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“SELDOM IN
OUR NATION’S
HISTORY HAVE
SO MANY
MILLION VOTERS
BEEN LET DOWN
BY THE ACTION
OF ONE MAN.”
Former Attorney
General Tan Sri
Tommy Thomas
referring to ex PM in
his new book Justice
in the Wilderness.

“IF YOU
CAN’T SOLVE
A PROBLEM,
ENLARGE IT”
Dwight D. Eisenhower

“WE CAN HAVE
DEMOCRACY, OR WE CAN
HAVE A SURVEILLANCE
SOCIETY, BUT WE CANNOT
HAVE BOTH.”
Dr. Shoshana Zuboff, professor
emeritus at Harvard Business
School and author of “The Age of
Surveillance Capitalism.”

“ONLINE
EXPERIENCES
BEGIN WITH
SEARCH ENGINES,
SO MAKE GOOGLE
LOVE YOU (EVEN
IF YOU DON’T LOVE
GOOGLE).”
Matthew Royse
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The book that’s going
to be the talk of CNY
The launch of the new
book by our former Attorney
General Tan Sri Tommy Thomas
called My Story: Justice in the
Wilderness has shook the bedrock
of Malaysian politics as we know
it. And nobody can stop this
train!
Anyway, I am not going to
talk about what’s right or wrong

about the book because I am sure
state-driven media can handle
that in line with the political
leaning of the day. I actually
believe the powers of the day
could be delighted with this book
for reasons best known to them
and me. But politics aside, I will
declare that I am a fan of the
man.
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I am going to talk about how
the book has broken the rules of
marketing by surrendering itself
to the masses and empowering
them with the task of marketing.
I must admit that the content is
riveting to begin with. So let’s
just say it is a superior product
and has arrived at the right time.
A perfect recipe for marketing
success.
The lessons I have learnt from
the time before its launch to now
is that the book lent itself to a
reader-driven promotional drive
at zero cost. Technically, the cost
really was taken on by the news
portals and publishers who built
up the excitement prior to launch
and slowly trickled out snippets
of the stories on a staggered
basis. They got hundreds of
thousands of readers to their sites
(and possibly fortune) while Tan
Sri got fame.
To put it in advertising
parlance, the teaser campaign
was seductive and the
subsequent roll-out of the
product was tantalising. Add
Word Of Mouth to the mix, and
it’s a runaway best-seller as a
marketing case study. And they
only just got started!
Like every successful ad
campaign, the interest and

appeal is at an all-time high and
ongoing. Mostly thanks to retorts
by “Siapa makan cili” folk, police
reports and exciting rumours
threatening the ban of the book.
Free advertising some say.
I guarantee you the book will
the topic of many conversations
during CNY, further propelling
its virality and popularity.
If only our COVID messaging
can be this contagious!
I reached out to Mr Chong,
the gentleman who owns
Gerakbudaya and publisher of
the book to write a little more
about its success.
His reply to me is selfexplanatory…
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And if you thought that was
tough, it’s going to get worse.
Because Digital, the Great
Disruptor, is getting, well,
Disrupted.
Here are 3 disruptions
happening in 2021.

The Great
Disruptor Gets
Disrupted
Digital Marketing used to
be the Great Disruptor and the
Great Hope for marketers.
Its practitioners were called
wizards or ninjas. Not many nonninjas understood it.
Things have changed, and yet,
not.
The average client or agency
person knows more about digital
than 5 years ago. And yet despite
UTM, conversion goals, share of
search, pixel tagging et al, the rise
of digital has not implied greater
clarity. Despite dashboards of
data, many clients are groping in
the dark.

Disrupted by Apple & Google:
iOS 14 is Apple taking aim
at Facebook with its IDFA
(Identifiers For Advertising,
random device identifiers
attached to phones).
By preventing targeting of
iPhone users, asking publishers
to make consumers aware when
they are being targeted and
letting them opt-out, to protect
privacy, Apple is sticking a knife
into Facebook’s revenues.
More importantly, the web
ecosystem will have to recalibrate
the cost per click, cost per
engagement and the conversion
goals. This will dilute traceability
and trackability, one of the key
differentiators of the Great
Disruptor, versus other media.
Google is also chiming in,
vowing to stop supporting
third-party cookies (tracing
elements) from 2022. In January
2021, Google said it will make
its alternative to third party
cookies available for public
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testing in Q2 2021.
“Federated Learning of
Cohorts (FLoC) … effectively
hides individuals ‘in the crowd’
and uses on-device processing
to keep a person’s web history
private on the browser”.
Google claims FLoC will
protect the privacy of users
while providing advertisers with
needed attribution data. Sounds
like Googledegook? It’s the next
level of disruptive confusion.
Disrupted by Ad Fraud:
20-50% of all ads served are
fraudulent, depending on the
source you trust. The World
Forum of Advertising predicts
ad fraud will become the biggest
market for organised crime by
2025, worth $50 billion.
Furthermore, programmatic,
a much-vaunted technology, is
viewed by elite advertisers with
skepticism. Unilever, P&G and
others have cut programmatic
spends and seen no loss of reach
or sales.
Disrupted by Reporting:
As more dollars are spent
online, great reams of reports
are generated to justify the
spends. These are not read much
and are understood even less.

Reports are, in the Shakespearean
sense, “full of sound and fury,
signifying nothing”.
Need of the Hour:
The digital ad industry needs
to urgently take proactive steps:
• Be clearer and easier to
understand, for laymen and
non-experts
• Demonstrate clear ROMI, not
just buying efficiency
• Tackle Ad Fraud and prevent
the medium becoming more
disreputable
• Use data to navigate the new
Uncertainty caused by tech
giants
The Disrupted Disruptor
needs to Disrupt its Destructive
Trajectory.
Sandeep Joseph
is the CEO and
co-founder of
Ampersand
Advisory,
a strategic
media consultancy that was
Campaign Magazine’s Malaysia
Independent Agency of the Year
for 2019 and 2020. The views
expressed here are his own: you
can debate with him at sandeep@
ampersand-advisory.com
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Malaysia’s Chief Marketing Officer
of the Year is looking good.

Location: Bangsaria Jalan Maarof, DOOH Partner: Visual Retale
Angelina Villanueva,
Marketing Director, KFC
Asia swept 3 trophies at the
Malaysian Chief Marketing
Officers (CMO) Awards:
• Gold for Best Marketer
in Data & Technology
Marketing, presented by
Taylor’s.
• Gold for Best Marketer in
e-Commerce Marketing,
presented by Astro.
• Best of Best Black Trophy
for CMO Marketer of the
Year 2020!

Location: Pinnacle Federal Highway
PJ, DOOH Partner: Visual Retale
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It’s looking sunny for Sani in
Bangsar and Federal Highway.

Location: Bangsaria Jalan Maarof, DOOH Partner: Visual Retale
Abdul Sani
Abdul Murad,
Group Chief
Marketing
Officer of RHB
Bank Berhad
wins Gold for
Marketing
Trailblazer in
the Financial
Services
industry,
presented by
Interactive
Rewards Asia.

Location:
Pinnacle
Federal
Highway
PJ, DOOH
Partner:
Visual Retale

10
ISSUE279FEBRUARY2021 | WEEKENDER
COVER STORY

MERCY Malaysia’s 20th Anniversary coffee table book

A little wisdom and a
lot of common sense is
what
we
need.
A sane voice in the madness frames COVID
in a way only a true humanitarian can.
BY THE HAMMER

For a larger part of the last decade,
I served under the leadership of Dato’ Dr
Ahmad Faizal Mohd Perdaus, President of
MERCY Malaysia.
His approach to managing probably the
most prominent medical relief organisation
in the global south has always been about
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the people we serve. It has never
been about him.
Over the last 12 years, Dr F
has succeeded to morph MERCY
Malaysia from a personalitydriven organization to one that
now stands on its own in the
humanitarian world and is a
proud global example of amazing
Malaysians doing amazing
things.
For Dr F and all at MERCY
Malaysia and our overseas
offices, the human imperative
comes first as we serve at home
and around the world. He is
a true giant who walks in the
shadow of self-proclaimed ones.
Dr F personifies the hallmark of
humanitarian excellence – you
are only as good as your last
deed.
If readers are wondering
why I am writing a story about
Dr F this week, it is because he
is one unassuming man who
brings clarity of purpose unlike
most of the communications
we have been exposed to about
COVID-19.
A very articulate gentlemen
who speaks with a deep baritone,
he is a respiratory physician and
leads the Health and Emerging
Hazards panel of the Scientific
Expert Advisory Panel to the

