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literature are usually understood 
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Did you miss the slap of the century?
I’m guessing you didn’t. Who knew 
one slap could polarise the world to 
such an extent?
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“It’s important to remember 
your competitor is only one 
mouse click away.”
Douglas Warner III, Former CEO, J.P. 
Morgan Chase & Co

“Brand is just a 
perception, and 
perception will 
match reality over 
time.”
Elon Musk, Co-Founder & 
CEO, SpaceX

“Our head of 
social media is 
the customer.”
Unknown spokesperson, 
McDonald’s

“Art does not lie down on 
the bed that is made for 
it; it runs away as soon 
as one says its name; 
it loves to be incognito. 
Its best moments are 
when it forgets what it is 
called.”
Jean Dubuffet



https://gigple.com/


ISSUE325 APRIL2022 | WEEKENDER
5

but he has also knocked some 
sense into the heads of stand-up 
comedians for good.

At the cost of the Fresh 
Prince possibly losing his 
invites to future award shows, 
it’ll be challenging for stand-
ups to come up with bald jokes 
henceforth. 

EDITOR’S NOTE

Mind the ‘Slap’
Did you miss the slap of the 

century?
I’m guessing you didn’t.
Who knew one slap could 

polarise the world to such an 
extent?

With one slap, Will Smith has 
not only made Oscars 2022 the 
most memorable one in history, 
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Interpretation is an extremely 
crucial thing in any line of work, 
especially if you’re speaking out 
to the public. Using the “Slap” 
situation here for instance, what 
Chris Rock did was basically 
relate Jada to an action character, 
to which Will Smith topped 
Mona Lisa with his mysterious 
smirk at first (because I’m 
guessing he understood the joke), 
but then he caught a glimpse of 
his wifey who didn’t appreciate 

it, and did something that he 
probably wouldn’t have done 
if it were Ricky Gervais on that 
podium.

Every single person on social 
media started reacting to it 
almost immediately - some for, 
some against - the usual. But 
the major misinterpretation that 
happened during all this hoo-ha 
is that Chris Rock got branded 
for apparently “body-shaming” 
Jada Pinkett.

But did he body-shame 
her? As he said, the joke was 
about G.I. Jane the action/
war character, and not Jada, 
which means it was more of 
an empowering remark than 
shaming.

For me, the incident triggered 
me to start calculating my words 
thoroughly in social situations, as 
I believe it has for a lot of people 
out there.

The reason is simple - I don’t 
want to be misinterpreted for 
things I say and be slapped in 
public.

Wishing you all a slap-free 
life.

Raihan Hadi
Chief Content Officer

... the joke was about 
G.I. Jane the action/war 
character, and not Jada, 
which means it was 
more of an empowering 
remark than shaming...
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Leaders of the 
New Age

Smart (fancy) words in any form of literature are 
usually understood and acted upon by a handful.
Smart moves, however, are the ones that anyone 
can go along with unanimously, harmoniously, 

and with a sense of clarity.
A group of provocative minds are making 

their moves to transform how things work in the 
media and communications industry, 

and this is their story.

by Raihan Hadi

Mindshare’s brand new line-up
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Who are these people?
Needless to say that 

Mindshare Group walk the 
industry like lions in their pride 
- they know what they’re doing 
and they’ve been excelling at it 
for exactly 24 years today (yes 
it is Mindshare Malaysia’s 24th 
birthday today).

With a track record that’s 
nothing short of excellent and 
a talent pool with truly diverse 

skill sets, catering to clients 
across the global horizon is what 
these teams are set to do.

With the brand new 
management lineup in 
Malaysia under the captaincy 
of Sheila Shanmugam, they 
are transforming into a totally 
different form of culture.

Along with Sheila, I sat down 
for a chat with Phaik Cheng aka 
PC (the new Agency Head of m/

(from left) - Maaz A. Khan (GM, OPENMIND), Phaik Cheng aka PC (the new 
Agency Head of m_Six), Sheila Shanmugam (Group CEO, MINDSHARE), Wan 
Lih Chan (MD, MINDSHARE), AND Hari Kishan Yellanki (Regional Affiliate 
Director (APAC), Neo Media World



ISSUE325 APRIL2022 | WEEKENDER
9

COVER STORY

Six), Maaz (GM of OPENMIND), 
Wan Lih (MD of Mindshare) and 
Hari (Regional Affiliate Lead of 
Neo).

Let’s hear about this amazing 
transformation from the team 
itself.

Why this transformation? 
What’s changing? What are you 
aiming to achieve through this 
change? 

It’s about organizational 
immunity. How the leadership 
team can expand the range and 
remit beyond what we know or 
currently doing today. Today’s 

imagination is tomorrow’s 
reality. And we are setting 
the direction and crafting the 
narrative    

I think we need to talk about 
the two different sets of culture 
we media agencies live by for 
growth - the Exploitation culture 
and the Exploration culture.

