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After almost three 
months, can I be 
blamed for being  
addicted to TV, 
Foodpanda and 
anything one can 
Grab? TV viewership 
hit the roof, Netflix 
grew from a weekend 
fling to a full blown 
weekday affair...
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https://marketingmagazine.com.my/who-won-the-rm90-million-tourism-malaysia-business/


“WHEN THE BRAIN AND THE 
BELLY BURN FROM FASTING, 
EVERY MOMENT A NEW SONG 
RISES OUT OF THE FIRE. THE 
MISTS CLEAR, AND A NEW 
VITALITY MAKES YOU SPRING UP 
THE STEPS BEFORE YOU.”

Rumi Raya

“FASTING 
IS THE FIRST 
PRINCIPLE OF 
MEDICINE.”
“YOU 
ARE NOT 
A DROP IN 
THE OCEAN. 
YOU ARE 
THE ENTIRE 
OCEAN IN A 
DROP.”

“PATIENCE MEANS TO LOOK AT THE THORN 
AND SEE THE ROSE, TO LOOK AT THE NIGHT AND 
SEE THE DAWN. THE LOVERS OF GOD NEVER 
RUNS OUT OF PATIENCE, FOR THEY KNOW THAT 
TIME IS NEEDED FOR THE CRESCENT MOON TO 
BECOME FULL.”
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After almost three months, 
can I be blamed for being  
addicted to TV, Foodpanda 

and anything one can Grab?
TV viewership hit the roof, Net-

flix grew from a weekend fling to 
a full blown weekday affair. And 
we slithered into vegetative 
mode. 

Even Pornhub Premi-
um was free for a month to 
the entire world because its 
board of directors deemed fit 
that it would minimise the 
impact of the coronavirus by 
giving humans a reason to 
stay at home. Using the lure 
of curves to flatten the curve  
I say.

Tell that to my East Coast 
brothers (I was born in 
Terengganu), who are prob-
ably propping up Pornhub’s 
market share this side of the 
planet. But they shy away 
from such shame. Under-
standably. 

Addicted
to MCO

///EDITOR’S NOTE The marketing funnel as we 
know it is in a tunnel with no 
sign of light at the end. 

Accountants are numbed 
by the numbers they see. 

And they know innovation 
never came off a spreadsheet. 

I am notoriously optimistic 
about what marketing can do.  

I truly believe it is the real 
engine of commerce and will 
be the prime mover in our 
recovery. 

Let’s learn our lessons from 
this hiatus. 

Let’s be human and re-
spectful to our consumers. 

Let’s make them feel 
special and loved. 

Let’s grow up.
By pursuing ideas, not 

flourishes. 
Substance, not form. 
I don’t want to face the 

world, because I know 
brands will be Coro-
na-washing in the name 
of frontliners as long as 
they can. 

So can I stay home?  
I am still lumbering from 
the slumber.

https://marketingmagazine.com.my/who-won-the-rm90-million-tourism-malaysia-business/


ISSUE246MAY2020 | WEEKENDER
5

Save us from 
untested waters. 
Saves us money.

Saves us almost RM100 
million to be exact. 

This brings us to one 
of the most colourful 
sagas at Tourism 
Malaysia.

By colourful, I don’t 
mean illustrious.

Save
Malaysia

Year

BY THE HAMMER

///EXCLUSIVE

https://marketingmagazine.com.my/marketing-campaign/visit-malaysia-2020-logo-a-laughing-stock/
https://marketingmagazine.com.my/who-won-the-rm90-million-tourism-malaysia-business/
https://marketingmagazine.com.my/who-won-the-rm90-million-tourism-malaysia-business/
https://marketingmagazine.com.my/who-won-the-rm90-million-tourism-malaysia-business/
https://marketingmagazine.com.my/who-won-the-rm90-million-tourism-malaysia-business/
https://marketingmagazine.com.my/who-won-the-rm90-million-tourism-malaysia-business/
https://marketingmagazine.com.my/who-won-the-rm90-million-tourism-malaysia-business/
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///EXCLUSIVE

Last April, Tourism 
Malaysia opened their lighting 
quick tender for marketing 
communications and a call for 
an RFP in August; more than 25 
shortlisted agencies presented 
in January this year. 

