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“EYE LEVEL IS BUY 
LEVEL, AS THEY SAY 
IN SUPERMARKET 
MARKETING.” 
Psychologist Ralph Hertwig, 
MPIB Berlin.

“25% OF SEARCH ENGINE 
REQUESTS ARE PORN-
RELATED AND 30% OF THE 
INTERNET’S BANDWIDTH IS 
DEVOTED TO PORN.” 
The Recovery Village, 2020

“THE SKIRT GOES 
UNTIL THE KNEES, 
I CAN SEE THE 
KNEES, HOW CAN 
THIS DRESS BE 
ALLOWED?”The highly quotable 
Dato’ Sri Bung Moktar 
Radin, complaining 
about Seputeh MP 
Teresa Kok’s ‘indecent’ 
red dressing in 
Parliament in 2014. He 
is and now one of three 
Deputy Chief Ministers 
of Sabah. 
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EDITOR’S NOTE

Confused 
no more

In this special issue of 
MARKETING magazine, we 
step out of the COVID shadow 
and brave a print edition to 
bring you a deep exclusive about 
an organisation that has been 
adapting and changing with the 
evolving definition and demands 
of marketing communications. 

When Entropia first opened 
its doors, it confused the 
marketplace with what it stood 
for, as the original founders came 
from a media specialist agency. 

But in no time, they started 
bringing new meaning to the 
term hybrid agency while 
bridging consultancy, creativity 
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and collaboration into one. 
Starting from a no-holds-

barred mindset and looking into 
the pandora box unshackled 
from legacy constraints, Entropia 
started to shape itself around 
marketer-first needs, making 
the leap to everything good 
imaginable for product, brand, 
service, image, and the pursuit of 
happiness. 

This gave marketers a rare 
look at communications as 
they journeyed with a business 
enabler who was not shy of 
introspection and course-
correction as partners in a shared 
destiny. 

Their “one for all and all for 
one” culture today pervades the 
entire corporate ecosystem which 
went from a staff strength of 11 
a few years ago to a human-bolt 
of holistic synergy totalling over 
240 people across 4 offices in 
Malaysia, and an office in Manila. 

Shared responsibilities have 
opened shared possibilities for 
shared prosperity. If you look 
at why they are investing in 
e-commerce, creative capital, 
digital assets like AI, UX, CX, 
CRM, marketing automation, 
analytics, future-ready digital 
platforms and apps, big data and 
real-time research, you’ll begin 
to understand what the future is 
looking like. 

Hopefully, our cover story will 
give you a richer understanding 
of this phenomenon known by 
many successful marketers by 
one hybrid name: ENTROPIA.

.... Their “one for 
all and all for one” 
culture today 
pervades the 
entire corporate 
ecosystem which 
went from a staff 
strength of 11 a 
few years ago to 
a human-bolt of 
holistic synergy 
totalling over 240 
people across 4 
offices in Malaysia, 
and an office in 
Manila...



ISSUE265OCTOBER2020 | WEEKENDER
6

COVER STORY

And why not, says Prashant 
Kumar, the founder of an 
unstoppable phenomenon called 
ENTROPIA. 

That was all Prashant, head 
honcho of ENTROPIA, had on 
his mind when I tried to shift 
the interview from GDP to 
marketing communications. 

He had framed brand 
development into a larger context 
than I had expected. 

So I decided to write this story 
in the first person to bring my 
readers the kind of in-your-face 
clarity they have come to expect 
from the WEEKENDER. Prashant 
continues….

After all that talk about 
capabilities, talent and machines 
where does it all lead us? 

I believe it should allow us 
to create happiness: delighting  
customers, helping caring 
marketers, elevate trustworthy 
brands and make possible a 
sustainable future for all of us. 

Otherwise, it is all quite 
pointless, isn’t it?

This has become our 
reason for being; to seek a 
higher purpose and help grow 
Malaysia’s GDP. Brand growth is 
part of a nation’s growth 

Now that I’ve said it, let’s 
unpack this…. 

Politics and Growth 
Politics in Malaysia is 

expected to blunt economic 
growth for the next decade 

We’ve won the 
awards, now it’s 

time to help grow 
the GDP!

THE HAMMER
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PRASHANT KUMAR
SKIPPER
ENTROPIA

... We believe the new 
generation of category 
disruptions will originate 
from native industry 4.0 
players, and our vision 
is for our clients to 
anticipate and lead that 
future decisively, rather 
than be reactive 
when it hits...
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according to financial analyst 
Fitch Solutions. 