Exploitation culture in this 
case is not meant as something 
negative, but something used to 
build on internally. We’ve got 
the clients and the system plus 
the talents to support the growth 
ambition, and without exploiting 
the full potential of the latter, 
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you can’t really expect to create 
cutting edge solutions that makes 
you the industry leader. 

As the market leader in our 
industry we’ve always strived 
to create new benchmarks of 
excellence, driving changes and 
“exploring” the unexplored 
territories and opportunities. If 
we keep doing the same over and 
over again, there’s really no point 
in being in this industry.

The changes we are making 
aren’t just aimed at one thing, but 
with this diverse team of leaders, 
change for us will become the 
constant to continuously explore 
those unexplored territories, 

upgrading ourselves, change in 
mindsets about our work and 
industry -  to keep WOW-ing the 
wonderful clients we work with.  

Just like how we were the first 
to start digital specialization, 
country segmentation studies 
and the first media specialist in 
the late 90’s and early 2000.  

Being number 1 is a billing 
numbers game. As Mindshare 
it’s not just about share of market 
but it’s about capturing highest 
share of mind of our clients/
potential clients, partners, and 
talents. And for that we have 
to be ahead of the curve in any 
circumstances. 

“We have experienced 
the worst, best of 

the past and we are 
continuously co-creating 

the next best revolving 
around good growth for 
our people, our clients, 

our partners and the 
industry at large”.



ISSUE325 APRIL2022 | WEEKENDER
11

COVER STORY

Let’s talk about clients and how 
your transformation will help 
them.

Clients are always looking for 
agencies who change the norms 
and legacy ways of doing things 
- and come up with refreshing 
innovative solutions. Although 
sometimes we see gaps in the 
intention and actual action, 
there are many breakthrough 
initiatives that has taken place.

To distill it further, it is about 
challenging the convention and 
wearing the entrepreneurial hat 
in addressing our clients’ needs 
– how our solutions (not just 
limited to media) create positive 
impact for our clients’ business 
and brands.

As a global agency network, 
we invest heavily in data, 
technology and talents. 3 key 
aspects we are focusing on 
are fresh Foresights, Insights 
and Cross Sights which are all 
intertwined in building future 
forward thinking, creating 
value for our clients; and our 
talents who plays a major role 
in our transformation journey. 
And being part of GroupM we 
have very strong guidance from 
our GroupM CEO Chanchal 
Chakrabarty who drives the 
overall Group agenda.

What are the unique skill sets/
core competencies on the table 
for clients to pick from?

Our industry is at the 
crossroads of change with 
many expressions. How do 
we navigate, be relevant and 
create value in this VUCA 
environment? 

We have experienced the 
worst, best of the past and we 
are continuously co-creating 
the next best revolving around 
good growth for our people, 
our clients, our partners and the 
industry at large.

Our footprint in Malaysia 
started more than 2 decades 
ago with a very unique history 
and culture that is inimitable. 
Our brilliant basics which 
are continuously put to test, 
creates new benchmark and 
sets the standards for ourselves 
and the industry in creating 
new expectation. These we do 
by optimizing resources and 
creating efficiencies which are 
fundamental for all our Clients 
big or small.

...While data based insights 
are logic that we bring to 
the business, we need to 
bring back the magic...
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We also take the position 
of global / glocal agency by 
bringing our global best practices 
to create impact for local 
business which requires different 
customization strategy and 
business model. The exploratory 
initiative especially with SMEs 
and start-ups created new 
opportunities for beta test and 
learn, new products and revenue 
stream with new business model 
for the agency.      

So, we are constantly 
creating economic, social 
and cultural value for those 
we serve by turning brilliant 
ideas into actions, and forming 
collaborations within our ever 
increasing network of partners. 

Everyone has expertise, but 
what truly stands as a testament 
to what we do best are the 
recognitions we have been 
receiving over the years.

We have won many awards 
locally and regionally in critical 
categories like creating business 
impact, changing behavior in 
adopting new products, data and 
insights, e-commerce, agency 
culture and people awards.  

To add to that, in the 2021 
Campaign Asia-Pacific Agency 
of the Year we won the Southeast 
Asia New Business Development 

Team consecutively twice in the 
past 3 years and Media Agency 
of the Year shortlist.

What’s something you have 
always wanted to change with 
your work? Are you working on 
making that happen right now?

Attracting new breed of 
talents and making media a fun 
place to work. We are already 
in discussion with colleges and 
universities in how we can create 
digital marketing and media as a 
taught program so that graduates 
don’t discover media profession 
by chance. Besides that, graduate 
engagement / management 
program are put in place.

While data based insights 
are logic that we bring to the 
business, we need to bring 
back the magic – we are a 
very risk averse industry and 
very predictable, though we 
know unpredictable is the new 
predictable. