on gender. The GODIVA 
SKIN CLINIC is one successful 
brand that was started by a very 
enterprising and visionary couple 
of Fred and Carleen Reyes who I 
had the privilege of working with 
during their starting stage. Carleen 
is the business manager while the 
husband chemist Fred provided 
the genius behind the products. 
They started out as a mom and 
pop operation some 10 years ago. 
Today, GODIVA SKIN CLINIC is 
a multi-million business.  Here are 
key lessons from my experience 
working with Fred and Carleen.

It all starts out with identifying 
an opportunity. 
A well-designed market study 
should uncover the likelihood of the 
success or failure of your product 
idea and provide insights about 
your company’s gender-specific 
target market. Perhaps there may 
be just one player in that particular 
segment, and with smar ter 
marketing moves, a newcomer 
brand may overtake that lone 
player’s franchise.

Does your product offer 
a superior or a novel benefit? 
It’s always a race for a good, better or 
best selling proposition—the Brand 
Promise. This creates a competitive 
advantage on which to anchor the 
brand in generating awareness and 
trial—the starting point for brand 
loyalty, whether a short- or long-
term one.

How much is your target 
market willing to pay? 
Figuring out the right price is a 
tricky element in the marketing 
mix. What is seen as cheap by one 
demographic segment may be 
viewed as reasonable or perhaps 
too pricey by another. What is that 
happy number for everyone within 
the target demographics?

Subjective assessment and mere 
conviction is like firing a shotgun 
and hoping to hit the target in the 

wide scatter of buckshot. You might 
find yourself ahead if your target 
gender is willing to pay a much 
higher price than what you may 
have set or if the target remains 
vacillating. But your product concept 
is also highly imperiled if a lower 
value is subjectively estimated. 
For accuracy, consider investing 
in a price sensitivity study. A price 
sensitivity study could also tell you 
the perceived brand value of the 
market.

Will the product result in 
impulse or planned purchase?
Gender focused brands particularly 
for women have a greater challenge 
to hurdle than products that have a 
planned purchase appeal. Impulse 
bought brands require hard working 
marketing strategies to achieve top-
of-mind recall.

Women with newborn children 
include diapers in their planned 
purchases. However, they may 
need to buy extra when they are 
out in the mall with their baby. In 
order to capture this impulse-driven 
demand, gender focused brands 
have to cover as much as 90 percent 
of all sales outlets in key sales 
areas.

Where will the product be sold? 
In Shanghai—the fashion 

capital of Asia—many commercial 
buildings on Nanking Road sell 
gender and age specific goods. 

On my trip there in 2007, I had to 
part from my daughter to window 
shop for “man” products. We were 
both happy shoppers when we 
rendezvoused at the end of that 
almost 2-kilometer road a few hours 
later. Manila’s own Divisoria mirrors 
that experience in some respect.

Department stores are usually 
designed for a gender specific 
shopper on each floor. This puts a lot 
of pressure on a new brand to gain 
attention in an already crowded 
selling atmosphere. The secret 
to success lies in designing your 
limited selling space so your brands 
are clearly seen and will grab the 
attention of passing shoppers.

How will the brand promise 
be communicated? 
Niche market ing st rategies 
nowadays often prescribes direct 
selling approaches and social media 
to push the brands. Those unfamiliar 
with these propositions should learn 
it quickly to leverage their brand 
visibility. The mass marketing route 
on the other hand will bode well for 
products requiring a mass appeal 
such as those provided by broadcast 
and print media.

The gender focused marketer 
must know the target customer’s 
contact points. The well-aimed rifle 
approach allows your brand to hit 
the targets you want compared with 
the indiscriminate and often clumsy 
shotgun burst.

© Kzlkurt80 | Dreamstime.com
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The new rule took effect in Decem-
ber of 2010. These disclosures 
shall be in lieu of the schedule of 
taxes and licenses that was previ-
ously submitted as an attachment 
to the income tax return (ITR).  
The BIR and the Department of 
Finance have confirmed that the 
regulations will be implemented 
and no deferment is being con-
sidered. As such, taxpayers and 
auditors are hoping that a Revenue 
Memorandum Circular could be 

issued to address their concerns 
on how the requirement shall be 
implemented. So far, none has been 
issued. Most clarifications can only 
be culled from newpaper releases 
and from various fora where the 
Commissioner or other BIR officials 
have spoken. 

The most immediate concern is 
probably which FS will be covered 
– the FS that will be issued on or 
after December 28, 2010 or the FS 
covering fiscal year ending after 

this date. In several instances, the 
Commissioner has clarified that FS 
for taxable year ended December 
31, 2010 will be covered. It will also 
apply to FS of prior fiscal periods 
that have not yet been finalized 
or submitted —this is going to be 
messy since it is likely that the audit 
has already been completed. 

And what does the BIR intend to 
do with these additional disclosures? 
We are all aware that most of these 
information are already declared by 

New rule on Tax disclosures
by lina p. figueroa

sme focus
taxation

The amount of VAT output tax declared during the year and 
the account title and amounts upon which these were based. 
If there are zero-rated or exempt sales, a statement to that 
effect and the legal basis therefore

The amount of VAT input taxes claimed broken down into:

•	 beginning of the year
•	 current year’s domestic purchases such as: goods for 

resale, manufacture or further processing; goods other 
than for resale or manufacture; capital goods subject to 
amortization; services lodged under cost of goods sold; 
and services lodged under other accounts

•	 claims for tax credit/refund and other adjustments; and
•	 balance at the end of the year

The landed cost of imports and the amounts of customs du-
ties and tariff paid or accrued thereon

The amount of excise taxes classified per major product category

Documentary stamp tax (DST) on loan instruments, shares of 
stock and other transactions subject to DST

All other taxes, local and national, including real estate taxes, 
licenses and permit fees lodged under the taxes and licenses 
account both under the Cost of Sales and Operating Expense 
accounts

The amounts of withholding taxes categorized into compen-
sation, creditable and final

Periods covered and amounts of deficiency tax assessments, 
whether protested or not

Tax cases in court or other bodies outside of the BIR, at what-
ever stage, and amounts involved

By this time, most companies are already aware of the new requirement imposed by BIR Revenue 
Regulations No. 15-2010, which states that notes to the financial statements should disclose the 
following detailed tax information:
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the taxpayer in other returns that it 
has filed with the bureau. In addition 
to the tax returns, there are required 
attachments for alphabetical lists 
and summary lists of various 
information. Even assessments and 
tax cases are being closely tracked 
by the BIR. Would the BIR want all 
these information summarized and 
available in one document for easy 
reference? Then, why would it have 
to be part of the FS? 

The auditor certifies that the 
FS fairly presents, in all material 
respects, the financial position of 
the company in accordance with 
Philippine Financial Reporting 
Standards. Hence, audit is conducted 
to obtain reasonable  assurance 
that the FS is free from material 
misstatement pursuant to Philippine 
Standards on Auditing.  By making 
the disclosures part of the FS, 
it is evident that the BIR wants 
these tax disclosures certified too 
by the auditor and this has been 
confirmed.

As it seems, there is no other 
option at the moment but to comply. 
Expect, therefore, your external 
auditor to discuss this with you and 
how the audit for the tax disclosures 
will be conducted. They will be 
requesting for the tax information 
and documents and will be asking 
questions and confirmations. Since 
the FS is really a management 
responsibility, you, as the taxpayer, 
may also have to make certain 
decisions in this regard. Your auditor 
will present to you these matters 
for decision and you may even 
have to seek the opinion of your 
tax consultants. A tax compliance 
review may also be an option, 
especially for large companies with 
many tax issues.

More than 10 years ago, there 
was a BIR rule that exempted from 
tax examination taxpayers who had 
passed a tax review and certification 

by an independent accountant or 
auditor. This time, will taxpayers be 
rewarded too for having subjected 
themselves to tax audit? Will the 
BIR be easily convinced if the 
auditor has already certified the tax 
information? We can hope.

The author is a tax principal with the Tax Advisory 
and Compliance Division of Punongbayan & Araullo, 
a member firm within Grant Thornton Internation-
al. For comments or inquiries, please e-mail Lina.
Figueroa@ph.gt.com or call 886-5511.

