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“BE 
YOURSELF. 
EVERYONE 
ELSE IS 
ALREADY 
TAKEN.”
Oscar Wilde

“TOO MANY 
NEWSPAPERS 
WILL CONFUSE 
MALAYSIANS.”
Umno President Dato’ Seri Dr. Ahmad 
Zahid bin Hamidi who filed a RM220 
million defamation suit last month 
against Malaysiakini over coverage of his 
corruption trial.

“IF I WAS APPOINTED 
AS THE PM AGAIN, 
THE FIRST THING I 
WILL DO IS CENSOR 
THE INTERNET.”
Malaysia’s longest serving prime minister 
Tun Dr Mahathir Mohamad, 5 years before 
he became PM again.
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The man 
who made 

Yasmin Ahmad 
possible 

One does not get more 
understated than Tan Sri Mohd 
Hassan Marican. 

Constantly low profiling himself, 
he was the former President and 
Chief Executive of Petronas and 
President of Khazanah Nasional 
Berhad. 

Coincidentally, he retires today 
as independent and non-executive 
director of Singapore-listed Sembcorp 
Industries Ltd. 

The love affair Malaysian 
consumers have been having with the 
Petronas brand is unquestionably the 
creation of the late Yasmin Ahmad, 
Executive Creative Director at Leo 
Burnett and accomplished Malaysian 
film director, and her team.

Even though our beloved Yasmin 
has passed on almost 12 years ago, 
her work continues to live in the 
hearts and minds of Malaysians. 

https://marketingmagazine.com.my/appies-malaysia-awards-night-on-june-25/
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Every Petronas marketing 
officer I have known since has 
been riding on the coat-tails of 
her work till this day. 

She is the subject of almost all 
public or industry talks done by 
them at events and conferences. 

Can’t blame them, her 
commercials are still stunning to 
any audience. 

Pitifully, they’re always 
looking for that next Yasmin-type 
commercial from their agency 
partners and haven’t got past the 
legacy of this great lady. 

Petronas is a shining example 
of a brave client, and I am 
referring specifically to Tan Sri 
Mohd Hassan Marican. 

Whilst Yasmin was amazing 
at selling her ideas, it was the 
blessing of this man that eased 
her way along the hierarchy that 
is common  in all astronomical 
organisations like Petronas.  

Tan Sri made the boardroom 
arguments obsolete by giving 
Yasmin the unspoken mandate 
on creative decisions. 

But Yasmin did more than 
that, she made the clients feel 
that they were the ones who 
made it all possible. 

This is the classic master 
stroke of her lovable style. 

Maybe that’s how great 
creative work is possible: make 
the boss your best friend and 
tango with the rest like they are 
sacrosanct. 

We miss you Min. 
And thank you Tan Sri. 

... Whilst Yasmin was 
amazing at selling 
her ideas, it was the 
blessing of this man 
that eased her way 
along the hierarchy 
that is common  in 
all astronomical 
organisations like 
Petronas. Tan Sri 
made the boardroom 
arguments obsolete 
by giving Yasmin 
the unspoken 
mandate on creative 
decisions...

https://www.youtube.com/watch?v=pPJ59Dltf2w&list=PL05A9D995778ED301
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Football scores 
its own goal! 

Fifteen of the biggest clubs 
in Europe secretly decided to 
form their own breakaway 
Europe Super League (ESL). 
In the process they guaranteed 
themselves big name, high-
revenue matches, irrespective of 
performance on the pitch. In a 
model similar to the American 
NBA or NFL, teams could not be 
relegated from the new League if 
they performed poorly.

The pandemic has left many 
clubs in a poorer financial 
position, and that was part of 
the motivation for this new 
League, because of the greater 

... In the process 
they guaranteed 
themselves big 
name, high-
revenue matches, 
irrespective of 
performance on 
the pitch...
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TV revenues the new deal 
offered. Further, JP Morgan was 
bankrolling guarantees of USD 4 
billion.

But the ESL lasted a grand 
total of 2 days, until 6 English 
clubs  withdrew following 
worldwide fan outrage, player 
indignation and political 
pressure.

Team managements were 
rocked and clubs launched post-
haste apologies that looked 
insincere. Fans are still protesting 
against their owners. UEFA fines 
and censures are yet to come.

What lessons can marketers 
gain from what is the biggest 
marketing and PR disaster in 
sports in years?

1. Don’t stray far away from 
your core customer: The 
administrators and owners 
have forgotten what business 
they are in. TV rights are 
massive because of global 
audiences for the game, and the 
owners were focused on that, 
while they ignored the local 
fans. They ignored the core of 
the game which is local fans 
who support their teams come 
rain or shine in the stadiums 
and neighbourhoods that 
birthed the clubs 150 years ago. 
By setting up a League where 
smaller clubs could not enter, 
it was seen as a cynical money-
making effort, with the soul of 
the game being sold out. Even 
fans of the big clubs did not 
want this sudden shift to their 
traditional game. 

2. When launching a new 
product, pre-test it and 
socialize it: 
• The Europe Super League 
was sprung on the world on a 
Sunday afternoon, with team 
managers and players hearing 
about it for the first time along 
with outraged fans. When the 
owners and top brass do things 
in secret, and then present it as 
a fait accompli, they damage 

What lessons 
can marketers 
gain from what 
is the biggest 
marketing and 
PR disaster 
in sports in 
years?
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irrevocably the trust between 
the brand and its consumers. 
Had the creators tested and 
familiarized the idea, they 
might have stood a better 
chance of success. Had they 
deployed the magnetic pull of 
soccer stars in service of their 
cause, instead of against it, they 
might have succeeded. Instead 
of being seen as a greedy 
initiative by ivory tower-
dwelling owners, it could have 
been positioned as a thoughtful 
effort to save the game.

3. Never underestimate the power 
of emotion: 
• The ESL forgot that the game 
is full of tradition, legendary 
stories and a fabric of shared 
memories. Football fans live off 
the romantic possibility that a 
small, under-funded, lower tier 
team can topple a top squad, 
any given weekend of the 
year. It may happen only once 
in a few months or years, but 
the possibility exists actively 
in the hearts and minds of 
fans. Perhaps supporting a 
football club is an essentially 
irrational act, and a journey of 
pain, but fans do it anyways. 
The calculating minds of the 
ESL ignored the hot-blooded 

passions that the existing 
formats of the game stirred.  
Even if the ESL made more 
financial sense for all parties, 
by not managing the emotional 
aspects of the change the 
ESL founders lost their battle 
swiftly.

Marketers would be wise to 
avoid these own goals.

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 (2019, 2020). The views 

expressed here are 
the author’s own: 
you can debate with 
him at sandeep@
ampersand-
advisory.com

...the ESL 
lasted a 
grand total 
of 2 days...

mailto:sandeep@ampersand-advisory.com
mailto:sandeep@ampersand-advisory.com
mailto:sandeep@ampersand-advisory.com
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Why isn’t your brand 
in entertainment? 

The conversation about long form content 
is a totally different language altogether. 

by The Hammer

Michael Chen

Sheen Singh
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It is fair to say most Malaysian 
marketers have yet to grasp the 
idea of having their brand in a 
movie, TV series or animated 
story. 

Many have flirted with the 
thought but eventually resigned 
to starring their brands in 
commercial breaks between 
shows instead. They side-step 
bigger fame for ads and branded 
content that skim the surface of 
what is possible. 

I am talking about serious 
creative work, long form content 
that hits the screens where real 

audiences choose to be. Instead 
of force-feeding them commercial 
drivel that is long past its due 
date. 

Malaysian brands understand 
that greatness comes with being 
a brand that people love and 
cherish as part of their lives. 

But they are also devilish 
about having all their USPs 
and product benefits upfront 
wherever and whenever possible; 
an approach that does not work 
when building real connections.

There are techniques brands 
can deploy in an attention-deficit 
environment while scripting 
the right brand values without 
interrupting people’s lives. 

The world has changed. 
Entertainment is the new oil. 

And it may be all you need 
to supplant your approach to 
marketing.  

... The world 
has changed. 
Entertainment 
is the new oil...
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In fact, sometime it is 
the challenger brands that 
understand this better! 

Remember Silky Girl? 
The brand got involved in 

helping finance and promote the 
late Yasmin Ahmad’s Mukhsin, 
and subsequent smart tie-
ins with the movie is reaping 
dividends till this day. Silky 
Girl shot to No 1 in Malaysia in 
sales in the mass-market colour 
cosmetics in less than three years 
from launch. 

Like all great investments, 
long form content is a serious 
business. 

... Silky Girl shot to 
No 1 in Malaysia in 
sales in the mass-
market colour 
cosmetics in less 
than three years 
from launch...
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In this exclusive, we talk to the 
founders of IRON HILL MEDIA 
(IHM), seasoned players in the 
commercial branding business, 
who are offering Malaysian 
brands a shot at real fame. 

