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EDITOR'S NOTE

Half the population has not signed on to MySejahtera, 
which is shocking. It is a national tragedy in the making. 

Help those who have not done so however you can. 
Nothing else can be more important.

https://marketingmagazine.com.my/appies-malaysia-awards-night-on-june-25/
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SECTION HEADER GOES HERE

Serving the Best Malay 
Entertainment and Live 

Sports to Young Malaysians
One medium that keeps 

growing by leaps and bounds 
during these difficult times is 
television. 

As TV rules the roost in the new 
normal, with ‘multiple screens’ in 
the house, family TV has become 
personal TV.

Inspired by the Malay 
word ‘suka’, sooka focuses on 
aggregating and curating content 
that resonates with millennials 
on a mobile-based streaming 
platform. 

Targeted at young Malaysians, 
it offers on-demand live sports, 
fresh local content, dramas and 
entertainment, plus exclusives and 
originals with 60% of the content 
Free. 

Millennials already make up 
30% of the Malaysian population 

and market research company 
Nielsen predicts that Connected 
TV (CTV) ad spend is expected to 
double in 2021.

It embraces a mobile-first 
lifestyle and is reaching audiences 
directly with content young 
Malaysians love most.

Sooka’s main differentiator 
is its ability to deliver live sports 
streaming for passionate fans to 
enjoy on their mobile devices. 

First up will be the UEFA 
EURO 2020 happening from June 
to July, a sweet spot for brands to 
engage with Malaysian sports fans.

Download the advertising kit 
for sooka here. For customised 
ad solutions, reach out to the 
Astro Media Solutions (AMS) 
team at mediasolutions@astro.
com.my.

https://marketingmagazine.com.my/astros-new-journey-as-a-super-aggregator-has-begun/
https://sooka.my/en/
https://quake.com.my/uploads/packages/sooka-deck.pdf
mailto:mediasolutions@astro.com.my
mailto:mediasolutions@astro.com.my
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APPIES 
Malaysia 
survives 
COVID wave 
With online judging as 29 
marketing campaigns shine 
as top winners of the year!

This year saw a stronger field of entries, 
a more robust lineup of judges and for 
the first time ever, free viewing of the 
judging and presentations over a two-
day Weekend Festival. 

Despite hosting this event virtually 
due to the ongoing battle against 
COVID-19, this is the only event in 
Malaysia where Live Presentations meet 
Live Judging. 

“I would like to thank the 35-member 
Jury Panel of marketing leaders for 
taking the effort in reviewing all case 
studies prior to judging the Live 
Presentations during The APPIES 
Weekend Festival on May 22 and 23,” 

https://marketingmagazine.com.my/appies-2021-judging-sessions-this-weekend-open-to-public-for-free-viewing/
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Gold/Silver/Bronze trophy and MERIT Certificate winners in alphabetical order. Best of Best Special 
Winners and Best Presenter winners are decided from here.

BRAND CLICK ON CAMPAIGN NAME TO VIEW CAMPAIGN VIDEO
AIA #BrosInterrupted
AIA 	AIA Knows When You Are Sleeping, 
  AIA Knows When You Are Awake
Boost 	Bill Payment Reactivation
Boost 	Boost ePenjana #KasiTambah
Celcom 	MeReka Merdeka by Celcom
Goodday 	Malaysia’s First- Ever webAR 3D Celebrity Experience
Grab 	Grab CNY 2020: HUATever You Want, Grab Got.
Herbal Essences 	Resolving Millennials’ Dilemma Through 
  Bunga’s Secret Garden
Ikano Centres 	#KitaDLL
Ikano Centres 	Super Seram Sale
Ikano Centres 	TikTokable Mall
IPC Shopping Centre 	IPC Live Shopping Fiesta
JobStreet 	Jobs That Matter
MAE by Maybank2u 	MAE-ke It ONG
Nando’s 	Nando’s Re-Celebrate 2020
Nippon Paint VirusGuard 	Nippon Paint Gets People Listening to Their Walls
PETRONAS Primax 97 with Pro-Race 	PETRONAS Primax 97 with Pro-Race Launch
Pizza Hut 	How our Pizza Heart won the hearts of Malaysians
Prudential Malaysia 	PRUMy Medical Care – Critical Illness Doesn’t Discriminate
RHB Bank 	Heart Baker: Love triumphs over taboos
Ribena 	Chinese New Year has to be like THIS
RTD Teh Tarik 	F&N Organises Mass Mamak Gathering – During Lockdown
Sime Darby Property 	Spotlight 8: Reverse Engineering Sales Funnel
Tenaga Nasional Berhad 	Reviving Malaysian spirit through Voice of the Future
Texas Chicken Malaysia 	Texas Glazed Herb & Garlic
The Urological Cancer Trust Fund 	How we used toxic masculinity to save lives 
  and RM2mil in PR value
Tiger Beer 	Tiger Street Food Virtual Festival
WONDA 	WONDA Defines A New Class
WonderDewi by CUCKOO 	UnMasking Goddesses with WonderDewi

