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While it is great that it is Visit 
Malaysia Year (VMY) this year, 
much has changed in the first 
quarter steering us into a dark 
reality we never expected.  So 
isn’t it time we really looked at 
how money allocated for VMY 
could now be used for SMY 
(Save Malaysia Year)?
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The instinct 
to survive is a 
powerful force that 
lies within living 
things. It has 
determined our 
success as a species 
and our emotions 
continue to evolve 
to our greatest 
survival benefit... Ensemble 

Worldwide, and 
PETRONAS 
have released 
a television 
commercial, 
digital video and 
social campaign 
in conjunction 
with PETRONAS’ 
#WeWishYouWell 
umbrella campaign 
that launched at 
the start of the 
Movement Control 
Order (MCO)...
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annual Ramadan 
campaign when all 
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mandated...
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Holdings Berhad’s 
and Allo Technology 
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announced a strategic 
partnership...
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While it is great that it is Visit 
Malaysia Year (VMY) this year, much 
has changed in the first quarter steering 
us into a dark reality we never expected.  
So isn’t it time we really looked at 
how money allocated for VMY could 
now be used for SMY (Save Malaysia 
Year)? This is a call Tourism Malaysia 
should make.  For once, they’ll be seen 
to be doing the right thing.  They can 
compensate the winning agencies in 
their recent pitch results announcement 
with about RM50,000 each, and move on 

HOW TO GET 
RM90 MILLION 
TO FIGHT 
COVID-19

///EDITOR’S NOTE
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to real life-threatening causes.  
With this one sweeping move, 

Tourism Malaysia could erase all 
the blunders that came before. 
Campaign Asia says the World Travel 
& Tourism Council (WTTC) has 
found that Asia-Pacific is expected 
to be most heavily impacted wth the 
Covid-19 pandemic with up to 49 
million jobs at risk throughout the 
region, representing a loss of nearly 
$800 billion to travel and tourism 
GDP.  PubMatic revealed that spend 
for travel ads was cut by two-thirds 
(65%) in the first two weeks of 
March.

So everyone knows VMY is not 
going to happen, unless you are 
talking about medical tourism (in 
limited cases).  “It is not about being 
irrelevant, rather it is insensitive 
when all people are thinking about 
are their health and safety,” says 
Vincent Ong, vice president of 
marketing for APAC at Club Med. 
“As a responsible travel brand, it 
is our priority to spread positivity 
and project the ever-needed spirit of 
optimism,” according to reports by 
Campaign Asia.   

Readers are invited to add their 
comments on our Facebook post. 

///EDITOR’S NOTE

“FOR ONCE, 
THEY’LL BE SEEN 
TO BE DOING 
THE RIGHT 
THING.  THEY CAN 
COMPENSATE 
THE WINNING 
AGENCIES IN 
THEIR RECENT 
PITCH RESULTS 
ANNOUNCEMENT 
WITH ABOUT 
RM50,000 EACH, 
AND MOVE ON 
TO REAL LIFE-
THREATENING 
CAUSES...
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THE DIGITAL OUT-OF-HOME 
IMPACT ON COVID-19 – WHAT YOU 
NEED TO DO RIGHT NOW
INTERVIEW with Remi Roques, GM 
Broadsign APAC. The COVID-19 
outbreak is causing an economic 
disruption across many sectors, 
including hospitality and tourism, 
education, property, and service 
providers. It is also creating a 
downtime period for the advertising 
sector. We spoke with Broadsign 
APAC General Manager, Remi 
Roques, about the role that out-of-
home (OOH) media has to play in 
the current climate and what OOH 
media owners can do to prepare 
themselves. 

Given the current COVID-19 
climate and its impact on the 
advertising world, what is your 
advice to out-of-home media 
owners on how to respond and 
plan ahead? 

I believe that OOH operators 
should use this downtime to review 
the core structures that support their 
business and make the necessary 
changes to come out stronger on 
the other side of the COVID-19 
downturn. It’s a good time for media 
owners to look into better solutions 
and systems for their business.

Tools like our own Broadsign 

Direct, which helps to optimize 
OOH media sales or our content 
and network management system, 
Broadsign Control, can efficiently 
help a business work, save time and 
money in operating their businesses. 

Our sales team offers 
demonstrations and free trials 
on these two products. Selling 
programmatically is also something 
publishers could look into right now 
to set themselves up to thrive when 
brands start to invest heavily in 
advertising again. 