IHM develops stories in the 
form of TV series and full length 
feature films for the local and 
global market. They are currently 
in the thick of several projects at 
various stages of development. 

IHM believes it is time your 
brand deserves enduring fame.  
We sat down with Sheen Singh, 

President of IHM and CEO 
Michael Chen at their office in 

KL to find out more about what 
they are doing...  

Tell us about yourselves...
SHEEN: I have been in the 
advertising film production 
business for over 30 years. Old-
timers would recognise me from 
my previous company, Axis 
Films. I then moved on to start 
Passion Pictures in the year 2000. 
What followed was the Jakarta 
office in 2005 and then Bangkok 
in 2012. 

Passion pioneered the 
producer-led production 
company approach for TVC 
production in Malaysia. Clients 
are given the freedom to work 
with any preferred film director 
and build a longstanding 
relationship with producers who 
would learn about the client’s 
specific needs and objectives. I 
have brought this approach to all 
my companies and it has been 

... IHM develops 
stories in the form 
of TV series and 
full length feature 
films for the 
local and global 
market...

http://www.ironhillmedia.tv
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our success formula.

MICHAEL: While studying 
law, I started out as an actor in 
theatre in the early 2000’s. By 
the time I graduated, I jumped 
into TV production, wanting to 
learn what goes on behind the 
camera as much as I wanted 
to be in front of the camera. I 
did everything from being a 
Production Assistant, Assistant 
Director and Assistant Producer 
for several TV productions back 
to back. 

I transitioned to being a 
Marketer and Event Organiser 
for a short spell, before becoming 
a Producer with my first indie 
feature film ‘CUAK’ (2014).  
I then spent 5 years producing 
hundreds of short form branded 
content via RTV Malaysia, 
a department I started for 

Nuffnang Malaysia.

Why Iron Hill? 
SHEEN: The name Iron Hill 
Media is a homage to my 
birthplace, Bukit Besi, an iron-
mining town near Dungun in 
Terengganu. I thought it was 
a fitting and somewhat grand 
name. The steam engine train 
that comes out of the tunnel, 
bearing iron ore destined for 
Japan in our logo, is a vivid 
memory of mine as a 6-year old 
kampung boy.

From steam to stream?
SHEEN: It’s the new ride... with 
the advent of streaming (OTT) 
channels taking over the world I 
saw an opportunity in long form 
storytelling with clever brand 
integration that was not there 
before. 
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In our multiracial country, 
there is no shortages of great 
stories to tell and with our ability 
to produce high quality content, 
I felt we can create something 
truly great. However, I needed 
the right partner to run IHM and 
finally after two years... (points to 
Michael) I found this guy! 

MICHAEL: For me to be 
given the opportunity to start 
a company with the likes of 
Sheen is a defining moment. 
For the first time in my creative 
life, I get to focus purely on the 
development of an (creative) 
idea and not have to worry about 
production values because my 
partners at Passion Pictures can 
guarantee the final product is 
flawless.

What’s that process been like 
so far?
MICHAEL: While I’m used to 
dreaming up ideas, developing 

decks, proposals and pitches 
for funding, I’ve personally not 
had the chance to focus purely 
on long form content. Being 
able to concentrate 100% on 
development has allowed me 
to go deeper into the process. 
Beyond just doing a 10 slide deck 
or writing 1-pager treatments. 

What is on your slate?
MICHAEL: We have completed 
a full pitch bible for a world 
class animated series, including 
a finalised 2-minute teaser, key 
character and environment 
designs, a fleshed out pilot 
episode and detailed episodic 
breakdowns for the full first 
season. 

We are currently courting 
Netflix and Amazon Prime on 
this.

We are also in the final stages 
of a writers room for a murder 
mystery premium series that has 
been greenlit by Astro Shaw. 

We have been selected by 
FINAS to produce a horror 
movie.This is literally in the 
works right now. Asian horror 
does especially well in local and 
global markets.  

We now have a varied slate 
that includes a police thriller and 

... In our multiracial 
country, there is no 
shortages of great 
stories to tell and with 
our ability to produce 
high quality content, 
I felt we can create 
something truly great...
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a dramatic retelling of the first 
English educational Malaysian 
TV program in the 80’s - both 
of which are based on the little 
known exploits of real Malaysian 
icons. 

We also have a war drama 
mini-series based on the 
communist aggression in Borneo 
during the 60’s. 

Finally, we have a revenge 
action series told against the 
backdrop of the Malaysian 
Hungry Ghost Festival and a 
gangster family drama series set 
in the small settlements of our 
country. 