© Hanhanpeggy | Dreamstime.com
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Many of us participate in meetings 
and training sessions on a regular 
basis. They can be helpful, infor-
mative, and conducive to growing 
bonds with colleagues. However, 
they can also be breeding grounds 
for those blatantly obnoxious indi-
viduals who you would just like to 
muzzle.

You know the type: the person 
who never shuts up, disagrees with 
everyone, and hogs the attention. 
They’re typically oblivious to the 
fact that everyone around them 
wants them to shut up. But, there are 
also those who are aware of what 
they’re doing and thrive on being 
antagonistic and annoying.

So, how can you control this kind 
of person? Here are a few tactful tips 

that can work almost as well as a 
muzzle:

DON’T rise up to their level of 
obnoxiousness. You certainly don’t 
want to be pegged as someone with 
similar bad behavior, nor do you 
want to give any ammo to the idiot 
to attack you personally.

DO acknowledge them sweetly 
and say things like “that’s a good 
point”, “interesting that you bring 
that up”, and “I understand why 
you think that”. You would probably 
rather gag than say such niceties, 
but sometimes acknowledging them 
is all they need to tone it down.

DO call for a break if they are 
getting increasingly out of control 
despite your attempts to rein them 
in.

DO pull them aside and speak 
to them privately to express your 
concerns.

DO try to get them on your side 
and ask for their support on certain 
issues that you will be discussing in 
the class.

DON’T hesitate to ask them to 
leave the session if they refuse to 
participate in a productive manner.

It’s an unfortunate reality of life 
that there are certainly obnoxious 
individuals among us. And, meet-
ings and training sessions can bring 
out their worst behavior. However, 
by beating them at their own game 
and not tolerating their ego-focused 
nonsense, you can effectively mini-
mize their ability to irritate you and 
your fellow attendees.

sme focus
sales training

A Perfect Place to be Obnoxious

Based in New York, Adrian Miller is the 
president of Adrian Miller Direct Marketing, 
a sales training and consulting company 
that provides customized, results-driven 
training programs to companies worldwide. 
AMDM’s programs focus on the techniques 
and skills needed for building new business 
and retaining existing business, resulting in 
increased ‘ROA’ (Return on attention). She can 
be reached at amiller@adrianmiller.com.

14



sme focus
Ethics

THE RHETORIC AND REALITY OF BUSINESS ETHICS
by francis j. kong

A talented and gifted investment 
counselor went out on her own. She 
was shrewd and diligent, so busi-
ness kept coming in. Pretty soon, 
she realized she needed an in-house 
counsel, so she began interviewing 
young lawyers. 

“As I’m sure you can under-
stand.” She started off with one of 
the first applicants, “in a business 
like this, our personal integrity must 
be beyond question.” She leaned 
forward. “Mr. Hernandez, are you 
an honest lawyer?” 

“Honest?” replied the job pros-
pect. “Let me tell you something 
about honesty. Why, I’m so honest 
that my father lent me four thousand 
pesos for my law office and I paid 
back every peso the minute I tried 
my very first case.” 

“Impressive. And what sort of 
case was that?” 

The lawyer squirmed in his seat 
and admitted, “He sued me for the 
money.” 

There is a big difference 
between the rhetoric and reality of 
business ethics. 

I have been asked this question 
before: Francis, how do you define 
business ethics? 

I had a canned answer for this 
question and a couple of years ago, I 
was pleasantly surprised to see that 
part of my answer became a title 
of a book authored by none other 
than the leadership guru whose 
programs my partners and I repre-
sent here in our country – Dr. John 
Maxwell. 

Here is my answer: There is 
no such thing as business ethics. 
There is only ethics, whether we are 
in business or not. The thing with 
integrity is that it is a package deal. 
You simply cannot practice selec-

tive integrity. Either you have it or 
you don’t. 

Michael Josephson, in his com-
mentary titled The Rhetoric and 
Reality of Business Ethics, says: 

One problem with talking about 
business ethics is there’s often a 
wide gap between rhetoric and 
reality. The reality is that business 
isn’t nearly as bad as some critics 
make it out to be nearly as good as 
its apologists contend. By the same 
token, ethics may not be as crucial 
to success as moralists make it. 

Yes, trust has been badly eroded 
by too much lying and cheating, 
even by basically decent people. Yet 
every day, people of character suc-
cessfully overcome pressures and 
resist temptations to sacrifice ethics 
for expediency. 

At the same time, well- meaning 
reformers often oversell the role of 
ethics in success. Asserting plati-
tudes like “good ethics is good busi-
ness” as if it were moral truth makes 
the case for ethics more vulnerable 
to cynics anxious to disprove the 
generality with a host of examples. 

The truth is good ethics some-
times is good business, but some-
times it’s not. It depends on one’s 
goals and how one defines good 
business. Sometimes good ethics 
can end in bankruptcy. Of course, 
so can bad ethics. 

A fairer statement is that good 
ethics can be a very powerful busi-
ness asset. Good things tend to hap-
pen to companies and individuals 
who consistently do the right thing, 
and bad things tend to happen to 
those who even occasionally do the 
wrong thing. 

But the crucial point is that the 
moral obligation to live according 
to ethical principles is not depen-
dent on whether it’s advantageous. 
People of character do the right 
thing in the pursuit of virtue, not 
self-interest. 

And Michael is right. People do 
the right thing because it is the right 
thing to do. And these are the same 
people who have pure hearts, clean 
hands, and are well respected. 

Strive not to be a person of suc-
cess but a person of character.
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Proponents of the Gaia Theory sees the planet Earth as a living creature that 
behaves like a woman.

Save Mother earth

In the pre-Christian Roman Empire 
of the Caesars she was Demeter. 
In India she was Durga or Kali. 
In Egypt she was powerful and 
nameless until she became Isis. By 
the time Rome became a Republic 
she was Magna Dea, Latin for 
“Great Goddess,” the multi-faceted 
singularity of any number of heavy-
hipped and bountifully bosomed 
lesser goddesses who represented 
desire and abundance.   

And in ancient Greece she was 
Gaia, the Mother Goddess of pretty 
much everything that moved, 
blossomed or bore fruit. 

The notion that the planet is 
like a living organism is not a new 

one. However, the notion that the 
Earth is like a feminine creature 
with predictable habits, mood 
swings and sentiments that could 
be scientifically verified didn’t 
come along until the late 1960s. 
British scientist Dr. James Lovelock 
has coined what is now popularly 
known as the Gaia Theory. 

In essence it states that we 
cannot only expect the Earth to 
behave in the manner of a living 
creature, but as a female of the 
species. The Earth is a woman. No 
doubt. Even a Neolithic cave man 
could have told you that.  

Lovelock’s research, shortly 
after his work with NASA regarding 
Mars, eventually led to profound 
findings about life on Earth itself. 
In scientific terms the Gaia Theory 
states that “the organic and inorganic 
components of Planet Earth have 
evolved together as a single living, 
self-regulating system.” 

Like any gargantuan system, 
things l ike controlled global 
temperature, atmospheric content, 
ocean salinity, and other factors that 
maintain habitability are all part of 
a singular bodily scheme working 
in concert. What affects a part also 
affects the overall health of the 
planet. 

Many world figures have since 
become proponents of the Theory, 
inspiring them as it’s developed 
in the last 40 years. They include 
Vaclav Havel, Joseph Campbell and 
Al Gore. So what does this mean for 
21st century Filipinos who want to 
go green? 

J.P. Agcaoili, Media Campaigner 
for Greenpeace Southeast Asia 
(Phi l ippines) expla ins that, 
“Throughout Earth’s history, 
ecological change has always been 
happening, but what is unusual 
NOW is the amount of carbon 
emissions that we are producing 
as a species that has led to human-
induced climate change.”

We’re making Mother Earth 
more and more sick by our carbon 
emissions, our highly consumerist 
lifestyles and our daily activities.   