MERCY Malaysia has been on
the frontlines of the COVID
Battle from Day One.
National Disaster Management
Agency (NADMA).
What is your perspective and
advice to those who want to do
humanitarian work?
Humanitarian work is also
about behavioural change.
Ongoing disasters and ones
that are waiting to happen prove
that humanitarian work is not a
fad about heroics but a way of
continuously giving.
First responders and
emergency response are only the
tip of the iceberg.
To many volunteers this is the
‘sexy part’.
But rehabilitation, rebuilding
and mitigation must follow with
the same critical focus. We stay
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“We just don’t just pack
up and leave once the
disaster is no longer
grave. Children in these
devastated communities
are the first to make you
realise that they see
humanitarians as their
only hope. It breaks my
heart whenever I look in
their eyes.”
long after the danger is gone and
work with local communities to
build resilience.
“We just don’t just pack up
and leave once the disaster is no
longer grave. Children in these
devastated communities are the
first to make you realise that
they see humanitarians as their
only hope. It breaks my heart
whenever I look in their eyes.”
Our psycho-social division
is also pivotal in rehabilitation
efforts so the human spirit can
recover and thrive again.
Tell us about COVID-19 and the
coming vaccinations….
MERCY Malaysia has been
helping the government and
society since the pandemic
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No rest as the floods strike during
COVID
began. This involves
management of patients at the
micro level and the public at
a macro level. We are actively
involved in making PPE suits,
handling testing, and more...
I wish to correct the conflicting
thinking about the COVID-19
vaccinations. “All vaccinations
prevent disease; not treat them.”
Which means all infected
people at the point in time when
vaccinations are given will
remain infected and will need to
seek treatment if symptomatic or
ill.
Examples of successful
immunisation programs globally
are the ones for smallpox and
polio, while an example of a
partially successful one is the one
for tuberculosis.
But vaccinations prevent the
spread and eventually build herd
immunity which needs a time

frame of at least 1-2 years post
immunisation globally.
The closest vaccine to compare
with the Covid vaccine is the
Influenza vaccine which can
be taken annually or when one
wants to travel overseas and also
given to those at risk. But the
influenza virus is less virulent
than COVID. That’s why the
COVID-19 vaccine is critical.
Those who shun it are basically
fighting the pandemic with their
hands tied behind their backs.
Even the influenza vaccine
which has undergone years of
trial and given to communities at
large does not provide a lifetime
guarantee against infection.
We have to be patient. Because
COVID-19 is both transmissible,
without being too deadly. Which
means that it is a super spreader,
while mortality rates are
relatively low (1-3%) and only
death cuts the transmission chain
absolutely.
In comparison, the Middle
Eastern Respiratory Syndrome
(MERS) which is also caused by
a coronavirus, the MERS Co- V,
has a high mortality rate, around
40%, thus while deadlier than
Covid, the deadliness of the virus
ironically limits its spread.
The virus is also very
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adaptable and has the capacity to
mutate, evolve and develop new
strains - for example Brazil, UK,
South Africa, therefore vaccine
development has to adapt too.
Do you see a communications
issue here?
Yes. There’s too much medical
jargon out there. Different
messaging is required at different
phases and at different levels
as there is also a danger of
messaging fatigue and people
switch off if it is repeated
endlessly.
The main issue at this stage
is to talk about the vaccines and
ready ourselves for it. Like any
advertising campaign, interest
must be sustained throughout.
Truth and honesty combined
with a healthy dose of common
sense always work.
Even Dr Fauci and CEOs of
the companies producing the
vaccines are not denying that a
vaccine trial and development
phase of 3-5 years is required
to provide full guarantee of its
efficacy and safety.
So far, no major adverse
effects have been detected in
the trials and the vaccines have
been tested and administered
to millions. Minor side affects

