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“Build something 
100 people love. 
Not something 
1 million people 
kind of like.”
Brian Chesky, CEO of AirBnB

“Fake it till 
you make it”  
Phrase on Simon & Garfunkel 
song “Fakin’ It”, released in 1968. 
And also the secret sauce that 
made many millionaires today. 

“As they say, if you 
don’t want to make 
decisions, form a 
committee.”  
Zaid Ibrahim writing in 
Malaysiakini
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As we start to travel, 
Tourism Malaysia 
shelves ad plans. 

Advertising and media pitches for the Tourism Malaysia business are 
nothing short of dramatic…if not of the suspicious kind. 

I have come to regard the 
shenanigans that go with their 
processes to be “business as 
usual”. You can read my past 
writings about their fascinating  
ways here.

But check out their latest earth-
shattering move…. 

After hunting and reviewing 
agencies to manage media and PR 
duties for its domestic account, 
they have closed the case with 
“TIADA LANTIKAN UNTUK 
TENDER INI”. 

In other words, all that work 
came to nought, no further action! 
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The whole tender exercise for 
agencies to handle the 12-months 
domestic tourism business 
(apparently, the budget for the 
ad part was RM6 million and 
half a million for PR) is now non-
existent. 

Tourism Malaysia reported 
over 70% of negative growth due 
to COVID-19 in December last 
year, so this new development 
adds another mystery to their 
amazing ways in promoting our 
country to fellow Malaysians. 

I spoke to two agency heads to 
get their reactions…

“Sheer incompetent nonsense 
or, as others suspect, just more 
rasuah,” said a multinational 
agency head whose agency was 
in the running.

Another local agency owner 
lamented, “Doesn’t the Minister 

realise how bizarre this situation 
is, first the PR pitch, then the 
domestic ad pitch and then out of 
nowhere a separate music pitch, 
which should already be part of 
the domestic pitch (but has now 
been given to a separate bidder 
for around only RM70K). More 
loss of money to all the bidders 
at a time when every agency’s 
already in pain...” 

In the meantime, it seems the 
job to promote travel and tourism 
will be left to the professional 
acumen of the airlines, hotels and 
MATTA to shoulder. 
 
No surprises here. 
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Meet 
the 2021 
Dragons of 
Asia & the 
Dragons of 
Malaysia 
winners…
2021 delivered a very different 
Dragons Programme; reflective 
of a very different marketplace 
to the one we knew a couple 
of years ago. It’s different too, 
with much regret, that our live 
Awards event in KL can’t take 
place this year.
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This year, a large number of 
campaigns took Covid-19 head 
on. Given the similarity of the 
challenges faced in most markets, 
it was very pleasing to see so many 
different and fresh executions with 
extraordinary results: some even 
triggering entirely new marketing 
strategies.

This year we welcomed Members 
of the 4A’s Sri Lanka who, despite 
their own crippling lockdowns, 
generated 7 times the entries seen in 
previous years. We also broadened 
our geographic reach with a 
campaign executed in Sarawak. 

Finally, participation from the 
Pakistan marketing industry has 
increased markedly, to a point 
where a ‘Dragons of Pakistan’ show 
is imminent in 2022.

We’re about to contact Winners 
with Prize delivery details, together 
with an Invitation to take part in 
the 35th MAA GLOBES, taking on 
Winners from around the World, 
with a goal of being the ‘Best of the 
Best in the World’.

Congratulations to all this year’s 
Winners!

Mike Da Silva
Director Dragons of Asia
COO, MAA Worldwide
Director, MAA Globes

FCB Malaysia: 
Best of both 
Worlds creative 
force. 
Winner of Advertising+Marketing’s 
Overall Agency of Year Award and 
back-to-back wins in Campaign 
Asia’s Agency of the Year Awards, 
they’re the #1 Malaysian owned-
operated agency.