Late February this year, the 
results were announced. 

The IO Movement Sdn 
Bhd, a relatively unknown 
brand consultancy that 
provides public relations and 
communications services, has 
been contracted to handle 
the entire global advertising 
and promotions mandate for 

... unknown brand 
consultancy that 
provides public 
relations and 
communications 
services, has been 
contracted to handle 
the entire global 
advertising and 
promotions mandate 
for Tourism Malaysia 
worth almost RM90 
million! ...

https://marketingmagazine.com.my/if-you-blinked-youll-miss-pitching-for-tourism/
https://marketingmagazine.com.my/who-won-the-rm90-million-tourism-malaysia-business/
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///EXCLUSIVE

Tourism Malaysia worth almost 
RM90 million! 

Their Twitter handle 
describes them as an ensemble 
of thinkers, strategists, creatives 
and perfectionists – unique 
individuals from different 
backgrounds – who love to 
solve problems. Shareholders 
of The IO Movement are Rachel 
Chew Kay Leng Omar (90%) 
and Tunku Izrina M. Tunku 
Iskandar (10%).   

But the brains behind the 
agency is Sandakan-born 
Ibrahim Ivan Omar, and 
naturally the man went on 

... A 
whistleblower 
showed up at my 
office one day, 
but he didn’t 
show himself up 
though. It didn’t 
surprise me...

https://www.royalark.net/Malaysia/negri6.htm
https://www.linkedin.com/in/ibivom9/?originalSubdomain=my
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a hiring spree immediately, 
while still constructing the 
company’s website…

Why do you say I am 
passionate about Tourism 
Malaysia’s 
advertising? 
Because it is 
about me, and 
my country.  
Her values,  
her cultures,  
her inner beauty, her 
amazing charm,and 
how that is expressed 
to the world.

A whistleblower showed 
up at my office one day, 
but he didn’t show 
himself up though. 

It didn’t surprise me; 
many people have told me 
about the shenanigans that 

///EXCLUSIVE

went into the awarding of the 
business.

But as usual, I can’t quote 
them, even 
anonymously. 

Because 
they say it’s a 
‘tender’ issue: 
fearing they’ll 
be blacklisted 
when the next 
tender come 
around. 

They want 
someone else to 

take the fall. 

So here I am. 

I’m sure this 
piece will 

attract a 
battery 
of 
lawyers 

on my 
case, hey 

legal eagles 
need the money too. 

However, this is nothing 
compared to the brazen 

moves by the 73-year old 
Patrick Teoh whose balls of 
steel got royally skewered but 
went down guns blazing.

http://theiomovement.com


ISSUE246MAY2020 | WEEKENDER
9

///EXCLUSIVE

I digress.

Back to the whistleblower.

He left a document at my 
office doorstep without a 
trace, save for an image from 
my CCTV. Let me share the 
few points made by the spy 
who came in from the heat (no 
disrespect to the John le Carré 
novel) and many of you who 
are lip masked on this.
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The goal post changed: the 
original offer letter said its 
5% Performance Bond could 
be via usual Bank Guarantee, 
then had to be in cash only. 
Some sources say this was not 
adhered to by the winning 
agency in time. The same 
agency could not submit its 
last three years audit, but then 
a set for them was ‘found’ and 
procurement said they must 
have lost it, so it’s all OK now.

These are all allegations,  
I add.

Apparently the campaign 
is also ready to roll out but the 
final signatories are hesitating 
putting ink to paper for fear of 
possible reprisals. 

You never know who 
sweeps into power these 
days; tables turn so fast. Plus 

///EXCLUSIVE

... You never 
know who sweeps 
into power these 
days; tables turn 
so fast...
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///EXCLUSIVE

word has it MACC has been 
investigating, so heads may roll.

To be fair, I did connect with 
Ivan Omar or I/O himself. 

No, IO does not mean 
Investigation Officer in this 
context.

He seemed to have fielded 
most of the fury on social media 
quite confidently. Whether his 
arguments are cogent or not and 
transparent enough are a matter 
of interpretation. 

