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“WE LIKE TO THINK 
WE MAKE COMPLICATED 
DECISIONS BASED ON 
RATIONAL ANALYSIS, 
BUT MOST OF THE TIME, 
WE ACTUALLY MAKE AN 
EMOTIONAL DECISION AND 
THEN INVENT A RATIONAL 
ANALYSIS TO JUSTIFY IT.”
Seth Godin

“WHEN THE FACTS 
CHANGE, I CHANGE 
MY MIND - WHAT 
DO YOU DO, SIR?”
John Maynard Keynes

“JUST WHEN THE 
CATERPILLAR 
THOUGHT HER 
LIFE WAS OVER, 
SHE BECAME A 
BUTTERFLY.” 
Hamanoid
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2021 YTD Malaysia Top 10 wins

Creative
Agency Month Account Area

Grey Group Mar Bangledash Navy Malaysia

FCB Apr Genting Skyworlds 
Theme Park Malaysia

The Chariot 
Agency Jun Costa Coffee Malaysia

Grey Group Mar Malaysian Heath Board 
Project Malaysia

Ogilvy Jan Dairy Farm Malaysia

FCB Jun Quaker Oats (PepsiCo Malaysia

FCB Mar SunLife Project Malaysia

Grey Group Mar Asian Football  
Championship Project Malaysia

VMLY&R Mar Carsome Project Malaysia

Ogilvy Jan Nippon Paint Malaysia

Media Agency Month Account Area

PHD May Paragon Tech Malaysia

PHD Mar Subway SG, MY

PHD Apr Ikano Malaysia

PHD Apr IKEA MY, VN, TH, SG, PH

Initiative Mar Tesco Malaysia

Initiative Jan Astro Go Malaysia

Universal  
McCann Jun Pizza Hut Malaysia

Carat Mar S P Setia Berhad Malaysia

Mindshare May Tyson Foods Malaysia

Mindshare Jan Tune Talk Malaysia
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EDITOR'S NOTE

I was going to ramble on 
about CopyShark and Jarvis but to 
hell with that. 

Well, almost.

If you are bored, both are AI 
(not Anwar Ibrahim) powered 
copywriting software which are 
said to be replacing us writers in 
no time. 

In seconds, to be exact.  

I gave them both a test drive, 
being a bit of a writer myself, and 
these are my conclusions: 
1. If you can’t find a human 

copywriter to work for you 
because you are a pain in the 
ass, this is your solution. 

2. If you are a client who  
thinks you know everything,  
CopyShark or Jarvis is your 
match. Because you still win, 
so that’s a load off your ego. 

I am bored, 
lazy and fat.

And imagine the hours of 
endless fun you’ll have while 
burning the midnight oil in 
your quest for perfection in life. 
In the process, sparing a real 
copywriter some grief... and 
loss of sleep. Think of it as a 
humanitarian gesture  
(I should not have written this 
sentence... gulp). 

3. If you need copywriting by 
machines for machines, then 
you have come to the right 
place. 

4. If you are someone who still  
does not understand 
the benefits of good 
copywriting, CopyShark or  
Jarvis will show you just how 
clever or ignorant you are.

In seconds. 

Meantime, excuse my jibes but 
what can I say, readers just love 
them! 

https://www.copyshark.ai/
https://www.conversion.ai/
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For example, I am so bored 
with all the politics around me. 
Aren’t you?

It first started as a comical 
distraction from the monotony of 
COVID. 

But it quickly descended into 
an addictive dose of 

stupidity I look forward to. 
On that note, do you feel lazy 

these days? 
I am talking about the 30mins-

on-the-toilet-seat lazy, watching-
the-same-episodes-and-being-
thrilled lazy or the having-an-

argument-with-your-dog-
about-how-fat-she-is lazy.

Meantime, my house 
help has been vaccinated 
twice while I have to wait till 

Merdeka day for my second 
reason to be excited this month. 
Just saying… 

Life happens as we laze  
I say.  

I don’t have to be 
successful to be happy. 

There’s always 
Glenmorangie…and 
she’s 25. 

OK OK, I am taking 
the dog for a walk. 

Or should I say it is 
the other way round?

... For example, I am so 
bored with all the politics 
around me. Aren’t you?...
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SECTION HEADER GOES HERE

1. You realise your parents are 
actually cool people.  

2. You can handle heartbreaks 
better. 

3. You are armed to embrace 
new ventures (that people say 
are impossible).  

If you are an entertainment 
company, you realise all of the 
above are true. 