Agcaoili further adds that “some 
scientists say that the planet’s 
threshold for a global increase 
in temperature before we reach 
runaway climate change is 3°C, 
others say it is just 2°C.  From 
assessments of reports by the United 
Nations Framework Convention 
on Climate Change (UNFCCC) 
though, it seems the trend is that we 
are possibly on our way even to a 
4°C increase.” 

Now We Are Green 
How nurturing the Gaia Theory means making your momma proud.  
by karl de mesa

© Solarseven | Dreamstime.com
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Greenpeace counts Third World 
countries like the Philippines as 
one of the most vulnerable and least 
prepared for the impact of climate 
change. So by the principles of 
the Gaia Theory, Agcaoili points 
out, “the planet may actually be 
responding with events seeking 
to eradicate the source of this 
unnatural amount of carbon 
emissions. Meaning, us.” 

Here are some ways to help 
alleviate climate change and heal 
Mother Earth’s afflictions before it’s 
too late.  

	Commute or car pool as much 
as possible. If there are less 
vehicles on the road, there will 
be less carbon emissions. 

	Walk more or use pedal 
power to get around.  Bikes, 
skateboards, old school 
scooters and roller blades are 
a great way to get around, get 
exercise AND reduce your 
carbon footprint.  

	Switch your power-hungry 
lights to light-emitting diode 
(LED) or at least compact 
fluorescent lamp (CFL) bulbs 
(many of them use less power 

and are even brighter than 
non-LED lights)

	Turn off all lights, TVs (even 
the peripheral gadgets like 
videogame platforms and 
DVD players) and desktop 
computers when not in use, 
especially when you know 
you’re leaving the room for a 
couple of hours.   

	Unplug and don’t leave 
appliances on standby. Yes, 
they still do consume energy. 

	Don’t leave mobile chargers 
(ditto for iPhones, iPads, 
and the gamut of tablet PCs) 
plugged in when you’ve already 
disconnected your device. All 
these small things do add up to 
the output of power plants.  

	Reuse, recycle and segregate 
your home and company 
wastes (separate them into 
paper, plastic/recyclables and 
food that can perish). 

	Try to switch to other available 
power sources like renewable 
energy (solar, wind, wave, 
etc.).

	Spread the word! The more 
people who know, understand 
and act on the precepts of the 
Gaia Theory, the more we can 
take care of Mother Earth.

© Kwest19 | Dreamstime.com

Did you know?
In 1995, more than a decade before Al 
Gore's Inconvenient Truth, the Philippines 
led 133 nations in acknowledging the 
threat of climate change. In the First 
Asia-Pacific Leaders Conference on 
Climate Change, representatives from 
the 133 countries signed the Manila 
Declaration, which acknowledged dangers 
posed by climate change to small island 
states and archipelagic nations.

Words to know
Adaptation - refers to plans and 
programs that would increase the 
country's readiness to respond to climate 
change.

Mitigation - refers to those steps that 
should be taken to delay if not lessen the 
impact of climate change. 

Source: Arrested Development: Climate Change 
readiness in the Philippines, Manila Standard
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Escape from the scorching heat of summer to a resort in Panglao Island, Bohol that 
guarantees to pamper your body, mind and soul.

lifestyle
Amorita: A Haven Awaits  
by riz pulumbarit

Nestled atop a picturesque cliff lies 
one of Bohol’s best kept secret—the 
tranquil Amorita Resort in Panglao 
Island.

The word “amorita,” is derived 
from the Spanish “amor” or love 
and the suffix “ita” meaning little. 
Amorita, therefore, means little 
love.

“It’s a darling,” Ria Hernandez 
Cauton, Amorita general manager, 

aptly describes the resort. “Amorita  
has a homey feel but with the 
comforts of a hotel. Once you enter 
the resort, you could really feel 
‘amorita’ in the air,” she adds. 

YOU’RE NOT JUST A NUMBER.
Amorita is not your usual bed and 
breakfast. It’s an upscale resort that 
has a magnificent 180-degree view 
of the sea. Just a few meters away is 

Panglao’s white sand beach.  
Guests will surely experience 

love through the warmth and 
friendliness of  the staff. Based on 
reviews by actual hotel guests in 
top travel websites, tripadvisor.com 
ranks Amorita second for all Bohol 
hotels.

At Amorita, you’re not just a 
room number. Cauton explains, “We 
make it a point to make each guest 

Amorita 
Resort offers 
a magnificent 
180-view of 
the sea while 
its visitors are 
having a romantic 
sunset dinner or 
swimming in the 
infinity pool.
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happy and pampered. We have a lot 
of surprises for our guests. For kids, 
we give a cookie decorating class. 
At night, we surprise guests with a 
welcome jar of cookies or a bottle 
of wine if they are celebrating an 
anniversary.” 

ROMANTIC PROPOSAL ON A CLIFF.
Amorita’s scenic patio just beside 
the cliff is a popular venue for 
weddings and marriage proposals. 
It has a panoramic view of the 
Bohol sea, Panglao beach and even 
Siquijor province.  Some say it’s one 
of the most romantic places they 
have ever been to.

INTIMATE AND SERENE.
Designed as a boutique resort, 
Amorita gives off a feeling of 
intimacy. The resort has Ocean 
Villas, Garden Villas and Deluxe 
rooms. Soon, Amorita will also 
expand to other islands where guests 
can expect their trademark homey 
feel and professional service.

AMENITIES AND ATTRACTIONS
Word spread that the food here is 
very good. “Locals and tourists 
alike go out of their way to savor the 
dishes at the Saffron Restaurant. 
We have a full-time executive chef.  
Also, all our managers are from five-
star hotels,” Cauton says.  

The resort also offers other 
amenities for urbanites who need 
to work while on a vacation. For 
meetings, there’s a conference room. 
All rooms also have wifi, phone, 
airconditioning, a minibar, cable tv, 
a safe and even an I-Pod dock and 
coffee- and tea-makers.  For some 
serious fun, they have a KTV room, 
a boutique, a leisure area, a garden 
and a stunning infinity pool. 

The resort offers var ious 
vacation packages: there’s one for 
first time visitors to Bohol, another 
for diving enthusiasts and even one 
for those who just want to rest and 
have a quiet stay.  

Even though people discover 
Amorita Resort mainly by word of 
mouth, room occupancy is very high 
all year round. Guests keep coming 
back and new ones keep coming in. 

CELEBRITY HIDEAWAY
Amorita has become a favorite 
among celebrities and famous 
personalities. Former President 
Gloria Macapagal Arroyo had a 
great time here that she even stayed 
at Amorita twice. “Celebrities 
frequent Amorita because, unlike 
the big hotels, we are very flexible 
with our rules. They also enjoy the 
privacy here,” Cauton explains.

The atmosphere in Amorita 
evokes tranquility. It’s not a party 

resort but it’s a place where stressed-
out city dwellers can experience 
peace and serenity. Amorita truly is 
a haven for tired and weary souls. 

Going to Amorita Resort
From Manila, fly direct to Tagbila-
ran, Bohol via Philippine Airlines, 
Cebu Pacific or Zest Air. Amorita 
Resort is just 30 minutes away from 
the airport.

From Cebu, take the Fastcraft or 
Supercraft to Tagbilaran.

For inquiries and reservations please visit 
www.amoritaresort.com 
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COVER STORY

Nelson and Merle Balicao, owners of Mer-Nel’s Place 
in Los Baños, Laguna.
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by tichot san pablo
photos by arthur abraham

How do I love thee? Let me count the... cakes!

Indeed, cakes are almost as eloquent as a poem in 
expressing love. More so, if these heart-shaped moist chocolate 

cakes are like the ones made in Mer-Nel’s Cake House in the 
town of Los Ba os, Laguna.

Mer-Nel’s delicious cakes have become a popular symbol 
of love in the province and nearby towns for many years now. 
Behind the well-established community bakeshop is a woman 

who parlayed her love for baking into a serious business 
enterprise, reaping success beyond her wildest expectations.

Merle’s 
Touch
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I would often borrow eggs, 

cooking oil and sugar from a 

neighbor just so I could finish 

up a batch.

Merle Mendoza was the fourth 
child in a poor family of eight in Los 
Baños, Laguna. Merle skipped col-
lege education to work as a general 
food service worker of the student 
union cafeteria in the University of 
the Philippines. She augmented her 
small income by selling other items 
on the side.