I mean the man did write 
some Marketing 101 articles on 
how Tourism Malaysia should 
handle its communications. 
Simplistically speaking, his 
writings seem to have earned 
him rite of passage with those 

https://www.facebook.com/ibivom9
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stalking the corridors of power. 
That’s probably how they 
frame their worldview. 

Tip for prospective agencies: 
write a book next time. 

I told Ivan, I really want 
to take a look at his coming 
campaign, because it must be 
really stunning, as he says, to 
have become a world-beater. 

Rumours suggesting that 
IO has no real office and had 
to move into Tourism Malaysia 
offices were explained as both 
client and agency agreed to 
set up a War Room to better 
handle the business hands-on. 

Makes sense, since it’s 
probably rent-free too.

I had shamelessly suggested 
recently that the money should 
be used to relieve the economic 
havoc from the COVID-19 
crisis as it was pointless to 
spend millions on promoting 
tourism now. 

... We must
promote how safe 
Malaysia is...

///EXCLUSIVE

https://marketingmagazine.com.my/how-to-get-rm90-million-to-fight-covid-19/
https://www.freemalaysiatoday.com/category/nation/2020/05/20/returning-malaysians-to-pay-50-of-hotel-fees-for-quarantine/
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For those do not yet receive a free copy of WEEKENDER WhatsApped directly 
to them every Friday, just save 0122052588 into your phone under the name 

WEEKENDER and WhatsApp the same number the message “WANT”. 
You can Unsubscribe anytime by sending the message “STOP”.

“We must promote how 
safe Malaysia is.” says Tourism 
Malaysia DG Datuk Musa 
Yusof.

Anyway, to continue this 
tale of blind intrigue look out 
for our next episode in the next 
WEEKENDER.

We may even get Ivan to 
take a stab. 

Because this post does not 
do enough justice… 

Oops, I just heard the 
ominous clickety-clack of a 
house lizard.

///EXCLUSIVE

https://www.freemalaysiatoday.com/category/nation/2020/05/20/returning-malaysians-to-pay-50-of-hotel-fees-for-quarantine/
https://www.quora.com/What-makes-a-house-lizard-make-noise
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Tech giant’s tax 
turnaround follows 
a government 
campaign to force 
multinationals to 
pay more tax

///TAX WARS

Google Australia 
paid $133m in tax 
in 2019 in major 
victory for ATO
Source: www.theguardian.com

https://www.theguardian.com/technology/2020/may/14/google-australia-paid-133m-in-tax-in-2019-in-major-victory-for-ato
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///TAX WARS

Google’s Australian arm 
paid $133m to the 
Taxation Office last 

year as it caught up with back 
taxes.

The company, one of the 
Australian Taxation Office 
(ATO’s) most high-profile 
targets in a campaign to 
get tech giants to pay tax in 
Australia, declared a profit 
before tax of $134m in 2019, 
down from $156m the previous 
year.

Its results were filed on 
Thursday as Google resisted 
moves by the competition 
watchdog to force it and 
Facebook to pay for news 
content under a mandatory 
code.

Google is like a poster in 
the newsagent’s window for 
publishers, tech giant says

Earlier this month Google 
Australia’s managing director, 
Mel Silva, hit back against 
the idea, saying in a lengthy 
blog post that the snippets 
of articles Google displays in 

search results were similar to 
posters outside newsagents.

Google Australia’s financial 
accounts, filed on Thursday, 
show the company’s profit 
decline came despite an 
increase in revenue from about 
$1bn to $1.2bn.

The company got a tax bill 
of $59m last year, but it also 
recorded an “adjustment” for 
tax in previous years that cost 
it an additional $50m.

... GOOGLE 
ACCOUNTS SHOW 
THAT SINCE 2017, 
WHEN GOOGLE 
AUSTRALIA BEGAN 
PAYING LARGE 
AMOUNTS OF TAX, 
IT HAS HANDED 
MORE THAN $450M 
TO THE ATO...

https://www.theguardian.com/media/2020/apr/19/facebook-and-google-to-be-forced-to-share-advertising-revenue-with-australian-media-companies
https://www.theguardian.com/media/2020/apr/19/facebook-and-google-to-be-forced-to-share-advertising-revenue-with-australian-media-companies
https://www.theguardian.com/media/2020/may/04/google-poster-newsagents-window-publishers-tech-giant-says
https://www.theguardian.com/media/2020/may/04/google-poster-newsagents-window-publishers-tech-giant-says
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Differences between when 
Google Australia recognised 
taxes were payable and when 
they were paid are believed to 
account for the rest of the cash 
sent to the ATO.

