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“THERE’S HIDDEN 
SWEETNESS IN 
THE STOMACH’S 
EMPTINESS.” 
Mevlana Jelaluddin Rumi (1207 - 1273) 

“REMEMBER, BEING HAPPY 
DOESN’T MEAN YOU HAVE 
IT ALL. IT SIMPLY MEANS 
YOU’RE THANKFUL FOR ALL 
YOU HAVE.” 
HAMANOID

“YOU CAN 
MARKET ON A 
SHOESTRING BUDGET 
BUT ONLY FOR SO 
LONG.” 
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EDITOR’S NOTE

Raya Ad has 
police on 
the chase

When online casino GDBet333  
released a two-minute, 48-second 
Raya commercial promoting online 
gambling, what were they thinking? 

The ad features a Muslim man 
who is planning to return to his 
hometown, but lacks cash, with the 
jingle claiming that there is an easy 
way to make money. 

https://marketingmagazine.com.my/appies-malaysia-awards-night-on-june-25/
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EDITOR’S NOTE

Gambling is forbidden in 
Islam and punishable under 
shariah law. 

I suspect this video is the 
work of a non-Malaysian team, 
because ad people in Malaysia 
know better. 

GDBet333 does post regular 
festive greetings on their 
platforms, but this gamble is 
already backfiring.

Also known as GDWon333, it 
is said to have started operations 
in 2010, based in Malaysia and 
Singapore. 

Its website says it is 
an international betting 
company and has been 
reviewed by casinoreviews.
my, yescasino.net, betreview.
org, ministryofgambling.net and 
onlinecasinomalaysia2u.

The case is being investigated 
under Section 504 of the Penal 
Code and Section 4(1)(g) of 
the Common Gaming Houses 
Act 1953. Section 504 relates to 
insult with the intent to provoke 
a breach of the peace and is 
punishable with a maximum 
imprisonment of two years or a 
fine or both. Section 4(1)(g) of the 
Common Gaming Houses Act, 
meanwhile, makes it an offence 
for anyone to announce or 
publish the opening or use of any 
location as a common gaming 
house, or invite or solicit any 
person to commit gambling. 

Netizens are furious and 
MCMC is also on the case, 
not forgetting politicians and 
religious vigilantes. 

The global social giants 
have been informed, but the 
video can still be viewed 
here: https://www.youtube.
com/watch?v=3tFCP696DLE 

This is how helpless we have 
become when all the powers to 
be are on the case but no one can 
snuff it out. 

HELP! 

CLICK TO WATCH VIDEO

https://gdwon3.com/en/home
http://yescasino.net/
http://betreview.org/
http://betreview.org/
http://ministryofgambling.net/
https://www.youtube.com/watch?v=3tFCP696DLE
https://www.youtube.com/watch?v=3tFCP696DLE
https://www.youtube.com/watch?v=3tFCP696DLE
https://www.youtube.com/watch?v=3tFCP696DLE
https://www.youtube.com/watch?v=3tFCP696DLE
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“Steering brands 
back on track”

A comprehensive look at iMedia and its rapid expansion
by Vasuki Rao

of doing so is pinching at the 
increasingly thinning pockets of 
many.

As such, businesses, 
especially SMEs, need to hinge 
on creative approaches to 

As Covid-19 shows no signs 
of significantly slowing down, 
the economy and all its patrons 
are stuck between a rock and 
hard place. A gruelling lockdown 
saves lives but the tradeoff 

From left: CEO, Voon Tze Khay; CCO, Loh Ken Wei; CFO, Jacky Tee 
and Sales Director, Brian Alexis
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endeavour through this period. 
Unsurprisingly, a lot of them 
have channeled into digital 
means of affording their products 
and services.