Programmatic DOOH platforms 
like Broadsign Reach, which 
connects DOOH displays to a 
global marketplace, are capable of 

Remi Roques
GM Broadsign APAC

///OUTDOOR ADVERTISING
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THE DIGITAL OUT-OF-HOME 
IMPACT ON COVID-19 – WHAT YOU 
NEED TO DO RIGHT NOW



ISSUE244MAY2020 | WEEKENDER
10

generating more revenue from digital 
networks while opening up endless 
targeting and creative options for 
advertisers. 

After the economic downturn of 
2008, programmatic took off in online 
digital advertising; we expect to see 
the same in digital Out-Of-Home 
after COVID-19. It is not all bad news 
for brands during this time. Some 
brands, like food products, online 
deliveries and services, or health 
equipment providers are expected to 
perform better than usual during this 
period. For such brands, our software 
platform includes features that are 
particularly relevant for targeting 
specific audiences with the capability 
of delivering the right message at the 
right location and the right time of 
the day. 

What role does DOOH play in 
communicating crucial messaging 
such as COVID-19? 

Digital has cemented out-of-
home as an essential channel for 
mass communication. Digital 
screens can deliver dynamic, up-
to-date messages to the community 
in real-time, such as news feeds 
or statistics. It’s for that reason 
that we’ve seen digital displays in 
transit areas, medical centres, and 
grocery stores used by community 

service associations and government 
authorities to push guidelines and 
emergency messages to screens in a 
matter of minutes. We have also seen 
how DOOH can be used to thank 
health and community workers 
fighting COVID-19 and carry us 
through the crisis. 

Spreading positivity and 
gratefulness is something we all need 
during this time. 

What other value does DOOH 
bring to media owners in terms of 
content scheduling and campaign 
performance?

DOOH is premium inventory 
that offers the opportunity to 
propose more complex advertising 
campaigns, with sophisticated 
solutions that require advanced 
content management platforms. 
Content can be scheduled and taken 
down within minutes, and DOOH 
enables advertisers to manage 
content remotely across large or 
small networks. 

This helps keep advertising 
relevant at all times while 
allowing businesses to maintain 
physical distancing. During this 

///OUTDOOR ADVERTISING
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unprecedented and uncertain 
time, I am extremely proud to see 
just how much of an impact our 
medium can have. I’m impressed 
with how creative and agile many 
OOH operators have been in 
joining the fight against COVID-19, 
dedicating screen time and ad space 
to spreading helpful and uplifting 
messages at a time when we need 
them most.  

How do you see consumers, 
advertisers, and media owners 
going back to business post-
COVID-19? 

OOH has always been a resilient 
medium. Post-COVID-19, things 
may go back to normal, but I’m sure 
there will be a new normal that we 
will have to deal with. Whatever the 
circumstances, I think OOH will have 
an important role to play. 

When everyone is out of 
seclusion, there will be an 
unprecedented need to be 
entertained, interact with others, 
enjoy sports, concerts, and movies, 
and to go on new adventures. 
Consumers will be out and about 
again and tired of watching TV 

indoors and consuming online 
media. 

I anticipate an advertising 
boom across all mediums. Outdoor 
advertising, in particular, will 
provide a quick and effective way 
for brands to get back in front of 
audiences who are ready to start 
living and spending again. As I said, 
rather than taking their foot off the 
pedal, out-of-home publishers should 
use this time to set up and prepare 
for the post-COVID-19 recovery 
by focusing on boosting sales and 
investing in the right operational 
systems. Now is the time to identify 
what OOH strategies are needed 
and make improvements that are 
probably already long overdue. 

When we come out of this, no 
doubt the advertising world will be 
radically different, and the value 
DOOH offers will be in even greater 
demand. If media owners make 
smart decisions now, they will not 
only make it through but thrive as 
the economy restarts. There is no 
more ‘‘business as usual,’ and this 
is the time for OOH operators to 
invest in upgrading their systems 
and prepare for success in the ‘new 
normal’. For tips on how to achieve 
this, Broadsign have a series of 
webinars coming up and you can 
register here.

https://broadsign.com/ooh-from-home/


2764CEM_MC_98657_Project Star_Social_Marketing_Mag R1.pdf   1   09/03/2020   5:58 PM



ISSUE244MAY2020 | WEEKENDER
13

The instinct to survive is a powerful force that 
lies within living things. It has determined our 
success as a species and our emotions continue to 
evolve to our greatest survival benefit. This year, 
the word surviving has extended into the business 
world like never before. When governments 
around the world implemented a stay at home 
order, it was no surprise that panic regarding how 
to make ends meet, was ironically the emotion that 
united us. 