Company accounts show 
that since 2017, when Google 
Australia began paying large 
amounts of tax, it has handed 
more than $450m to the ATO.

///TAX WARS

By contrast, as recently as 
2015 Google Australia claimed 
to have revenue of just $500m 
a year, and was paying tax of a 
few million dollars a year.

In a move that outraged the 
ATO, it formerly claimed sales 
made to Australian customers 
took place in Singapore.

The tax turnaround is a 
major victory for the ATO, and 
follows a multi-year campaign 
to force multinationals to 
pay more tax launched by 
then-treasurer Joe Hockey 
and spearheaded by tax 
commissioner Chris Jordan.

The company said it had 
invested $1bn in beefing up its 
Australian operation.

In notes to the accounts, 
Google Australia also said 
the coronavirus pandemic 
had caused a “global market 
disruption”.

“The future impact of the 
current economic situation 
is uncertain and difficult to 
predict,” it said.

... THE TAX 
TURNAROUND IS 
A MAJOR VICTORY 
FOR THE ATO, AND 
FOLLOWS A MULTI-
YEAR CAMPAIGN 
TO FORCE 
MULTINATIONALS 
TO PAY MORE TAX...

https://www.smh.com.au/business/how-savvy-multinationals-curb-their-tax-bills-20121116-29hhm.html
https://www.theguardian.com/business/2014/dec/09/joe-hockey-profit-shifting-tax-audit-multinationals-australia
https://www.theguardian.com/business/2014/dec/09/joe-hockey-profit-shifting-tax-audit-multinationals-australia
https://www.theguardian.com/business/2014/dec/09/joe-hockey-profit-shifting-tax-audit-multinationals-australia
https://www.theguardian.com/business/2014/dec/09/joe-hockey-profit-shifting-tax-audit-multinationals-australia
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Digital Currencies, 
the future for 
Marketing Companies.

“A once-in-a-century
pathogen would demand 

once-in-a-century 
solutions. An obvious place 

to start is to accelerate 
the inevitable shift toward 

digital payments”
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CONTACTLESS CARDS 
The swift adoption 

of contactless payment 
has already started with 
Supermarkets only accepting 
card transactions. The 
minimum limit has lifted from 
$100 to $200 to avoid any 
physical contact with payment 
terminals, it was announced it 
will apply to cards and mobile 
phones a day.    
 
SHADOW ECONOMY 

The Central Banks said the 
‘shadow’ or ‘black’ economy 
could be worth trillions of 
the global economy. Gone are 
the days of ‘cash only’ noodle 
bars and restaurants, personal 

trainers exercising boot camps 
with $100 on arrival. Paying 
can be effortless, tracking 
payments may give more 
accurate income and tax, 
but could it solve the whole 
financial system?

DEUTSCHE BANK
According to the 

International Monetary Fund 
the bank was trading just 
slightly above insolvency with 
the share price a fraction 
of its former self. A steep 
slippery dip share once €117 
in 2007 - down to a mere 
€5 a share. With almost no 
growth in Germany last year 
(only 0.6%) it could be time 
to rethink digital currencies 
to stabilize all that debt. 
When the US Government 
decided not to rescue 
Lehmann Brothers of their 
600 billion debts, the systemic 
risk was unimaginable 
sending countries broke and 
shockwaves all over the World. 
Deutsche Bank has twice the 
net assets at a whopping 1.37 

///DIGITAL CURRENCY
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Trillion dollars (yes trillion) in 
over 58 countries. We recently 
saw the share price drop 30-
40% with Australian pumping 
130 billion dollars and barely 
bumped up 10%. The same 
Quantitative Easing (QE) game 
isn’t working. Could banks 
adopt a more stable digital 
currency, reliable and wipes 
clear all the current debts?   
 