In the crowded digital 
landscape, one Malaysian 
company is not just bracing for 
hardship but rather is steering 
brands back on track.

iMedia is an integrated digital 
media company started by 
Catcha Group in January 2020. 
The digital media company was 
officially launched in July and 
hired in four start-up mavericks 

with seasoned experience in the 
digital publishing industry. They 
are Voon Tze Khay as CEO, Jacky 
Tee as CFO, Loh Ken Wei as CCO 
and Brian Alexis (Brian) as Sales 
Director. 

MARKETING Magazine 
recently had the opportunity to 
sit down with Tze Khay, to pick 
his brain on what exactly iMedia 
has up its sleeves.

The ethos of the company 
is simple: Bringing People and 
Brands Together to go from Good 
to Great. The management team 
mixed high potential brands, 
hungry and smart individuals 
together with their own secret 
sauce of operation synergy 
to form a highly efficient and 
ruthless outfit.

In the age where tech titans 
such as Google or Facebook 
are able to shrug off smaller 
players in digital market with 

... The ethos of 
the company is 
simple: Bringing 
People and Brands 
Together to go 
from Good to 
Great...

iMedia’s strategy team
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ease, iMedia has taken the lead 
in welcoming collaboration, 
strategic partnerships, mergers 
and acquisitions (M&A) as a 
means to be able to consolidate 
user base and leverage on its 
comprehensive 360 degree 
solution suite for brands.

“We have seen a big shift of 
traditional ad dollars moving 
online and this provides a vast 
opportunity for companies 
and individuals to take on,” 
Tze Khay said. “With South 
East Asia sitting over 600m in 
population, we strongly believe 
that our position as an integrated 
digital media, agency and social 
marketing company is well 
positioned to capitalize on this 
immense opportunity to engage 

with a large online user base.” 
What is more remarkable is 

the speed of their growth over 
the past year. In the span of 6 
months, iMedia has managed to 
add 5 new key brands into their 
portfolio via M&A.

“One of the key strategies 
behind these M&A’s is 
consolidation and providing 
brands and advertisers a fully 
integrated digital advertising 
solution and experience that cuts 
across digital strategy planning, 
content, social influencers, 
premium video advertising 
and much more,” Tze Khay 
explained. “There are hundreds 
of independent digital media 
and advertising businesses in 
Malaysia that would be better 

The team behind the 
influencer marketing 
platform, Ittify

Members of the Oh Media 
and Beautiful Nara team
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under one unified roof where 
they can share technology, data, 
content, sales teams and clients 
and we aim to be that single 
digital home for Malaysian 
digital media properties and 
beyond.”

Stopping short of being 
termed as iMiracle, the core team 
reveals that the successes thus far 
are rooted in having a young and 
agile team comprising industry 
thought leaders, an extensive 
network of resources to leverage 
on, shrewd strategy experience 
but also prudent financial 
management. 

As any business owner knows, 
COVID-19 was possibly one of 
the hardest times to grow a new 
business and Tze Khay agrees. 
While he acknowledges that 
with every economic downturn, 
there are also opportunities 

that arise, he hopes to see these 
opportunities outweighing the 
current slowdown of business in 
the long term. 

“When we left our previous 
jobs in 2019 to start our 
companies, iCre8 Asia (exclusive 
advertising sales reseller for iflix 
Malaysia) and iCreative Asia 
(digital and creative agency), 
we never had the thought of 
embarking on an integrated 
digital media business in such 
a short time frame,” he said. 
“When the Covid-19 pandemic 
started to hit Malaysia at the tail 
end of Q1 in 2020, we had to re-
strategize our business plans 
and look at the possibilities of 
pivoting.”

It was this quick-thinking 
mentality that has made the 
team nimble enough to shift 
gears to social media advertising 
specifically through influencer 
marketing when physical 
distancing became a norm.