Astro celebrates 25 years 
of serving Malaysians. As a 
consumer’s brand, Astro is 
evolving alongside changing 
consumer behaviours by 
aggregating all the best 
streaming services in one place 
for customers to enjoy.  Brands 
can ride on this new growth 
trajectory too. And they don’t 
have to be 25! 

Here’s why when Astro turns 
25, 8+8 becomes 25….
1. Astro’s 25th Anniversary 8.8 

Offer is optimised to deliver 
the best value for your media 

investment, powered by a 
double bonus of “8% more 
discount and 25% extra 
spots” for all off-the-shelf 
packages across TV, Radio and 
Digital.  

2. Enjoy this Anniversary 8.8 
Offer which coincides with the 
8.8 shopping festival instantly. 
No need to wait for another 25 
years.

3. Being with Astro who is 25 
years young and rejuvenating, 
brands can recover faster and 
emerge stronger.

Check out the packages 
here. Contact our AMS team 
at mediasolutions@astro.com.my

* Offer open to all advertisers with new 
media orders received from 2nd August 
– 15th September 2021. Terms and 
conditions apply. 

What 
happens 
when you 
turn 25?

https://quake.com.my/packages?utm_source=marketing+magazine&utm_medium=advertorial&utm_campaign=AMS88Offer&utm_id=AMS88Offer
mailto:mediasolutions@astro.com.my
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The Future 
Does Not Fit 

In Containers 
Of The Past

Rishad Tobaccowala rocks Malaysia Tech Month with 
provocative insights we were shy to ask!
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This weekend we will explore 
the thoughts and wisdom of 
Rishad Tobaccowala, the best-
selling author of the smash-hit 
book “Restoring the Soul of 
Business – Staying Human in the 
Age of Data.” 

He distills 40 years of global 
learning and digital wisdom as a 
keynote speaker for major firms 
like Amazon, Google, Facebook, 
Twitter, Procter & Gamble, 
Bank of America, Walmart, 
Heineken and more. He was 
named by BusinessWeek as one of 
the top business leaders for his 
pioneering innovation and TIME 
magazine dubbed him one of five 
“Marketing Innovators”.

His belief in stimulating both 
halves of his brain extends to his 
writing in two distinct blogs. One 
is called “Re-imagining,” where 
he posts news and musings about 
the arts, music and literature. 
He addresses marketing and 

... named by 
BusinessWeek as one 
of the top business 
leaders for his 
pioneering innovation 
and TIME magazine 
dubbed him one 
of five “Marketing 
Innovators"...



ISSUE301AUG2021 | WEEKENDER
10

COVER STORY

workplace culture in his left-
brained blog, “Re-inventing.”

The Chicago Tribune calls him 
marketing’s digital provocateur. 
Rishad is a Senior Advisor to 
the Publicis Groupe, the world’s 
third largest communication 
firm with 80,000 employees 
worldwide, and serving most 
recently as its Chief Growth 
Officer and Chief Strategist.

So The Hammer and Rishad 
were having a conversation 
about data, the future, and the 
key importance of the Human 
Factor, here are the highlights.

... The 
Chicago 
Tribune 

calls him 
marketing’s 

digital 
provocateur...
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What are your thoughts about 
mobile technology in terms of 
E-commerce?

I think very soon we are going 
to stop thinking about mobile 
technology, search technology 
or social technology, because 
all of them are going to blend 
seamlessly into the same thing. 

For those of us who have the 
opportunity of purchasing things 
from Instagram or Tik Tok, can 
you explain whether it’s mobile, 
or social, or Ecommerce? It’s all 
the same thing.

People just want the stuff, 
they don’t care how they’re 
getting it, and they just want it 
fast and easy. It’s the companies 

who come up with all the terms, 
all of which will disappear in the 
next 2-3 years. 

With economies like the US 
opening up, big companies are 
asking their employees to get 
back to the office and the only 
response they keep getting is a 
“No”. 

Working in the office is good, 
you get to socialize and train 
together, but you can do that 
just once a week. Working in 
the large container that we call 
an office is very 2019, and it is a 
thing of the past.

The human mind is like the 
cork of a champagne bottle, it 
expands one popped open and 

“The future 
does not fit in 
the containers 
of the past”
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cannot be used to stop the same 
bottle it used to be part of. With 
18 months of working from 
home, productivity has still gone 
up. 

I am doing interviews, 
webinars, and presentations – all 
while sitting at home, virtually. 
Why the hell would I go to the 
office?

The future does not fit in the 
containers of the past.

So while we are still trying to 
figure out what’s in between 
bygone days and days to come, 
the most challenging part is 
adapting with change. What 
are your thoughts on change 
management?