“Play the game 
like there’s no 
tomorrow is 
my motto for 
success,”
Shaun Tay, 
Co-owner and 
CEO, FCB 
Malaysia

https://dragonsofasia.org/dev/?finalist=1
https://dragonsofasia.org/dev/?finalist=1
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Best Integrated Marketing Campaign
Entrant
ensemble worldwide
Campaign
Jobs That Matter
Client
SEEK Asia

Best Marketing Discipline Campaign 
Entrant
ADA Asia Malaysia 
Campaign
Establishing Yoodo as the Go-To Telco 
for Gamers 
Client
Yoodo

Best Digital Campaign
Entrant
IHH Healthcare Malaysia 
Campaign
Turn Up The Pink Campaign

Best Innovative Idea or Concept
Entrant
Astro Media Solutions Malaysia  
Campaign
Gamifying Hada Labo’s 10th 
Anniversary
Client
Hada Labo 

Gold Dragon Winners

https://dragonsofasia.org/dev/?finalist=1
https://dragonsofasia.org/dev/?finalist=1
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Best Brand Building and/or Awareness 
Campaign
Entrant
GO Communications Malaysia 
Campaign
Modanisa Launch 
Client
Modanisa 

Best Business to Business or Trade 
Marketing Campaign 
Entrant
Edelman Malaysia   
Campaign
JIRAN 
Client
TM Net 

Best Event or Experiential Marketing 
Campaign
Entrant
GO Communications Malaysia 
Campaign
Celebrating Greatness 
Client
Moet Hennessy  

Best Brand Loyalty Campaign
Entrant
FCB Malaysia 
Campaign
Heart Baker. Love Triumphs  over 
Taboos
Client
RHB Bank

Gold Dragon Winners

https://dragonsofasia.org/dev/?finalist=1
https://dragonsofasia.org/dev/?finalist=1
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Best Mobile Marketing Campaign
Entrant
ADA Asia Malaysia 
Campaign
Pilihlah Boost (e-Tunai Rakyat) 
Client
Boost 

Best Social Media or Word of Mouth 
Campaign
Entrant
Orion Digital Malaysia 
Campaign
PrOmilej
Client
Pacific & Orient Insurance

Best Product Launch or Re-launch 
Campaign
Entrant
Kingdom Digital Solutions Malaysia
Campaign
KOSÉ Champion ‘Less is More’ 
Client
KOSÉ 

Best Brand Trial or Sales Generation 
Campaign
Entrant
Orion Digital Malaysia 
Campaign
PrOmilej
Client
Pacific & Orient Insurance

Gold Dragon Winners

https://dragonsofasia.org/dev/?finalist=1
https://dragonsofasia.org/dev/?finalist=1
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Best use of Public Relations
Entrant
VMLY&R Commerce Malaysia 
Campaign
When #ExtraNotOrdinary trumps 
Extraordinary
Client
CIMB Bank

Best Small Budget Campaign
Entrant
VMLY&R Commerce Malaysia 
Campaign
1 Blessing is Not Enough
Client
CIMB Bank

Best Cause, Charity Marketing or 
Public Sector Campaign
Entrant
FCB Malaysia   
Campaign
Ocean Harmony 
Client
RHB Bank 

Gold Dragon Winners

https://dragonsofasia.org/dev/?finalist=1
https://dragonsofasia.org/dev/?finalist=1
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Best Entertainment Campaign 
Entrant
Astro Media Solutions Malaysia  
Campaign
Bunga’s Secret Garden 
Client
Procter & Gamble Malaysia

The 2021 Dragons of Malaysia
Industry Ranking Ladder - TOP 10
Entrant Points
GO Communications 45

Orion Social Media 39

ADA Asia 33

Astro Media Solutions 33

Kingdom Digital Solutions 33

VMLY&R Commerce 28

ensemble worldwide 25

FCB Malaysia 25

Edelman Malaysia 18

IHH Healthcare 16

Best Use of Media
Entrant
Invictus Blue Malaysia   
Campaign
The PETRONAS Cinematic Experience
Client
PETRONAS  

GOLD DRAGON : 10 Points
SILVER DRAGON : 7 Points
BRONZE DRAGON : 5 Points
BLACK DRAGON : 1 Point

Gold Dragon Winners

https://dragonsofasia.org/dev/?finalist=1
https://dragonsofasia.org/dev/?finalist=1
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DRAGONS OF 
ASIA 2021

Best Brand Building and/or Awareness 
Campaign
Entrant
ensemble worldwide
Campaign
Jobs That Matter
Client
SEEK Asia

Best Brand Loyalty Campaign
Entrant
FCB Malaysia 
Campaign
Heart Baker. Love Triumphs  
over Taboos
Client
RHB Bank

Best Social Media or Word of Mouth 
Campaign
Entrant
Orion Digital Malaysia 
Campaign
PrOmilej
Client
Pacific & Orient Insurance