says Prof Harmandar Singh 
aka Ham, President of APPIES 
Malaysia. “From a field of almost 
90 submissions across multiple 
categories, 69 campaigns made 
the shortlist.”

“As most of the cases 
presented were campaigns 
that ran last year during the 
birth of the pandemic, it’s 
evident that brands, agencies 

and the marketing fraternity 
were all resilient, creative and 
demonstrated foresight in 
bringing to life campaigns that 
kept these brands afloat. I would 
like to thank MARKETING 
magazine for organizing it really 
well and credit them for giving 
free access to everyone to join in 
and learn from these local case 
studies,” notes Santharuban 

https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pj9&mc=p&s=zdQ&u=x&z=bd1hLX0&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pji&mc=p&s=zdQ&u=x&z=bUjvxAm&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pji&mc=p&s=zdQ&u=x&z=bUjvxAm&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pjh&mc=p&s=zdQ&u=x&z=bJFgcbM&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pjs&mc=p&s=zdQ&u=x&z=bdnGpdz&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pjZ&mc=p&s=zdQ&u=x&z=b2soJW2&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pjW&mc=p&s=zdQ&u=x&z=bcMGcz4&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pqb&mc=p&s=zdQ&u=x&z=bpuPLMP&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pqx&mc=p&s=zdQ&u=x&z=bXFjTEA&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pqx&mc=p&s=zdQ&u=x&z=bXFjTEA&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pqp&mc=p&s=zdQ&u=x&z=bptLou&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pqm&mc=p&s=zdQ&u=x&z=bdxk262&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pq1&mc=p&s=zdQ&u=x&z=bpIa17p&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pqT&mc=p&s=zdQ&u=x&z=bXlJphS&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pqL&mc=p&s=zdQ&u=x&z=bxOqezW&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pqo&mc=p&s=zdQ&u=x&z=b1PgTMf&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pq8&mc=p&s=zdQ&u=x&z=bemQT65&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pqU&mc=p&s=zdQ&u=x&z=bXcKJd8&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pqX&mc=p&s=zdQ&u=x&z=bxgOm3L&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pqe&mc=p&s=zdQ&u=x&z=bo07Lbk&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pqz&mc=p&s=zdQ&u=x&z=bT3wLZh&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pqc&mc=p&s=zdQ&u=x&z=boTaJU1&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pq2&mc=p&s=zdQ&u=x&z=bx5Xozb&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pqJ&mc=p&s=zdQ&u=x&z=bJhwX5k&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pqd&mc=p&s=zdQ&u=x&z=bddjlU&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pqI&mc=p&s=zdQ&u=x&z=boOVcw1&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pqD&mc=p&s=zdQ&u=x&z=b2CpJiZ&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pqa&mc=p&s=zdQ&u=x&z=b17VJXJ&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pqa&mc=p&s=zdQ&u=x&z=b17VJXJ&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pql&mc=p&s=zdQ&u=x&z=bUz12Da&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pqV&mc=p&s=zdQ&u=x&z=bx0geLN&
https://events.marketingmagazine.com.my/click.html?x=a62e&lc=pqB&mc=p&s=zdQ&u=x&z=bzKhpy&
https://marketingmagazine.com.my/appies-malaysia-2021-announces-69-shortlisted-winners/
https://marketingmagazine.com.my/announcement-from-appies-malaysia-president/
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T Sundaram, Head of Jury for 
APPIES Malaysia 2021. 