POWER UP & SAVE MALAYSIA EXPLAINED:
INVESTIGATING THE INDUSTRY’S 

PARADIGM SHIFT THROUGH VIRTUAL 
KNOWLEDGE TRANSFER

///CMO ROUNDTABLES

BY VASUKI RAO
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MARKETING Magazine has been 
alive for over 20 years and the events 
we host annually have become an 
avenue where marketers reunite and 
make new connections. When mass 
gathering was essentially banned in 
Malaysia, we knew that events, our 
bread and butter, was going to take a 
back seat. 

In the midst of brainstorming 
ideas for survival, we realised that 
our strategies mean nothing if it 
doesn’t complement the efforts in 
battling this pandemic. It was this 
realisation that gave birth to the 
Power Up & Save Malaysia webinar 
series. 

EXPLAINING POWER UP & SAVE 
MALAYSIA

MARKETING Magazine’s Power 
Up is a platform designed for peer 
knowledge transfer and capacity 
upskilling using the vantage point 
and experiences of Malaysia Chief 
Marketing Officers (CMOs) who 
will share their learnings plus an 
interactive rapid-fire Q&A format, 

over an hour-long CMO Roundtable 
session.

Essentially, it is today’s discussion 
for tomorrow’s events discussing 
pointed questions that investigate the 
paradigm shift facing the world in 
2020. Through a collaboration with 
MERCY Malaysia, we were able to 
set up the webinar series to raise 
funds that are channeled to support 
our country’s frontliners. 

The support we’ve received from 
the industry has been heart-warming. 
CMOs from some of Malaysia’s 
biggest companies were making the 
time to join the CMO Roundtables 
as a speaker and share their key 
insights and answer questions from 
attendees. 

In April, we managed to 
successfully host three CMO 
Roundtable sessions attended by 
SME owners, brand managers, CEOs, 
social media executives and agencies, 
to name a few. 

CMO ROUNDTABLE 1 - 
CONVERSATIONAL MARKETING: 

///CMO ROUNDTABLES

https://drive.google.com/open?id=10E5xLL7dEXWmRUwBMxEOfbb9O00ih7Fc
https://drive.google.com/open?id=10E5xLL7dEXWmRUwBMxEOfbb9O00ih7Fc
https://drive.google.com/open?id=10E5xLL7dEXWmRUwBMxEOfbb9O00ih7Fc
https://drive.google.com/open?id=10E5xLL7dEXWmRUwBMxEOfbb9O00ih7Fc
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BOOK THIS 
SPACE!

CALL JARROD
+60 18-220 0682

258 MM X 86 MM

HOW CAN IT DETERMINE YOUR 
BUSINESS’S GROWTH DURING A 
#STAYATHOME MANDATE

The digital transformation of 
Malaysian companies has been in 
motion for years now but COVID-19 
and a partial lockdown has made it 
a means of survival. With the lack of 
face to face interaction, marketing 
and customer servicing is forced to 
move online entirely. 

While our means of 
communicating has changed, the core 
elements of communication have 
stayed the same. People always have 
and always will expect conversations 
to be helpful, personal, and 
empathetic. The only difference now 
is we have the technology to have 
those conversations at scale. 

Despite coming from two 
different industries, both 
Fernie and Timothy had to 
fully shift their customer 
management online. 

“To pull off conversational 
marketing successfully both 
ways when engaging with 
our customers in a contextual 
and personalised way, we 
need to know who we are 
talking to,” Fernie explained. 
“During these times, the 
customer persona is shifting 
which makes it important for 
advertisers and marketers 
to adapt their targeting 
strategy.”