It’s interesting and 
entertaining to see how “experts” 
predict our GDP growth to be at 
just 3.4% over the next 10 years 
compared to 6.4% over the past 
decade. 

I disagree.

Industry 4.0 is changing the 
world of business like never 
before. A lot of the industry 4.0 
technologies such as AR/VR, 
Machine learning/AI, IoT and 
Blockchain, etc. are going to 
change everything. 

People are already living 
a great deal of their lives 
through media, so high quality 
anticipatory intelligence based on 
machine learning will help them 
pack so much more life in a given 
day. 

IoT is set to redefine customer 
value propositions via real time 
data and personalisation. And 
Blockchain is set to pervade the 
basic infrastructure of living 
via distributed and automated 
controls and compliance 
mechanisms. 

Over the last two years, we 
have launched service offerings 

into many of these areas, 
becoming the first industry 4.0 
ready consultancy or agency in 
the country. 

Today, we have end-to-end 
services in the areas of Extended 
Reality – the entire spectrum of 
AR and VR technologies with 
a full-fledged in-house studio 
called EXR, and within the last 
year we have won more than a 
dozen clients in this area. 

Chaos, culture, clients, COVID… 
Moving forward, the 

challenges of chaos will become 
more tricky. 

... People are already 
living a great deal of 
their lives through 
media, so high 
quality anticipatory 
intelligence based on 
machine learning will 
help them pack so 
much more life in a 
given day...
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RAMA
COMMUNICATION & 
EXTENDED REALITY

ENTROPIA

... The quantum leap 
in the processing 
power of mobile 
phones and the 
mass availability of 
them, has made the 
deployment of such 
experiences more 
cost-effective than 
ever before...
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Even this week’s Cabinet 
meeting has been cancelled 
because some ministers were still 
under quarantine after returning 
from Sabah…

COVID is not disappearing 
anytime soon, the virus is here 
and with it comes an altered 
future. It has played out ten 
years’ worth of this change in the 
last six months. 

At the same time, the 
everyday life experiences of 
people are going to be enhanced 
with rich new layers of relevant 
and highly immersive content, 
thus heightening our learning, 
working, shopping, socialising 
and entertainment. 

COVID has actually defined 
our purpose with a larger focus. 

As millennials grow older, we 
usher in the Gen Zs who “don’t 

want to rule the world” but want 
to live in it with a clear respect 
for purpose, people, profits and 
planet. 

That’s also why my job is to 
keep my staff healthy and happy 
so they are all heart. 

Marketers may never 
understand the full scale of our 
capabilities and resources, and 
that’s ok. They don’t need to. 
With so much on their mind 
they can’t be worrying about 
everything. 

We just want to hold that 
lift door for them till they need 
us. 

Even when they have stepped 
in, we will ask them which floor 
should we press (provided they 
are wearing a mask), as every 
marketer’s needs are different.  

Integration, Innovation and 
Inspiration

Rama, who leads Integration 
and Extended Reality at 
ENTROPIA, has lost 10kg over 
the last three months, and is 
getting on with the business of 
business….

Extended Reality is bringing 
competitive advantage to 
brands across the marketing 
funnel, right from Discovery, 

...Marketers may never 
understand the full 
scale of our capabilities 
and resources, and 
that’s ok. They don’t 
need to. With so much 
on their mind they can’t 
be worrying about 
everything...
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SOURABH
CX & COMMERCE
ENTROPIA

...Datafication and 
digitalisation are 
the catalysts for 
the future of work. 
Organisations will 
need to plan and 
make workplaces, 
processes and 
products smarter...
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Interest, Engagement, and finally, 
Transaction. We are working 
on XR applications beyond 
marketing, especially in areas of 
training and education, where we 
have seen tremendous interest. 

For example, a real estate 
developer may want to showcase 
what the balcony view from the 
30th floor of their new project 
would look like in 2022. They can 
show this to their prospective 
customer via a VR headset in 
their showroom, or use webAR 
to engage with customers who 
are not able to come to the 
gallery. 

Sourabh Agrawal, who 
helms the Customer Experience 
and Commerce portfolio, 
shares that the availability of 
huge volumes of data allows 
brands to personalise customer 
experiences, delivering relevant 
products, mitigating risk and 
fraud, etc. And using predictive 
analytics lets you identify hidden 
patterns in data that you didn’t 
even know existed. 