Best Product Launch or Re-launch 
Campaign
Entrant
Kingdom Digital Solutions Malaysia
Campaign
KOSÉ Champion ‘Less is More’ 
Client
KOSÉ 

Gold Malaysian 
Dragon Winners

https://dragonsofasia.org/dev/?finalist=1
https://dragonsofasia.org/dev/?finalist=1
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Best use of Public Relations
Entrant
GO Communications Malaysia   
Campaign
Hero9. When A Hero Comes Along 
Client
GoPro  

Best Cause, Charity Marketing or 
Public Sector Campaign
Entrant
FCB Malaysia   
Campaign
Ocean Harmony 
Client
RHB Bank 

Best Small Budget Campaign
Entrant
VMLY&R Commerce Malaysia 
Campaign
1 Blessing is Not Enough
Client
CIMB Bank

Best Entertainment Campaign
Entrant
Astro Media Solutions Malaysia  
Campaign
Bunga’s Secret Garden
Client
Procter & Gamble Malaysia

Gold Malaysian 
Dragons Winners

https://dragonsofasia.org/dev/?finalist=1
https://dragonsofasia.org/dev/?finalist=1
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BEST CAMPAIGN BY COUNTRY
MALAYSIA
Entrant
FCB Malaysia 
Campaign
Heart Baker. Love Triumphs
over Taboos
Client
RHB Bank

2021 BEST CAMPAIGN IN ASIA

Entrant
MediaCom Thailand  
Campaign
Vitamilk 55 Provinces
Client
Green Spot Company

2021 AGENCY OF THE YEAR
FCB Malaysia

2021 NETWORK OF THE YEAR
Mediacom

2021  PLATINUM 
DRAGON MASTER
Nguyen Ngoc Thuy                                          
Head of Marketing.                                                                 
FWD Vietnam Life Insurance Company 

This year’s Dragons of Asia and the Dragons of Malaysia virtual Winner’s 
Award Event and full Winner details, is on: dragonsofasia.org

https://dragonsofasia.org/dev/?finalist=1
https://dragonsofasia.org/dev/?finalist=1
https://www.dragonsofasia.org
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While the rest of the world 
is nauseated by Facebook›s 
activities, the industry that has 
the deepest connection to it, and 
has the most to lose, is ours. And 
yet....crickets.

     One of the responsibilities 
of our trade organizations is to 
defend and protect the interests 
of advertisers. And yet...crickets.

   Where are all the major 
brand bullshitters who lecture us 
about their virtuous commitment 
to «brand purpose?» Hello? 
Anyone home?

Let’s be very clear. Facebook 
is a product of the advertising 
industry. The advertising and 
marketing industries are fully 
complicit with Facebook. Every 
bit of squalid work that Facebook 
does is at the behest of marketers.

Anyone in a position of 
authority in our industry who 
claims that he or she does not 
know what Facebook is up to 
is either a liar or an imbecile. 
Wait...I take that back.  No one is 
that stupid. If they say they don’t 
know, they’re liars.

HEADS 
MUST ROLL 

The Facebook scandal has made headlines all over 
the world for the past week. The total number of public 

statements I have seen from the marketing and advertising 
industry “leaders” at the 4As and ANA: Zero

https://www.bobhoffmanswebsite.com
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Over 98% of Facebook’s 
revenue comes from advertising. 
It is time for the “leaders” of 
our industry -- the 4As, the 
ANA, the IAB, and the major 
holding companies and brands 
-- to be held accountable. They 
have encouraged, financed, and 
defended the creeps at Facebook 
(and the rest of the adtech 
squidocracy) too long. They 
have done nothing -- zero -- to 
attenuate the frightening effects 
of adtech’s dangerous activities.

Our industry “leaders” have 
neglected their responsibilities 
and driven the trustworthiness 
of our industry into the toilet 
while fraud has run rampant and 
unscrupulous operators like 
Facebook have taken control.

The ANA and/or the 4As 
should immediately institute and 
fund an independent commission to 
investigate the adtech 
industry - the fraud, the social 
consequences, and the secrecy. 
It is their only hope of retaining 
any trace of credibility.

Personally, I don’t need a 
commission to tell me what is 
going on. But the public and 
the average people working in 
advertising and marketing - who 
are horrified about what they are 
reading and hearing - do.

We desperately need people 
with independence, integrity, and 
balls to clear the air and try to 
resurrect the stinking carcass of 
our industry. We cannot leave it 
in the greasy hands of the people 
currently in control.