CASHLESS SOCIETY 

With 180 currencies 
recognized by the United 
Nations, a global digital 
currency could offer more 
than just simplicity. For years 
Think Tanks have debated the 
‘cashless society’ since Bitcoin 
first appeared in January 
2009, just after the Global 
Financial Crisis. Early adopters 
using the non-centralized 
currency saw sharp peaks and 
gains as it gained media hype. 
This time more sophisticated 
platforms and technology may 
become reality sooner than 
pundits expected. But could 
it have deeper implications 

for the broader economical 
issues, yet to be seen. All 
mobile devices and phones 
tracked, all payments tracked, 
all spending habits tracked 
sometimes even blocked. 
Although slightly Orwellian, it 
may be falling in the palms of 
what companies, governments 
and central banks have 
always wanted? Global digital 
currencies could be used 
anywhere in the world without 
hyperinflation, exchange rates 
and personalized for different 
regions.

Steve Molloy is one of the 
leading experts in all things 
technology; innovation and 
Author of ‘How Apps are 
Changing the World’.

mailto:steve@lomahstudios.com
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... Let’s come up with new 
protocols, a new game plan...

As I read last week’s 
issue of MARKETING 
WEEKENDER some 

things struck me deeply and  
I want to share my thoughts 
with you. If my comments are 
way off the mark, forgive me. 

Underneath your narrative, 
I could hear you reaching 
out to all professionals in 
the advertising and related 
industries to drop their 
self-centred egos, drop 
interpersonal/inter-company 
politics to come together. Forget 
the old norms altogether, 
it’s not going to come back 
at all, let’s come up with 
new protocols, a new game 
plan to tackle the challenges 
before us as ONE block, so 
that the advertising/branding 
profession will rise from the 
ashes and remain current and 
relevant now and into the 
future. 

Many old well known 
companies are rolling down 
the shutters, many extremely 
talented have had to be 

dropped out of the work force. 
Let’s not get into a dog eat dog 
situation. We are a resilient lot. 
We are known to be creative. 
It’s time for all of us to jointly 
don our creative hats (turban 
in your case) to come up with a 
whole new forward plan. 

It is an exciting time, for 
God’s sake! For the first time 
the slate has been wiped 
completely clean, the field 
has been completely levelled. 
Someone’s hit the master 
RESET button for ALL mankind 
for ALL professions. No one 
has been spared. Let’s mark the 
new beginning with a BANG, 
and not a whimper. 

It’s a wake up call to all 
true-blue professionals. All 
pretenders, please drop out 
and step aside. These were the 
thoughts going through my 
mind throughout the time I 
was reading your mag. Just my 
thoughts Ham. 

Ram Gopal  
(a non-advertising professional)

///LETTER TO EDITOR

https://drive.google.com/open?id=10E5xLL7dEXWmRUwBMxEOfbb9O00ih7Fc
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When
the s**t hits

the fan

Ham told me to muse on anything, in any format, vaguely associated with 
the moment we find ourselves in. So this is written by me, on behalf of we, 
the company of people I keep. Best consumed with the lens of marketing, but 
edible regardless of context you choose to consume it in.

by Tai Kam Leong
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To find, you need to 
first know what you’re 
looking for. 

That’s what someone once 
said while discussing the 
nuances of ‘insight’ as a hazy 
concept.

When s**t hits the fan, duck. 

Now that’s another piece 
of advice from a completely 
different moment, but both apt 
today.

As statements that are 
unequal in its forms but 
equally charming, both have 
popped up often recently. 
Perhaps it is because of the 
sheer velocity this situation 
that’s upon us, or possibly 
due to its far reaching impact, 
or maybe the upside-down 
inside-out effect it has had 
on our lives. Or maybe it 

is because we simply 
remember random 

stuff. Whatever 
the rhyme, 
it’s helped us 

frame the way 
we face the uncomfortable 
times we live in. 
So duck, we shall, and 

to find, we will seek. In 
conveniently a somewhat 
chronological order, this was 
our journey:

We sought calm. In the early 
days, there was admittedly 
a bit of a lull. The mess, the 
uncertainties, the dissonance, 
the unknown rules were all 
upon us. The most common 
response to chaos was 

///OPINION

https://drive.google.com/open?id=10E5xLL7dEXWmRUwBMxEOfbb9O00ih7Fc
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///OPINION

inactivity. In other words, we 
took a holiday. Most of our 
planned activity was paused, 
its future a blur and questions 
of what’s next largely ignored.
There was so much information 
(and disinformation) but we 
resisted reacting. And since 
we were uncertain, we sought 
calm and to calm. 