We deployed our proprietary 
customer journey mapping tool 
- ELON for one of the growing 
F&B clients, collecting data across 
online orders, call center, in-
store WIFI, contests, social media 

listening and creating a unique 
customer profile and clusters 
based on behaviours, taste graph 
and motivations. 

An AI-led prediction engine 
is helping us predict not just the 
sales and channel preferences for 
future orders, but also manpower 
gaps for delivery business based 
on historical data.

We are using another 
proprietary predictive tool, 
Prescient, for one of the largest 
beverage delivery startups in 
Malaysia, utilising location data 
to optimise delivery footprints, 
and simulations in media 
allocations to drive marketing 
effectiveness and ROI. 

For more inspiration, click and 
enjoy these amazing case studies: 
UMW Galeriku, Goodday 
Selebraya, BMW X5 WebAR 
Showroom, WONDA Gap-
puchino, Systane Eye-dration AR 
Test, UMW + Rolls Royce Soar 
Into The Sky and Medici.

In the meantime, I am getting 
into the lift. Prashant has been 
waiting.

... An AI-led prediction 
engine is helping us 
predict not just the 
sales...

https://www.youtube.com/watch%3Fv=RIXe3b4ySEA
https://www.youtube.com/watch%3Fv=4185V9lNaas
https://www.youtube.com/watch%3Fv=NilZDsijKP4
https://www.youtube.com/watch%3Fv=Q0pBylmJS3k
https://www.youtube.com/watch%3Fv=Q0pBylmJS3k
https://www.youtube.com/watch%3Fv=C7Exw9hj6W8%26feature=youtu.be
https://www.youtube.com/watch%3Fv=C7Exw9hj6W8%26feature=youtu.be
https://youtu.be/mub44E04Jn0


1. Telekom Malaysia

TM celebrated the Merdeka spirit by expressing its determination 
to move forward, rebuild and return stronger. No matter who 
or where you are, the journey is a path we all walk together for a 
better Malaysia 
Agency: Grey Malaysia | Production House: Reserve Tank

2. Pepsi 

This year, for Merdeka and Malaysia Day, we embarked on a 
mission to bring Malaysians closer to our diverse culture. With the 
tagline ‘Budaya Kita. Alami Bersama’, we looked for a unique way 
to bring this story to life through the celebration of our food, local 
artists and musicians. 
Agency: Entropia | Production House: PRS

Our robust industry-wide survey this time recorded 1339 
validated and unique voters, with each person voting  

multiple times. We weeded out those who tried to vote for 
their own work,  either directly or through third party invested 
partners (nice try). Our rankings are based purely on what our 
readers tell us, and not on how many million YouTube views, 

etc. These are the preferred choices of our readers who are 
marketing communications experts. Double click  

on the pictures to view the work. And the top 15 are....

Hari Kebangsaan & Hari Malaysia TM 2020 
#KembaliTeguh,Bersama

Budaya Kita Alami Bersama by Pepsi
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We are made in Malaysia. Enthusiasm, perseverance, creativity  
and diversity symbolise the identity of our people, business and 
everything that makes us Malaysian. Enliven the spirit of patrotism 
by continuing to elevate Buatan Malaysia, Buatan Kita. 
Agency: Naga DDB Tribal | Production House: Mojo Films

5. Digi 

In this challenging time, a little kindness can change everything. 
Celebrate goodness and spread positivity for the rise of the beloved 
country. RHB wishes Happy 63rd National Day and Happy 
Malaysia Day to all Malaysians. 
Agency: FCB Kuala Lumpur | Production House: D Moving Pictures

4. RHB Group

3. Perodua

The pandemic brought great challenges, but gave rise to even 
greater strength from Malaysians. For National Day, Perodua 
released an original song and music video titled “Musibah 
Membawa Hikmah” to applaud the selfless efforts of the rakyat 
from all walks of life, sang by the talented Marsha Milan. 
Agency: Spin Communications | Production House: Evil Genius

Musibah Membawa Hikmah

Berjuang Bersama Demi Kebaikan

Digi Hari Kebangsaan 2020 - Kita
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In times of this global pandemic, Unity is our true power in 
fighting this invisible enemy. Suara Negara illustrates the essence 
of Negaraku that is embedded in the hearts of Malaysians 
regardless of race and background. #MalaysiaBersama 
Agency: Mediabrands | Production House: Crap TV

8. Tune Talk 

To celebrate the spirit of Merdeka, Maybank looks back at the 
early days of the Movement Control Order (MCO) to celebrate 
Malaysians and their stories in the Maybank MYStories campaign. 
The Maybank “Kita Jaga Kita” MYStories, showcases the unified 
efforts by Malaysians during the Covid-19 pandemic through a 
compilation of photos and videos taken during the MCO. 
Agency: UNRESERVED | Production House: UNRESERVED