Chicken Shit On Parade
As mentioned above, one of 

the most alarming aspects of the 
Facebook scandal is the absence 
of the advertising and market-
ing industry from “the conversa-
tion.”

One reason may be that 
the disreputable activities that 
have been exposed in the past 
few weeks are mainly concerned 
with the cultural, societal and  
political irresponsibility that 
Facebook has been guilty of. 
Nobody really cares much 
if dumbass advertisers have been 
screwed blind and taken for a 
ride.

Facebook’s famous lies about 
their advertising business - their 
audience measurement, their ad 

https://www.bobhoffmanswebsite.com
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metrics - are of little interest to 
the press or the general public 
and therefore have not been 
widely investigated. But...

“For years, Facebook has 
misrepresented core metrics to 
investors and advertisers...” 

Frances Haugen to members 
of the US Congress

 No one with half a lobe 
believes that FB has any more 
scruples about its business 
practices than it does about its 
social responsibility.

 Another reason I believe our 
industry has been silent is that 
Facebook has bought and “owns” 
the industry. 

Thus far the press and public 
have not quite put two and two 
together and realized that the 
marketing industry is the hidden 
hand behind all the appalling FB 
headlines.

Industry Trade Organizations: 
    How much money does 
Facebook contribute annually 
to the advertising “watchdog” 
agencies - 4As, the ANA and the 
IAB? 
    How many of the events, 
conferences, and meetings 
of these organizations does 
Facebook sponsor? How much 

money does Facebook pay them 
to sponsor these events? How 
much say does Facebook have 
about the content of the sessions 
they sponsor? 
    How many Facebook 
employees sit on their boards 
and committees? At what level 
and in what capacities?

Agency Holding Companies: 
    What arrangements does the 
company have with Facebook 
to provide formal or informal 
consulting services to the 
agencies? Are these activities 
fully disclosed and transparent to 
clients? 

... one of the most 
alarming aspects 
of the Facebook 
scandal is 
the absence 
of the advertising 
and marketing 
industry 
from “the 
conversation.”
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    What type of consumer or 
media metrics or research 
does Facebook provide to 
the agencies? What established 
mechanisms are in place to verify 
and validate the metrics that 
Facebook provides? 
    Facebook metrics have been 
reliably unreliable. Has the 
holding company investigated 
this? Have results been disclosed 
to clients?

Marketers and Brands: 
    Do you have Facebook 
employees embedded in your 
marketing or media department? 

Do you pay for this or does 
Facebook provide it “gratis?” 
    Do you have Facebook 
employees who are not 
embedded, but act as advisors 
or informal consultants? Do you 
pay for this or does Facebook 
provide it “gratis?” 
   What oversight controls 
are in place to validate the 
media planning and spending 
recommendations that Facebook 
employees do for you? 
    Does Facebook contribute to, 
or sponsor, any of your brand 
conferences, brand “summits,” 
or any other marketing or 
“educational” events? If so, in 
what capacity and what is the 
cash value of their participation?

Trade Press: 
   How many of your events, 
conferences, and meetings does 
Facebook sponsor? 
    How much money do they pay 
you for these sponsorships? 
    How much control do they 
have over the content of the 
sessions they sponsor? 
   What formal mechanisms do 
you have in place to verify and 
validate the information you 
publish that is provided to you 
by Facebook or its employees?

... Facebook 
metrics have been 
reliably unreliable. 
Has the holding 
company 
investigated this? 
Have results 
been disclosed to 
clients?...
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As you can see, I suspect that 
all along the advertising supply 
chain Facebook has inappropriate 
power and has been a corrupting 
influence. I believe they have 
proxies, lapdogs, and useful 
idiots with conflicting interests 
all over our industry.

You can expect some very 
high-level horseshit, back-
pedaling, and double-talk if 
the media (or the pathetic trade 
press) ever get their hands on 
hard evidence of how Facebook 
knowingly lies to advertisers and 
how trade orgs, agencies, and the 
trade press have turned a blind 
eye.

Wait...I take that back. Hard 
evidence already exists and 
no one in authority seems to 
give 2/5 of a flying shit. The 

corruption and incompetence are 
thrilling to behold.