This meant a light hearted 
touch to daily check-ins and 
a consistent response that we 
had no firm decisions on much 
at all. Oh, and we had a formal 
Friday themed huddle video 
call. Just so it wouldn’t feel too 
much like a holiday. 

We sought clarity. The next 
couple of days after were more 
a frantic scramble. After all, one 
could stand a break for only so 
long. So we hunkered down 
and went looking for answers. 
Preceding decent answers 
are equally good questions. 
Questions around outlooks for 
the near and not-so near future, 
about market impacts, of user 
behaviours, and anything that 
may regard our business. Those 
specific questions led to some 
precise outcomes that needed 
to be engineered. 

In our case, we needed to 

stay engaged with the people 
we serve, to deliver value 
where it mattered as well as to 
protect our stakeholders in, out 
and around our organization. 
Everything else that did not 
concern these goals were 
paused, deferred or cancelled. 
The holiday may have been 
over, but we were better off 
with destinations. 

We sought comfort. Next up 

... So duck, 
we shall, and 
to find, we 
will seek. In 
conveniently 
a somewhat 
chronological 
order, this 
was our 
journey...

https://drive.google.com/open?id=10E5xLL7dEXWmRUwBMxEOfbb9O00ih7Fc
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was a craving for affirmation, 
to verify that we were on the 
right track. The early numbers 
provided some buoyancy 
to our morale, but it was 
the subsequent results that 
provided optimism. 

Amidst all the doom and 
gloom, we found flickers of 
light, and of optimism. 

Many were hungry to learn, 
yearning to adjust and adapt, 
and ever more finding relief 
by simply doing things. It had 
ambled past merely coping and 
compensating to finding new 
means and methods to create. 

We discovered gratitude 
in what we had then – in 
loved ones, partners, 
ideas, in resources– and 
the fortitude to go after 
what we should have. It 
was reassuring to know 
what truly matters, and 
what matters a bit 
less. This is akin to 
having enjoyed 
your holiday, 
looking back 
fondly at the 
selfies yet 
waking up 
energized for 
the day.

We now seek commitment. 
We have a renewed sense of 

purpose, and shiny new 
playbooks for what’s ahead. 
So if the same s**t comes, we 
will be strong and steadfast. 
And if it’s different, well, 
we will now know how 

to find what we are 
looking for.

Tai Kam 
Leong is Head 
of Branding and 
Partnerships at 
Maxis and his 
personal thoughts 

here reflect how a 
marketer thinks.

///OPINION

... So if 
the same 
s**t comes, 
we will be 
strong and 
steadfast...

https://drive.google.com/open?id=10E5xLL7dEXWmRUwBMxEOfbb9O00ih7Fc
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NO TITLE CHANNEL DATE WEEKDAY  RTG(000)  RTG% 

