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I was one of the first to start 
the process of registering an 
independently-owned advertising 
school together with some private art 
and design schools in the country...

This year we 
received almost 
2,000 votes in 
our annual 
reader’s choice 
for the best 
Merdeka/
National Day...

Have I got big news for you?
The titular Big Mac I’m talking... I was at a party of the vaccinated 

a few weeks ago...
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Making Rain 

The new Big Mac 
of McD Asia When advertising 

became content 

And the 
winners 
are…
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SECTIONHEADER

“Somebody who 
is unique - and 
this will get me 
into trouble - by 
definition cannot 
be replaced.”  
Sir Martin Sorrell 

“Everyone thinks they are a marketer, so you 
need to teach not preach.” 
Hamanoid

“Marketing 
doesn’t sell, 
it connects 
the dots.” 
Bharat Avalani 

“In some ways 
suffering ceases to 
be suffering at the 
moment it finds a 
meaning.” 
Viktor Frankl
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Making Rain 
The last free chapter from 

my book. 
I was one of the first to 

start the process of registering 
an independently-owned 
advertising school together with 
some private art and design 
schools in the country. 

But being a straight arrow, I 
only got my official approvals 
from Ministry, DBKL, Bomba, 
Religious, etc., after almost 8 
years. 

Enough time to kill any 
budding educationist thinking of 
saving the world. 

By which time the rest in the 
field had already expanded their 
business into large buildings 
and were flourishing as centres 
of learning. And they did so 
without waiting for the official 
go ahead, in fact, some of them 
got their submissions REJECTED 
a few times. 

But that didn’t matter, because 
eventually rejection turned into 
approval. And all’s well that 
ends well, they say. 

I learnt the brutal lesson that 
waiting is a disadvantage in a 
system riddled with ignorance 
and corruption. But this chapter 
is not about my countless failures 
but about some history I was 
fortunate enough to create along 
the way.  

First off, I did eventually 
start my advertising school but 
without any financial assistance 
from anyone. I ran it for a few 
years before I went broke. 

In the process, it “made rain” 
for 31 wonderful souls. One of 
them is Rodney Vincent who 
owns and runs Indonesia’s 
leading film production house 
and already has a movie under 
his belt. 

All my other “charges” are 
still shining out there and I can 
see them twinkling in the sky on 
a clear night. 

The most powerful lesson 
I learnt from my work with 
MERCY Malaysia is that I share 
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the same sky as everyone. 
The same sky under which 

an unfortunate 7-year old girl 
is trying to sleep, shivering on 
a cold mud floor in Cox’s Bazar 
as a Rohingya refugee escaping 
persecution. 

And she is asking herself: 
Why?

Unknown to many, I was 
also the one company heads call 
when they exhaust all options 
from the reputable and famous 
head hunting companies. I made 
sure my choices were all happy 
accidents.

Another happy accident is 
when my good friend Sivanathan 
Krishnan started his media 
company. It was called Tapper in 
the beginning. 

However, after a few chilled 
ones at a watering hole in Section 
14 PJ, I convinced him that 
Trapper was a better option. 
Trapper Media Group is one 
of the country’s leading media 
communications conglomerates 
today. 

But helping in the opening of 
a global ad agency network office 
in Malaysia was probably the 
biggest feather in my turban. 

After a few rounds of talking 
to the usual international boys, 
the right chemistry eventually 
gave birth to M&C Saatchi in 
Malaysia 18 years ago.  

Currently, I am “making rain” 
with an old friend of mine, media 
mogul Dato’ Hussamuddin 
Yaacub for #RasuahBusters, 
a national anti-corruption 
movement which started earlier 
this year. 

This is a limited quantity print run. 
Priced at RM37.50 a copy, proceeds 
go towards MERCY Malaysia and 
a BM version for secondary schools 
and public universities to promote 
the marketing communications 
industry. Email ruby@
adoimagazine.com to order.

... I learnt the brutal 
lesson that waiting is a 
disadvantage in a system 
riddled with ignorance 
and corruption...
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AND THE 
WINNERS 
ARE…
By Raihan Hadi

What a year it’s been so far!