Merle, who liked cooking and 
baking even as a young girl, learned 
more about the food business and 
catering while working at the 
cafeteria.  It was also while working 
there when she met her future 
life and business partner Nelson 
Balicao who worked  as a baker and 
a part-time driver. 

Finding her inner strength
The unexpected death of her 
father in 1971 triggered Merle’s 
enterprising spirit. With only 800 
pesos and the need to survive, 
the strong-willed 20-year old lady 
decided to purchase a small oven, 
a hand mixer and some utensils to 
bake items that she could sell.

“My interest in baking came 
from my mother who used to work 
as a helper for a military family. 
She bakes and also makes jam and 
jelly,” shares Merle.

Her first products were banana 
cakes, chiffon cakes and breads 
ordered by friends and relatives. 
With very limited money to roll, 

Merle’s resourcefulness was put to 
test on many occasions. “I would 
often borrow eggs, cooking oil and 
sugar from a neighbor who owned 
a small sari-sari store just so I could 
finish up a batch,” she recalls.  

There were also days when she 
had to work long hours to earn extra 
income just to make ends meet.  It 
was the need to survive and help 
provide for her family that kept her 
going.  Merle also drew courage from 
the young Nelson who never failed in 
rallying her to accomplish her goals.  
The two were constant companions 
during caterings and baking. And 
eventually, their friendship became 
the strong foundation for the love 
that blossomed between them.

Unlike other impulsive young 
couples, Merle and Nelson’s 
relationship served as an inspiration 
for them to strive harder and rise 
above hardships.

Forging a lifetime partnership
Knowing in their hearts that they are 
getting into the right partnership, 
the two got married in 1977. At 
that time, Nelson was accepted as 
a baker at the International Rice 
Research Institute (IRRI). Merle 
continued working at the student 
union cafeteria during the day and 
baked at night, and also made sugar 
flowers and cake decorations on the 
side.

Little by little, Merle acquired 
second hand ovens and other 
baking equipment, which Nelson 
repaired and reconditioned, thanks 
to his knack for tinkering with 
mechanical things.

Merle had to self-study to add to 
her knowledge about baking and 
running a business. She copied 
recipes from books, magazines and 
newspapers, experimenting and 

Mer-Nel’s 
Diamond Grand 
Ballroom is 
perfect for 
weddings, debuts 
and business 
seminars for 150 
to 300 people.
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adjusting the ingredients until she 
got the right taste. “When my bosses 
would bring me to Manila, I would 
look at the window display of big 
bakeshops and draw the designs 
since I couldn’t take pictures of 
them.”

Her patience and perseverance 
finally paid off three years later 
when Merle customized heart-
shaped cakes for a Valentine’s 
fund raising project of the IRRI 
Secretaries Association. “At first 
they ordered chiffon and pineapple 
flavors and then we offered heart-
shaped chocolate cakes, which 
became our signature product (up to 
this day),” Merle narrates.

Merle’s touch somehow turned 
the chocolate cakes into gold. 
From a novelty item, the peculiarly 
shaped cake became the perfect 
‘pasalubong’ for a variety of 
occasions and a cure all for most 
lovers’ quarrels. It was as if the 
words ‘I Love You’ were embossed 
on each cake, and each cake was 
truly appreciated as coming from 
the giver’s heart.

After another decade of juggling 
her day job and baking, Merle’s 
siblings and family convinced her 
that this business can give them 
financial stability. She resigned from 
her job and poured 18-hours of work 
a day into the baking business.

Her first believers were her 
suppliers who were moved by her 
life story. “When we were growing 
the business, we had very little sleep 
and had misunderstandings but we 
never complained.”

Woman’s touch
In those years, it was almost unheard 
of for a woman to hold the reins of 
a business. Merle shares that she 
would often cry as she dealt with 
the day-to-day demands of having 
a business and a family. She also 
got comments that a wife, like her, 
should only support her husband in 
business or stay at home.

But the couple defied conven-
tions. Merle was the go-getter, 
selling their products and closing 
contracts while the hardworking 
Nelson focused on the production 
and in running the business.

As the decision-maker, Merle 
faced numerous problems such 
as lack of capital for business 

expansion, manpower woes, and 
even electrical blackouts caused 
by calamities, which affected 
production. Time and again, 
her faith in God and inner “girl 
power” carried her through all the 
challenges.

But, she also admits that success 
comes with a price. “We made a 
lot of sacrifices. On my part, as a 
woman entrepreneur, I did not have 
the luxury of time to be with our 
children as much as I wanted.”

Nelson and Merle took turns in 
attending to the children and made 
innumerable sacrifices for the good 
of the family and the success of their 
business.

“Through this business, I was 
able to help our relatives. We gave 
all of them employment so they can 
support their respective families 
instead of just giving them money,” 
says Merle adding that this is one 
of her strongest motivation to grow 
Mer-Nel’s.

From home-based 
to community bakeshop
With the high and continuous 
demand for Merle’s cakes, the 
couple was able to put up their first 
Mer-Nel’s Cake House on Lopez 
Avenue in Los Baños in 1996.

With a growing list of clients 
that now includes large companies 

When we were growing 

the business, we had 

very little sleep and had 

misunderstandings but we 

never complained.

Mer-Nel’s Place 
is a three-storey 
events venue 
located along the 
National Highway 
in Los Baños, 
Laguna
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Nelson Balicao, 
Merle’s partner 
in life and in 
business.

in the Laguna Industrial Park, they 
are set to open a branch in SM Mall 
in Calamba City, Laguna by June of 
this year.

Mer-Nel’s has acquired four 
delivery vehicles that bring cakes 
to places as far as Lucena in Quezon 
Province and in high-profile city 
wedding venues like Fernwood 
Gardens in Quezon City. Some of 
their cakes have even been hand-
delivered to other countries like 
Singapore, Holland and Italy as 

“pasalubongs.”
Nowadays, typical orders 

include a one-year contract to 
supply birthday cakes for company 
employees and orders of 1,000 small 
moist chocolate heart-shaped cakes 
given as gifts.

Mer-Nel’s Place
After thirty years of consistent 
product quality and undiminished 
love for their business, Merle and 
Nelson’s lifetime dream came into 

fruition on August 8, 2008. 
Through the assistance of 

Plantersbank, Mer-Nel’s Place, a 
three-floor event venue that houses 
a beautiful cake store and the 
couple’s very own catering business 
opened to the public.

Far from their humble begin-
nings at the university cafeteria, 
Mer-Nel’s dine-in restaurant is 
equipped with an extravagant 
kitchen on the ground floor. On the 
second and third floors, function 
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rooms for parties or meetings can 
accommodate small meetings for 25 
to 40 persons, all the way to corpo-
rate parties, birthdays, anniversa-
ries, and baptismal parties for 100 to 
120 persons.

The biggest venue, the Diamond 
Grand Ballroom, is perfect for 
wedding banquets, debuts, 
business seminars and conferences 
and can accommodate from 150 to 
300 persons. A winding staircase 
from the Executive Suite above the 

ballroom provides for a dramatic 
entrance for debutants, newlyweds, 
or party hosts. Their wedding 
packages include a bridal car 
service, venue, and catering.

30 years and beyond
The blessings received by the 
couple are truly overwhelming but 
Merle and Nelson Balicao remain 
gracious and humble. They still 
run day-to-day operations but are 
now guiding their three children, 
Carmela, Edward, and Bernard, 
into the nitty-gritty of business.

The young successors have 
contributed ideas like shifting 
marketing efforts from cold calls 
and word of mouth referrals to 
more modern methods, including 
new media advertising through the 
Internet, a website, e-mail and even 
on Facebook.

Outside the business, Merle is 
also actively involved in the Los 
Baños Tourism Council as a council 
officer. Mer-Nel’s Place is also a 
registered member of Turismo 
Los Baños Inc., and would soon be 
advertised in the Laguna Traveler’s 
Guide and Map.

It has been said in many 
languages that love can move 
mountains. In Merle’s case, love for 
family moved their business forward 
against all odds.