“We’ll celebrate all the 
winners at the APPIES 
Malaysia Awards Night 
slated for June 25 and reveal 
what level of metal they 
won,” explains Ham, "Winners 
will be subsequently showcased 
in marketingmagazine.com.my 
like we did in the past.” 

“The scoring was very close 
and after a deep-dive session 

with both our Head of Jury and 
APPIES Malaysia Advisor, 29 
campaigns rose to the top (some 
multi-metal winners). We also 
agreed to award Certificates 
of Excellence to all winners, 
including for the first time, 
seven Certificates of Excellence 
MERIT.” 

Mohamed Adam Wee, APPIES 
Malaysia Advisor, shares, “The 
APPIES this year was expected 
to be challenging in two areas 
due to the pandemic. The first 
is that we were anticipating a 
lower number of submissions 
and secondly, we were expecting 
that many of the case studies 
will revolve around Covid-19, 
hence making judging tougher 
to differentiate the stronger 
campaigns with the absence of 
variety. But this year saw the 
highest number of submissions 
in the history of The APPIES and 
judging from the presentations, 
they were certainly not short on 
variety.”

APPIES Malaysia 2021 sponsors 
are Media Prima Omnia, Directors 
Think Tank, Drinkies, supported 
by the Association of 
Advertising and Marketing 
Singapore (AAMS), powered 
by Thoughtbubble UK and RUP. 

“... It’s evident 
that brands, 
agencies and 
the marketing 
fraternity were 
all resilient, 
creative and 
demonstrated 
foresight in 
bringing to life 
campaigns 
that kept these 

brands 
afloat...”
Santharuban T 
Sundaram

https://marketingmagazine.com.my/appies-2020-winner-showcase-jangan-jelesek-jumpa-di-toppen-gold/
https://www.mediaprimaomnia.my/
https://thethinktank.tv/
https://www.drinkies.my/
https://aams.org.sg/
https://www.thoughtbubble.com/
https://rupsb.business.site/
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JUDGES 
SPEAK THEIR 
MINDS 

The understanding of 
consumers is so crucial 
as their behaviours 
in recent times 

have changed tremendously. 
Marketers play an important 
role in capturing these insights 
and translating them into new 
and relevant customer journeys 
and experiences. This was seen 
in the APPIES entries this year, 
and this is encouraging as it 
clearly demonstrates the resilient 
marketing and advertising 
fraternity in the country.
Datuk Lai Shu Wei - Chief Marketing 
& Sales Officer, Sime Darby Property 
Berhad.  

APPIES proved once 
again it is probably one 
of the most challenging 
competitions as this 

involves not just a submission 
but the ability to present and 
convincingly defend case 
submissions and business results 
not just before the panel of judges 
but also before an audience 

that is watching, observing and 
hopefully learning what works 
and what does not. 
Sutapa Bhattacharya - GM (Strategic 
Comms & Branding), TNB.

This year we saw an 
impressive quality 
of submissions that 
demonstrated creative 

ways of how marketers pivoted 
their business quickly in the ever 
changing landscape. They also 
showcased refreshing executions 
never done before and produced 
remarkable results even during 
these trying times. The virtual 
judging session is new but I must 
say it is much more effective. 
Judges had more time to prepare 
and judge the cases more 
thoroughly.
Schrene Goh - EVP of Marketing, 
Pos Malaysia. 

I was amazed to see 
some great work from 
young marketers. 
This time around, 

even though it was a unique 
virtual experience, I thoroughly 
enjoyed the case studies, 
constructive discussions with 
jury team members, and some 
groundbreaking innovations. 
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Javed Jafri - Regional Head of Media 
& Digital, Unilever.

The media-
presentation-Q&A 
format is a very 
robust way to assess 

the objective of the campaigns, 
the end to end thinking from 
planning to execution and the 
achievement of the final results. 
Over the years, participants have 
gotten sharper and more succinct 
with their pitch and the margin 
between contestants is now very 
close. 
Eric Wong Wai Yuen - Chief 
Customer & Marketing Officer, 
Prudential Assurance Malaysia 
Berhad.

This year’s judging 
on APPIES is truly 
a different kind of 
experience, with 

the biggest challenge having 
to assess the entries virtually. 
However, I have to say the 
organizers planned this well, with 
the presenters well prepared, 
hence making the experience a 
rewarding one.
Eileene Chong - Head of Corp 
Comms, Sustainability & Brand,  
DHL

The APPIES was a 
welcome distraction 
to the ongoing 
pandemic. Inspiring 

cases, interesting creative and 
invigorating business results. The 
banter and interaction between 
the judges wasn’t half bad either. 
The decision to open the judging 
to the public was a masterstroke!  
Andrew Yeoh - Head of Marketing, 
TIME dotCom Berhad. 

The whole 
presentation/judging 
process was well 
run and organized, 

allowing us judges to focus on 
judging. As a result,  
I think both presenters and judges 
took away something valuable. It 
was a productive weekend. 
Edmund Lee - GM of Marketing, Red 
Bull Malaysia.

It was an invaluable 
learning experience to 
see the creative ways 
brands overcame the 
challenges brought 

about by the pandemic. It’s 
inspiring to discover how 
marketers have really taken the 
opportunity to innovate head on.
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Fernie Jasmine Abdul Ghani - Head, 
Brand & Comms, Axiata Group 
Berhad. 

We saw how brands 
managed to stay 
innovative and creative 
to meet business 

objectives by pivoting in a 
crisis while others took risks in 
exploring platforms like TikTok 
to engage. Personally, there were 
some good learnings for me to 
take back to my team. 
Ben Foo - Group CMO, Taylor’s 
University.  

Judging the APPIES 
was an opportunity 
to network amongst 
like-minded industry 
leaders, whilst learning 

from the best campaigns from 
Malaysia’s top brands. It’s 
refreshing to hear the thought 
processes behind each campaign 
and the results achieved. 
Farhan Hafetz - Communications 
& Consumer Marketing Manager, 
BABA’S. 

Even during 
challenging times like 
these, industry captains 
were still able to meet, 
discuss and deliberate 

on marketing effectiveness during 
the APPIES 2021 Festival. Was 
fantastic to see the great energy 
and amazing work delivered by 
our industry talents.
Chan May Ling - Chief Marketing 
Officer, KFC Malaysia.

The Covid Effect was 
in full force across this 
year’s submissions. The 
work that really stood 
out in the unfortunate 

sea of Covid sameness did 
so because they genuinely 
turned Covid limitations into 
transformative brand experiences. 
Sulin Lau - Regional Head of 
Country Marketing, Grab.

I always look forward 
to seeing great 
campaigns every year, 
and the opportunity to 

hear views from highly reputable 
judges. I am amazed how fast 
Malaysian marketers adapted 
and brought their ideas to life. 
Thank you APPIES for enriching 
Malaysian marketers.  
Linda Hassan - Group Chief 
Marketing Officer, Domino’s Pizza 
Malaysia, Singapore & Cambodia. 

If anyone wants a concentrated 
power-packed pill that could 
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give them a shot of 
marketing knowledge, 
APPIES is definitely 
that pill. It’s always a 

great joy to witness all parties, 
right from the jury, presenters and 
the audience, who tuned in to 
take home invaluable knowledge 
and experiences. 
Abdul Sani Abdul Murad - Group 
CMO, RHB Bank Berhad.

