
WEEKENDERISSUE #273 DECEMBER2020

www.marketingmagazine.com.my p o p c u l t u r e

Strengthening 
a positive brand 
image through 

CSR
Nizam Sani

Chief Marketing and Communications Officer
Bank Rakyat

https://weekender.marketingmagazine.com.my


p o p c u l t u r e

WEEKENDER

MARKETING WEEKENDER is published by Sledgehammer Communications (M) Sdn Bhd 22B, Jalan Tun Mohd Fuad 1, Taman 
Tun Dr. Ismail  60000 Kuala Lumpur, Malaysia. Tel: 603-7726 2588 ham@adoimagazine.com. www.marketingmagazine.com.my  
© All Rights Reserved By: Sledgehammer Communications (M) Sdn Bhd (289967-W) No part of this magazine may be reproduced 
in any form without prior permission in writing from the publisher. While every effort has been made to ensure the accuracy of 
the information in this publication, the publisher assumes no responsibility for errors, omissions and/ or for any consequences 
of reliance upon information in this publication. The opinions expressed in this publication do not necessarily represent the 
views of the publisher or editor. Advertisements are the sole responsibility of the advertisers.

Reflections From  
A Cynic

04

China Media Review

US Media Analysis

Global eCommerce 
Best Practice

Agency Ecosystem Analysis

Global Media Analysis

Presentations on 
Loyalty Post Covid

Welcome to the Q4 2020 R3VIEW, R3’s quarterly report on 
the marketing communications industry.

ABOUT R3

R3 is a leader in global, regional and local 
consulting on improving the effectiveness  
and efficiency of marketers and their 
agencies. We work with twelve of the world’s 
top twenty marketers including Unilever, 
Samsung, Coca-Cola, Mastercard, Colgate, 
Procter & Gamble, BMW, Intel and Shell.

www.rthree.com

  linkedin.com/company/r3

  twitter.com/R3WW



Q4 2020 r3view

Projects This Quarter

Putting the well-worn term “digital transformation” aside, the buzzword 
for this quarter could very well be “growth hacking.” Originally used by 
start-ups to mean growth in a short timeframe on tiny budgets, this 
approach now seems to apply to companies of all shapes and sizes. The 
key for marketers who need to do it right and can’t afford to get it wrong is 
to start with a clear idea of where you are (Audit), design processes that 
are measurable yet accommodates innovation (Model), and then review 
performance (Benchmark). 

In this issue, we have highlighted news and topics which have been of 
most interest to our clients and network, and we hope they will be helpful 
to you.

In this R3VIEW, you’ll find:

•	3 ways brands can leverage the growth of OTT
•	How to better resource your in-house needs
•	Growing CPG brands in the New Normal

To receive regular insights in the form of data, articles and video, follow us 
on LinkedIn, Twitter and WeChat.18

Highlights From 
R3’S Q4 R3view On 
The Marketing And 
Communications 

Industry
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Storytelling 
driven by purpose

Marketing as associated 
to banking is to explain a 
suitable promise to a customer 
through a variety of products 
and services...

In one of my close friend 
groups, we have this dirty 
habit of posing a heavy...

As we inch closer 
to the end of 2020, 
the marketing and 
communications...

 GUEST EDITOR'S NOTE

 COVER STORY

06 Astro turned 
parent’s pain to 

Gain
Minding healthy kids is no child’s 
play during any form of CMO, as 

parents balance providing care, 
love and nutrition in anxious 

times. As parents spent longer 
time with their children at home, 

they face a new set of challenges...



“IF I SEE THIS BOUNCY 
BALLS IDEA EVER 
AGAIN, YOU’RE FIRED. 
AND WE WON’T WORK 
WITH THIS AGENCY 
EVER AGAIN.” 
A paraphrased retort after the 
Sony client rejected the famous 
Sony ‘Balls’ ad for the fifth time 
before they bought the idea the 
sixth time when Robert Senior, ex-
CEO of Saatchi & Saatchi-Fallon 
finally sold it. The idea was to 
drop a million bouncy balls down 
a hill in San Francisco!