No matter how difficult her 
circumstance, she never failed to 
put love as a vital ingredient in each 
cake that she baked. It’s the best-
kept Mer-Nel’s secret that has made 
the hardest of hearts melt with every 
bite.

IN A NUTSHELL

MER-NEL’s PLACE
National Highway, Brgy. Maahas
Los Ba os, Laguna
Tel. No. (049) 536-4544
Website: www.mernelsplace.com

Years in business:
Mer-Nel’s has been baking breads and cakes 
and catering in Los Baños for 20 years now.
 
What made us big: 
Our bestseller heart-shaped chocolate cake 
and other delicious cakes. Love for the 
business, hard work and giving value to our 
customers.
 
What we value: 
Humility and Service—we make our cakes, 
prepare our food and serve our customers with 
utmost attention to details with the goal of 
making each occasion truly memorable.
 
Marketing: 
Aside from word of mouth, we advertise in the 
Laguna Traveler’s Guide and Map, and recently, 
on the Internet through email and Facebook.
 
2011 goals: 
To open more outlets in other towns, thus 
creating more jobs. We also envision Mer-Nel’s 
Cakes to be part of more family celebrations in 
the years to come.
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THE BAG 
LADY

SME PROFILE

by kara trinidad
photos by rick lopez

This lady boss succeeds in business 
with the help of her business acumen, a 
cheerful disposition, and she admits, with 
luck and destiny on her side.

A string of luck. That’s what Mercy 
Abayan believes her successful 
business is indebted to. While 
there’s nothing wrong to put it that 
way, our short interview revealed 
that there’s more to this no-frills 
woman than meets the eye. Her 
winning combinat ion is her 
humility, optimism, determination 
and eye-on-the-prize outlook that 
transported her to the top of the 
game. 

Starting Small
Romina’s Bags owner is a native of 
Bulacan. The eldest of four kids, 
Mercy’s father was a fisherman, 
while her mother used to sell 
kakanin or sweet sticky rice and 
occasionally accepted laundry jobs. 

As a secretarial student in 
Manila, Mercy worked part-time 
as a cutter and salesperson in her 
aunt’s bag and wallet tailoring 
business. “I got products from my 

aunt and I sold them at the Central 
Market, in Quiapo and all the way 
here in Bulacan,” Mercy narrates in 
common parlance. 

The experience that she gained 
proved to be a great training ground 
as it sharpened her skills in selling 
and dealing with customers.  Mercy 
began to discover her innate knack 
for business but out of humility, she 
would credit sheer luck whenever 
she makes a big sale up until the 
time that she was able to establish 
her own business.

Since she’s already been 
exposed to the inner workings of the 
business, she decided to start her 
small biz as a family undertaking, 
after getting married to Romeo 
Abayan in 1977. 

Together with her husband, 
Mercy established Romer’s Bags in 
1978 and later in 2003, changed the 
name to Romina’s Bags, following 
the name of her eldest child. 
Instead of blowing away whatever 
“luck” they receive, the Abayan’s 
all worked together to make the 
business a success. Romina’s Bags 
combined luck with passion and a 
lot of effort.

“Little by little, whenever we 
had earnings, we bought materials. 
Our start-up capital, if I remember 
right, was just less than P50,000. I 
only had two sewers then.”   

The family 
behind Romina’s 
Bags: husband 
Romeo Abayan,  
Mercy and their 
daughter Romina.
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Choices and Changes
For two decades, Romina’s Bags 
reaped success in producing and 
selling wallets and coin purses from 
which the family was able to build 
their home and purchase prime 
real estate properties in Malolos, 
Bulacan.

In the year 2000, globalization 
brought an influx of cheap imported 
items that affected the sales of 
Romina’s Bags and in order to 
remain competitive, the brand 
strategized to include bags in their 
product line. They also came up 
with more designs in order to give 
more options to consumers.

“Before, for example, we can 
go a year or even two years without 
changing the design and style of our 
items. But that changed with stiffer 
competition in the market,” Mercy 
says.   

At that point, when things 
weren’t exactly smooth sailing, this 
entrepreneur ventured into other 
businesses, with a few wounding 
up as futile attempts. Suffice to say, 
it’s nothing short of remarkable how 
Romina’s Bags stayed afloat despite 
all the challenges.     

Staying power
Today, Romina’s Bags has a wide 
array of quality products to choose 
from, with styles and designs that 
are young, trendy and up-to-date. 
The brand carries cosmetic bags, 
backpacks, clutches, body bags, 
shoulder bags and other promotional 
items. 

Romina’s Bags supplies products 
to local shops, malls and gift shops 
and was able to carve a niche in the 
promotional merchandise business, 
making corporate giveaways such 
as canvas bags.    

Their secret in keeping up with 
competition is the strategic sourcing 
of materials, consistent quality and 
quick response to a fickle market. 

Being in the business for 30 
years, this lady entrepreneur 
has already established good 
relationships with suppliers of 

As a boss to her 
team of sewers, 
Mercy is very 
motherly and 
pleasant to work 
with yet firm. 
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materials, making it possible for her 
to get the ones of good quality at the 
lowest price possible. 

This enables them to come up 
with finished products that are 
priced reasonably and affordably 
(small items range from P30 to P35, 
whereas the big items are priced 
from P100 to P120), which gives 
them an edge over other local bag 
brands. 

Romina’s Bags accepts orders 
with a minimum of 100 pieces. 
Its team of ten regular sewers 
and two cutters work on the hefty 
orders round the clock. They also 
opened up an accessories shop, 
run by Mercy’s daughter Romina, 
where materials for bags like fabric, 
zippers and straps are sold.

Adapting modern technology 
has also helped, especially in 
researching  design trends of bags 
and wallet. Thanks to Plantersbank 
affiliate SME.com.ph, Romina’s 
Bags has developed a website, 
www.rominasbags.com, in order to 
reach out to more clients and make 
their products available to a wider 
market.  

A Nurturing Boss
Mercy believes customer loyalty can 
only come from delivering quality 
items and good service, which is 
probably one of the ingredients of 
her business success.    

“It’s give and take. You should 
also be sensitive to the client’s 
needs,” Mercy says, citing an 
instance when she had to make 
extra arrangements for a non-
scented car for a trip to Manila with 
her asthmatic client. 

“Maybe women are more caring 
than men, but that still depends on 
the person,” Mercy offers, laughing, 
as she answered the question on 
why women excel in business.

As for her management style, 
ask her employees, and they surely 
won’t run out of good things to 
say. She’s pleasant, very motherly 

yet firm. Mercy and the rest of her 
family treat their employees as 
friends and testament to this is the 
fact that some of them have been 
with them for more than ten years 
already.  “I treat my workers and 
clients in the same way I would 
want to be treated myself. I also 
tell my workers that when they are 
making a bag, they should always 
ask themselves, ‘Would I buy a bag 
that looks like this?’ If their answer 
is no, then they should not expect 
others to buy it either”, tells Mercy.

Probably quite the contrary of 
typical lavish women is Mercy’s 
quality as a wise spender.  Mercy, 
ironically, is not a bag aficionado, 
“I like to buy bags that I can draw 
inspiration for a design but it’s not 
for personal use. I give it as a gift 
after,” Mercy shares.

Asked about the things she likes 
to splurge on, she says humbly, “just 
food.”  She adds, “Maybe my being 
thrifty was also the reason why 
I was able to save up.” That, and 
being hard working, industrious, 
dedicated, honest, among other 
good traits. 

As we were about to end the 
interview, her humble theory 
resur faces once again. She 
concludes, “when you strive hard to 
succeed, luck will most likely be on 
your side as well.”

Romina’s Bags
Malolos, Bulacan
For orders and inquiries, call (044) 796 1137
Mobile: (0915) 822 5938
Website:  www.rominasbags.com

It’s give and take. You should 

also be sensitive to the 

client’s needs.

Through 
Plantersbank’s 
SME advocacy 
segment on ANC,  
Romina’s bags 
was featured 
on national 
television. 
Meeting host 
Cheryl Cosim, 
who is also from 
Bulacan, was 
one of Mercy’s 
most memorable 
experiences.
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revieW A book about strategy and 
the marketing secrets of the 
country’s top corporations.

book

tech
Applications that can help 
entrepreneurs be productive with 
their iPads or tablets 24/7.

BOOK
Mix and match: 
Secrets to marketing success  
by joel pablo salud

Much can be said about marketing 
nowadays, when all but air and 
daydreaming remains attached 
to global pricing movements. But 
none more poignant than Josiah 
Go’s and Chiqui Escareal-Go’s book 
Fundamentals of Marketing in the 
Philippine Setting, where one can 
“understand the critical role of the 
Marketing Mix in the success of a 
company’s products and brands.”

The book, officially endorsed by the 
Philippine Marketing Association and 
Association of Marketing Educators 
and published by Mansmith, is now 
on its second edition.

This volume is said to be an 
“integration of Josiah Go’s first three 
books, Contemporary Marketing 
Strategy in the Philippine Setting,” 
“Marketing Mix Strategy in the 
Philippine Setting,” and Marketing 
101: An A to Z Quick Guide.

That it is the qualitative and 
quantitative volume for university 
marketing students makes it the 
authoritative piece for the marketing 
professional who wants to learn 
everything on marketing products 
and services the successful way.

Each chapter opens with a quote 
from successful marketers and their 
brand of marketing strategy. The more 
telling quotes comes from business 
personalities, which include: founder 
of National Bookstore, Socorro Ramos, 

“Never enter familiar terrain;” 
and Jollibee’s vice president and 
head of corporate marketing Dondi 
Gomez, “Branding is the process 
of differentiating yourself from the 
competition,” among others.

It’s a book about strategy, about 
how to make a brand different 
and unique among the rest of the 
competition—from segmentation and 
customer service efforts to pricing 
and advertising positions. But more 
than a strategic look at how marketing 
efforts can help boost sales, the book 
likewise shares tactical initiatives 
where a bigger perspective augments 
any and all strategic moves.

Take for example Rustan’s 
president Bienvenido “Donnie” 
Tantoco III’s sales promotions strategy: 
“Promotions generate fun, excitement, 
and fulfillment for the shopper. 
Executed properly, promotions are the 
quintessential win-win proposition 
for both the shopper and the retailer/
manufacturer.”

This speaks definitively about 
the nature of promotions and how 
it can attract a fairly wide audience 
with a view to garnering real sales. 
The “fun” part, as described above, 
comes with creating an atmosphere 
of exuberance and enjoyment and 
attaching these sentiments to the 
name of the product.

In the same Chapter 9, the authors 

interviewed Dr. Ricarte Gapuz, 
chairman of the R.A. Gapuz Review 
Center. Gapuz related how the idea 
of personality in the Filipino buyers’ 
minds actually influence the latter’s 
buying attitude:

“As a company, it is the integration 
of Filipino cultural idiosyncrasies and 
values in all its operations, specifically 
in its marketing efforts [that makes 
a company unique]. Filipinos would 
first “buy” into the person before 
buying into the product. As a primary 
endorser of the company it is important 
that I live what the company preaches. 
It helped that I was an achiever. Gapuz 
explained.

Barring any attempt to reveal 
more than what can be gleamed in the 
book’s pages, The Fundamentals of 
Marketing by Josiah Go and Chiqui 
Escareal-Go brings to the table a 
generous sprinkling of strategies 
that have all the wit and gumption of 
a true and successful marketer, sans 
the pedagogic and preachy tone some 
self-help books are wont to dish out.
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tech
Mobile Apps You Shouldn’t Work Without 
by kc calpo

Entrepreneurship gives you the 
freedom and control that most 
people want in their professional 
lives, but it also abolishes the 9 to 5 
pm routine and forces you to attend 
to important matters outside the 
office. 

For tunately, devices l ike 
smartphones and tablets can act as 
pocketable workhorses and help 
you become productive while on the 
road. 

Here are some free applications 
that can be downloaded to your 
iPad, iPhone, iPod Touch or Android 
that take you beyond your office’s 
four walls and enable you to get 
things done in record time.

Springpad
The typical entrepreneur has to 
contend with an endless surge of 
information and to-dos. Eventually, 
it’s going to be difficult to keep track 
of all of them. Springpad keeps all 
your data in one place and allows you 
to make notes, task lists, bookmarks 
and reminders. It also organizes 
everything into “notebooks” and 
adds helpful external links to 
your saved data, making it a truly 
interactive resource.

The Springpad app is available 
for free in the App Store and 
Android Market. Some Android-
powered phones (like the HTC 
Wildfire) can’t install Springpad 
from the Android Market for some 
reason; you can work around it by 
downloading it from www.getjar.
com/mobile/39153/springpad.

Dropbox
Online backups, file sharing and 
syncing are non-negotiables, 
especially if you’re always in transit 
and need immediate access to 
important data. Dropbox is a nifty 
cloud storage service offering free 

2GB of space and compatibility 
with your iPhone, iPad or Android 
device.

You can download the Dropbox 
app v ia www.dropbox.com/
anywhere or directly through the 
App Store and Android Market.

Toggl
Most people think they devote a lot 
of hours to work every day, but do 
you actually know how much time 
you spend on various tasks? Toggl 
will help you track your time and see 
which projects and tasks take up a 
huge chunk of your workday, which 
leads to better business decisions 
and more accurate estimates per 
project and client.

The Toggl Timer app can work 
both online and offline, and can 
be downloaded by Apple iOS and 
Android users via https://www.
toggl.com/public/widgets and the 
App Store and Android Market.

PayPal
Making and receiving payments 
electronically has gotten a whole 
lot better with PayPal’s mobile app, 
which can be installed on your iPad, 
iPhone, iPod Touch and Android 
device. Forward money to your bank 
accounts with a few presses, “bump” 
phones to send contact information 
to clients and recipients, and review 
past transactions and payment 
requests!

© Iqoncept | Dreamstime.com
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april 2011
1 Friday – LAST DAY OF
e-FILING/FILING & 
e-PAYMENT/PAYMENT
·	 1702Q – Quarterly ITR for 

TQ ended January 2011

4 Monday – LAST DAY OF
SUBMISSION
·	E ngagement letters and 

renewals or subsequent 
agreements for financial 
audit by independent CPAs 
for FY beginning June 1, 
2011

5 Tuesday – LAST DAY OF
e-FILING/FILING & 
e-PAYMENT/PAYMENT
·	 2000 - DST for March 2011
SUBMISSION
·	 Summary report of 

certifications issued by the 
President of NHMFC (RA 
7279) for March 2011

8 Friday – LAST DAY OF
SUBMISSION
·	 Transcript sheets of ORB 

for distilled spirits, wines, 
fermented liquor, tobacco 
products, oil, automobiles, 
and cigarette paper for 
March 2011

11 Monday – LAST DAY OF
e-FILING/FILING & 
e-PAYMENT/PAYMENT/
REMITTANCE
·	 1600 - Withholding VAT/PT 

for March 2011
FILING & REMITTANCE
·	 1601C, 1601E, 1601F and 

1602 - Withholding return 
on compensation, EWT and 
FWT for March 2011 (non-
eFPS taxpayers)

·	 1603 - FBT for CQ ended 
March 2011 (non-eFPS 
taxpayers)

·	 1606 - Withholding on 
transfer of real property 
other than capital assets for 
March 2011

e-FILING
·	 1601C, 1601E, 1601F and 

1602 - Withholding return 
on compensation, EWT and 
FWT for March 2011 (Group 
E)

SUBMISSION
·	 Transcript sheets of ORB for 

mineral products for March 
2011

·	A  sugar cooperative’s list of 
buyers of sugar for March 
2011, together with a copy 
of certificate of advance 
payment of VAT made by 
each buyer appearing on the 
list

·	I nformation return on 
releases of refined sugar by 
the proprietor or operator of 
a sugar refinery or mill for 
March 2011

DISTRIBUTION
·	 2306 - Certificate of VAT/PT 

withheld for March 2011
·	 2307 - Certificate of 

creditable PT withheld for 
March 2011

REMITTANCE
·	P hilHealth - ME-5 

contributions for March 2011
·	 SSS - R-5 contributions for 

March 2011

12 Tuesday – LAST DAY OF
e-FILING
·	 1601C, 1601E, 1601F and 

1602 - Withholding return 
on compensation, EWT and 
FWT for March 2011 (Group 
D)