To further put this 
adaptation strategy into 
context, Fernie introduced 11 
different customer profiles for 
companies to consider when 
crafting their messaging and 
tone of engagement, giving 
the webinar attendees a rough 
template to work with for 
their own business. 

https://drive.google.com/open?id=10E5xLL7dEXWmRUwBMxEOfbb9O00ih7Fc
https://drive.google.com/open?id=10E5xLL7dEXWmRUwBMxEOfbb9O00ih7Fc
https://drive.google.com/open?id=10E5xLL7dEXWmRUwBMxEOfbb9O00ih7Fc
https://drive.google.com/open?id=10E5xLL7dEXWmRUwBMxEOfbb9O00ih7Fc
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Fernie Jasmine Abdul Ghani
Head of Group Marketing & 
Branding
Axiata Group Berhad

Timothy Johnson
SVP Marketing, Product & 
Partnerships
INTI International University & 
Colleges

Timothy on the other hand, came in with 
the perspective of how Inti has been reacting 
to the unprecedented situation by prioritising 
the fact that during a time of crisis, consumers 
want a brand to be useful. 

“We shifted our mindset to come up with 
strategies that were a result of combining 
purpose and practicality,” Timothy said. 

CMO ROUNDTABLE 2 - BUSINESS 
CONTINUITY FROM HOME: STRATEGIES 
IN A NO-PRECEDENT SITUATION

When we quite abruptly arrived at the 
juncture that is defining the first half of 2020, 
there was a wide range of reactions to it. Some 
view it as a crisis, a transformational period, 
some drew parallels between our current 
reality and George Orwell’s 1984 raising 
concerns over a potential future of government 
overreach and on the other hand we had 
some environmentalists who viewed it as a 
necessary pause. 

Regardless of which perspective is 
accurate, we are undeniably at a new world 
order which requires extensive discussion 
on how businesses can make the best out of 
the card they’re dealt with. The aim of CMO 
Roundtable 3 was to help attendees learn 
and be inspired from the speakers’ real life 
examples of what worked and what didn’t. 

“An economic downturn (caused by this 
pandemic) will inevitably shape people’s 
attitudes towards money,” Adam said. “The 
physical adjustments we’ve had to make 
during this phase has been unlike any we’ve 
made during the previous economic crises.”

Adam then went on to share a specific 
business continuity planning template for 

///CMO ROUNDTABLES

https://drive.google.com/open?id=1Jo0am8fIH_-HPk_HLeu6KuEMCeQaz43A
https://drive.google.com/open?id=1Jo0am8fIH_-HPk_HLeu6KuEMCeQaz43A
https://drive.google.com/open?id=1Jo0am8fIH_-HPk_HLeu6KuEMCeQaz43A
https://drive.google.com/open?id=1Jo0am8fIH_-HPk_HLeu6KuEMCeQaz43A
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SANTHARUBAN T. 
SUNDARAM
Senior Vice President, 
Marketing & Alternate 
Business
Etika Holdings

Mohamed Adam Wee 
Abdullah
Group Chief Marketing Officer, 
CIMB Group

COVID-19 and the MCO. Forming, storming, 
norming and performing - these were the four 
stages of planning he introduced during his 
presentation before he went on to describe the 
different steps businesses should take in each 
stage. 

Ruban who presented after Adam, 
introduced his take on the concept of the new 
working norm. While working from home 
becomes a norm, he said people in leadership 
positions have to remind themselves to 
maintain a balance especially when dealing 
with people and understanding the aspects of 
communication that is omitted from a lack of 
face-to-face interaction. 

“The new SOP is ‘No SOP’,” Ruban said. 
“Consumer sentiments are changing, which we 
can analyse based on what they are sharing on 
social media as well as their purchase habits.”

Ruban also shared his experience with a 
recent campaign that received 99% negative 
comments which forced his team to rethink 
and tweak the tone and messaging. By 
ensuring the ideas are converted into concepts 
to stay relevant and purposeful to the 
current times, they were able to change their 
consumers’ reaction to the campaign, making 
it successful.

https://drive.google.com/open?id=1Jo0am8fIH_-HPk_HLeu6KuEMCeQaz43A
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CMO ROUNDTABLE 3 COVID-19: DIGITAL 
MARKETING INSIGHTS AND STRATEGIES 
FOR THE ‘NEW NORMAL’

In the day-and-age of digital media, 
marketing is a double-edged sword. We 
benefit from the various data points that 
help us structure our marketing strategies 
better but it can be a viral platform that 
exposes inadequacies in tactfully managing a 
precarious period such as the one we’re going 
through now.

The latter has become more important 
to consider in the last few months. CMO 
Roundtable 3 came in a timely manner just 
after the government’s announcement. 
Dominos and TM Berhad were businesses that 
still operated during the Movement Control 
Order (MCO) which made both our speakers 
are experts with key insights on how to 
develop strategies for the new normal. 