... Like any
advertising
campaign, interest
must be sustained
throughout...
happen with all vaccines. There
is no 100% understanding of
its long term effects yet. Only
time will tell… but it is currently
modelled to work as best as
possible.
What are the biggest challenges
you have in Malaysia?
Logistics will be a challenge,
especially since we have large
parts of the interior not so easily
reached particularly in some
states.
Recruiting enough volunteers
to help administer the vaccine
will also be challenging.
What can Malaysians do in the
meantime?
Practice new social norms,
accept the new culture
of wearing masks, washing
hands and social distancing.
The better we do this, the
faster we can return to normalcy.
For example, thousands
of tennis fans are currently
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attending the Australian
Tennis Open after a three-week
postponement due to covid as
players from outside of Australia
had to undergo sufficient
quarantine and also testing
before play can commence.
The organisers expect up
to 400,000 fans to attend the
tournament this year in a socially
distanced manner, around half
the number that were at last
year’s competition.
What is your wish moving
forward?
At a strategic level, I sincerely
hope all agencies and experts can
come together and share options
and agree to disagree on trivial
matters. If this is not the time to
do so I don’t know when is the
right time. Partisan politics and
communal sentiments must be
set aside. Life must go on, change
if something does not work.
At an operational level, more
funding is a must, funding must
also be judicious and sensible.
Difficult decisions must be
sensible too. We do not see that
happening often enough. Like
the home quarantine decision
failed for returning visitors
simply because common sense
was disregarded.

At the ground level, we must
have a balanced approach - govt,
agencies, people, organisations
all equalizing priorities between
life and livelihoods.
Most importantly, if you are
infected, please come forward.
It is about the collective survival
of the human race.
When will things come back to
normal?
Ah the question on everyone’s
lips! I’d say will begin to turn
the tide in late 2021/early 2022
because current modellings
done globally show it will be
longer than expected; and in
Malaysia, we are actually in a
different phase compared to
some countries where the tide
has already started to turn.
Apart from leading MERCY
Malaysia and serving on
advisory panels, Dr F also has
hands-on experience treating
COVID patients personally at the
hospital where he still practices.
STOP PRESS: To support MERCY
Malaysia’s COVID-19 Pandemic
F u n d , v i s i t w w w . mercy.org.my
o r d i r e c t t r a n s f e r t o MERCY
Humanitarian Fund (MBB 5621 7950
4126) or MERCY Malaysia (CIMB
8000-7929-08). All monetary donations
are tax exempt.
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2020 CREATIVE AGENCIES NEW BUSINESS LEAGUE
Malaysia / Dec 2020
ESTIMATED
OVERALL YTD
REVENUE
(USD $m)

No.of
Wins

3.3

3.27

18

1.5

1.50

11

Finance Client

1.5

1.49

2

VMLY&R

Domino's Pizza Project, Panasonic
Project, Tesco Project, Tohtonku
Project, Vivo Project, Fraser & Neave

1.5

1.46

12

5

Publicis

Sanofi, Visa Production

0.7

0.65

7

6

7

Leo Burnett

FMCG Client

0.5

0.48

5

7

6

Saatchi & Saatchi

Pharma Client

0.4

0.43

2

8

8

DDB

Sunsilk, Wonda Coffee Project

0.4

0.36

8

9

9

Grey Group

Telkom Malaysia, MIDF Project

0.4

0.36

5

10

13

Dentsu

UMW Toyota Motor Project

0.4

0.25

17

11

10

Wunderman Thompson HSBC

0.2

0.20

1

12

11

BBDO

Unilever Project

0.1

0.06

3

13

12

MullenLowe Group

Texas Chicken

0.0

0.03

1

ESTIMATED
OVERALL YTD
REVENUE
(USD $m)

No.of
Wins

2020(Jan-Dec)

2.7
10.5

15
92

2019(Jan-Dec)

1.8
20.1

11
83

1.2
-47.6%

11
10.8%

1.1

6

0.9

7

RANK THIS
MONTH

RANK LAST
MONTH

1

1

Ogilvy

2

2

FCB

3

3

Isobar

4

4

5

AGENCY

RECENT WINS
MAMEE-Double Decker, Nestlé -Milo,
Mondelez Project, SK Magic, P&G
Project
RHB Bank Retail Project, Tefal
Project, BioLife Project

ESTIMATED YTD
WIN REVENUE
(USD $ m)

RECENT LOSSES

2020 MEDIA AGENCIES NEW BUSINESS LEAGUE
Malaysia / Dec 2020
ESTIMATED YTD
WIN REVENUE
(USD $ m)

RANK THIS
MONTH

RANK LAST
MONTH

1

1

Mindshare

2

2

dentsu X

3

3

PHD

4

4

Universal McCann

Lazada, Energizer, Emirates Airlines,
Safi, Seek Asia - Job Street Project

1.1

5

5

OMD

McDonald's, Danone, Boehringer
Ingelheim, A Menarini Project,
INOVA, Public Bank Berhard

1.1

6

7

Zenith

Disney+

0.25

0.3

1

7

6

Initiative

King Living

0.3

0.2

3

8

9

MediaCom

Sprite Digital Media, Air Selangor
Digital Media, Hasbro, SK Magic,
Kaspersky, BAT

0.8

Telecom Client

-0.1

10

9

8

Havas Media

Tommy Hilfiger

0.03

Emirates Airlines

-0.1

1

10

10

Vizeum

Amway

0.0

Lazada

-0.4

3

11

11

Carat

Tapestry

0.1

Diageo

-0.4

4

12

12

Wavemaker

Philips, AXA Affin, Huawei Project,
Hong Leong Assurance, UNITAR
International University

0.2

Energizer

-0.7

6

AGENCY

RECENT WINS
Oppo, Unilever Foods (Horlicks),
Continental Tyres
Kao, Fumakilla Malaysia Project,
Honda Malaysia Project
Boustead, Greenpeace, MyNews,
Unicef Project, Warner Bros Pictures
Group

RECENT LOSSES

2.7
1.9

INOVA

1.2

YoY Comparison:

SK Magic
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Why virtual events
demand a new
approach
By Isa Hasty

Virtual events are nothing like inperson ones.
You can’t control an attendee’s
environment, it’s difficult (if not
impossible) to feed off the energy
of the audience, and exchanging
business cards is decidedly off the
table.
Despite these differences,
many organizations have tried to
replicate the characteristics of in-

person events when going virtual—
whether that meant maintaining a
hefty price tag or positioning the
event as the digital equivalent of
their annual meeting.
But the truth is that virtual
events are a significantly different
experience for organizations and
attendees alike.
To succeed in the virtual realm,
organizations must not only
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acknowledge these differences —
they also need to build marketing
plans that support them.
Virtual events offer a lower barrier
to “attend”
A virtual event asks very little
of potential attendees. There are no
travel requirements, no need to book
a hotel or take time off from work,
and the chief thing determining
whether people will sign up is their
own level of interest in the subject
matter.
But the relative ease of
attendance doesn’t guarantee that
your audience will show up and see
the event through. Given the lack of
commitment required of potential
attendees, it’s often more difficult to

... A virtual
event asks
very little
of potential
attendees...
drive attendance and engagement
due to three main factors:
Less (or no) financial commitment
With many organizations
dramatically reducing the cost of
their annual event—and in some
cases, making them free—your
attendees are no longer committing
to a high-price ticket when they
register, which might make them
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... your attendees
will make minuteby-minute decisions
about whether to
keep “attending”
your event while the
many distractions
inherent to being at
home compete for
their attention...
feel less committed to fully engaging
with the event.
Less psychological commitment
Anyone who’s ever attended a
professional conference knows the
unspoken taboo of abandoning a
session before it ends. With a virtual
event, attendees can tune in and
out as they please without fear of
judgment.
No escape from the daily routine
With travel off the table, virtual
events don’t offer attendees the
opportunity to escape their daily
home and work routines. Most
people will attend from the comfort
of their homes where they’re less
likely to focus intently on event
content—and more likely to

multitask or become distracted.
Taken together, all of this means
your attendees will make minuteby-minute decisions about whether
to keep “attending” your event
while the many distractions inherent
to being at home compete for their
attention.
If an event session doesn’t
seem valuable or isn’t particularly
compelling, the opportunity cost
of catching up on work emails—or
fixing themselves a snack—may
become more attractive than giving
your speaker the same level of
attention they would in person.
Most virtual events are going for
free (or cheap)
With many organizations
offering virtual events for free, the
question of whether to charge your
attendees will come down to the
event’s value proposition.
What promise does your virtual
event intend to fulfill for those who
attend—and how does that differ
from the value delivered at inperson meetings in the past?
To help define “value” in
the virtual context, compare
the limitations of the attendee
experience to the standard annual
meeting:
• No change of scenery or
opportunity for a vacation
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•
•
•
•
•
•

•

•
•

extension
Reduced value of big-name
keynotes (similar content may
exist on YouTube)
Limited socializing options with
existing connections
Limited opportunity to engage
with potential new connections
Limited exhibit hall
No food/beverage, meals, or
parties
This doesn’t mean your
association shouldn’t charge, but
it does mean there’s significantly
less of an “experience” to
leverage when marketing the
event.
Earning attention and buy-in
will require an organization to
communicate the unique value of
their virtual event by:
Showcasing what the experience
will actually include
Figuring out how to differentiate
the event from an everyday
webinar

1. Marketing doesn’t stop at
registration
Assuming your registrants will
show up is a safe bet when an
event carries an $800 ticket price,
but it’s not enough to hang your
hat on when an event is free.
Without a significant financial
investment, most registrants

... Without a significant
financial investment,
most registrants won’t
think twice about
changing their minds
down the road—they
may even forget about
the event altogether...
won’t think twice about
changing their minds down the
road—they may even forget
about the event altogether.
To offset the risk of dropoff between registration and
attendance, any organization
hosting a virtual event needs
to engage their guest list on an
ongoing basis after registration –
that means way more than you
normally would.
2. Marketing doesn’t stop at the
first session or keynote
Traditionally, the bulk of an
event marketer’s work happens
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... Traditionally,
the bulk of
an event
marketer’s
work happens
before an
event...
before an event, with attendance
serving as the ultimate measure
of success.
But with attendees tuning in
from home, keeping them
actively engaged throughout the
course of a virtual event is key to
preventing drop-off.

Given the switch to virtual,
your marketing plan must now
consider strategies and tactics
to drive engagement during
the event itself—and it’s every
bit as important as any “premarketing” activities.
3. Marketing doesn’t necessarily
stop at the last session
If your virtual event includes
assets that will remain available
indefinitely, like session
recordings, you can extend
the shelf life of those assets to
continue marketing after the
event. You might also extend
the value of your virtual event
by bringing attendees back
together for exclusive post-event
discussions.
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To celebrate Sao Paulo’s birthday, Liv Up launched an outdoor media
campaign that gave discounts based on the city’s temperature.
The maximum number each day served as an index to define the
discount value of the day for the purchase of salads and pizzas for
delivery from the company’s cloud kitchens.
Client Liv Up Agency Tech and Soul
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Dentsu MY
bids farewell
to Merdeka
LHS veterans,
welcomes
Andrew Low
Andrew Low

Dentsu Malaysia (formerly
Dentsu Aegis Network) is
bidding farewell to three veteran
partners of Merdeka LHS, the
creative agency it acquired in
2016: CEO Tony Savarimuthu,
and Chief Creative Officers
Huang Ean Hwa and Szu H. Lee.
According to a statement
issued by the company, former
CEO of dentsu Malaysia Nicky
Lim and new CEO Kien Eng Tan
are both grateful for everything
the three individuals have
done in building, growing, and
subsequently completing the
earnout duration of Merdeka
LHS and wish them the best of
luck in their future endeavours.
“As these three ride into the
sunset, their everlasting legacy
has been imprinted into dentsu’s
DNA and it is my honour to have

Huang Ean
Hwa

Szu H. Lee

Tony
Savarimuthu

served with them,” Nicky said.
Tony has served the industry
for more than a decade and was
previously the Vice President
and President of the 4A’s where
he introduced many progressive
initiatives such as The Effies.
“I’ve had the good fortune of
working on some of the world’s
most renowned brands as well as
go-getters striving to change the
status-quo working with the best
creatives in the land,” Tony said.
“I wish to pay tribute to my
long-time colleagues and friends
Huang Ean Hwa and Szu Lee,
and not least Ali Mohamed and
the late Yasmin Ahmad who
were my past colleagues for their
ideas, inspired creativity and
for changing the perception and
fortunes of many a brand both in
Malaysia and globally.”
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Szu on the other hand said
that as they go on to pursue new
interests, they look forward to
seeing dentsu Malaysia continue
to thrive.
“When we joined dentsu
we brought Merdeka LHS’s
philosophy of being the ‘Enemy
of the Same’ with us,” Szu
said. “Over the years, we have
pursued that mantra and infused
it with the privilege of working
with amazing brands, clients and
colleagues.”
Hwa has been with Merdeka
LHS for 8 years (3 years
independent and 5 years with
Dentsu).
“(It’s been an) amazing
journey to start as a creative
entrepreneur and back into a
network – I feel the circle is
complete,” Hwa said. “I thank
Tony & Szu for their kinships,
Dentsu for their belief in
Merdeka LHS and the amazing
people I’ve had the privilege to
work alongside.”
Hwa added that he is taking
some time to pursue a passion
project of restoring classic
Porsches.
“I’ve a bit of a queue of clients
wanting to restore or retromod cars,” he continued. “So
there’s still a big idea, a digital

component if you’re modernising
an engine and of course the
execution of the whole lot!”
Andrew Low has been
appointed as new Group Chief
Creative Officer for dentsu
Malaysia’s Creative Line of
Service.
Andrew’s career spans across
three countries in the Asia Pacific
region with Ogilvy, Publicis
One, and Leo Burnett. His work
has won a multiple awards at
D&AD, Cannes Lions, The One
Show, One Show China, China
4As, Clios, LIA, Adfest, AdStars,
Spikes, Kancils, IPA Effectiveness
Awards, AMEs, Effies (APAC/
China/Malaysia Editions) and
WARC.
Andrew will be bringing
dentsu’s creative powerhouses
together to solve client’s
marketing challenges in an
ever-more virtual economy,
championing meaningful
progress in never-before ways for
brands.
“To spur growth, I believe it
is fundamentally important to
be agile, especially if we want to
thrive in new creative business
models,” Andrew said. “I am
looking forward to working with
the team and being a part of its
unifying force.”
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Kien Eng
goes from
Publicis
to dentsu
Malaysia!

Tan Kien Eng, CEO of Publicis
Groupe/Leo Burnett Group
Malaysia, will part ways with the
agency on January 31.
Kien is a Malaysian creative
icon on the global stage who
did not need Talent Corp tailing
him, because he stayed faithful
to Malaysia through the years.
Not that Talent Corp has done
any perceivable good for our
creative industry that I know of.
I remember Kien as the
Malaysian who’ll haul up

awards for us at the prestigious
Cannes Lions Creativity Festival,
pushing Malaysia’s metal tally
up early in the Festival week,
and was instrumental in making
Malaysia the most creatively
awarded country across Asia
Pacific!
His reputation among
the world’s greatest creative
luminaries is an illustrious
odyssey in itself.
I remember Kien for many
things….the most telling of all
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“I am moving on
from my marriage
with LB/Publicis but
will remain in the
same industry. Call it
the 17-year itch.”

is his sense of humour while
dispensing jokes with a straight
face.
His last day at Publicis was
January 8, and was asked by his
regional bosses to stay on.
However his new calling
allows him to extend his tenure
only till the end of this month.
Cool Kien told MARKETING
magazine, “I am moving on from
my marriage with LB/Publicis
but will remain in the same
industry. Call it the 17-year itch.”
For more than two decades,
Kien steered many stellar
brands like Petronas, AIA, TNB,
McDonald’s, and just too many
to mention here.