13 Wednesday – LAST DAY 
OF

e-FILING
·	 1601C, 1601E, 1601F and 

1602 - Withholding return 

on compensation, EWT and 
FWT for March 2011 (Group 
C)

14 Thursday – LAST DAY OF
e-FILING
·	 1601C, 1601E, 1601F and 

1602 - Withholding return 
on compensation, EWT and 
FWT for March 2011 (Group 
B)

SUBMISSION
·	PE ZA - AFS filed with the 

BIR on March 15, 2011 by 
PEZA-registered enterprises 
for FY ended November 
2010

REMITTANCE
·	H DMF - M1-1 contributions 

by employers whose names 
start with letters A to D for 
March 2011

15 Friday – LAST DAY OF
e-FILING/FILING &
e-PAYMENT/PAYMENT
·	 1701Q - ITR for self-

employed individuals, 
estates and trusts for TQ 
March 2011

·	 1700 - Annual ITR by 
individuals not qualified 
for substituted filing and 
marginal income earners for 
TY 2010

·	 1701 and 1701-AIF - Annual 
ITR and AIF of selfemployed 
individuals, estates and 
trusts for CY 2010

·	 1702 and 1702-AIF - Annual 
ITR and AIF by corporations 
and partnerships for CY 
2010

·	 1704 - IAET for FY ended 
March 2010

·	 2200M - Excise tax for 
mineral products for CQ 
ended March 2011

e-FILING & e-PAYMENT/
REMITTANCE
·	 1603 - FBT for CQ ended 

March 2011 (all eFPS 
groups)

e-PAYMENT
·	 1601C, 1601E, 1601F and 

1602 - Withholding return 
on compensation, EWT and 
FWT for March 2011 (all 
eFPS groups)

FILING & PAYMENT
·	 1707A - Consolidated CGT 

return for shares not traded 
in the stock exchange for CY 
2010

e-FILING
·	 1601C, 1601E, 1601F and 

1602 - Withholding return 
on compensation, EWT and 
FWT for March 2011 (Group 
A)

REGISTRATION
·	 Bound computer-generated/

loose-leaf books of accounts 
and other accounting 
records for FY ended March 
2011

e-SUBMISSION
·	 Summary list of machines 

(CRM-POS) sold by machine 
distributors/dealers/
vendors/suppliers for TQ 
ended March 2011

SUBMISSION
·	 List of medical practitioners 

of hospitals and clinics for 
CQ ended March 2011

·	P hilHealth - RF-1 remittance 
report for March 2011

19 Tuesday – LAST DAY OF
REMITTANCE
·	H DMF - M1-1 contributions 

by employers whose names 
start with letters E to L for 
March 2011

20 Wednesday – LAST DAY 
OF

e-FILING/FILING & 
e-PAYMENT/PAYMENT
·	 2551Q - PT for TQ ended 

March 2011
FILING & PAYMENT
·	 2550M and 2551M - VAT 

and PT for March 2011 (non-
eFPS taxpayers)

DISTRIBUTION
·	 2307 - Certificate of EWT for 

CQ ended March 2011
FILING
·	 SEC - AFS for FY ended 

December 2010 by 
corporations whose SEC 
registration numbers end in 
1 and 2

PAYMENT
·	 LGU - LBT second 

installment for CY 2011

25 Monday – LAST DAY OF
e-FILING/FILING & 
e-PAYMENT/PAYMENT
·	 2550Q - VAT for TQ ended 

March 2011
e-PAYMENT
·	 2550M and 2551M - VAT 

and PT for March 2011 (all 
eFPS groups)

e-FILING
·	 2550M and 2551M - VAT 

and PT for March 2011 
(Groups A, B, C, D and E)

SUBMISSION
·	 Summary lists of sales/

purchases by VAT-
registered taxpayers 
(non-eFPS taxpayers) for TQ 
ended March 2011

·	 Sworn statement of 
manufacturers or importers 
on the volume of sales per 
brand of alcohol and tobacco 
products for January to 
March 2011

REMITTANCE
·	H DMF - M1-1 contributions 

by employers whose names 
start with letters M to Q for 
March 2011

29 Friday – LAST DAY OF
e-FILING/FILING & 
e-PAYMENT/PAYMENT
·	 1702Q - Quarterly ITR for 

TQ ended February 2011
REGISTRATION
·	 Manual books of accounts 

and other accounting 
records for FY beginning 
May 1, 2011

FILING
·	 SEC - AFS for FY ended 

December 2010 by 
corporations whose SEC 
registration numbers end in 
3 and 4

REMITTANCE
·	H DMF - M1-1 contributions 

by employers whose names 
start with letters R to Z for 
March 2011

may 2011
2 Monday – LAST DAY OF
REGISTRATION
·	C omputerized books 

of accounts and other 
accounting records in CD-R, 
DVD-R or other optical 
media, and affidavit on the 
post-reporting requirements 
for CAS for FY ended March 
2011

e-SUBMISSION
·	 Summary lists of sales/

purchases by VAT-
registered taxpayers (all 
eFPS groups) for TQ ended 
March 2011

SUBMISSION
·	E ngagement letter and 

renewals or subsequent 
agreements for financial 
audit by independent CPAs 
for FY beginning July 1, 
2011

·	I nventory list for FY ended 
March 2011

·	 BOI - Transcript sheets of 
ORB by qualified jewelry 

enterprises for FY ended 
March 2011

·	PE ZA - ITR filed with the 
BIR on April 15, 2011 by 
PEZA-registered enterprises 
for CY 2010

5 Thursday – LAST DAY OF
e-FILING/FILING & 
e-PAYMENT/PAYMENT
·	 2000 - DST for April 2011
SUBMISSION
·	 Summary report of 

certifications issued by the 
President of NHMFC (RA 
7279) for April 2011

6 Friday – LAST DAY OF
FILING
·	 SEC - AFS for FY ended 

December 2010 by 
corporations whose SEC 
registration numbers end in 
5 and 6

9 Monday – LAST DAY OF
SUBMISSION
·	 Transcript sheets of ORB 

for distilled spirits, wines, 
fermented liquor, tobacco 
products, oil, automobiles, 
and cigarette paper for April 
2011

10 Tuesday – LAST DAY OF
e-FILING/FILING & 
e-PAYMENT/PAYMENT/
REMITTANCE
·	 1600 - Withholding VAT/PT 

for April 2011
FILING & REMITTANCE
·	 1601C, 1601E, 1601F and 

1602 - Withholding return 
on compensation, EWT 
and FWT for April 2011 
(noneFPS taxpayers)

·	 1606 - Withholding on 
transfer of real property 
other than capital assets for 
April 2011

SUBMISSION
·	 Transcript sheets of ORB for 

mineral products for April 
2011

·	A  sugar cooperative’s list 
of buyers of sugar for April 
2011, together with a copy 
of certificate of advance 
payment of VAT made by 
each buyer appearing on the 
list

·	I nformation return on 
releases of refined sugar by 
the proprietor or operator of 
a sugar refinery or mill for 
April 2011

DISTRIBUTION
·	 2306 - Certificate of VAT/PT 

withheld for April 2011
·	 2307 - Certificate of 

creditable PT withheld for 
April 2011

REMITTANCE
·	P hilHealth - ME-5 

contributions for April 2011
·	 SSS - R-5 contributions for 

April 2011

11 Wednesday – LAST DAY 
OF

e-FILING
·	 1601C, 1601E, 1601F and 

1602 - Withholding return 
on compensation, EWT and 
FWT for April 2011 (Group 
E)

12 Thursday – LAST DAY OF
e-FILING
·	 1601C, 1601E, 1601F and 

1602 - Withholding return 
on compensation, EWT and 
FWT for April 2011 (Group 
D)