It was very insightful, 
as most of the 
campaigns were 
designed based on the 

new norm and thinking out of the 
box is crucial during these trying 
times. The overall setup and 
preparation by the APPIES team 
was fantastic. 
Jennifer Lee - Beverage Marketing 
Lead, Pepsico. 

Great strategy and 
campaigns always stem 
from great consumer 
insights. I learned that 

if you feel a bit uncomfortable 
with the campaign idea, then you 
are probably on the right track. 
Faye Yong - Marketing Director, 
Pernod Ricard. 

Unlike many awards shows, 
judging for the APPIES takes 

place with finalists 
presenting in online 
rooms that are open to 
the public. Finalists are 

scored on their written entries and 
on-the-day presentations. With 
each finalist given just 5 minutes 
to present, they had to be really 
clear about what sets them apart 
from the rest. And we had to be 
very thorough as judges. 
Roy Siew - Head of Digital, Berjaya 
Sompo Insurance Berhad.

The 2021 experience 
highlighted to me that 
to stand out, you need 
confidence. Not the 

kind of show boating, make-it-
up-as-you-go-along type. But 
the confidence that comes from 
knowledge. 

Knowledge of why you chose 
to do something, how exactly 
you wanted to do so, whom you 
would affect by doing what. 
Do it right and your confidence 
wins minds and hearts. That, is 
knowledge. That, is confidence. 
And that’s how you win at the 
APPIES. 
Tai Kam Leong - Head of Branding 
and Partnerships, Maxis.

The best thing about being a 
judge here is that you can actually 
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see what the gaps are 
in the entries. At a time 
when we are fed up 
with lockdowns and 
mobility curtailments, 

the session was a great reminder 
of what’s good in this country.
Mahmood Abdul Razak - Division 
Head (Group Strategic Comms),  
DRB-HICOM Berhad. 

It was my first time judging 
APPIES and I must say it was 
probably the smoothest judging 

of any awards I have 
experienced. Timing 
was perfect and the 
format was easy to 

mark. The entries were also very 
good which made it tough for us. 
Nizam Sani - Chief Marketing & 
Comms Officer, Bank Rakyat. 

Personally, I learned new things 
and got to know my peers in 
the industry, and professionally 

I learned how other 
brands are pivoting 
their marketing 
approach in this 
challenging time. 

Judging was tough, as all 
submission were good and had 
their own uniqueness.
Khairul Hisham - Group GM, Brand 
& Communications, PETRONAS. 

I was delighted to see a 
good balance of local brands 

and international 
heavyweights. Most of 
the submissions were 
of high quality and 
very engaging. The 

online judging process and the 
presentation sessions were well 
organised. 
Dato’ Thomas Leong - Group Chief 
Strategy Officer, Sime Darby Berhad. 

Judging the APPIES has been 
an eye opener to discover the 
thought process and insights of 
some of the best campaigns that 

ran in Malaysia. Even 
when it’s conducted 
online, the enthusiasm 
and conviction from the 

presenters can be felt up close and 
is truly an uplifting experience. 
Andrew Pinto - Head of Marketing, 
Mudah.my 

Clear and strong insights always 
win, as evidenced in some of the 
entries. Wish I’d seen more brand 
and consumer measures in the 
cases, as it would cement brand 

love more strongly vs 
sales and market share 
measures. As marketers 
we are really good at 
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making people “Do” but often 
forget how to make people “Feel”. 
Melati Abdul Hai - Vice President/
CMO, McDonald’s Malaysia.

It’s been a meaningful 
and great experience 
for me to be part of the 
APPIES’ 2021 Jury, this 

is my third year on the panel. The 
campaigns that came in just get 
better, year after year.  
Renda Low - Marketing Director, 
Yeo Hiap Seng Malaysia) Berhad. 

Even without face to 
face presentations, 
it did not make the 
APPIES any less 

engaging. To the presenters, well 
done for displaying the same 
enthusiasm as if we were all in the 
same room and the commitment 
to keep raising the bar for great 
marketing in Malaysia. 
Shanti Jusnita Johari - Chief 
Marketing Officer, Telekom 
Malaysia.