All of these ideas have strong 
local sensibilities but are steeped 
in universal storytelling elements 

that will enable the content to 
seek a global audience as well.

What makes you guys 
different? 
SHEEN: We will produce 
authentic Malaysian stories with 
high production values that can 
be enjoyed primarily by a local 
audience and if we are lucky, a 
global audience too. Plus our 
connection to Passion in making 
high end commercials over the 
last 20 years is a huge point 
of difference when it comes to 
production. 

MICHAEL: We are excited about 
long form content, and we can 
show you why, and how this will 
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elevate brands from the current 
routes they take. We create and 
also build upon ideas to see the 
fit in the plot of things.

Why do you think brands in 
Malaysia haven’t really done 
this? 
MICHAEL: In the Malaysian 
landscape, brand involvement in 
long form content almost always 
comes as an afterthought or with 
simplistic product placement. 

But look at shows like 
‘Stranger Things’, where brand 
placements are a lot more 
intelligently infused to create 
a nostalgic and emotional 
connection. Hopefully, we find 
the right brands who see the 
value in investing into this sort 
of engaging long form branded 
content.

SHEEN: One of the things 
we plan to do is to talk to 
brands based on our extensive 
commercial background and 
invite the brands to take a 
more prevalent role in the 
development of content that we 
embark on. Creating content 
that inspire more meaningful 
connections for their brands can 
only do wonders for them.

Fame is a given. 

MICHAEL: In the more mature 
entertainment marketplaces, 
there are independent companies 
that do only this, connecting 
brands with content in the 
early development stages. Take 
for example the successful YA 
(Young Adults) film, ‘To All The 
Boys I’ve Loved Before’. 

Subway is  featured quite 
prominently but not in an overtly 
intrusive way, as the best friend 
character in the film was written 
to have an undying obsession 
with their sandwiches.

At IHM, we figure out how 
a brand can be seamlessly 
weaved into a story that we 
are developing and we can go 
deeper by crafting other related 
commercial content too. 

Do you date marketers? 
MICHAEL: You mean like a 
dream date? Hahahaha, drop us 
a line at michael@ironhillmedia.
tv and we’re game to meet and 
pitch the titles on our current 
slate. Our website www.
ironhillmedia.tv has more.

https://www.youtube.com/watch?v=E49kwh6ozqc
https://www.youtube.com/watch?v=f6fIeu7cA3c
mailto:michael@ironhillmedia.tv
mailto:michael@ironhillmedia.tv
http://www.ironhillmedia.tv
http://www.ironhillmedia.tv
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Content, 
Commerce & 

Entertainment 
Will Shape the Future of 

Marketing

By Greg Paull
Co-founder and Principal, R3

In a recent conversation 
with Mastercard CMO Raja 
Rajamannar, Procter & Gamble’s 
Marc Pritchard said the future 
of marketing can be found in 
China. Having worked with 
leading marketers in China for 
more than twenty years (we even 
wrote a book about the country’s 
marketing transformation in 
2013), seeing China accelerate 
from a developing market to a 
mature, futuristic harbinger has 

been nothing short of incredible.

What is shaping marketing’s 
future?

Using marketing in China 
as a roadmap, we can make a 
few assumptions about what 
to expect in our industry in the 
next three years. The shift in this 
direction has already begun:
•	Marketing strategies will be 

platform-driven, designed for 
community, highly targeted, 
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integrated with e-commerce, 
and built on content and 
entertainment.

•	There will be increased demand 
for specialist agencies. 

Characteristics of future-
forward marketing strategies

In China, digital marketing 
accounts for more than 50% 
of marketing budgets, up 
7.5% in 2018 and doubling 
since 2016. Content marketing 
monopolizes as much as 50% of 
total marketing budgets. Almost 
every campaign has a digital 
component accessible by mobile 
phone. Marketers in China 
increased their digital investment 
by an estimated 22.7% in 2020, 
and 80% of netizens shop online.

Contrary to the idea that data 
will be the main factor propelling 

marketing forward, China’s 
marketing landscape suggests 
that human curiosity and need 
for connection plays a large role 
in driving adoption. Catching 
up to this degree of digital 
penetration and engagement 
requires a shift in thinking and 
ways of working.