“JUST BECAUSE 
YOU DON’T SHARE 
IT ON SOCIAL 
MEDIA, DOESN’T 
MEAN YOU’RE NOT 
UP TO BIG THINGS. 
LIVE IT AND STAY 
LOW KEY. PRIVACY 
IS EVERYTHING” 
Denzel Washington

“LEAN FORWARD 
INTO YOUR LIFE. 
BEGIN EACH DAY 
AS IF IT WERE ON 
PURPOSE.” 
Mary Anne Radmacher, author
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Reflections 
From A 
Cynic
by Vasuki Rao

In one of my close 
friend groups, we have 
this dirty habit of posing a 
heavy, reflective question 
that goes around the room 
as everyone gives an 
answer. More often than 
not, it’s along the lines 

of “what’s something you’ve 
done this year that you’re 
proud of” or “what has this 
year has taught you so far.” 

If you’re rolling your eyes 
about now, I don’t blame you,  
I judge us too. 

Don’t get me wrong, I love 
every single person in this 
friend group and would be 
lying if I said there wasn’t 
any part of this annual ritual 
I didn’t enjoy. The act of 
being vulnerable and sharing 
personal reflections within a 
circle of people you trust can 
be cathartic. 

But this takes me to last 
week, when I was having 
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a drink with some of these 
friends. As we realised it was 
probably the last time we would 
be together before the new year, 
the reflection exercise inevitably 
came up. 

Given that we were at the 
end of a coronavirus-riddled 
parallel dimension of a year, I 
was fully ready to hear a list of 
how this year has been nothing 
short of terrible. A recount of 
the pervasive shots fired at our 
bodies, minds and pockets over 
the last 10 months.

However, it wasn’t. Instead, 
the answers from the majority 
of my friends described a year 
filled with space and time for 
reflection; a refreshing change 
in pace that afforded them the 
luxury of a ‘no-choice-but-to-
slow-down’ situation. Great 
news for my friends, I wouldn’t 
wish anything less for them. 

Except maybe a dose of 
healthy cynicism. 

When MCO began in March, 
amidst the chaos there was 
a hint of excitement (albeit 
misguided) in the uncertainty of 
it all. Two weeks of some kind 
of “lockdown”?  This could be 
interesting, I can’t wait to spend 
more time at home. 

But the reality that followed 
shattered any more room for 
positive reflection. 2020 to me 
felt like I was sitting on the 
passenger seat beside a terrible 
driver who used the sudden 
brakes every 5 minutes of a 10 
hour drive. 

And while it could just be 
a result of my anxiety driven 
content algorithm, there’s 
no denying that within two 
months post-March, most of the 
positive narratives investigating 
the potential benefits of this 
involuntary social experiment 
fizzled out. Instead, it was 
panicky findings of the long-term 
mental and economical effect the 
pandemic will cause, especially 
if post-COVID normalcy is still a 
far away land.

So I guess what I’m asking is 
this: as we step into one of the 
last weekends of the year, what 
kind of reflections will you be 
having? Will it be like my friends 
who find it best to look at the 
brighter side of things or are you 
more like me, who finds comfort 
in acknowledging the shitstorm 
we’ve been enduring? Just don’t 
say “half of both”, cause that is 
boring, and this year has been 
anything but boring.
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Minding healthy kids is no 
child’s play during any form 
of CMO, as parents balance 
providing care, love and nutrition 
in anxious times. As parents spent 
longer time with their children 
at home, they face a new set of 
challenges.

Similarly, Similac Gain Plus 
Gold threw a challenge to Astro 
on how the brand’s message could 
break through to parents without 
drowning them in scientific facts 
why Similac Gain Plus Gold was a 
great solution.

The answer came in creating 
fresh meaningful content that truly 
connected. 

With Parenting Education 
content highlighting the challenges 
faced by parents and how they 

could communicate with their 
kids better, Astro and Similac 
Gain Plus Gold drove a campaign 
across Astro’s media network and 
platforms.