I personally believe that 
change sucks. I hate change. 
People are shocked to hear 
this and tell me, “What are 
you talking about? You drive 
change!” Yes of course, I hate 
change but irrelevance is worse.

Doesn’t mean that change is 
easy. I have worked in my second 
career for 40 years, have been 
living in the same city for 42 
years and I met my wife 50 years 
ago. I hate change.

But if anyone comes to you 
and tells you that change is good, 
look them carefully in the face 
and ask them this, “If change is 
so good, why are you asking ME 
to do it?” 

My advice for both 
individuals and companies is 
that there are six things you have 
to do in order to change. 

First of all you need a strategy, 
which is what I refer to as future 
competitive advantage. What are 
you going to change to? 

Second is you have to do some 
M&A, you have to develop some 
new skillsets.

Number three is you have to 
reorganize. 

Four is to explain why 
this change is good for the 
employees. 

Five is to have an incentive 
program. End of the day 
everyone has to pay their bills.

The sixth and last point is to 
have a training program. 

With the last three answered 
you will know whether the 
change is right for you or not.

“I personally 
believe that 
change sucks.
I hate change.”



ISSUE301AUG2021 | WEEKENDER
13

COVER STORY

Here are a few questions I have 
from our audience. The first is 
- how soon will the mobile be 
replaced with a chip planted in 
our body? 

Before there’s a chip in 
your body, there’s going to 
be one in your headphones, 
watches, clothes, glasses and 
other accessories. 5G and AI 
technologies will give you those. 

It’s already part of your 
electronic appliances and 
vehicles. Chips will always be 
put into things that you wear or 
keep close to your body before 
they can be inserted in your 
body.

What is your perspective on 
privacy versus personalization?

Privacy is very important. 
The reason is when someone is 
watching, you are not who you 
are. 

If someone says they don’t 
care about privacy, I tell them I’m 
going to sit in front of them and 
watch them for an hour, just to 
prove that point. I’ll ask you to 
think about that. 

Personalization doesn’t 
require you to take away 
people’s privacy. 

Any person with two moods 
is quite difficult to be understood 

by machines. Humans do not like 
to be categorized and put into 
boxes.

Cloud is not hack proof, 
things in the cloud still tend 
to disappear, what are your 
thoughts?

Clouds are hack proof and 
getting better now. But of course 
there is a lack of trust, inequality 
because money goes to people 
running technology not those 
using it. 

People are also becoming 
polarized. With all these things, 
I recommend people to build a 
case with the opposite scenario to 
choosing cloud, or anything for 
that matter, to find out whether 
you need it or not.

What is the source of your 
unique surname?

When the British came to 
India, many people in India did 
not have surnames. They said 

“Humans do 
not like to be 
categorized 
and put into 
boxes.”
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you need to have a surname, and 
Indians didn’t know what they 
were. 

So they explained that for 
those with family roots as 
blacksmiths were called Smith, 
those who were green grocer are 
Green.

My ancestors were in 
the tobacco growing and 
selling business, hence we’re 
Tobaccowala, like those who 
sold liquor are called Daru Wala, 
those selling screws are Screw 
Wala. I even have a friend whose 
ancestors’ job was to open soda 
bottles so his surname is Soda 
Bottle Opener Wala. 

If given the choice between 
Singapore and Chicago, where 
would you rather live?

Chicago. I love Singapore, and 
it was a tough decision to make 

for a second. But the reason I 
chose Chicago is because it is still 
trying to figure out what it is, 
while Singapore thinks it already 
knows what it is.

The Q&A took place after the 
author’s keynote session with the 
same title as is book during the 
MDEC Digital Investment Week 
2021, Malaysia. The session was 
co-moderated by Raymond Siva, 
SVP of Investment and Brand 
and Chief Marketing Officer of 
MDEC. 

Those were some of the 
biggest takeaways from the 
amazing keynote session by 
Rishad Tobaccowala. Yes, times 
have changed, we have changed, 
evolved, venturing into and still 
adapting with the new normal. 
Rishad’s thought provoking and 
eye opening session surely made 
things much clearer.

You can sign up for Rishad’s 
free writings every week at 
rishad.substack.com.

CLICK IMAGE FOR THE FULL INTERVIEW
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“My ancestors 
were in the 
tobacco growing 
and selling 
business, 
hence we’re 
Tobaccowala”

https://www.amazon.com/Restoring-Soul-Business-Staying-Human/dp/1400210542
https://malaysiatechmonth.hubilo.com/community/#/session-stream/77891
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Before launching a new 
campaign, marketers, branding 
experts, and advertising 
practitioners often spend months 
trying to define what a brand 
should stand for. They are very 
fond of the concept of “brand 
meaning.”