This year we received almost 
2,000 votes in our annual reader’s 
choice for the best Merdeka/
National Day TVCs/videos. We 
are proud to share the 10 choices 
made by our readers as winners of 
this year’s MARKETING Magazine 
Experts Choice Awards – Merdeka 
TVCs Edition.

The stories presented by 
all these winning TVC’s made 
especially for Merdeka are stories 
that have not only inspired people, 
but given them hope and courage 
to dream on, and keep moving 
forward.

We express our heartfelt 
thanks to all the participants 
for championing the limitations 
brought forth by the pandemic and 
proving that creativity coupled 
with hard work always brings 
beautiful results.

Without further ado, let us have 
a look at the winners of the Experts 
Choice Awards – Merdeka TVCs 
Edition 2021.

MAGAZINE’S
EXPERTS CHOICE 

AWARDS
TOP 10 MERDEKA TVCs EDITION

MEDIA PARTNER

CONTENT PARTNER
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  ASTRO

 MILO Malaysia

TOP MERDEKA TVCs 2021

Tetap Di Sisi Walau Berganti Generasi – MILO Malaysia
Agency: Reprise Creative
Production House: Cartoon Hooligans 

Kita Teguh Bersama – Astro
Agency: Naga DDB Tribal
Production House: Blaze Studio

CLICK TO WATCH THE VIDEO

CLICK TO WATCH THE VIDEO

https://www.youtube.com/watch?v=UbovgS5FAo8
https://www.youtube.com/watch?v=X1qfCWMieL0
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Ahchoo - Etiqa 
Agency: In-House
Production House: Mastermind Group

  ETIQA

INTEL GAMER DAYS - #KitaGamerKitaMalaysian
Agency: VMLY&R Commerce
Production House: Reservoir Production

  INTEL

TOP MERDEKA TVCs 2021

CLICK TO WATCH THE VIDEO

CLICK TO WATCH THE VIDEO

https://www.youtube.com/watch?v=MeXCYz2I3tA
https://youtu.be/aGwL5wHOoQw
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United Colours of WONDA – Wonda
Agency: Naga DDB Tribal
Production House: D Moving Pictures

  WONDA

Raikan Malaysia Kita – Tenaga Nasional Berhad (TNB)
Agency: Entropia
Production House: PRS Films

  TNB

TOP MERDEKA TVCs 2021

CLICK TO WATCH THE VIDEO

CLICK TO WATCH THE VIDEO

https://youtu.be/34jsB8IXU9o
https://www.youtube.com/watch?v=9vkJ2pGiWR4
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Cahaya - KPJ Healthcare x Marsha
Agency and Production House: KPJ In-house

  KPJ

Teladan – Digi
Agency: Naga DDB Tribal
Production House: Mojo Films

  DIGI

TOP MERDEKA TVCs 2021

CLICK TO WATCH THE VIDEO

CLICK TO WATCH THE VIDEO

https://www.youtube.com/watch?v=9vkJ2pGiWR4
https://www.youtube.com/watch?v=LtcSJ7IrlOY
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Gelora – Saji
Agency: Invictus Blue 
Production House: Tangerine Pictures Sdn Bhd

  SAJI

  SHOPEE

Cerita Orang Kita – Shopee
Agency and Production House: Shopee

TOP MERDEKA TVCs 2021

CLICK TO WATCH THE VIDEO

CLICK TO WATCH THE VIDEO

https://youtu.be/3tCx3Zo37xU
https://www.youtube.com/watch?v=ZHG8L1bopX0&t=102s
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CMO INTERVIEW

The new 
Big Mac of 
McD Asia

By Raihan Hadi

Have I got big news for you?

The titular Big Mac I’m talking 
about here is none other than 
fast food marketing heavyweight 
Eugene Lee, who just became the 
CMO for the Asia Business Unit 
for McDonald’s!

Multiple award winner 
Eugene, who is also one of Asia 
Pacific’s 50 Most influential 

Marketers for a consecutive 
year since 2020, has added 
yet another giant leaf to his 
decorated career hat with his 
new role.

Eugene was accoladed CMO 
of the Year at the inaugural 
Malaysian CMO Awards, and 
will be a judge at the upcoming 
APPIES Asia-Pacific Marketing 
Campaigns Awards.
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Eugene was previously the 
Regional Director of Marketing 
for Asia at McDonald’s, where 
he has been working for over 12 
years now.

Spearheading activations such 
as the BTS Meal in Asia, Eugene 
has been working closely with 
international teams to develop 
new directions or guidelines for 
McDonald’s on areas such as 
media, creativity, and menu.

I took this opportunity to have 
a light conversation with the man 
of the hour.

Big congratulations to you 
Eugene! Are you lovin’ it?

I’m definitely Lovin’ It. It’s 
such an honor to have this 
amazing opportunity, and I’m 
excited to be working closely 
with all the amazing marketing 
talent from across our wonderful 
region.

So what exactly are you taking 
on in addition to your previous 
role? What’s changing?

To be completely honest, the 
actual job doesn’t change all 
that much. I’ve been Regional 
Marketing Director since Feb 
2020, so it’s been 1.5 years in the 
regional role. There are more 
meetings that I’ll need to attend 
now, and of course having the 
heavy responsibility of being 
fully in charge. 

During the past 1.5 years, 
I’ve had the extreme pleasure 
of working under Nick Rodd 
who has been an amazing coach, 
mentor, and partner in crime. He 
is actually retiring, which is why 
I was afforded this opportunity, 
so I have big shoes to fill. I will 
continue building on his legacy 
and the strong foundation he 
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has set in place but will try to 
sprinkle some of my own fairy 
dust along the way.

What’s the most challenging 
part of this job? How do you 
handle it?

 I think the most challenging 
part of the job is understanding 
and truly appreciating the vastly 
diverse cultures and nuances 
between markets. 

Being candid, during my 
time in Malaysia, I always asked 
myself “How different could it be 
in other markets?” 

Only after joining the regional 
team did I really understand 
that every country is very 
different, and what worked in 
Malaysia won’t necessarily work 
somewhere else.

So I’ve handled it’s through 
having tremendous empathy and 
keeping an open mind, allowing 
myself to indulge in the local 

culture, and having full trust in 
the local team to make the right 
decisions because they know 
their market best.

Asia is a huge mix with 
different types of menus, which 
ones are the most diverse in 
terms of flavor?

Every country is definitely 
unique, and that’s why even for 
a brand as “standardized” as 
McDonald’s, we have special 
local menu items in every 
market. 

For example, in Malaysia 
you have Nasi Lemak McD, in 
Indonesia there’s Nasi Udok, 
in Korea there’s the Bulgolgi 
Burger, in the Philippines there’s 
McSpaghetti, and in Hong Kong 
they have Twisty Pasta.

The beauty of McDonald’s is 
that we’re a global multinational 
corporation that operates like an 
SME in the countries we’re in. 

... Local culture plays a huge part in 
the creation of the campaigns, and 
insights vary from country to country, 
so it’s such an exciting journey...
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Market teams have full control 
of their local menu development 
and marketing calendars, and 
we’re big on localization to cater 
to the rich and diverse taste buds 
of our local customers.

What are some of the biggest 
difficulties you faced because 
of the pandemic? How did you 
tackle them?

The biggest difficulty was 
definitely the lack of travel. 
It’s almost impossible to fully 
understand a country unless 
you’ve been there and seen it 
with your own eyes.

I joined the regional team 
in Feb 2020, managed to 

visit 1 market which was the 
Philippines, and the world went 
crazy in March. However, just 
from that 1 trip alone, I feel like I 
understand the Philippines much 
better and was able to live like 
a local for a week, experiencing 
their local value driven food 
truck culture.

So unfortunately, in the 
absence of travel, I now connect 
with the local CMOs more 
regularly (2-3 times a month) to 
get insights about the market 
directly from them. Again, 
keeping an open mind and 
fully trusting the local teams to 
make the best decisions for the 
business.

What are the various types of 
campaigns you and your teams 
have to work on every year? 
What’s the best thing about 
working on such culturally 
diverse campaigns? 

As mentioned earlier, every 
market manages their own 
unique marketing calendars, 
which makes the regional role 
that much more exciting. 

For example, when running 
a Big Mac promotion, what 
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it looks like in Indonesia will 
look completely different from 
Taiwan. 

Local culture plays a huge 
part in the creation of the 
campaigns, and insights vary 
from country to country, so it’s 
such an exciting journey.

You’re the voice of Asia on 
global forums, tell us a bit about 
how that works.