WEEKENDER EDITOR’S 
NOTE: For the 15 years that 
Facebook has been available in 
Malaysia, they have given zero 
sponsorship to us or paid to attend 
any of our Conferences, Award 
Shows, and Workshops. And we do 
not expect this to change for the next 
15 years, and more…

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.
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Positive growth rate of 
3.4% in retail sales, as 
compared to the same 

period in 2020.
Members of Malaysia Retailers 

Association (MRA) and Malaysia 
Retail Chain Association (MRCA) 
were interviewed on their retail 
sales performances for the second 
quarter as well as the rest of 2021.

For the second quarter of 2021, 
Malaysia retail industry recorded 
a positive growth rate of 3.4% in 
retail sales, as compared to the 
same period in 2020.

During the second quarter of 
2020, Malaysia retail industry 
suffered a year-on-year decline 
of 30.9% because of business 
closures.

Shopping traffic recovered 
when Movement Control Order 
(MCO) 2.0 ended in March 2021. 
Although Malaysia was under 
Conditional Movement Control 
Order (CMCO) during the first 
month of the second quarter, 
shopping malls in all major cities 
received large crowds on the 
first weekend after MCO 2.0 was 

lifted. Some tourist areas had 
also received good crowd during 
the weekends.

After surging daily confirmed 
cases, MCO 3.0 had been re-
imposed from 3 May 2021 and 
ended on 31 May 2021. During 
this period, majority of retailers 
suffered from poor sales when 
Malaysian shoppers avoided 
enclosed places.

Started from 1 June 2021, 
Phase 1 of Full Movement 
Control Order (FMCO) ran for 
a period of 2 weeks. During 
this time, non-essential retailers 
had been ordered to shut down. 
Malaysians nationwide were 
asked to stay at home.

RETAIL SUB-SECTORS’ 
SALES COMPARISON

The performances of retail 
sub-sectors during the second 
quarter of 2021 were mixed. 
Numerous retail sub-sectors 
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were severely affected during 
this period because their physical 
stores stayed shut for a long 
period of time. 

Department Store cum 
Supermarket sub-sector recorded 
a negative growth rate of 7.5% 
during the second quarter of 
2021, as compared to the same 
period a year ago. 

On the other hand, retail 
business of Department Store 
sub-sector rebounded during 
second 3-month period of this 
year. After a huge dip in business 
during the first quarter, it grew 
by 18.2% during the subsequent 
quarter. 

The Department Store sub-
sector had been suffering from 
double-digit sale declines on 
quarterly basis since the virus 
pandemic started. It was the 
best performing retail sub-sector 
during the second quarter of this 
year. 

Despite being allowed to 
open throughout the virus 
pandemic, the Supermarket and 
Hypermarket sub-sector was still 
faced with declining retail sales 
as compared to pre-covid-19 
period. Its business contracted by 
12.3% during the second quarter 
of 2021. 

On the contrary, the Mini-
Market, Convenience Store & 
Cooperative enjoyed a moderate 
growth rate of 2.6% in retail sales 
during the second quarter of this 
year.

During the second quarter 
of 2021, the Fashion and 
Fashion Accessories sub-sector 
managed to turn around with a 
growth rate of 17.6%. Similar to 
Department Store sub-sector, it 
was the first time this sub-sector 
registered a positive growth rate 
since the advent of the covid-19 
pandemic in Malaysia.

The Children and Baby 
Products sub-sector recorded 
a decline of 17.4% in retail sale 
during the second 3 months of 
this year.

National Recovery Plan (NRP) 
in 4 phases was implemented 
from 15 June 2021. Similar to 
FMCO, non-essential retailers 
remained close and Malaysian 
consumers were asked to remain 
at home.

For the first 6 months of this 
year, the retail sale growth rate 
contracted by 4.4%, as compared 
to the same period a year ago.

For the second quarter of 
2021, Malaysia national economy 
expanded by 16.1% as compared 
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to 3.4% for retail sales (at current 
prices). 

This high growth rate was 
mainly due to the low base 
from the significant decline in 
economic activities a year ago. 
During the second quarter of 
2020, Malaysia GDP growth rate 
was -17.1%.

Private consumption 
expanded by 11.6% during the 
second quarter of 2021. A year 
ago, it declined by 18.5% due 
mainly to movement control 
order.

During the second 3-month 
period, the Consumer Sentiment 
Index (by MIER) dropped 
drastically by 34.6 points. 
Tight household budget, rising 
prices and limited job prospects 
were the main concerns. It had 
remained below the 100-point 
threshold level of optimism for 
11 consecutive quarters.

