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“If you know the art 
of deep breathing, 
you have the 
strength, wisdom 
and courage of ten 
tigers.” 
 Chinese adage

“Beauty begins 
the moment 
you decide to 
be yourself.” 
Coco Chanel

“Create work 
that adds to 
culture, rather 
than just takes 
from it.” 
Rob Campbell

“A broken clock still tells the right 
time twice a day.” 
Anonymous
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EDITOR’S NOTE

In any profession anywhere 
in the world, there are only two 
ways to go in my humble opinion 
- the first is “C’est possible” and 
the second is “C’est impossible”.

Anyone following the latter 
will always end up in the school 
of pessimism, which never works 
for anyone’s benefit.

Today with this issue we 
begin the year 2022 celebrating 
the brilliant bunch of marketers 
whose motto for life is “C’est 
possible”. Be it a heatwave or a 
thunderstorm, or even something 
as dubious as a pandemic, these 
soldiers don’t give in or give up, 

The year of 
possibilities

they hold their platoons, own 
their grounds, and mark their 
territories like the champions 
they are.

Discovering possibilities in 
instances where most people 
can’t is what marketers do. 
And I feel extremely fortunate 
to be here at this very moment 
experiencing the brilliance of a 
bunch of marketing superheroes.

So I’ll be making not one, but 
two toasts today, first to these 
geniuses of the industry, and 
a second one to us all having a 
year full of possibilities that we 
shall utilise the moment we find 
them.

Happy New Year!

Raihan Hadi
Chief Content Officer
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For a second consecutive year, 
the 5th Malaysian CMO Awards 
was conducted successfully in 
the virtual world, and no matter 
how much we miss the physical 
event with the conference, the 
dressing up and the socialising - I 
am delighted to tell you that we 
have had a blast.

Winners of the 
Malaysian
CMO Awards 
2021
By Raihan Hadi

JUDGING PANEL

Prof. John D Chacko
President 

International 
Advertising 

Association (IAA) 
Malaysia

Greg Paull
Principal 

R3 Worldwide

Albern Murty
CEO
Digi

Renzo C Viegas
Founder and 

Executive Director
Crescer 

Datuk William Ng
Chairman

SAMENTA

Andreas M. 
Vogiatzakis

Executive Director
AMVPLUS Advisory 

Surina Shukri
Venturer & Growth 

Catalyst,
Former CEO  

of MDEC

Karthik Siva
Founding Chairman 

of Global Brand 
Forum
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Yes, the heroes, who 
championed marketing in 
Malaysia during yet another 
tough year, have been 
recognised.

This year we received an 
overwhelming number of 
nominations for the awards 
and given how much time our 
respected judges were given to 
go through all the nominations 
and decide on the awardees, we 
spoke to some of them for their 
feedback on their thoughts about 
the nominees, what factors made 
an impression in their minds 
and the wishes they wanted to 
convey to the winners.

Without further ado, let’s hear 
some of them out.    

The one thing that was 
common in every entry was 
the human and business toll of 
Covid. 

Judging is never easy. The 
ability to tell your story is critical. 
Judges are not robots. They need 
to hear your human, business 
and brand stories that exude 
empathy and compassion for 
the plight of people. If you don’t 
have a real one that you can tell 
passionately, don’t enter. 

Sure results of viewership, 
eyeballs, reach, volume, revenue, 
share are relevant but what 
was your brand’s real intent in 
the midst of the pandemic or 
to use that overused textbook 
soundbite, purpose. Do you 
think you fulfilled that human 
and business purpose? There is 
always room for improvement 
in the entries each year and we 
hope to encourage stronger 
entries every year.

As a judge, I look for 
examples of the truth well told 
of how you made a difference to 
people’s lives. Brave businesses 
and brands that put people 
before profit fosters Trust and 
must be recognized.