As a result, product sales 
rose by 15.4% (July vs August 
2020) and its market share in the 
premium Instant Milk Formula 
gained 140bps. Brand awareness 
was buoyed by TV reach of 800K 
and 680K of digital video views, 
with social media hitting highs 
of 745K reach. Watch the full case 
study here. 

But Astro’s Media Solutions 
Team, AMS, does more than take 
care of growing children. 

The team is ready to work with 
brands with every new challenge 
the day brings.

Astro turned 
parent’s pain 
to Gain

https://quake.com.my/winning-partnership/546-the-perfect-formula-for-parents
mailto:https://quake.com.my/enquiry
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Marketing as 
associated to banking 
is to explain a suitable 
promise to a customer 
through a variety of 
products and services and 
also to confirm operative 
distribution through 
satisfaction. 

A bank by
the people, 
for the people

Storytelling 
driven by 
purpose

Nizam Sani
Chief Marketing and 

Communications Officer
Bank Rakyat
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The philosophy behind 
marketing a bank isn’t as 
straightforward as marketing any 
other company or corporation. 
But rather, its marketing and 
branding efforts should be to 
explain a suitable deliverable 
promise to a customer through 
a variety of products and 
services while keeping in view 
their satisfaction that leads to 
a long-term relationship. This 
is especially true for the largest 

Islamic cooperative bank in 
Malaysia, Bank Rakyat, which 
plays a critical role in the 
nation’s development plan. 

However, Bank Rakyat is 
paving an original path for 
themselves as they curate their 
brand image of a people’s 
bank through well thought 
out, sustainable corporate 
social responsibility initiatives 
that have given them global 
recognition. 

... But rather, its marketing and branding efforts should be to 
explain a suitable deliverable promise to a customer through 
a variety of products and services while keeping in view their 
satisfaction that leads to a long-term relationship...

From left: Nizam Sani (Chief Marketing and Communications Officer, 
Nizam Abu Samah (Head, Strategic Communications), Wan Syuraya 
Wan Shaberi (Executive, Corporate Communications), Nurul Adila 
Johadi (Head, Marketing), Wan Ilaika Mohd Zakaria (Executive, 
Corporate Communications) and Syahmi Abd Rahim (Executive, 
Corporate Communications)
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At the forefront of these 
efforts, stands the bank’s chief 
marketing and communications 
officer, Nizam Sani. Together 
with his self-sufficient 
communications team, Nizam 
has created a CSR framework 
that continues to have an effect 
on the causes it champions, 
even long after their projects 
end. Recently, MARKETING 
Magazine sat down with Nizam 
and his team to understand the 
bank’s marketing philosophy 
which quickly turned into a 
comprehensive look at the bank’s 
inspiring CSR journey over the 
past 5 years. 

As a bank under the Ministry 
of Entrepreneur Development 
(MED), Nizam said Bank 
Rakyat’s philosophy when 
it comes to marketing and 
branding is keeping it at a 
level of simplicity that is just 
enough to provide the customers 
exactly what they want 
without overcomplicating nor 
overpromising. 

“I like to use the nasi lemak 
analogy when explaining my 
marketing philosophy for Bank 
Raykat,’ explained Nizam. 
“While at the end of the day 
a nasi lemak is simply a nasi 
lemak, the difference in value can 

be seen in the way it is served.”
Nizam went on to explain that 

while the products and services 
offered by a non-commercial 
bank can be “plain vanilla”, 
his marketing strategy uses 
experience, which is how they 
stand out from other banks. 

Before joining Bank Rakyat 
in 2015, Nizam was with Astro 
for over 8 years, managing 
the overall premium channel 
business for the satellite 
television provider. 

“To be clear, there was 
nothing majorly wrong with 
how things were previously 
done, when I first joined Bank 
Rakyat, but I had some ideas I 
wanted to introduce,” Nizam 
said as he recounted his first few 
months at Bank Rakyat. “The 
first thing I did was to put a 
clearer demarcation between our 
communications, public relations 
and marketing efforts for a more 
effective streamlining process. 