Linda shared how Domino’s Malaysia 
has been adapting a new practical approach 
while still meeting its consumers’ emotional 
needs. According to Linda, availability and 
affordability have been two constant elements 
in Domino’s strategy but moving into the MCO 
phase, safety was an additional factor to be 
considered. 

“In our business, we analysed the change 
in food acquisition and food consumption 
behaviour,” Linda said. “When safety became a 

///CMO ROUNDTABLES

Linda Hassan
Group Chief Marketing Officer
Domino’s Pizza Malaysia & 
Singapore

Lai Shu Wei
VP, unifi Marketing & 
Communications
TM Berhad

https://drive.google.com/open?id=12lw2KW3fpzb95vXMO4YGTjHtep1-E6po
https://drive.google.com/open?id=12lw2KW3fpzb95vXMO4YGTjHtep1-E6po
https://drive.google.com/open?id=12lw2KW3fpzb95vXMO4YGTjHtep1-E6po
https://drive.google.com/open?id=12lw2KW3fpzb95vXMO4YGTjHtep1-E6po
https://drive.google.com/open?id=12lw2KW3fpzb95vXMO4YGTjHtep1-E6po
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bigger element, we knew our solutions had to 
be emphatic and encompass several areas that 
revolve around a more emphasised customer-
first mindset.” Shu Wei complemented Linda’s 
perspective by sharing a case study of unifi’s 
efforts since the start of MCO.  

During the rapid fire Q&A session toward 
the end of the roundtable, Shu Wei shared 
some insights on TM’s analysis on the increase 
in internet traffic at different times during the 
day which participants found surprising and 
also useful as a tip on when to engage with 
their audience. 

UPCOMING CMO ROUNDTABLES
Don’t fret if you missed the opportunity 

to be part of these sessions because we have 
more sessions scheduled for the whole month 
of May. To find out more and register for your 
preferred sessions, click here. 

BOOK THIS SPACE!
CALL JARROD

+60 18-220 0682

///CMO ROUNDTABLES

“WHEN 
SAFETY BECAME 

A BIGGER 
ELEMENT, 

WE KNEW OUR 
SOLUTIONS 
HAD TO BE 

EMPHATIC AND 
ENCOMPASS 

SEVERAL AREAS 
THAT REVOLVE 

AROUND 
A MORE 

EMPHASISED 
CUSTOMER-

FIRST MINDSET.” 
SHU WEI 

https://marketingmagazine.com.my/Webinar/index.html#intro
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Ensemble Worldwide, and 
PETRONAS have released a 
television commercial, digital video 
and social campaign in conjunction 
with PETRONAS’ #WeWishYouWell 
umbrella campaign that launched at 
the start of the Movement Control 
Order (MCO), aimed to spread 
positivity and lift national spirits.

The video titled ‘Give with 
all you’ve got’, released in both 
English and Bahasa Malaysia, urges 
the public to show support to the 
frontliners of the COVID-19 crisis. 
The video sheds a spotlight on the 
efforts of medical staff, and acts as 
a rally cry for Malaysians to share 
ways of giving back to frontliners for 
their service.

Executive Creative Director of 
Ensemble Worldwide, Chan Woei 
Hern said, “’Give with all you’ve 
got’ is a message that’s inspired 
by our brave frontliners – not just 
healthcare, but PETRONAS’ own 
oil & gas personnel. These are our 
unsung heroes. 

“It encompasses the spirit that we 
want all Malaysians to embody. We 
can each do our part and give our all 
in our own little ways, like the many 
Malaysians out there making masks 
and PPEs from home. We hope to 
encourage more Malaysians to action 
for good during this unprecedented 
crisis.”

The videos feature still images, 
primarily sourced from medical 
frontliners via community pages 
on Facebook, demonstrating the 
sacrifice, solidarity and humanity of 
the medical fraternity. 

Woei Hern adds, “This story 
was written by the frontliners. 
Through the photos on social 
media documenting sharing their 
routines, struggles and camaraderie 
from their daily battle. We just 
brought it to life.” The video was 
completely conceptualised and 
produced remotely due to the MCO, 
the creative consideration was to 
utilise these images for its powerful 
authenticity. Our biggest challenge 

ENSEMBLE & PETRONAS 
SPREAD DIGITAL 
POSITIVITY THROUGH 
#WEWISHYOUWELL

///DIGITAL REMINDERS
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was sourcing the right images from 
the public pool and requesting 
permission for the photos to be 
featured in the videos. 