7. Maybank

Operasi Koperasi is an action-packed film which explores a fresh 
take on unity. The film centres on 14 state flag erasers, each voiced 
by everyday Malaysians. Panic ensues when three of them fall off 
the cabinet. The erasers must decide. Should they stay? Or embark 
on an impossible rescue mission? 
Agency: Ensemble | Production House: Reservoir World

6. Petronas
Operasi Koperasi

Maybank MYStories Kita Jaga Kita  
(Hari Kebangsaan) 2020

Suara Negara
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KFC paints their walls with artwork that shows off the uniqueness 
of Malaysia, expressing their love for the country they’ve called 
home for 47 years. With Kenji Chai, KFC creates three murals with 
the campaign ‘KFC Cara Kita’ by showing the fusion of KFC and 
Malaysian culture. 
Agency: Naga DDB Tribal | Production House: Project Room Productions

10. KFC 

11 Milo MILO- 70 Tahun Kebaikan
12 Etiqa Etiqa ‘Sayap’ Merdeka 2020
13 The Chicken Rice Shop Berdiri Bersama Untuk Negaraku
14 Axiata True Stories of Tunku - “Insan Budiman”  

Axiata Merdeka Film Series 2020
15 Prudential The Sweetest Smile

Media Partner: Content Partner:

Deklarasi Anak Malaysia portrays a boy dressed in Tunku Abdul 
Rahman’s iconic attire while performing a speech with gusto. 
Inspired by the Proclamation of Independence on 31 August 1957, 
this speech tells a story of the hopes of Malaysians who are united 
with the spirit and courage in overcoming crises for a better, 
brighter future. 
Agency: Entropia | Production House: PRS 

9. TNB 
Deklarasi Anak Malaysia

Cara Kita
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COST MANAGEMENT

50 Ways to Read 
Your Rebate

By Greg Paull
Co-founder and Principal, R3

It seems that agencies have 
fifty words for rebates. 

Once upon a time, this 
was a simple industry. If a 
company paid $100 for media, 
agencies were entitled to a 15% 
“commission.” Hence, on behalf 
of the marketer, it would act as 
its ‘agent’ to produce advertising 
and manage the whole process. 
Ironically, we lived in those 
simple times not realizing this 
was in fact a ‘rebate’ from the 
media from the beginning.

Creative and media 
unbundled, media owners 
got squeezed for revenue, 
programmatic, barter, DSP’s, 
Digital, Social and more all 
emerged, and here we are now 
in this mulligatawny soup of a 
situation.  

So what IS a rebate? 
Is it a cash rebate?  This 

was the most common term 
mentioned in the eponymous 
ANA (Association of National 
Advertisers) report – which 
made “transparency” a word in 
the industry and even brought 
a series of ex-FBI investigators, 
to conduct the work – that, in 
exchange for investment in a 
media channel, that vehicle will 
offer a percent back to the agency, 
in cash. 

The study found 38 separate 
incidents of this, ranging from 
1.67% to 20%.  

Ironically, several study 
sources suggested this money 
goes back to clients - all this in a 
market where, before the report, 
the industry insisted there were, 
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in fact, no such thing as rebates. 
Is it free media? Every good 

media agency negotiator will 
push owners hard to optimize 
added value. The ANA’s study 
identified that the issues with 
this is that some agencies were 
retaining these hard-earned 
negotiations internally, or else, 
given the flexibility to use it for 
any client. Dear agency, the only 
reason you are getting this free 
media is because a client gave 
you their money. 

Is it research? Or consulting?  
It seems logical, right? Media 
owner wants to improve their 
service offering. Agency offers to 
provide research or consulting 
support to do that.  The report 
was quite specific on this factor 
– “This related to work that was 
of minimal utility, significantly 

overpriced – or not provided at 
all.”.  In short – a rebate.  

Is it a referral fee?  More 
common amongst Adtech, 
agencies have set up referral fee 
agreements, paid at the end of 
each year – many as high as 10% 
of media spend. You might be 
best to call this a rebate. 

Is it unbilled media? Mistakes 
happen through the course of a 
complicated media campaign.  
Occasionally media forget to 
invoice agencies, but regardless, 
clients pay for that media. An 
agency will often keep those 
funds in escrow for a while, until 
eventually moving it into the 
bottom line. 