A great showcase of 
ideas and best in class 
Malaysian marketing 
strategies. Industry 

talents have showed they have 
what it takes to take on the 
new norm. I hope The APPIES 
continues to be the catalyst for 

new talents and great ideas.
Bernard Lee - Head Of Marketing 
Services, Digi Telecommunications.

The APPIES is always an 
interesting experience. 
Not just does one 
meet new people, 
from fellow judges to 

participants, but also the format 
of the show means it's interactive 
and everyone goes home with 
answers. On a side note judging, 
especially this year, it reminded 
me of the importance of revisiting 
marketing fundaments as you get 
caught up in the daily hubbub of 
working life. 
Saki Goh - GM of Marketing, Wipro 
Unza Malaysia.

Well organised and 
credit to the organizers 
for making the judging 
smooth and eventful. 
The clear briefing 

and strong support enabled the 
remote judging to be very efficient 
and effective. I was impressed 
and inspired with the high 
quality of the submissions and 
presentations. 
Phee Chat Chow - Executive 
Director, Marketing, 
Communications & Innovation, 
Nestle Malaysia & Singapore.
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ENTROPIA-ACCENTURE

Industry
reads into 
Entropia-
Accenture 
partnership 
deal
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www.marketingmagazine.com.my

After we ran the story of 
Accenture’s acquisition of 
Malaysian full-service agency 
Entropia in dramatic market-
changing move last week, we 
got a lot of reaction from our 
readers, especially owner-owned 
businesses. This week we share 
some of their thoughts with 
you….

“I believe this deal will move the 
entire industry a notch higher. 
Marketers will benefit from an 
integrated service that blends 
business, creative, media and 
technology to deliver results. 
Service providers across media, 
creative and technology will 
wake up to collaborate and 
deliver better value. 

Most importantly, it will be an 
inspiration to entrepreneurs, 
intrapreneurs and 
wannapreneurs accelerating 
innovation across the board.” 
Srikanth Ramachandran - Group 
CEO, Moving Walls 

https://marketingmagazine.com.my/arrival-of-the-consulgency/
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ENTROPIA-ACCENTURE

“What an inspiration to many 
entrepreneurs especially within 
the realm of advertising and 
media. A dream to drive hyper 
growth within a relatively short 
time, where intense passion and 
focus take the centrestage. 

Furthermore the ability of 
the founders to share the cake 

with the key team is particularly 
meaningful. I was moved by 
the fact that 13 of  Entropia’s 
19 shareholders are in fact 
employees. 

How amazing is that?”

VK Sailendra – Founder, Visual 
Retale 
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ENTROPIA-ACCENTURE

“Apologies for being blunt but 
it reeks of a ‘sell out’. Nothing 
wrong with wanting to cash out 
and reap the rewards of your toil 
over the years. 

But to camouflage it with a 
backdrop of all the other back 
ups and ancillary benefits that 
come with the acquisition and 
how it’ll add value to clients, etc., 
is a bit of a yarn. 

Why? Cos any agency worth 
its salt should already have all 
these in its armoury. 

This acquisition reminds 
me of the big hullabaloo when 

Sir Martin Sorell and the 
likes decided to break up the 
traditional agency model of all-
in-1 and have separate entities 
from each MNC agency group to 
manage different portions of the 
biz. 

It was a grand and novel 
idea then. Look what happened 
now. Many - namely the media 
specialists are sheepishly and 
quietly reverting to the old 
model - offering creative works, 
experiential stuff and all that. 

In the name of providing a 360° 
to ‘serve’ their clients it seems. 
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Or is it plain AVARICE? 

And to make matters worse, 
we are all still fighting for the 
same pathetic piece of pie. 

All these plans of grandeur 
were to encourage clients to up 
their budgets. But after so many 
years of hoping, and getting a big 
fat ZERO! Clients’ budgets never 
increased and on the contrary 
most budgets have shrunk. 