13 Friday – LAST DAY OF
e-FILING
·	 1601C, 1601E, 1601F and 

1602 - Withholding return 
on compensation, EWT and 
FWT for April 2011 (Group 

C)
FILING
·	 SEC - AFS for FY ended 

December 2010 by 
corporations whose SEC 
registration numbers end in 
7 and 8

16 Monday – LAST DAY OF
e-FILING/FILING & 
e-PAYMENT/PAYMENT
·	 1702 and 1702-AIF - Annual 

ITR and AIF for corporations 
and partnerships for FY 
ended January 2011

·	 1704 - IAET for FY ended 
April 2010

e-PAYMENT
·	 1601C, 1601E, 1601F and 

1602 - Withholding return 
on compensation, EWT and 
FWT for April 2011 (all eFPS 
groups)

FILING & PAYMENT
·	 1707A - Consolidated CGT 

return for shares not traded 
in the stock exchange for FY 
ended January 2011

e-FILING
·	 1601C, 1601E, 1601F and 

1602 - Withholding return 
on compensation, EWT and 
FWT for April 2011 (Groups 
A and B)

REGISTRATION
·	 Bound computer-generated/

loose-leaf books of accounts 
and other accounting 
records for FY ended April 
2011

e-SUBMISSION
·	 Summary list of machines 

(CRMPOS) sold by machine 
distributors/ dealers/
vendors/suppliers for TQ 
ended April 2011

SUBMISSION
·	P hilHealth - RF-1 remittance 

report for April 2011
·	PE ZA - AFS filed with the 

BIR on April 15, 2011 by 
PEZA-registered enterprises 
for CY 2010

FILING
·	 SEC - AFS for FY 

ended January 2011 
by corporations whose 
securities are registered 
under RSA or SRC

REMITTANCE
·	H DMF - M1-1 contributions 

by employers whose names 
start with letters A to D for 
April 2011

19 Thursday – LAST DAY OF
REMITTANCE
·	H DMF - M1-1 contributions 

by employers whose names 
start with letters E to L for 
April 2011

20 Friday – LAST DAY OF
e-FILING/FILING & 
e-PAYMENT/PAYMENT
·	 2551Q - PT for TQ ended 

April 2011
FILING & PAYMENT
·	 2550M and 2551M - VAT 

and PT for April 2011 (non-
eFPS taxpayers)

DISTRIBUTION
·	 2307 - Certificate of EWT for 

TQ ended April 2011
FILING
·	 SEC - AFS for FY ended 

December 2010 by 
corporations whose SEC 
registration numbers end in 
9 or 0

23 Monday – LAST DAY OF
e-FILING
·	 2550M and 2551M - VAT 

and PT for April 2011 
(Groups C, D and E)

24 Tuesday – LAST DAY OF
e-FILING
·	 2550M and 2551M - VAT 

and PT for April 2011 (Group 
B)

REMITTANCE
·	H DMF - M1-1 contributions 

by employers whose names 
start with letters M to Q for 
April 2011

25 Wednesday – LAST DAY 
OF

e-FILING/FILING & 
e-PAYMENT/PAYMENT
·	 2550Q - VAT for TQ ended 

April 2011
e-PAYMENT
·	 2550M and 2551M - VAT 

and PT for April 2011 (all 
eFPS groups)

e-FILING
·	 2550M and 2551M - VAT 

and PT for April 2011 (Group 
A)

SUBMISSION
·	 Summary lists of sales/

purchases by VAT-
registered taxpayers 
(non-eFPS taxpayers) for TQ 
ended April 2011

·	 Sworn statement of 
manufacturers or importers 
on the volume of sales per 
brand of alcohol and tobacco 
products for February to 
April 2011

30 Monday – LAST DAY OF
e-FILING/FILING & 
e-PAYMENT/PAYMENT
·	 1702Q – Quarterly ITR for 

CQ ended March 2011
REGISTRATION
·	C omputerized books 

of accounts and other 
accounting records in CD-R, 
DVD-R or other optical 
media, and affidavit on the 
post-reporting requirements 
for CAS for FY ended April 
2011

e-SUBMISSION
·	 Summary lists of sales/

purchases by VAT-
registered taxpayers (all 
eFPS groups) for TQ ended 
April 2011

SUBMISSION
·	I nventory list for FY ended 

April 2011

31 Tuesday – LAST DAY OF
REGISTRATION
·	 Manual books of accounts 

and other accounting 
records for FY beginning 
June 1, 2011

SUBMISSION
·	 BOI - Transcript sheets of 

ORB by qualified jewelry 
enterprises for FY ended 
April 2011

·	PE ZA - ITR filed with the 
BIR on May 16, 2011 by 
PEZA-registered enterprises 
for FY ended January 2011

FILING
·	 SEC - AFS for FY 

ended January 2011 
by corporations whose 
securities are not registered 
under RSA or SRC

REMITTANCE
·	H DMF - M1-1 contributions 

by employers whose names 
start with letters R to Z for 
April 2011

tax calendar

Courtesy of Punongbayan & Araullo, the Philippine member 
firm of Grant Thornton International, a leading international 
organization of independently owned and managed accounting 
and consulting firms. For more information log on to: 
www.punongbayan-araullo.com
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Arden Classic opens Greenbelt boutique

Washing Machines built to Last

RUNNR named “Store of the Year”

Cebu-based exporter of home décor and furnishings Arden 
Classic, Inc. now makes its exquisite creations available to 
the Filipino market with the opening of its store ARDEN in 
Greenbelt 5, Makati City.

This is another milestone for the company owned by 
husband and wife Arden and Jen Siarot. Arden Classic, a 
long-time Plantersbank client, has concentrated on exporting 
their creations to Europe and the US for close to two decades. 
The company specializes in exquisite home furnishings and 
décor  handcrafted from mother-of-pearl, fish skin, ostrich 
egg, coconut shell and animal bone.  World class artistry at 
work, only at Arden Classic, Inc.

ARDEN is located at Level 3, Greenbelt 5, Makati City.

Speed Queen, the flagship brand of 
the world’s undisputed commercial 
laundry leader, is being re-launched in 
the Philippines with the industry’s best 
3-year “bumber-to-bumper” warranty 
for home and commercial use.

Products range from homestyle, coin-operated, and industrial use and include top load washers, front 
load washers, dryers, stack dryers, and stack washer/dryers for home and commercial use.  For heavier 
wash loads, there’s up to 225 lbs washer-extractors, 170 lbs tumble dryers, and flat work finishers. 

Homestyle models are ideal for homes employing household help and features many of the same 
rugged, reliable parts found in the durable coin-operated machines.

Speed Queen has been the washing machine of choice by laundry shops, spas and hotels worldwide.  
For over 100 years, Speed Queen has been known for durable and reliable washers and dryers that 
deliver superior cleaning  results.

To know more about Speed Queen, check out www.speedqueen.com.ph or call 922.0752.

The country’s foremost running specialty store, RUNNR, 
was recently awarded Bonifacio High Street’s “Store of 
the Year” during the recent 13th Ayala Malls Merchant 
Rewards Awards night.  This annual award is given to 
Ayala Mall’s merchant partner which has the leadership 
excellence and outstanding efforts in marketing and 
operations and for meeting the highest score in marketing, 
visual merchandising and operations. RUNNR, owned 
and managed by Plantersbank client Toby Claudio, is a 
homegrown Sports concept store opened in 2009 to cater to 
running enthusiasts.

Reducing disaster risks

For an Effective Office 
Evacuation Plan

	 Take charge! Don’t wait for 
somebody else to get around 

	 to it.
	 Draw a complete floor plan 

indicating all exists (doors, 
windows, hall, stairs) including 
all interior doors, closets, 
storage areas and blocked exits.

	C olor-code primary exits green; 
secondary exits yellow; dead 
ends red.

	P lan each person’s first, second, 
and perhaps third escape 
routes.

	A ssemble the entire crew.
	E mphasize seriousness and 

tolerate no playing around.
	 Discuss your plans and ask for 

each one’s participation.
	 Talk about how all of you will 

escape.
	A ssign an outside meeting 

place.
	C aution against reentering the 

building for any reason.
	 Describe the procedure for 

reporting a fire or security 
threat.

	R epeat, repeat, repeat 
everyone’s first concern: Get 
out and away from the building.
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