Another perhaps crucial 
change Nizam brought on 
was the act of in-housing all of 
the bank’s creative and media 
initiatives. “When I came in, the 
bank was working with multiple 
agencies,” Nizam said. “Within 2 
years, we ended all our contracts 
with the agencies as we had 
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set up a fully sufficient internal 
creative, media and social media 
teams.” 

The effects of this move 
is apparent as according to 
Nizam, the speed of churning 
out creative materials for 
marketing and communications 
has doubled. “Our timelines 
are much better now and our 
savings, as you can imagine, is 
marginally higher.” 

Championing autism through 
sustainable efforts

Constantly circling back to 
its core philosophy, the people’s 
bank knew it needed to fulfil a 
bigger purpose when planning 
its CSR activities, well-aware 
that one-off philanthropic 
campaigns do not create an 
impact as significant as they 
intended to. 

“Initially when I had just 
joined, I noticed that the bank 
was trying to reach out to a wide 
scope of causes which was in 
line with the brand image of a 
bank for the people,” Nizam 
said. “However, I wanted to 
streamline the CSR initiatives 

with a more focused area, to 
maximise the impact.”

After conducting multiple 
focus groups internally and 
speaking to the public during 
on-ground activities, Nizam’s 
team decided it would shift its 
CSR focus towards children. 
When researching areas that 
were especially underserved, 
they noticed that autism among 
children was not receiving 
adequate support, especially 
financially. 

“That’s how we came to the 
decision in 2015 to focus on 
autistic children as our main 
cause for the next two years,” 
Nizam said. 

To address the challenges 
faced by autistic kids in the 
areas of education and care, 
Bank Rakyat launched its CR 
initiative specifically to cater for 
autistic community in Malaysia 
with an integrated marketing 
approach themed “Anakkita” in 
October 2016 which continued 
until December 2018. 

According to Nizam, Bank 
Rakyat’s core strategic thought 
is that every child deserves a 

“Our timelines are much better now and our savings, 
as you can imagine, is marginally higher.”
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champion and Bank Rakyat’s 
aim in 2016 to 2018 was to 
champion autistic kids in 
Malaysia. Their goals were 
to raise public awareness of 
autistic kids, elevate the lives 

of people with disabilities and 
to attract other organisations to 
collaborate through fundraising.

Under this initiative, the bank 
successfully established 4 core 
brands:

Autismlympic

A sporting event specifically crafted for autistic 
kids which was participated by almost 1000 
austistic kids, parents and media practitioners. 
Taking from tremendous feedback, Autismlympic 
was extended to other 8 states and participated 
by almost 500 autistic kids.

Autism Award

The inaugural appreciation award organised 
for autistic kids and organisation/individual/ 
media partners who have directly involved in 
supporting autism community in Malaysia. This 
award served as a platform for autistic kids to 
embrace their talent and specialities while also 
raising awareness through media coverage.

Autismlympic

Autism Award
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Autismpreneur

Bank Rakyat provided autistic kids with 
entrepreneurship talent with a platform to 
expand their business and open up potential 
markets to sell their products. They helped 
autism centres to explore innovative ways 
to improve the products as well as provide 
opportunities for autistic kids to be part of the 
process.

Autism Buddies

Bank Rakyat collaborated with youth community 
and university students for volunteerism 
activities. Apart from that, they incorporated 
other organisations namely Dettol, Mydin, 
McDonalds and Milo to co-organise the 
programmes.

Autismpreneur

Autism Buddies
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Bank Rakyat’s 2016 Annual 
Report takes its inspiration 
from the narrative artwork by 
autistic child.