Head of Judging Panel
Prof. John D. Chacko
President, International 
Advertising Association (IAA) 
Malaysia
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Judge
Greg Paull
Principal, R3

I was incredibly impressed at 
the details in all entries, given 
such a challenging year. The 
ones that stood out to me were 
the ones with the most tangible 
brand and business results.

Marketing’s job is to drive 
outcomes so the better we set and 
measure goals, the more effective 
we will all be.

Judge
Andreas M. Vogiatzakis
Executive Director
AMVPLUS ADVISORY

Pressure produces diamonds. 
And when we grasp the 
opportunities that a crisis offers, 
if we see the light at the end 
of the strife, if we fight with 
determination, resilience, wit, 
and grit, we create a better 
tomorrow. It is a choice. 

Navigating through the 
pandemic, staying relevant, 
making a difference, and 
inspiring teams internally and 
externally, was not an easy feat. 
Managing change, building 
empathy, coping with mental 
health challenges, and at the 
same time crafting winning 
strategies that can touch the 

... Navigating
through the pandemic, 

staying relevant, 
making a difference, 
and inspiring teams 

internally and 
externally, was not an 

easy feat...
Andreas Vogiatzakis



ISSUE314 JANUARY2022 | WEEKENDER
8

COVER STORY

hearts and minds of consumers, 
was a daunting task for all 
marketers. 

They all did their best and 
they all did well to navigate 
the stormy seas. A few did 
excel even further, and it was a 
privilege for me to judge their 
entries at the CMO Awards, an 
iconic Malaysian institution that 
celebrates the best the market has 
to offer.  

In their entries, I saw a 
fighting spirit, a might yet with 
gentleness that was putting 
the interests of the consumer 
at heart.  Customer-centric, 
thoughtful, meaningful and 
with the intent to not only add 
value from a product angle, but 
to also inspire and motivate 
the consumers from a human 
perspective, amidst the toughest 
of times. 

Leveraging O2O, some 
pure digital, some only using 
traditional media effectively, 
they all worked their best, and 
the caliber of their executions 
was set at high standards. I learnt 
a lot from these entries, not only 
on marketing grounds, but most 

importantly, on the purpose 
and the ability to understand 
the environment, the consumer 
needs, practical and emotional 
vis-à-vis the circumstances, and 
address them all with care.  

My respect and cheers go to 
all entries and candidates, as it 
took them courage to strategize, 
execute (and submit), and to 
all the winners.  My heartiest 
congratulations, to the top 
winners, as they truly deserve 
their wins.  

And to all the marketers, keep 
on shining, keep on leading, keep 
on making a difference for all.  
May 2022 be the best ever for the 
world!

... Customer-centric, 
thoughtful, meaningful 
and with the intent 
to not only add value 
from a product angle, 
but to also inspire 
and motivate the 
consumers from a 
human perspective, 
amidst the toughest 
of times...
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Judge

Datuk William Ng
Chairman
SAMENTA

This year continues to be a 
watershed year for the marketing 
profession. The pandemic 
continues to create uncertainty 
and unpredictability; and this 
calls for greater creativity and 
courage from marketers looking 
to break through both the clutter 
and fear prevailing in the market. 

This year’s entries to the 
Awards continue to be of very 
high quality, and exemplifies 
how adversity is indeed the 
mother of innovation. 

Congratulations to all the 
recipients of the awards this year. 

Prof. Harmandar Singh
President
Malaysian CMO Awards

Last year saw a growing 
maturity in resilient marketing 
after a full year of COVID 
uncertainty the year before. In 
2021, marketing professionals 
embraced the power of online 
marketing and e-commerce while 
mainstay industry categories 
like FMCG, Financial, Telco 
and e-delivery services made 
headway in a turbulent year. 