“All these happened very 
fast in a few months; and we 
had to balance between growing 
and investing in the business 
and making sure we manage 
cost efficiently so that we do 
not overburn our monthly 
cash projections; as revenues 
were very unstable (even until 

“When the Covid-19 
pandemic started to hit 
Malaysia at the tail end 
of Q1 in 2020, we had 
to re-strategize our 
business plans and 
look at the possibilities 
of pivoting.”
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now) during the start of the 
pandemic,” Tze Khay said. 
“Our quick decision making, 
calculated risk taking, prudent 
spending, resilience and strength 
as a team have definitely helped 
us pull through right up till this 
very moment; where we’re still 
very much in the thick of the 
pandemic.”

Being in the industry of 
helping other businesses, the 
decisions iMedia make also 
affects its subsidiaries and 
brands. One of the key strengths 
iMedia provided them from the 
beginning was their commercial 
value. 

“The company is built upon 
a team of highly capable and 

experienced management, sales 
and strategy people; who have 
deep connections with the top 
agencies as well as top spending 
advertisers in the country,” 
Tze Khay said. “iMedia takes 
centerstage for all campaigns 
and pitches for its brands and 
we provide a comprehensive 
integrated solution; from idea 
conceptualization, creative 
content development, sourcing of 
talents, execution of campaigns 
and right to optimization and 
recommendation to agencies 
and clients to tackle their pain 
points and overall campaign 
objectives.”

As flawless as that sounds, 
the issue of digital saturation 
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and fatigue lingers around 
the corners, especially after 
the recent pandemic-induced 
acceleration. However, iMedia’s 
management sees digital 
adoption not as an option 
but rather the centre of every 
industry and economy moving 
forward. 

Tze Khay says that the better 
question to ask is how fast 
and efficiently can companies 
cope with these digital 
transformations. 

“For instance, the digital 
media industry in Malaysia 
is saturated in a sense where 
everyone can become a content 
creator,” he said. “However, as 
the market for adex is dominated 
by the likes of Google and 
Facebook, local publishers 
and the like will have to unite, 

whether through strategic 
partnerships, collaboration and/
or merger and acquisition.” 

Most recently, iMedia struck a 
strategic sales partnership with 
The Walt Disney Company, to 
represent leading international 
brands such as Disney, Fox 
Sports, ESPN, Stadium Astro and 
National Geographic, enabling 
iMedia to expand its video and 
display advertising solutions 
network and sponsorship 
opportunities with advertisers.

Moving forward, Tze Khay 
says M&As will continue 
to remain as one of the key 
strategies in iMedia’s growth 
plans. One of the company’s 
priorities is to look for businesses 
that can complement their 
current solutions. 

“For example, agency 
driven businesses that provide 
performance marketing 
solutions and data analytics to 
advertisers; as well as companies 
that have deep creative 
content production and tech 
development capabilities,” Tze 
Khay explained. “Having said 
that, focusing on organic growth 
and maintaining profitability of 
our current portfolio of brands is 
equally important for iMedia.”

... local publishers 
and the like 
will have to 
unite, whether 
through strategic 
partnerships, 
collaboration and/
or merger and 
acquisition...
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Story of a 
rebel brand 

Suthan Mookaiah 
offers a lighter solution 

to Beli Gas
by Vasuki Rao
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The conventional practice of 
refilling gas cylinders for cooking 
in Malaysia has remained 
relatively the same in the last 
decade. One either goes to the 
closest retail store to buy and 
transport a 10kg, 12 kg or 14kg 
cylinder back home, or call 
on their retail agent to have it 
delivered to the house. 

While for the end user, 
the latter method has proved 
relatively convenient, the supply 
chain logistics in the back-end 
remains “heavy” in getting the 
load from distributor to end 
user. As a result, the ceiling 
price of liquified petroleum 
gas (LPG) mandated by The 
Domestic Trade, Cooperatives 
and Consumerism Ministry 
(KPDNKK) to wholesalers, gains 
weight as it travels through 
multiple layers of “middle 

persons” before reaching the end 
consumer.

Determined to provide 
an alternative solution to 
high cooking gas prices and 
slow deliveries, 35 year old 
entrepreneur, Suthan Mookaiah  
founded Malaysia’s first cooking 
gas delivery business, BeliGas, 
shortly after the first Movement 
Control Order (MCO) was 
implemented last year. In less 
than a year since it was founded, 
BeliGas now owns 13 branches 
and 2 warehouses to effectively 
cater to delivery demands in 
multiple locations across Klang 
Valley. 

While speaking to Suthan 
about BeliGas, it was hard to 
not be inspired by his story of 
resilience and innovation. After 
dropping out of college due 
to financial challenges, Suthan 
immersed himself into the coding 
scene which according to him, 
was still a relatively untapped 
skill in Malaysia back then. 

Taking advantage of that, at 
the age of 18, the Winner of Top 
100 Malaysia’s Influential Young 
Entrepreneur Award 2020, used 
his self-taught coding skills 
and started providing website 
building services to both local 
and foreign clients, on top of 

...No loans, 
no grants, no 
handouts. 
Pure grit and 
acumen!

SOCIAL ENTERPRISE
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selling ebooks and audiobooks. 
By the time he turned 21, Suthan 
had made his first million and 
was later headhunted by Spain-
based global integrated digital 
services company, to lead and 
develop the content market in 
SEA as the Regional Business 
Development Manager. 

After 10 years of constant 
travelling, when the COVID-19 
pandemic hit in 2020, Suthan 
and his team of 12 in Malaysia 
received the news that the 
company’s stakeholders had 
decided to exit the SEA market, 
suddenly leaving them all 
without a job. 

As devastated as Suthan was 
by the news, he was determined 
to find a way to turn things 
around for his staff. The idea of 

SOCIAL ENTERPRISE

... As devastated 
as Suthan was 
by the news, he 
was determined 
to find a way 
to turn things 
around for his 
staff... 
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BeliGas came to him when he 
was at the Bandar Sungai Long 
Centrepoint restaurant which he 
owns. 

“One of my chefs noticed that 
the restaurant was running out 
of cooking gas and as I watched 
him make the call to the closest 
distributor, I realised that our 
restaurant’s urgency was being 
brushed off and the price of a 
14kg cylinder was around RM 
35,” Suthan said as he recalled 
the incident which led to the 
conception of BeliGas. “As I was 
eager to start a business of my 
own, I did more research on LPG 
and spoke to other consumers 
and that’s when I noticed that 
cooking gas prices were at least 

RM 10 more than the government 
mandated price.” 

Cheap and easy – these two 
words define BeliGas’s business 
model born out of the mission 
to streamline the segmented 
LPG industry that has seen no 
significant innovation over the 
last decade. 

BeliGas prices its 14kg 
cooking gas cylinders starting at 
RM 26.60 for on demand orders 
and RM 25.50 for pre-orders. 
Consumers may place their 
order via the official BeliGas app 
available for Android users or 
via its website. BeliGas obtains 
cooking gas cylinders directly 
from suppliers and with delivery 
partners, gas can be delivered 
effectively from any point.

“A RM 10 difference might 
not affect some of us but by 
removing hierarchies and using 
a flat transaction model, our 
prices benefit the financially 
underprivileged communities in 
Malaysia,” Suthan said. 

However, aside from using 
digital solutions to provide 
controlled cooking gas prices 
and efficient delivery services, 
BeliGas is also making an impact 
on society by functioning as a 
social enterprise. “Providing 

... Cheap and easy – 
these two words define 
BeliGas’s business 
model born out of the 
mission to streamline 
the segmented LPG 
industry that has 
seen no significant 
innovation over the last 
decade...

SOCIAL ENTERPRISE
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a stepping stone for reformed 
convicts could help them to 
blend into the community with 
business training and delivery 
service,” Suthan explained. 
“In doing this, BeliGas has 
formed a collaboration with the 
Malaysian Prison Department, 
in particular the Kajang Prison, 
to train prisoners and provide 
employment once released from 
prison.”