Following the success of 
its CSR initiatives, Bank 
Rakyat is now known 
as a strong advocate for 
autistic kids with over 
19,000 benefitting from 
their programmes. Bank 
Rakyat also won the 
1. Asia Responsible 
Enterprise Awards 2019 
(AREA 2019) for Social 
Empowerment category
2. Europa Awards 
for Sustainability EU-
Malaysia Chamber of 
Commerce and Industry 
(UEMCCI) 2019 for 
the Best Social Impact 
Category 
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Nuri Nutrisi Showcase at the National Museum was part of the Bank’s effort 
in educating the public on the importance of nutrition for child development

Kebun Nuri Nutrisi programme at SK Convent Green Lane, Pulau Pinang 
ensure continuous supply of nutritious food for the underprivileged students 
through the installation of vegetable gardens at the school yard
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Tackling the hunger issue
According to Nizam, 

after two years of focusing 
on supporting children with 
autism, Bank Rakyat looked into 
widening its reach by supporting 
underprivileged Malaysian 
children. Through this direction, 
Nuri Nutrisi was born. 

Nuri Nutrisi is a programme 
aimed at channeling nutritious 
food to children under the 
B40 families. Through this 
programme, Bank Rakyat’s 
objective was to ensure each child 
they supported, gained a positive 
perspective on the importance of 
embracing nutritious and healthy 
eating habits.

Bank Rakyat was the first 
organisation in Malaysia to 

be accredited by the United 
Nations Country Team (UNCT), 
Malaysia for supporting SDGs 
and stateless community through 
Nuri Nutrisi programme 
which is aimed at channeling 
nutritious food to children from 
underprivileged families

Stay tuned as we explore 
Bank Rakyat’s Nuri Nutrisi 
initiative and the doors it opened 
for multiple B40 communities 
in our upcoming series on the 
bank’s success of storytelling 
with a purpose. The series will 
be featured on MARKETING 
Magazine’s website, subscribe 
so you don’t miss out on Bank 
Rakyat’s inspiring journey that is 
setting an example for long-term 
sustainable CSR initiatives.

https://marketingmagazine.com.my/
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R3 is a leader in global, regional and local  consulting on improving 
the effectiveness  and efficiency of marketers and their  agencies. 

We work with twelve of the world’s  top twenty marketers including 
Unilever,  Samsung, Coca-Cola, Mastercard, Colgate,  Procter & 

Gamble, BMW, Intel and Shell.

As we inch closer to the 
end of 2020, the marketing and 
communications industry can’t 
help but reflect on the turbulence 
of a year it has experienced, 
along with most other industries. 
However, one of the most notable 
things that has happened in the 
industry has been the marginal 
increase in inter-industry 
knowledge sharing sessions and 
resources. 

When R3 released its Q4 
R3VIEW on the Marketing and 
Communications Industry, we 
felt it was important to highlight 
the three main tips shared in the 
review. So to our readers, take 
some notes as you prepare to 
step into 2021 with these ideas in 
mind. 

China Media Review

US Media Analysis

Global eCommerce 
Best Practice

Agency Ecosystem Analysis

Global Media Analysis

Presentations on 
Loyalty Post Covid

Welcome to the Q4 2020 R3VIEW, R3’s quarterly report on 
the marketing communications industry.

ABOUT R3

R3 is a leader in global, regional and local 
consulting on improving the effectiveness  
and efficiency of marketers and their 
agencies. We work with twelve of the world’s 
top twenty marketers including Unilever, 
Samsung, Coca-Cola, Mastercard, Colgate, 
Procter & Gamble, BMW, Intel and Shell.

www.rthree.com

  linkedin.com/company/r3

  twitter.com/R3WW
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Projects This Quarter

Putting the well-worn term “digital transformation” aside, the buzzword 
for this quarter could very well be “growth hacking.” Originally used by 
start-ups to mean growth in a short timeframe on tiny budgets, this 
approach now seems to apply to companies of all shapes and sizes. The 
key for marketers who need to do it right and can’t afford to get it wrong is 
to start with a clear idea of where you are (Audit), design processes that 
are measurable yet accommodates innovation (Model), and then review 
performance (Benchmark). 

In this issue, we have highlighted news and topics which have been of 
most interest to our clients and network, and we hope they will be helpful 
to you.

In this R3VIEW, you’ll find:

•	3 ways brands can leverage the growth of OTT
•	How to better resource your in-house needs
•	Growing CPG brands in the New Normal

To receive regular insights in the form of data, articles and video, follow us 
on LinkedIn, Twitter and WeChat.

Highlights From R3’S Q4 
R3view On The Marketing 

And Communications 
Industry
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3 Ways Marketers Can Leverage 
the Growth of Streaming

According to the latest issue 
of R3’s R3VIEW,  as consumer 
preferences shifted towards 
smaller screens and on-demand 
content, there has been a shift in 
investment direction with global 
advertisers as they prioritise 
spending their money where the 
consumer is.  

Hence here’s a look at three 
different ways brands can 

leverage and improve their 
presence on OTT media: 

1. Start, Test & Learn 
Run existing creatives 
on OTT media. Test and 
learn by leveraging tools 
to personalize  creatives 
and target, using data. 
Over time, shift budgets 
to channels in accordance 
with  consumer media 
consumption patterns and 
ensure your agency partners 
are incentivized to  test and 
learn. 

2. Use A Data-First Approach 
When Targeting & 
Measuring 
Use every opportunity to 
both leverage OTT data 
and to layer your own data 
to enhance  targeting and 
personalization. There is still 
a lack of standardization in 
cross-platform and  cross-
device measurement across 
OTTs. While this may be 
a challenge, with proper 
campaign  planning, 
advertisers can still use 
metrics provided by the 
platforms and proxies to 
fill the  gaps to at least map 
deduplicated reach and 
probabilistic performance. 

3

All Eyes on OTT
3 Ways Marketers Can Leverage the Growth of Streaming

As consumer preference decisively shifts towards smaller screens and on-demand content, forward-looking 
global advertisers are shifting their money where the consumer is. However, the OTT landscape is complex. To 
see it as just another channel for running 30-second spots would be to grossly undervalue its potential. 

Here are three ways brands can leverage and improve their presence on OTT media:

1/ Start, Test & Learn
Run existing creatives on OTT media. Test and learn by leveraging tools to personalize 
creatives and target, using data. Over time, shift budgets to channels in accordance with 
consumer media consumption patterns and ensure your agency partners are incentivized to 
test and learn.

2/ Use A Data-First Approach When Targeting & Measuring
Use every opportunity to both leverage OTT data and to layer your own data to enhance 
targeting and personalization. There is still a lack of standardization in cross-platform and 
cross-device measurement across OTTs. While this may be a challenge, with proper campaign 
planning, advertisers can still use metrics provided by the platforms and proxies to fill the 
gaps to at least map deduplicated reach and probabilistic performance.

3/ Find Ways to Showcase Better Storytelling
Advertisers need to embrace nonintrusive ways of promoting the brand. The consumer-
centric approach of OTT platforms, coupled with technology that enables advanced native 
integrations, provides an opportunity for marketers to reach and influence consumers with 
the most powerful tool in the brand arsenal - Storytelling.

More insights on the future of OTT advertising in Asia, Middle East & Africa are available in an 88-page report 
covering 27 OTT platforms, 32 global brands and 15 markets. 
Contact us for more information.
... Use every opportunity 
to both leverage OTT data 
and to layer your own data 
to enhance  targeting and 
personalization...
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3. Find Ways to Showcase 
Better Storytelling  
Advertisers need to embrace 
unintrusive ways of 
promoting the brand. The 
consumer centric approach 
of OTT platforms, coupled 
with technology that 
enables advanced native  
integrations, provides an 
opportunity for marketers 
to reach and influence 
consumers with  the most 
powerful tool in the brand 
arsenal - Storytelling. 

4 Ways to Better Understand 
Your In-House Needs 

Creating a fully sufficient 
in-house team can do wonders 
to your business in terms of 
turnaround speed and cost 
savings but according to R3’s 
R3VIEW, you first need to 
understand what your existing 
needs and capabilities are. The 
complexity of managing certain 
services in-house, coupled with 
the lack of existing talent and 
resources, are some of the biggest 
barriers for marketers who 
want to build an efficient and 
competent in-house team.
1. Understand how you 

segregate the work 
Before you decide what to 

invest in, have a clear idea 
about the number and type 
of existing talent you have 
on your payroll. What kinds 
of work do they engage in 
and how much availability 
do they have if they were to 
take on new responsibilities? 
Take a closer look at your 
organization structure to 
see whether there might be 
barriers to communication. 
Do your existing teams 
work as a group or 
independently?

2. Understand your current 
and future needs 
Having a clear 
understanding of the kinds 
of work that is being done 
will provide transparency 
on the types of skills you 
need to be looking for. Map 
out recurring marketing 
work, one-off projects and 
future campaigns to ensure 
that your in-house team is 
not only meeting immediate 
needs. Calculate the cost of 
hiring full-time talent and 
consider the time it takes to 
on-board new hires.

3. Know which jobs will most 
benefit from being in-housed 
and outsourced 
You’ll want to put your 
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in-house team to work on 
projects that will benefit the 
most from their attention. 
Look at the volume of work 
produced each year and 
analyze them by month 
and by brand, client or 
category. This will allow you 
to develop the average cost 
schedule and turnaround 
time.

4. Know what cost savings are 
generated by in-housing 
The Return on Investment 
for in-housing needs to be 

quantified and benchmarked 
to ensure that KPIs are being 
met and performance is 
monitored. Calculate your 
project labor and materials 
at cost and compare 
these with external rates. 
Remember to take into 
consideration any transfer 
or chargeback rates when 
working with in-house 
clients.

To read incredible insights on 
the industry, click here.

Q4 2020 R3VIEW

rthree.com

4 Ways to Better Understand 
Your In-House Needs

To design an effective in-house team, you need to understand what your existing needs 
and capabilities are. The complexity of managing certain services in-house, coupled with 
the lack of existing talent and resources, are some of the biggest barriers for marketers 
who want to build an efficient and competent in-house team.

1. Understand how you 
segregate the work

Before you decide what to invest in, have a clear 
idea about the number and type of existing talent 
you have on your payroll. What kinds of work do 
they engage in and how much availability do they 
have if they were to take on new responsibilities? 
Take a closer look at your organization structure 
to see whether there might be barriers to 
communication. Do your existing teams work as a 
group or independently?

2. Understand your current 
and future needs

Having a clear understanding of the kinds of work 
that is being done will provide transparency on 
the types of skills you need to be looking for. Map 
out recurring marketing work, one-off projects and 
future campaigns to ensure that your in-house team 
is not only meeting immediate needs. Calculate the 
cost of hiring full-time talent and consider the time 
it takes to on-board new hires.

3. Know which jobs will most benefit 
from being in-housed and outsourced
You’ll want to put your in-house team to work 
on projects that will benefit the most from their 
attention. Look at the volume of work produced 
each year and analyze them by month and by 
brand, client or category. This will allow you to 
develop the average cost schedule and turnaround 
time.

4. Know what cost savings are 
generated by in-housing

The Return on Investment for in-housing needs 
to be quantified and benchmarked to ensure that 
KPIs are being met and performance is monitored. 
Calculate your project labor and materials at cost 
and compare these with external rates. Remember 
to take into consideration any transfer or charge 
back rates when working with in-house clients.

... Calculate your 
project labor and 
materials at cost 
and compare these 
with external rates. 
Remember to take 
into consideration 
any transfer or 
chargeback rates 
when working with 
in-house clients...

https://rthree.com/


Your date 
with marketers

next month.
At 8pm on January 8,

witness the celebration of Malaysia’s finest marketers!
Our virtual 60-minute show will officially announce who is 

shining in what marketing category and discipline, plus the 
ultimate CMO of the Year award! 

Register here and you’ll get the complete set of WEEKENDER 
e-magazines from the whole of 2020 for your collection. 

2021 is the year of hyper-personalisation for the industry;  
watch who will be driving it in this era of growth marketing. 

https://marketingmagazine.com.my/cmo2020/

https://docs.google.com/forms/d/e/1FAIpQLSfgy6Yd5gDVZzI8BDmjxKhJCpyzQ2FVjPmPIE9u2GO24kskkg/viewform
https://marketingmagazine.com.my/cmo2020/
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