Our 2021 winners proved 
once again that every year is 
different with its own set of 
challenges. I congratulate all the 
winners - you are deserving of 
your victories, and thank you for 
placing marketing at the centre of 
excellence in the marketplace.
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Nadine Paul
Boost
Best Marketer in B2B Marketing

Saki Goh
Wipro Unza Malaysia
Best Marketer in Data 
& Technology Marketing

Shirley New
Taylor’s University
Best Marketer in Education 
& Training Marketing

Hassan Alsagoff
Grab Malaysia
Best Marketer in Festive 
Communications Marketing
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Sutapa Bhattacharya
Tenaga Nasional Berhad
Best Marketer in Festive 
Communications Marketing

Abdul Sani Abdul Murad
RHB Banking Group
Best Marketer in Influencer 
Marketing

Chayenne Tan Chia Yen
CIMB
Best Marketer in Influencer 
Marketing

Eric Wong
Prudential Assurance 
Best Marketer in Influencer 
Marketing
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Mark Tan
IPC Shopping Centre
Best Marketer in Loyalty 
& Engagement

Tammy Toh
ASTRO
Best Marketer in Media 
& Content Partnership

Rafe Daniel Chwee
CIMB
Best Marketer in Millennial 
Marketing

Edmund Lee
Red Bull Malaysia
Best Marketer in Omni-Channel 
Marketing
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Linda Hassan
Domino’s Pizza
Best Marketer in Omni-Channel 
Marketing

Badrul Hisham Mahmud
Petronas
Best Marketer in Retail 
& Promotions Marketing

Gigi Lee
RHB Banking Group
Best Marketer in SME Marketing

Melati Abdul Hai
McDonald’s
Best Marketer in Social Media 
Marketing
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Fernie Jasmine Abdul Ghani
Axiata Group
Best Marketer in Sustainable 
Brand Marketing

Izlyn Ramli
Telekom Malaysia Berhad
Best Marketer in Sustainable 
Brand Marketing

Sutapa Bhattacharya
Tenaga Nasional Berhad
Best Marketer in Sustainable 
Brand Marketing

May Ling Chan
KFC
Best Marketer in Retail & 
Promotions Marketing
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Melati Abdul Hai
McDonald’s Malaysia
Marketing Trailblazer - F&B

Zalman Zainal
Hong Leong Bank Berhad
Marketing Trailblazer - Financial 
Services

Chow Phee Chat
Nestlé Products Sdn Bhd
Marketing Trailblazer - FMCG

Eve Fong
Nestlé Nespresso
Marketing Trailblazer - Digital
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Amirul Muhammad
Funding Societies
Rising Marketing Star - Financial 
Services

Ray Chu
RHB Banking Group
Rising Marketing Star - Financial 
Services

Low Yuen Min
Wipro Unza Malaysia
Rising Marketing Star - FMCG

Jenny Chin
U Mobile
Marketing Trailblazer - Telco
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Jenny Chin
U Mobile
Best Marketer in Customer 
Experience Marketing

Nik Tasha Nik Kamaruddin
Sunway Group
Best Marketer in Festive 
Communications Marketing

Yap Pik Kuan
TIME dotCom
Rising Marketing Star - Telco
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Kong Wai Seng
A&W Malaysia
Best Marketer in Media & 
Content Partnership

Nizam Sani
Bank Rakyat
Best Marketer in Sustainable 
Brand Marketing

Siti Hajar Rizlan
Etiqa Insurance & Takaful 
Marketing Trailblazer - 
Financial Services

Mohammad Munzir bin 
Aminuddin
Siti Khadijah Apparel
Best Marketer in Retail 
& Promotions Marketing
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Melati Abdul Hai 
McDonald’s Malaysia