1 SEPAHTU REUNION AL-PUASA 
2020 EP01 WARNA (SD+HD) [11/5/2017] 5/15/2020 Friday  983.3 6.5

2 RUNNING MAN ONE HD (393) 5/15/2020 Friday  837.6 5.6 

3 PUNG PANG RIZALMAN RIA (SD+HD) [29/5/2015] 5/6/2020 Wednesday  728.1 4.8

4 FAMILY SPY EP08 (EPISOD AKHIR) CERIA (SD+HD) [22/11/2019] 4/29/2020 Wednesday  660.0 4.4

5 NEW DORAEMON CERIA (SD+HD) [22/11/2019] 4/24/2020 Friday  638.1 4.2

6 (L) MELETOP S8 RIA (SD+HD) [29/5/2015] 5/5/2020 Tuesday  587.0 3.9

7 (L) MELETOP RAYA SPECIAL RIA (SD+HD) [29/5/2015] 5/12/2020 Tuesday  578.4 3.8

8 SEPAHTU REUNION AL-PUASA 
2019 WARNA (SD+HD) [11/5/2017] 5/1/2020 Friday  567.9 3.8

9 (L) 2000 PRIME TALK AEC (SD+HD) [15/11/2014] 4/21/2020 Tuesday  507.4 3.4

10 JACK REACHER: NEVER GO BACK FOX MOVIES (SD+HD) 
[20/6/2016] 4/22/2020 Wednesday  498.3 3.3

11 PANGGUNG MALAYA: 16 PUASA PRIMA (SD+HD) [14/1/2019] 4/28/2020 Tuesday  482.7  3.2 

12 DIDI & FRIENDS S4 
(KENAPA MAK, KENAPA?) CERIA (SD+HD) [22/11/2019] 5/11/2020 Monday  482.7  3.2 

13 THE GREAT WALL FOX MOVIES (SD+HD) 
[20/6/2016] 4/28/2020 Tuesday  465.2  3.1 

14 FAMILY SPY CERIA (SD+HD) [22/11/2019] 4/24/2020 Friday  450.7  3.0 

15 LEPAK @ LES’COPAQUE
(UPIN & IPIN S7 CERIA (SD+HD) [22/11/2019] 5/6/2020 Wednesday  446.5  3.0 

16 AIRPORT STRIKERS AOD (SD+HD) [01/04/2020] 5/1/2020 Friday  444.0  2.9 

17 DEGUP CINTA RIA (SD+HD) [29/5/2015] 5/12/2020 Tuesday  440.0  2.9 

18 (L) EVENING EDITION AEC (SD+HD) [15/11/2014] 5/2/2020 Saturday  438.0  2.9 

19 DIDI & FRIENDS S4 
(BUNYI ANAK HAIWAN) CERIA (SD+HD) [22/11/2019] 4/27/2020 Monday  436.7  2.9 

20 LEPAK @ LES’COPAQUE
(UPIN & IPIN S5 CERIA (SD+HD) [22/11/2019] 5/13/2020 Wednesday  432.8  2.9 

TOP 20 RATED
PROGRAMMES
(APRIL 20 - MAY 17)

Source: Kantar Media DTAM, across all Astro channels on universe base of 15mil individuals aged 
4+”
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Your patience through pain and 
prayer during Ramadan is worthy 
of much praise. 

Never before in human history has 
the fasting month endured such 
challenges and seen such bravery 
except during the two world wars. 

As the holy book says, it is the 
God-consciousness one 
generates by fasting that 
makes you resilient, vir-
tuous and steadfast. 

I have seen my fellow 
Muslim citizens do good 
by g iv ing,  volunteer-
ing, donating and caring 
while faithfully observing 
the month of Rama-
dan. 

I  w i l l  n o t  b e 
able to wear my 
Ba ju  Me layu 
for open house 
visits, but I will 
wear it at home.

I will not be able to enjoy the ren-
dang and ketupat with you, but my 
neighbours will send to me. 

I will not be wearing a songkok, as 
I already have my own. The most 
important thing in the world right 

now is that you and your loved 
ones are safe. 

If all of you stay home, you will 
make this Raya the most mean-
ingful ever. 

This year, replace ‘Balik Kampung’ 
to ‘Balik ke Pangkuan Keluarga di 

rumah sendiri’.

I paraphrase the wise 
words of Shaykh Ahmed 
Saad  a l - Azhar i ,  an 
Egyptian-born Islamic 
scholar who complet-
ed the memorisation 

of the Holy Qur’an at the 
age of ten, “If you’re going 

to be of perfect adab 
outside, and to 
b e  g e n e ro u s 
and  smi l ing , 
you should be 
all that at home 
first.”

W i s h i n g  y o u 
and your family 

health and happiness this 
Hari Raya Puasa. 

Maaf Zahir dan Batin. 
0-0, ya?

BLESSINGS FROM ALL OF US AT 
MARKETING WEEKENDER

I am taking my mask off 
to applaud our Muslim readers