“To those who gave us their 
photos, we’d like to give our heartfelt 
thanks. It was also an opportunity 
to explore storytelling in the ‘new 
normal’. The clients were extremely 

supportive of us throughout and our 
sense of togetherness and purpose 
kept us going.”

The videos released on 11th April 
and has thus far generated over 7 
million views on TV through Buletin 
Utama and TV3 and almost 5 million 
digital views from Facebook and 
YouTube. 

https://www.facebook.com/petronas/
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The accompanying Public 
Service Announcement (PSA) social 
campaign adds PETRONAS’ ongoing 
messages of positivity to the public 
during the MCO. The social posts 
craft ingenious tips for members of 
the public to stay safe physically, 
mentally, emotionally and financially. 

Woei Hern adds, “The lessons 
from this crisis have shown the 
importance of not losing focus on 
our daily reality. Life still goes on, 
and this is a time to get creative 
while staying at home. The PSAs 
are meant to feed critical messages 
in an ingenious way to remind the 
public that collectively, we can find 
solutions for societal and personal 
betterment during this time.”

PSA messages shared thus far 
include a ‘People Distancer’ note on 
backpacks to remind others to keep a 
1 metre distance, top 3 food delivery 
share templates, DIY grocery list tags 
to minimise phone contamination, 
a Buy 1/ Share 1 food delivery 
message and social sharing to help 
small business owners. 

Since the start of Ramadan, the 
PSA messages include reminders 
on the gift of giving, gratitude and 
community spirit during the fasting 
month. More messages will be 
released through the MCO period.

///DIGITAL REMINDERS

Chan Woei Hern
Executive Creative Director of Ensemble Worldwide



ISSUE244MAY2020 | WEEKENDER
25

“THIS STORY WAS WRITTEN BY THE 
FRONTLINERS. THROUGH THE PHOTOS ON 
SOCIAL MEDIA DOCUMENTING SHARING 
THEIR ROUTINES, STRUGGLES AND 
CAMARADERIE FROM THEIR DAILY BATTLE. 
WE JUST BROUGHT IT TO LIFE.”

https://www.facebook.com/petronas/
https://www.facebook.com/petronas/
https://www.facebook.com/petronas/
https://www.facebook.com/petronas/
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Grab’s team in Malaysia 
analysed Google Trends 
data to see what Malaysians 
generally search for during 
Ramadan and especially 
during this unusual stay-
at-home period. They then 
built their entire campaign 
around trending search 
intents: “Amy Cari, Grab 
Ada” (translation: Whatever 
Amy Searches for, Grab has 
it.”) The resultant campaign 
features rock legend Amy 
Search adjusting to life in a 
‘safe distancing’ world. He 
tries his best to avoid grocery 

GRAB 
SHOOTS “SAFE 

DISTANCING” 
RAMADAN 
CAMPAIGN 

FROM HOME
What happens to your 

brand’s annual Ramadan 
campaign when all 

studios are closed and 
government-mandated 

movement control 
measures mean ‘normal’ 
film shoots simply cannot 

happen? In Grab’s case, 
the ‘safe distancing’ 

necessity really became 
the mother of invention.

///ADS FROM HOME
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shopping hiccups, learns how to 
disinfect his home safely, and how to 
support struggling local street food 
stalls at a time when the government 
has closed all restaurants and Bazaar 
Ramadan markets.

Because of Malaysia’s strict 
Movement Control Order (MCO), 
the campaign was entirely re-
designed to be shot from home – 
with Graph Studio and Fishermen 
Integrated (the same team behind 
“Kucing Happy”) virtually directing 
main talent Amy Search in a VLOG-
style shoot in Amy’s own home.

In Indonesia, the upcoming 
campaign “Grab Siap Antar 
Ramadanmu” (translation: Your 
Ramadan, delivered by Grab) is a 
music video shot at talents’ own 
family homes using a combination 
of DIY props, puppets and miniature 
cardboard sets with lyrics and music 
composed by Grab’s own employees. 

The #SiapAntarRamadanmu 
campaign highlights the spirit of 
Grab’s delivery rider heroes that are 
ready to bring joy and happiness 
to Indonesians and appreciates 
Indonesians who can still be 
productive from their own home, as 
they follow the government’s ask to 
stay at home.