... Content marketing 
monopolizes as 
much as 50% of 
total marketing 
budgets. Almost 
every campaign has 
a digital component 
accessible by 
mobile phone...
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1.  Platform-driven and content-
defined: Four digital giants 
account for 69% of China’s 
entire digital market, yet 
focus is on audience-specific 
marketing.  
     Mind shift: Serving 
multiple, segmented 
audiences through single 
platforms.  
     Operations shift: 
Integrating platform insights 
to inform overall commercial 
strategy. 

2. Teams that address brand and 
performance: The traditional 
marketing funnel model 
of awareness to advocacy 
no longer works with the 
growing strength and 
dominance of third-party 
platforms. 
     Mind shift: Seeing brand 

building and performance as a 
‘dual engine’ of growth. 
     Operations shift: 
Maintaining a centralized 
multidiscipline and data-
driven strategy center that 
informs a brand’s e-commerce 
operations. 

3. Entertainment as a retail 
opportunity: Sponsorship 
of programs (broadcast 
network and platform-
owned) are popular in China. 

... Seeing brand 
building and 
performance as 
a ‘dual engine’ 
of growth...
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With demand comes an 
unprecedented variation of 
collaborative formats. 
     Mind shift: In-platform 
engagement is only half the 
equation.  
     Operations shift: Develop 
budgets that consider true 
ROI, including costs within 
and outside of the sponsorship 
and “waste” in the process.

The impact on agency models
In interviews with more than 

500 marketing professionals and 
600 client-agency relationships 
across China last year, R3 and 
SCOPEN found that China is 
above the global benchmark 
for using specialized agencies. 
However, in the same survey, 
one-third of marketers said they 
would prefer to work with an 
integrated agency model if the 
degree of specialization was 
available. Working with one is 
always less complicated than 
working with many.

With digital becoming a mix 
of walled gardens and niche 
platforms, specialist agencies will 
inevitably play a more significant 
role in the agency ecosystem. 
We see this with passive audio 
on Clubhouse and e-commerce 

livestreaming. Even Google 
offers insights to marketers that 
no digital agency is privy to. 

As a result, we might see 
more marketers expand their 
ecosystem of agency partners 
while keeping overall digital 
strategy with an AOR or bringing 
control in-house. Marketing 
will be content-rich and media 
and entertainment-driven, to 
the delight of audiences. The 
challenge for marketers will be 
to bring focus, integration, and 
discipline to the fragmented 
structure.

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

... With digital 
becoming a mix of 
walled gardens and 
niche platforms, 
specialist agencies 
will inevitably play 
a more significant 
role in the agency 
ecosystem...

http://www.rthree.com
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Facebook 
Outrage of the 

Week
Last week I wrote about the 

2019 breach of half a billion 
Facebook users' records, 
including personal information 
like email addresses and 
phone numbers. Because of 
Facebook's incompetence and 
irresponsibility this information 

BOBHOFFMAN.COM

https://typeagroup.cmail20.com/t/d-l-qtyttjl-jyyknitlt-t/
https://www.bobhoffmanswebsite.com
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is now available to anyone as 
hackers have posted it all on the 
web.

Astoundingly, Facebook says 
it has no intention of notifying 
these people that their personal 
private information is now 
available to any crook, scam 
artist, or sleazeball who wants it.

How can a company be so 
astoundingly irresponsible, you 
ask? Simple, it's Facebook.

On Thursday, the European 
Union, through the Irish 
Data Protection Commission 
(which has jurisdiction because 
FB's European headquarters 
are in Ireland) launched an 

investigation into Facebook's 
behaviour in this case.

According to GDPR 
regulations, Facebook 
was required to notify the 
Commission of any data 
breach in a timely fashion, 
generally assumed to be 72 
hours. Although the breach 
occurred in 2019, to this day 
Facebook has never informed 
the Commission of the breach. 
In fact, according to TechCrunch, 
the Commission found out about 
it just like you and me - through 
press reports.

Facebook claims that it was 
"old data" and therefore not 
subject to GDPR. Nice try.

You may remember that in 
2019 Facebook was fined $5 
billion by the FTC here in the US 
for privacy violations. It was also 
forced to enter into an agreement 
with the FTC to act responsibly 
in their handling of data. At 
the time the FTC said...“The 
Department of Justice ...expects 
Facebook to treat its privacy 

obligations 
with the utmost 
seriousness.” 

Yeah, good 
luck on that 
one.

BOBHOFFMAN.COM

... How can 
a company 
be so 
astoundingly 
irresponsible, 
you ask? 
Simple, it's 
Facebook...

https://typeagroup.cmail20.com/t/d-l-qtyttjl-jyyknitlt-i/
https://www.bobhoffmanswebsite.com