Unemployment rate during 
the second quarter of 2021 
remained unchanged at 4.8%.

During the second quarter of 
this year, Pharmacy sub-sector 
reported a positive growth rate of 
10.0%, as compared to the same 
period a year ago. This sub-sector 
was one of the few retail trades 
that remained open throughout 
the covid-19 crisis.

The Personal Care sub-sector 
registered another poor retail 
result with -36.1% in growth 
rate during the second 3-month 
period of this year. Its physical 
stores stayed shut for most part 
of the second quarter.

The Furniture & Furnishing, 
Home Improvement as well 
as Electrical & Electronics sub-
sector reported a decline in 
growth rate of 1.1% during the 
second quarter of 2021. 

The Other Specialty Stores 
sub-sector (including photo shop, 
fitness equipment store, sporting 
goods’ store, store retailing 
musical instrument, optical store, 
shop selling baking ingredient 
as well as direct selling firm) 
suffered a large drop in retail 
sale (-41.4%) during the second 
quarter of 2021, as compared to 
the same period last year. This 
was the worst performing retail 
sub-sector during the second 
quarter.

NEXT 3 MONTHS FORECAST
Members of the two retailers’ 

association project an average 
growth rate of -15.1 during 
the third quarter of 2021. 
Physical stores of majority of 
retail trades were shut during 
the first half of third quarter. 
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Except for operators of mini-
market, convenience store and 
cooperative, retailers in all retail 
sub-sectors foresee downward 
movement in their sales for the 
next 3 months.

The department store cum 
supermarket operators are 
expecting their sales to worsen 
with a negative growth of 25.5% 
for the third quarter of this 
year. 

After a temporary rebound, 
the department store operators 
are expecting their businesses to 
decline with a negative growth 

rate of 11.2% for the third 
3-month period of this year.

REST OF 2021
In June this year, Retail 

Group Malaysia (RGM) 
estimated a 4.0% growth rate in 
retail sale for 2021. However, 
this projection needs to revise 
downwards again taking into 
consideration the lower growth 
in second quarter result and 
the revision of third quarter 
estimate. RGM revises Malaysia 
annual retail industry growth 
rate for 2021 from 4.0% to 0.8%. 

YEAR ON YEAR PERCENTAGE CHANGE IN RETAIL SALES BY 
RETAIL SUB-SECTOR, 2021

Retail Sub-Sector 1st Qtr 2nd Qtr
%

Department store cum supermarket -14.5 -7.5
Department store -24.3 18.2
Supermarket and hypermarket -11.9 -12.3
Mini-market, convenience store & cooperative -3.7 2.6
Fashion and fashion accessories -23.4 17.6
Children and baby products* -12.2 -17.4
Pharmacy** -6.2 10
Personal care** -17.7 -36.1
Furniture & furnishing, home improvement as well 
as electrical & electronics 35.3 -1.1

Other specialty retail stores -0.1 -41.4

Notes: 
 *- children and baby products include apparel, accessories, equipment, school uniform and toys 
 **- pharmacy and personal care stores were grouped under one category in Year 2020
 NA- not available
 Source: MRA/ MRCA/ Retail Group Malaysia
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3-MONTH RETAIL SALES FORECAST  BY RETAIL SUB-SECTOR, 
JULY-SEPT 2021

Retail Sub-Sector % growth rate
Overall (weighted) -15.1
Department store cum supermarket -25.5
Department store -11.2
Supermarket and hypermarket -1.5
Mini-mart, convenience store & coop. 5.9
Fashion and fashion accessories -35.5
Children and baby products* -47.5
Pharmacy -5.2
Personal care -54.3
F&F, home improvement and E&E# -30.2
Other specialty retail stores -42.6

Notes:
 *- include apparel, accessories, equipment, school uniform and toys
 #- furniture & furnishing, home improvement and electrical & electronics   
 Source: MRA/ MRCA/ Retail Group Malaysia

YEAR ON YEAR PERCENTAGE CHANGE IN RETAIL SALES 
(WEIGHTED), 2020/21

Type Period % 
growth

Retail sales

Apr-Jun 
2020 -30.9

Jan-Mar 
2021 -9.9

Apr-Jun 
2021 3.4

Jan-Jun 
2021 -4.4

Source: MRA/ MRCA/ Retail Group Malaysia
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