“These challenging times have 
really brought Grabbers closer as a 
team and unlocked our platform’s 
ability to rapidly innovate – from 
helping local governments to 
digitalise Ramadan street food stalls 
and wet markets; to providing much-
needed services like virtual doctor 
consults via GrabHealth, and 1 hour 
grocery deliveries via GrabMart, to 
safe distancing shoots in talents’ own 
homes. This is definitely a Ramadan 
campaign we will never forget,” 
said Sulin Lau, Regional Country 
Marketing Head, Grab.

///ADS FROM HOME
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ASTRO EXPANDS ITS 
BROADBAND SERVICES WITH 

ALLO PARTNERSHIP
Astro Malaysia Holdings Berhad’s 

and Allo Technology Sdn Bhd today 
announced a strategic partnership 
where Astro will offer its unique 
bundled broadband and content 
offering to new and existing residential 
areas connected by Allo. The offering, 
which will provide residents with high 
speed broadband connections as well 
as Astro’s best-in-class content, is part 
of Astro’s support of the Government’s 
National Fiberisation and Connectivity 
Plan. The agreement was signed by 
the CEOs of the respective companies, 
Henry Tan for Astro and Rodzi Ahmad 
for Allo.

Henry Tan, Group CEO of Astro 
said, “Despite observing the MCO, 
business continues for us. To this 
end we are excited to announce our 
partnership with Allo for bundled 
broadband with content services. 
Allo has an aggressive roll out plan 
nationwide and we believe it will 
open up significant new headroom 
for growth for us in line with our 
broadband strategy. “The Allo 
partnership will expand the current 
broadband home-passes from TM, 
Maxis and TIME by over 150,000 new 

Henry Tan
Group CEO of Astro

Rodzi Ahmad
CEO of Allo Technologies

///BROADCASTING
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... Despite observing the MCO, 
business continues for us. To this 
end we are excited to announce our 
partnership with Allo for bundled 
broadband with content services...
HENRY TAN

households and businesses over 
the next 18 months. This will help 
us expand Astro Broadband’s reach 
beyond urban areas into areas 
not fully covered by our existing 
partnerships including Alor Gajah, 
Cyberjaya, Bangsar South and many 
more suburban areas.”

Rodzi Ahmad, CEO of Allo said, 
“Allo will continue to expand its 
fibre footprint nationwide under 
the NFCP initiative, starting with 
Melaka, Perak, Johor, Kedah, 
Selangor and Pulau Pinang. We 
welcome this partnership with Astro 
to grow together with the expansion 
plan.”   

“Allo is focusing on bringing fibre 
connection to unpenetrated areas 
that are commercially viable. This 
partnership allows us to extend the 
high-speed broadband and content 
services into these areas so that 
currently under served consumers 
can enjoy the services. With the 
provision of a wholesale open-access 
infrastructure concept that allows 
multiple services from Retail Service 
Providers (RSPs), Allo expects the 
bundled broadband and content 
price to be very competitive and 
equally accessible by the customers.” 
As part of this partnerships, Astro 
will be able to resell all of Allo’s 
broadband products, including 
broadband speeds up to 1 Gbps. 
At launch, Astro will offer cost 
efficient high-speed broadband 

services of 50 Mbps and 100 Mbps, 
at a special price of RM 99, and 
RM 129 respectively. This fee will 
include Astro’s Family Pack content 
which has more than 60 channels, 
including Astro Ria, Astro Prima, 
Astro Arena, Astro Awani, Astro 
AEC, Astro Xiao Tai Yang, NatGeo 
WILD, and FOXlife and HD content 
among others. Besides bridging the 
digital divide between the rural and 
the urban, Tan said the offering will 
increase customer engagement as 
the bundled proposition will allow 
them to enjoy their favourite TV 
shows and thousands of titles on 
demand via set top boxes as well as 
through connected devices such as 
mobile phones and tablets. Astro’s 
broadband bundle is unique as it 
not only caters to the connected 
lifestyle of a modern family, but also 
individuals’ needs for information, 
entertainment and staying 
connected. All customers will also 
have free access to Astro GO which 
allows them to stream videos at 
their convenience. Customers are 
encouraged to connect their set top 
box to unlock more than 15, 000 On 
Demand titles as part of their pack 
entitlement.

///BROADCASTING
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