This is driven by the belief 
that consumers impute specific 
attributes to brands and exercise 
their buying prerogatives based 
on the meaning they assign to 
the brand, and how well that 

meaning aligns with their values. 
Or something like that.

I think this is largely horseshit.
We continue to believe this 

despite the fact that research 
shows us that for the most part 
consumers are annoyingly 
impervious to understanding 
the finer points of product 
differentiation and brand 
meaning.

Don’t agree? Stop someone 
on the street today and ask them 
what the difference is between 

The Power of 
Familiarity
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https://www.bobhoffmanswebsite.com
https://www.123rf.com
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BMW and Mercedes-Benz? Ask 
them for the difference between 
Coke and Pepsi? Ask them how 
Jif is different from Skippy? I 
will bet you very large sums of 
money that their responses will 
have little to no correlation to 
the strategic documents floating 
around those brands' offices.

Each of those brands has spent 
tens of millions of dollars over 
the years concocting fantasies of 
“differentiation.” They believe 
their brands are successful 
because of their unique “brand 
meaning.” But I believe the 
main reason they’re successful is 
because they’re familiar. As you'll 
see, I believe the most probable 
driver of brand success is 
familiarity. Not brand meaning.

Simple ideas like “familiarity” 
are anathema to the marketing 
industry.

We advertising and marketing 
professionals make our living by 
convincing business people that 
marketing communication is an 
esoteric practice that requires 
specialized knowledge and 
acumen. So we do our best to 
complicate the shit out of it.

That’s one of the reasons 
why “brand meaning” is such 
a popular idea. The more 
mysterious we can make 
consumer behavior, the more 
brands need people like us to 
develop, execute, and interpret 
communication strategies. Brand 
meaning fits the bill very nicely.

But if consumer buying 
behavior is more reliably 
traceable to brand familiarity 
than to brand meaning, 
who needs all the relentless, 
expensive busywork we throw at 
developing brand meaning? How 
much value does all our research, 
ethnography, anthropology, 
strategy and planning have if 
actual consumer behavior is 
more directly aligned to simple 
familiarity than to the meaning of 
the brand?

The people who advocate the 
importance of brand meaning 
are promulgating a self-serving 
theory that puts them at the 
center of marketing activity by 

... As you'll see,
I believe the 
most probable 
driver of brand 
success is 
familiarity. Not 
brand meaning...

https://www.bobhoffmanswebsite.com
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placing the presumed command 
and control of consumer 
behavior in their hands.

Ironically, the brand meaning 
people tend to be far more 
removed from the behavior 
of actual people than they’d 
have us believe. They claim to 
“understand the consumer,” but 
do they really?

Most often their 
understanding of the consumer 
is based not on actual first-hand 
experience, but on the reporting 
of the people who brief them 
— the researchers, strategists, 
and planners. And guess what? 
The researchers, strategists, and 
planners tend to share the same 
beliefs and tend to interpret the 
behavior of consumers through 
the same lens and language. 
When you’re looking for brand 
meaning, it’s very rare not to find 
it.

Try this. Read the documents 
that your researchers, strategists, 
and planners have written about 
the meaning of your brand. Then 
get out on the street and ask a 
few people what comes to mind 
about your brand. I promise, 
you’ll be appalled.

While contemporary 
marketing thinking would like 
us to believe that a clear path 

to brand success is built on 
personalization (thanks in large 
part to the toxic influence of 
the online media industry and 
its supplicants) I would like to 
suggest the opposite.

I would like to suggest that 
the power of advertising is 
not in personalization, it is in 
mass exposure. The real power 
in advertising is in having 
enormous numbers of people 
familiar with and comfortable 
with your brand.

I think having 10 people 
familiar with my brand will 
yield me more business than 
having 3 people understand 
the “meaning” of my brand. 
Unprompted, most consumers 
are completely lost when 
questioned about supposed 
brand meaning. To suggest, 

BOBHOFFMAN.COM

... The real power 
in advertising 
is in having 
enormous 
numbers of 
people familiar 
with and 
comfortable with 
your brand...

https://www.bobhoffmanswebsite.com


ISSUE301AUG2021 | WEEKENDER
18

as I just did, that 3 in 10 can 
play back brand meaning is 
enormously generous. It is 
probably more like .3 in 10.

Getting a lot of people 
familiar with your brand and 
comfortable with it has a much 
higher probability of building 
your brand than any other theory 
of marketing — including the 
theories of brand meaning or 
personalization.