In a large part, owed to the 
advent of the much vaunted 
digital age….. 

Clients begin to think that 
digital is the magic wand going 
forward and more often than not 
piss on the time-tested traditional 
media.

I am an enterpreneur too. 
And I make no secret that 

if some interested party wants 
a footprint in this country and 
is willing to take a stake in my 
shop, I’ll gladly listen. 

But I will not go so far as to 
boast of what great value the 
marriage will bring, and isn’t it 
incumbent of us as practitioners 
to bring this magic to the table 
now? 

With or without acquisitions.” 
Dato Johnny Mun 
CEO, Oxygen Advertising 

“The Entropia-Accenture 
deal transcends boundaries in 
the advertising arena and opens 
up new frontiers. This marks 
the beginning of another wave 
of synergy between companies 
joining forces by capitalising on 
core competencies in pursuit of 
higher profit yield.

We have seen rapid industry 
consolidation taking place 
in this last 5 years from ride-
hailing (Grab & Uber) to now 
advertising companies. 

Out-of-Home media (OOH/
DOOH), digital and e-commerce 
companies are no exemption to 
performing M&As, e.g. VGI & 
Plan-B (Thailand), JCDecaux and 
Ooh!Media (Australia), Gojek 
and Tokopedia (Indonesia) and 
the much-talk-about Amazon 
acquisition of MGM for USD8.45 
billion.

As consolidation exercises 
take place, we can witness them 
capitalising on their competitive 
advantages, gaining cost 
leadership, aiming for bigger 
market share with a ripple effect 
in stimulating growth.

Malaysia OOH industry will/
may experience another wave 
of M&As as profit margins have 
eroded during the Covid-19 
pandemic. Costs need to be kept 
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low with the contraction in ad 
spend. 

I congratulate Accenture and 
Entropia for their long-term 
commitment to the market.”
Henry Low – Managing Director, 
Spectrum Outdoor 

“The marriage of Entropia-
Accenture Interactive marks an 
important milestone in the local 
communication industry. 

The service of 
multidisciplinary agencies is 
timely. Business owners, medium 
size and SMEs in particular, are 
facing very serious challenges 

amid the pandemic. 
From a publisher’s point of 

view, we welcome the idea of 
multidisciplinary agencies. Apart 
from adding value to clients, it 
also equips traditional media 
and creative agencies with more 
insight. This is particularly 
relevant when it comes to 
evaluating solutions provided by 
news media companies, which 
have always been evaluated 
unfairly in tandem with other 
platforms.

In the interim, large media 
groups should look into the 
acquisition of publishing techs, 
ad techs, data management, AI, 
and other resources to stay afloat 
and relevant in the new media 
landscape.”
Eugene Wong - Group CEO & 
Executive Director, Sin Chew Media 
Corporation Berhad.
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“This deal marks a logical 
progression for the industry 
as data becomes centerstage 
for marketing in the age of 
digital. We saw the value of 
such partnerships when we 
tied up with VGI Global Media 
Malaysia four years ago in our 
strategy to become a regional 
media player. VGI Global Media 
is part of BTS Group Holdings, a 
majority shareholder of Bangkok 
Mass Transit System (BTS), 
which manages advertising and 
merchandising on mass transit 
networks using deep-dive data 
analysis.”
Dato Siew Ka Wei, Head of Redberry 
Media Group

“As legendary singer 
songwriter Tony Bennet once 
famously sang, we need to 
‘ACCENTUate the Positive’. 

Having founded and operated 
an independent communications 
business in Malaysia for the 
last 16 years, one can only look 
toward Accenture’s acquisition as 
a tremendous positive. 

Positive for the fact that 
homegrown local Malaysian 
agencies can match or supersede 
other possible markets. Positive 
that communications remains 
an extremely critical industry 
in today’s corporate landscape. 
Positive that Malaysia remains 
a beacon for communications 
skillsets very much on the multi-
national radar.” 
Peter de Kretser - Founder & CEO, 
GO Communications.
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