Sutapa Bhattacharya 
Tenaga Nasional Berhad
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GOLD
Best Marketer in B2B Nadine Paul Boost
Best Marketer in Data & Technology Marketing Saki Goh Wipro Unza Malaysia
Best Marketer in Education & Training Marketing Shirley New Taylor’s University
Best Marketer in Festive Communications Marketing Hassan Alsagoff Grab Malaysia
Best Marketer in Festive Communications Marketing Sutapa Bhattacharya Tenaga Nasional Berhad
Best Marketer in Influencer Marketing Abdul Sani Abdul Murad RHB Banking Group
Best Marketer in Influencer Marketing Chayenne Tan Chia Yen CIMB
Best Marketer in Influencer Marketing Eric Wong Prudential Assurance
Best Marketer in Loyalty & Engagement Mark Tan IPC Shopping Centre
Best Marketer in Media & Content Partnership Tammy Toh ASTRO
Best Marketer in Millennial Marketing Rafe Daniel Chwee CIMB
Best Marketer in Omni-Channel Marketing Edmund Lee Red Bull Malaysia

Best Marketer in Omni-Channel Marketing Linda Hassan Domino’s Pizza 
Malaysia

Best Marketer in Retail & Promotions Marketing Badrul Hisham Mahmud Petronas
Best Marketer in Retail & Promotions Marketing May Ling Chan KFC
Best Marketer in SME Marketing Gigi Lee RHB Banking Group
Best Marketer in Social Media Marketing Melati Abdul Hai McDonald’s Malaysia
Best Marketer in Sustainable Brand Marketing Fernie Jasmine Abdul Ghani Axiata Group

Best Marketer in Sustainable Brand Marketing Izlyn Ramli Telekom Malaysia 
Berhad

Best Marketer in Sustainable Brand Marketing Sutapa Bhattacharya Tenaga Nasional Berhad
Marketing Trailblazer - Digital Eve Fong Nestlé Nespresso
Marketing Trailblazer - F&B Melati Abdul Hai McDonald’s Malaysia

Marketing Trailblazer - Financial Services Zalman Zainal Hong Leong Bank 
Berhad

Marketing Trailblazer - FMCG Chow Phee Chat Nestlé
Marketing Trailblazer - Telco Jenny Chin U Mobile

SPECIAL MENTION
Best Marketer in Customer Experience Marketing Jenny Chin U Mobile
Best Marketer in Festive Communications Marketing Nik Tasha Nik Kamaruddin Sunway Group
Best Marketer in Media & Content Partnership Kong Wai Seng A&W Malaysia
Best Marketer in Retail & Promotions Marketing Mohammad Munzir bin Aminuddin Siti Khadijah Apparel
Best Marketer in Sustainable Brand Marketing Nizam Sani Bank Rakyat
Marketing Trailblazer - Financial Services Siti Hajar Rizla Etiqa

UNDER 30s
Rising Marketing Star - Financial Services Amirul Muhammad Funding Societies
Rising Marketing Star - Financial Services Ray Chu RHB Banking Group
Rising Marketing Star - FMCG Low Yuen Min Wipro Unza Malaysia
Rising Marketing Star - Telco Yap Pik Kuan TIME dotCom

BLACK TROPHY
CMO of the Year Melati Abdul Hai McDonald’s Malaysia
CMO of the Year Sutapa Bhattacharya Tenaga Nasional Berhad
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The journey of becoming 
Malaysia’s favourite 
weekend magazine

By Raihan Hadi

TOP 10 
ISSUES OF 

2021
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We are 314 issues old already? 
And read over 700,000 times?

We must be doing something 
right, eh?

Imagine a print magazine 
pivoting into a completely 
electronic format and in less 
than two years becoming an 
essential publication that industry 
professionals look forward to 

reading. Not an easy task. But 
we had faith in our readers, 
which along with the pandemic 
prompted us to start a completely 
free magazine that has now 
changed the way we do things.

So here are the TOP 10 Issues 
of MARKETING WEEKENDER 
that you can look back at, along 
with some fun facts and stats.

Issue 303 - T Gopala Krishnan 
(1941-2021)

We paid a tribute to the 
legendary ad filmmaker T 
Gopala Krishnan, or TG, who 
passed away on August 25, 2021 
after a brief battle with cancer.

Gopala was known for his TV 
commercials from 1970s to 1990s, 
when he brought his magic touch 
to create iconic ads for brands 
such as Malayan Banking, Mild 
Seven, Dunhill, Benson & Hedges 
and Proton Saga.

His close friends and fellow 
professionals sent their tributes 
from all over the world, making 
the cover story exclusive for our 
readers.

10

CLICK TO READ MORE

https://weekender.com.my/issue303/
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Issue 279 - Doctor in the House
The story of Dato’ Dr. 

Ahmad Faizal Mohd Perdaus, 
President of MERCY Malaysia, 
who successfully morphed the 
organisation from a personality-
driven to one that now stands 
on its own in the humanitarian 
world and is a proud global 
example of amazing Malaysians 
doing extraordinary things.

The story consists of an 
exclusive interview with the 
brilliant Doctor, along with a 
narrative on the various instances 
where MERCY Malaysia has 
not only come forward in aid of 
Malaysians in distress, but also 
restored the one thing that drives 
all of humanity - HOPE.

09

CLICK TO READ MORE

Source: Google Analytics

https://weekender.com.my/issue279
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Issue 289 - A reminder that 
awards aren’t everything

Malaysia’s award-winning 
advertising couple Rajay Singh 
and Ng Swee Ling aka Sling of 
Directors Think Tank (DTT) put 
fame where it belongs…

On an office desk or a wall…

Then, it is on to the next job.

07

08

Issue 290 - Sikhs in Malaysian 
Advertising

While taking our readers 
through the history of Sikhs in 
Malaysian advertising, what 
they stand for, and talking about 
lessons in minority branding 
through selfless service, this 
one of a kind piece about the 
legendary lions of Malaysian 
advertising was no less than a 
thrill ride.

The issue was also made 
festive with the announcement 
of the Experts’ Choice Awards - 
Best Raya TVCs edition 2021.

CLICK TO READ MORE

CLICK TO READ MORE

https://weekender.com.my/issue290
https://hams.top/289
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04 03

Issue 300 - All the King’s Men Issue 287 - iMedia takes the 
driver seat

06 05

Issue 291 - Woman in 
Progress

Issue 283 - He is giving 
marketers reasons to smile these 
days
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https://weekender.com.my/issue300
https://weekender.com.my/issue287
https://weekender.com.my/issue291/
https://weekender.com.my/issue283
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Issue 282: Meet The Man 
Behind Rasuah Busters - Datuk 
Hussamuddin Yaacub

The highest read issue of 
MARKETING WEEKENDER, 
and it is in fact not so surprising 
given the legend on the cover - 
Datuk Hussamuddin Yaacub.

He is the man who to this day 
is seeking a cure for a disease 
worse than COVID, and it is 
called CORRUPTION.

Click on the link to read 
about this legendary man and 
the steps he has taken to start 
the Anti-Corruption movement 
RasuahBusters.

01

02
Issue 284 - The Transformation 
of TRAPPER

A tale of guts, growth and 
humble glory.

Standing at no. 02, this issue 
garnered over 3,100 unique 
reads during the last weekend of 
March 2021.

Besides talking about the 
growth of Trapper Group over 
the last two decades, this issue 
had insights on the 6 ways 
marketers embrace Ramadan  
and Raya.

CLICK TO READ MORE

CLICK TO READ MORE

https://weekender.com.my/issue284
https://weekender.com.my/issue282
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BOBHOFFMAN.COM

INTERACTIVITY: 
ADVERTISING’S HIDDEN 

ENEMY

The advertising and 
marketing industries had a 
dream. The dream was that 
interactive media would 
revolutionize advertising and 
make it far more engaging, 
relevant, and effective. There’s 

been one problem. Nobody’s 
interested in interacting with 
advertising. 