As the representative for Asia 
on many global forums such as 
the Global Creative Council, the 
Global Media Council, the Global 
Knowledge Council, the Global 
Menu Council, just to name a 
few… my job is to bring Asia’s 
ideas, experience and concerns 
to the table. These councils 

help shape the way forward for 
McDonald’s globally, and I make 
sure that Asia’s voice is clearly 
heard by the decision makers in 
Chicago. 

This helps ensure that any 
global guidelines that come 
from the center has Asian inputs 
considered and is fit for roll out 
in this part of the world.

At the same time, it’s also my 
duty to showcase the amazing 
marketing work we produce over 
on this side of the world to the 
international team so Asia gets 
our rightful time in the spotlight.

Once again Eugene, I would 
like to congratulate you on behalf 
of all of us at MARKETING 
Magazine, and wish you the very 
best for your journey ahead.
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BOBHOFFMAN.COM

I was at a party of the 
vaccinated a few weeks ago. (The 
only good thing about COVID 
was that we were spared parties 
for 18 months.) 

At one point I was surrounded 
by some people who know I’m 
associated with the ad industry. 

They were hammering me 
about how awful advertising has 
become. 

Fortunately I had a good 
defense. “I no longer write 
advertising. I write about 
advertising,” I squeaked timidly 
as I sprang for the bar. The 
incident clarified a question that 
had been bothering me. While 
an informal focus group of semi-
intoxicated party people hardly 
constitutes serious research, I 
believe the public does see it. 

When advertising 
became content 

 

https://www.bobhoffmanswebsite.com
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If you accept my premise 
that advertising has gotten 
noticeably worse in recent years, 
the question is, why? We have 
amazing new technologies. We 
have amazing new production 
techniques. We have amazing 
new media. 

How has our craft (I dare not 
call it an art) become noticeably 
worse, even to the untrained 
eye? As I’m sure you’ve guessed 
by now, I have a theory. I think 
the answer is that two things 
happened simultaneously. 

First all the 56.5 billion pages 
of stuff that was floating around 
the web  -- all the websites, 
social media posts, blogs, home 
videos, corporate manifestos, 
idiotic opinions, pictures of cats, 
and useless emails and (ahem) 
newsletters -- got promoted to 
“content.” 

Previously they were just web 
litter. 

At the same time, advertising 
was demoted to content. 

It used to be something special 
and uniquely important to 
marketers. But as the marketing 
industry “matured” advertising 
became just another form of 
content.

What’s wrong with content? 

Any form of communication 
that is worth anything has a 
specific designation -- it’s a book, 
or a play, or an opera, or a movie, 
or a song. 

You would never call a sonnet 
or a ballet “content.” They have 
specific identities and formal 
designations because they require 
talent and skill. 

But stuff that doesn’t require 
talent and skill?

That, my friend, is what we 
call “content.”

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.

... Previously they 
were just web 
litter. At the same 
time, advertising 
was demoted to 
content...

https://www.bobhoffmanswebsite.com
https://typeagroup.cmail19.com/t/d-l-awijuy-jyyknitlt-j/
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The most inspirational 
creative ideas from

brands including Dove, 
Heinz and KFC China

The most inspirational 
creative ideas from

brands including Dove, 
Heinz and KFC China

The World’s Best Creative / 01

Contagious is all about creativity. We hunt the best advertising 
and marketing from across the world, and then we analyse and 
contextualise it, to figure out what works and why.

The campaigns featured in the World’s Best Creative are taken from 
our I/O platform, which contains more than 10,000 case studies on 
the best advertising and marketing from across the world, buttressed 
by interviews with the senior industry figures who made the work.

All of the campaigns featured in this report are available 
on Contagious I/O. For more information about becoming 
a member, email sales@contagious.com
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The World’s Best Creative / 02

� HEINZ
Draw Ketchup
In order to defend market share and reinforce its 
credentials Heinz covertly created an experiment asking 
people across five continents to simply picture ‘ketchup’. 
The results were revealed in a light-hearted film featuring 
participants drawing their creations, almost all of which 
included assets distinctive to Heinz Ketchup, including 
the shape of the bottle, the 57 logo on the bottle neck 
and even HEINZ itself. Launched in Canada with agency 
Rethink, Toronto, the campaign used some of the 
illustrations from the experiment on Heinz Ketchup bottles 
sold in stores. Canadians could also visit the website to 
design their own label, with 250 people winning a custom 
bottle with their design on it.

 DOVE
The CROWN Act
In keeping with its purpose-led aims to effect positive 
change in society, beauty brand Dove has been campaigning 
to end race-based hair discrimination in the US. Working 
with agency JOY Collective in Washington DC, a study was 
commissioned by the brand, discovering that black women 
in the US were 80% more likely to feel the need to change 
their natural hair to fit in at work. In response, Dove partnered 
with the National Urban League, Color of Change and the 
Western Center on Law & Poverty to ‘create a respectful 
and open world for natural hair’, with the alliance lobbying 
for The CROWN Act. This Act was passed by the House 
of Representatives in September 2020, taking it one step 
closer to federal law. In addition, Dove made a short brand 
film reflecting the struggles for black equality in the US, and 
created the CROWN Fund, pledging $5m to organisations 
working to end systemic racism.

 KFC CHINA
The God of Rain
Fast food behemoth KFC China turned downpours into 
an opportunity to streamline efficiency while boosting 
sales. Working with Isobar in Shanghai, KFC created a 
simplified discount menu that only appeared on its mobile 
app whenever it rained. Automatically triggered through 
real-time weather and location data, the pared-down menu 
dramatically reduced delays and alleviated pressure on staff 
dealing with orders that typically spike by 10% during bad 
weather. KFC also hired Taiwanese rock star Jam Hsiao – 
nicknamed ‘The God of Rain’ (because it seemingly always 
rains at his concerts) – to promote the campaign. Isobar said 
that around 850,000 people used the rainy-day menu in the 
first two weeks while meal preparation time fell by 25%.

The World’s Best Creative / 03

� FIG & BLOOM
Broquet 
Are you man enough to send your 
best buddy a bunch of flowers? 
This was the premise behind Fig & 
Bloom’s range of floral bouquets 
designed for men to send to their 
friends. Working with creative 
agency Thinkerbell in Melbourne 
as well as the charity Gotcha4Life, 
Fig & Bloom’s initiative aims 
to expand its market while 
strengthening social connections 
during the pandemic. ‘Most 
men don’t want to admit when 
they’re having a rough time,’ said 
Gus Worland, founder of charity 
Gotcha4Life. ‘By sending a Fig 
& Bloom Broquet we hope more 
men are empowered to reach out 
to their bros.’

 13ÈME RUE
Underground Premiere
The arrival of exciting new content is a great 
opportunity for streaming platforms to acquire new 
users. But restricted by a smaller marketing budget 
and lower brand awareness than its competitors, 
French TV channel 13ème Rue needed to be 
more creative in how it plugged its original series 
Trauma. Working with BETC Paris, 13ème Rue 
created Underground Premiere, an OOH campaign 
that enabled commuters on the Parisian Metro to 
scan a QR code from digital billboards to unlock 
a downloadable preview of the pilot episode. The 
deeper the person was underground, the longer the 
previews were that codes unlocked, mirroring the 
series’ subterranean storyline. Following the show’s 
release, the first episode was put on YouTube as 
a pre-roll ad. 13ème Rue reports that the digital 
billboards were viewed by 33 million people, with 
a total of 5 million minutes being unlocked, while 
subscriptions to the platform increased 35% 
following the campaign.

 ELGIGANTEN
VAR Discounts
The introduction of the video assistant referee (VAR) to professional football has provoked much 
aggravation – and a bit of inspiration too. Danish electronic retailer Elgiganten noticed that the gesture of a 
rectangle drawn in the air to signal a video replay looks just like a television, so it hijacked these moments 
by offering discounts on TVs during English Premier League games in June 2020. Every time a referee 
made the VAR signal, Elgiganten pushed out a one-hour discount via social media. Price reductions were 
dependent on the time that the VAR signal was made, up to a maximum of 45%, eg a VAR call at 35 minutes 
into the game would activate a 35% discount. Created by Nord DDB, Stockholm, the agency reports that 
the campaign achieved $290,000 in TV sales during its debut match, attracting 105,000 unique visitors to 
the Elgiganten website and resulting in a 12x ROI on the brand’s $25,000 investment.
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