Is it from an Agency as 
Principal? Agencies have said 
that they won’t buy their own 
inventory and then resell it. This 
approach has been happening in 
the US  -  and it already a well-
established “business as usual” 
in markets like Japan and Korea. 
Markups here were reported to 
range “from 30% to 90%”.  

How Should Marketers 
Respond?

We’ve spent a lot of time in 
this article on the “rebate’ part 
and not much on the “read” - and 
this is where the fundamental 

.... Occasionally media 
forget to invoice agencies, 
but regardless, clients pay 
for that media. An agency 
will often keep those funds 
in escrow for a while, until 
eventually moving it into 
the bottom line. 
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disconnect is. As marketers’ jobs 
have become more complicated, 
it has been difficult for many of 
them to know as much as they 
would like about the ecosystem 
they participate in, especially 
in the important fields of media 
planning and buying.  This has to 
change quickly – or else CMO’s 
can no longer look their CFO’s 
and CEO’s in the eye and tell 
them that all of their money has 
been invested wisely. 

Here is what we would 
recommend…
1. Change Contracts Immediately. 

Marketers will have no legal 
standing in this debate, unless 
the wording in their contracts 
with their agencies protects 
them from these kinds of 
issues.  Most don’t.  

2. Report Rebates Regularly. 

Rebates are not going away, 
but the best agencies are pro-
actively reporting these on a 
quarterly basis to their clients, 
so that media channel decisions 
can be mutually made on what 
will most effectively reach the 
consumer.

3.  Audit Agencies Annually. A 
simple onsite financial audit 
by a third party is crucial 
to make sure agencies are 
accountable and fulfilling their 
legal commitments. It makes 
no sense for one company to 
give another $10m, $50m or 
$100m and not expect some 
independent oversight on how 
it was invested. 
Greg Paull is Principal and Co-

founder of R3, a global independent 
consultancy focused on driving 
transformation for marketers and 
their agencies.www.rthree.com 

http://www.rthree.com
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PERFECT MADMAN

The
perfect advertising 

professional?

They are shameless extroverts, 
on a first-name basis with the 
world.

 Their conversational style is 
somewhere between the instant 
familiarity of a talk-show host 
and the soothing bedside manner 
of a family doctor. 

They are able to get their 
foot in the door even over the 
telephone, never believing no 
for an answer, temperamentally 
immune from rebuff, eternally 
self-confident, rock-solid in their 
conviction that all manner of 

good things will come to pass if 
they can just have half an hour of 
your time over a drink at the end 
of the day.

They are immediate 
enthusiasts, capable of 
developing a passionate interest 
in the most unlikely subjects as 
long as they are connected to the 
brand they are working on.  

A visit to the factory to see 
how disposable diapers are 
made? Terrific! 

A two-day sales conference? 
Wonderful! 
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An afternoon with the man 
who invented perforated tea 
bags? Fascinating! 

But should the unthinkable 
happen and the disposable 
diaper account go somewhere 
else, will they brood and despair? 
Not for long, because they have 
extraordinary resilience. 

Within days, they will have 
bounced back. Disposable 
diapers will have been forgotten 
in the excitement of a new 
interest that has plunged them 
into the absorbing minutiae 
of double-glazed windows or 
deodorant socks.

They are not, however, just a 
receptacle. Once the information 
has been gathered, it is weighed 
and processed and arranged so 
it provides support for the idea 
they are going to sell to the client. 

The late Peter Mayle at La Rayne, his home near Ménerbes in Provence.

It is here they will reveal their 
greatest strengths, because they 
are superb salespeople, leading 
the audience carefully through 
a series of reasoned arguments 
to arrive at an inescapable 
conclusion. 

Finally, the idea reflecting this 
conclusion is unveiled. 

The campaign is pinned to 
the wall or shown on the screen 
while, like a proud parent cooing 
over a firstborn, they point out 
the infinite charms on display.

Excerpted from the book “Up 
The Agency: The Funny Side of 
Advertising” by Peter Mayle, 
who went on to write “A Year In 
Provence” which became a movie. 
He had a career in advertising, 
starting as copywriter and finishing 
13 years later as a creative director. 

.... The campaign is 
pinned to the wall or 

shown on the screen 
while, like a proud 

parent cooing over a 
firstborn, they point out 

the infinite charms on 
display...

https://www.goodreads.com/book/show/459316.Up_the_Agency
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SHOWCASE

Campaign: Bitten Billboards 
Client: McDonald’s  

Agency: TBWA Paris 
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