In terms of marketing, Suthan 
says his strategy combines 
different forms of over-the-

top advertising approaches, 
billboards and straight-forward 
videos to reach consumers. “In 
terms of customer awareness, 
most we’ve noticed that organic 
word of mouth recommendations 
from our satisfied customers has 
been the most impactful,” Suthan 
added. 

By the end of 2021, BeliGas 
aims to own 100 branches 
Peninsular-wide and is also 
considering expanding the 
business to Sabah and Sarawak 
in the future.

“Providing a 
stepping stone 

for reformed 
convicts could 

help them to 
blend into the 

community with 
business training 

and delivery 
service,” 

CLICK TO WATCH VIDEO

SOCIAL ENTERPRISE

https://www.youtube.com/watch?v=0892L-3GaGw
https://www.youtube.com/watch?v=0892L-3GaGw
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HAS P&G GONE 
CRAZY?

Well, that didn't take long. 
Two major players in online 
media - Google and Apple 
- have recently announced 
that traditional tracking 
methodologies (third party 
cookies and IDFA respectively) 
would be restricted in their 
systems.

Last week we predicted that 

the marketing industry would 
react to this by trying to replace 
these tracking technologies with 
new surveillance techniques.

This week, The Wall Street 
Journal reported that Procter 
& Gamble, the world's largest 
consumer packaged goods 
marketer, had "participated in 
testing an advertising technique 

BOBHOFFMAN.COM

https://typeagroup.cmail20.com/t/d-l-qjkkya-jyyknitlt-r/
https://typeagroup.cmail20.com/t/d-l-qjkkya-jyyknitlt-y/
https://typeagroup.cmail20.com/t/d-l-qjkkya-jyyknitlt-y/
https://www.bobhoffmanswebsite.com
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being developed in China to 
gather iPhone data for targeted 
ads, a step intended to give 
companies a way around Apple's 
new privacy tools."

What a lovely idea. According 
to the Journal, Procter & Gamble 
"...has joined forces with dozens 
of Chinese trade groups and 
tech firms working with the 
state-backed China Advertising 
Association to develop the new 
technique."

It's not bad enough that 
these marketing creeps know 
everything about us, now we 
have the Chinese government 
-- famous for their respect for 
individual rights -- involved in 
developing adtech.

Of all the companies that 
talk out of both sides of their 
mouth, P&G is definitely a hall 
of fame candidate. A few years 
back, their chief brand officer, 
Marc Pritchard, made a name 
for himself by spouting off at 
an ANA conference, calling out 
the online ad industry for its 
creepiness and crookedness. 
Hey, Marc, does it get any 
creepier than working with 
Chinese government backed 
organizations to develop 
surveillance tools? In their mania 
for collecting data has Procter & 

Gamble lost their fucking minds?
A P&G PR release said that 

its purpose in working with 
its Chinese partners on this 
new tracking technology was 
simply part of its commitment 
to “deliver useful content 
consumers want..."

This is 100% undiluted, 
artisanally curated, organically 
grown horseshit. The reason they 
are doing this is that research has 
indicated that as many as 85% of 
iPhone users will not opt-in to 
be tracked as IDFA goes away. 
The assertion that the scourge 

of relentless 
tracking results 
in "useful content 
consumers 
want" is beyond 
absurd.

BOBHOFFMAN.COM

... This 
is 100% 
undiluted, 
artisanally 
curated, 
organically 
grown 
horseshit...

https://typeagroup.cmail20.com/t/d-l-qjkkya-jyyknitlt-j/
https://typeagroup.cmail20.com/t/d-l-qjkkya-jyyknitlt-j/
https://www.bobhoffmanswebsite.com


Due to the coronavuirus pandemic, many people in Brazil had 
nothing to eat. A charity bazaar raised money to buy food for people 

with social vulnerability.

Client Obra Nossa Agency Santiago Comunicação