Familiarity and comfort with 
a brand come in a variety of 
ways, including... "The brand 
my mom used;" Experience or 
recommendations of product 
efficacy; and advertising.

The questionable brand 
“differentiators” dreamed up in 
conference rooms and codified 
in briefing documents are 

largely lost on consumers and 
play little role in most actual 
purchasing behavior. And yet 
developing these so-called 
brand differentiators — through 
research, ethnography, strategy 
and planning exercises — 
squander an enormous amount 
of time, energy, and money. And 
I doubt that I have to tell you 
how infrequently they result in 
anything very unique.

I am not a researcher or 
statistician. But most of the 
research you think you need in 
order to develop a sound brand 
advertising strategy has already 
been done for you by Byron 
Sharp and friends. If you need 
numbers to convince you, read 
the work of Sharp and Jenni 
Romaniuk.

Brands that are well known 
and closely associated with their 
categories are the ones that tend 
to have the most marketing 
success and tend to be category 
leaders.

Is this always the case? No.
Is it the most probable case? 

Yes.
Nothing in marketing 

is absolute, all we have are 
likelihoods and probabilities.

Marketers have the naive 
but apparently fact-resistant 

BOBHOFFMAN.COM

... Familiarity and 
comfort with a brand 
come in a variety of 
ways, including... 
"The brand my mom 
used;" Experience or 
recommendations of 
product efficacy; and 
advertising...

https://www.bobhoffmanswebsite.com
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belief that customers care deeply 
about what they buy, and buy 
according to a logical or emotional 
comparison of what they want and 
what the brand says it’s “about.” 
Sometimes they do. But mostly 
they don’t.

Before I get an avalanche of 
abuse from the legions of people 
who are betting their company’s 
money on traditional marketing 
shibboleths, let me explain…

Do people recognize the 
differences between brands? Not 
as much as we'd like to believe.

Do people have brand 
preferences? In most cases, yes.

Does a strong brand have value 
to a marketer? Without question, 
tremendous value.

But what we are talking about 
here is not the value of a strong 
brand, it is the most probable 
method of creating a strong brand.

Any scientific, non-ideological 
interpretation of consumer 
behavior can lead to only one 
conclusion: Most people buy 
most brands in most categories 
because they are the most 
familiar. Not because they are the 
most deeply understood or the 
most personally meaningful. The 
leading brands in virtually every 
category tend to be the most 
familiar, regardless of what the 
brand babblers say about their 
meaning.

Let’s make this even simpler. 
People are mostly too busy, too 
lazy, or too indifferent to give 
2/5ths of a flying shit about 
the “meaning” of the stuff they 
buy. Mostly, they buy on auto-
pilot from familiar brands they feel 
comfortable with.

The easier you make it for 
people to choose your brand, 

BOBHOFFMAN.COM

... Do people recognize 
the differences 

between brands?
Not as much 
as we'd like 
to believe...
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the more likely you are to be 
successful. And the best way to 
make the choice easier — from 
an advertising standpoint — is to 
become more famous. This is true 
even for brands that are already 
highly familiar (which, by the 
way, is why outstanding creative 
work is so valuable, and why 
one-to-one media strategy is so 
misguided. But those are whole 
other set of rants.)

If you want to play the "brand 
meaning" game, go ahead. But 
first you better make sure that 
you are famous. Before you 
decide on a song, better make 
sure you can sing.

Do people have brand 
preferences? Sure they do. But 
not because they have a deep 

BOBHOFFMAN.COM

sense of their meaning. Usually, 
it’s because they’re very familiar 
and comfortable with them.

While most marketing 
practitioners would have 
you define your brand and 
personalize your message 
in ever more specific terms, 
I'm skeptical. I believe the 
data tells us that spreading the 
word is a lot more productive 
than concentrating it. Advertising 
is like fertilizer. Everywhere you 
throw it, it does a little good.

If you want to have the 
greatest likelihood of success, 
I wouldn’t bet the house on 
focusing on a narrowly targeted 
customer or on the meaning of 
my brand. Instead, I’d put my 
money on making the greatest 
number of people familiar and 
comfortable with my brand. Then 
I’d sit back and let probability do 
its work.

This column is 
your award.
Bob Hoffman 
is author of 
"Advertising 
For Skeptics", 
"BadMen: How 

Advertising Went From A Minor 
Annoyance To A Major Menace" 
and several other books about 
advertising.

“If you want to 
play the "brand 
meaning" game, 
go ahead. But first 
you better make 
sure that you are 
famous. Before 
you decide on a 
song, better make 
sure you can sing.”

https://www.bobhoffmanswebsite.com