In recent years, he has been
active in aligning his agencies
towards helping the industry
through various educational
partnerships.
For example, Leo Burnett, the
award-winning creative agency
under Publicis One Malaysia, has
a cooperation agreement with
Xiamen University Malaysia with
an aim to foster and promote a
collaborative learning culture
between professional practice
and academia.

Tan Kien Eng is now CEO of
dentsu Malaysia
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Malaysia CMO of the Year 2019, Datuk Lai Shu Wei
has resigned from TM and will serve out his time till end March. His
last roles were VP & Head of Marketing at TM Berhad, CEO TM Net
and CEO Telekom Multimedia.

Lai Shu Wei resigns as VP
and Head of Marketing
The VP and head of marketing
of unifi, Lai Shu Wei who also
doubles as CEO of TM Net
and CEO of TM Multimedia at
Telekom Malaysia has tendered
in his resignation. He will
continue to serve his time out
until the end of March.
According to his LinkedIn,
Shu Wei joined webe digital in
2015 as CMO before he became
the Vice President – unifi
Marketing & Operations / Mass

Market Marketing & Operations
Shu Wei has experiences
in product development and
management, brand and
consumer marketing with a
demonstrated history of working
in the telco, banking and FMCG
industries.
In 2019, Shu Wei was awarded
MARKETING Magazine’s CMO
of The Year. For a fun read on
what Shu Wei would do with a
free elephant, click here.
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Next generation
of horseshit
You’d think that after 10 plus
years of hysterical “millennial”
horseshit that went nowhere, the
ad industry would have learned
something. But, of course, the
industry never learns anything. So
here we are again with the latest
magical mystery generation - Gen Z.
On August 1, 2007, I published
my very first blog post. It was
called “Aiming Low”. It was about
advertisers’ stupid obsession with
young people. It opened, “Of all
the dumb things that advertisers do,
one of the dumbest is aiming their
message too young.”

In the intervening 14 years,
I’ve become a terrible bore on this
subject - mostly to no avail. Recently,
however, some in the advertising and
marketing industry are starting to
come out of their coma.
This week, The Wall Street
Journal ran a piece entitled “Older
Shoppers Are the Hot New Thing
for Consumer Brands.”
It shows how one of the most
dramatic demographic changes in
human history is going on right now
- the aging of the human population.
It is being completely ignored by the
marketing industry.
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In 1950 there were twice as many
humans on Earth under 5 as over 65.
Just one hundred years later there
will be three times as many humans
over 65 as under 5.
But facts never seem to be an
impediment to idiocy, and we
are still being treated to the same
generational baloney we had to
suffer through during The Great
Millennial Scare of the last decade.
This week Business Insider
published the transcript of a suicideinducing podcast by VCs Andreessen
Horowitz that gives us thrilling new
Gen Z nonsense direct from the
mouth of a 23-year old Gen Z CEO.
First we learn that Gen Z has
$143 billion in spending power. This
is supposed to overwhelm us with
amazement.
Apparently Ms Gen Z CEO isn’t
aware that people over 50 have $7.6
trillion in spending power. And that
Gen Z’s spending power isn’t even
2% of that of old folk.
We have this from Advertising For
Skeptics….
“Researchers, media, and
marketing experts have been selling
us the exact same generational
twaddle for over fifty years now, and
we dimwits keep buying it.
Here’s how it works. If you
want to be a successful consultant
or marketing guru you must first

... So every fifteen
or twenty years
they invent a new
generation that’s
completely different
from the last. They
have distinctive,
mysterious
characteristics that
only the deeply
connected and
erudite (that’s
us!) can explain.
It’s all bullshit. It’s
astrology...
convince the hysterical and the
gullible (that’s us!) that things are
changing dramatically and they
are in dire danger of becoming
irrelevant if they don’t understand
the new type of human that is now
changing the world.
Please remember
this: There’s as
much variation
within generations
as there is between
generations.
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