In fact, one of the great 
benefits that interactivity has 
to consumers is that it helps 
them avoid advertising.

https://www.bobhoffmanswebsite.com
https://www.bobhoffmanswebsite.com
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Historically, interactivity has 
been the enemy of advertising. 
Radio advertising became less 
effective with the invention of 
the car push-button radio. As 
soon as an ad came on people 
interacted. TV advertising 
became less effective with the 
invention of the remote. It was a 
lot more effective when people 
had to drag their ass off the sofa 
to change the channel. Today 
the ability to click away, or scroll 
past a display ad, or the ability 
to click “skip ad” on YouTube 
are a pleasure for consumers, 
and a toothache for advertisers. 
Interactivity helps people avoid 
advertising.

Click through rates on display 
ads continue to drop. By most 
reports they are below one in 
a thousand. Every attempt at 
“interactive” TV has been a 
dismal failure. YouTube has 
billions of ostensibly “viral” 
videos. The overwhelmingly 
majority of which have never 
been viewed by anyone but the 
creator’s mom.

Of course, we never hear 
or read about any of this. The 
narratives we are exposed to 
about marketing activities and 
the beliefs we have in the success 
of these activities are profoundly 

skewed by the bias toward 
trumpeting success, not failure. 
Who wants to reveal themselves 
for the bewildered bumblers 
they are? Not me. It’s wise to 
be forthcoming about your 
successes and circumspect about 
your failures.

This leads to a form of 
“selection bias” -- an error of 
logic in which people draw 
conclusions based on exposure to 
horribly skewed information. As 
someone who has a moderately 
successful newsletter, I can tell 
you I’ve been pitched about a 
million success stories and not a 
single failure.

For every success story we are 
exposed to in the trade press, at 
conferences, or in the business 
section of the newspaper, there 
are a thousand untold non-
successes we don’t read or 
hear about. These are the non-

... This leads to a 
form of “selection 
bias” -- an error 
of logic in which 
people draw 
conclusions based 
on exposure to 
horribly skewed 
information...

BOBHOFFMAN.COM

https://www.bobhoffmanswebsite.com
https://www.bobhoffmanswebsite.com
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spectacular stories, created in 
non-spectacular fashion, by 
non-spectacular brands. In 
other words, they are about 
99% of everything that happens 
in marketing.

What marketers seem 
unable to comprehend is that, 
at best, advertising is a minor 
annoyance. It is pretty clear that 
most people are willing to go to 
substantial lengths to avoid it. 
Streaming video now constitutes 
almost 1/3 of all TV viewing. 
Much of it costs people up to 
$100 a year, but part of the value 
proposition is that it›s largely ad 
free.

Easy interaction with a 
medium is not an advertiser’s 
friend. But there is apparently 
no end to marketers’ ability to 
delude themselves. And also no 
end to ad hustlers’ willingness to 
feed these delusions.

There are a few exceptions. 
Happily there are some very 
talented people in advertising 
who can create ads that are so 
interesting, beautiful, or funny 
that people will not try to avoid 
them. Unhappily, there ain’t 
many of them.

For the most part, the only 
way to get most people to pay 
attention to your advertising 

message is to force them to do 
it. This is why social media 
marketing - which started life 
with a utopian vision of free 
“sharing” and “conversations” - 
quickly evolved into traditional 
paid advertising. Mr. Zuckerberg 
thanks you.

The lovely fantasy of online 
advertising -- in which the same 
person who was frantically 
clicking her remote to escape 
from TV advertising was going 
to merrily click her mouse to 
interact with online advertising 
-- is going to go down as one of 
the great marketing delusions of 
all time. It has been undermined 
by an unfortunate fact of nature 
-- no one in his right mind 
volunteers for advertising.

By a factor of about a 
thousand to one, people who 
can interact with media do so to 
avoid advertising -- not engage 
with it.

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.

BOBHOFFMAN.COM

https://www.bobhoffmanswebsite.com
https://www.bobhoffmanswebsite.com
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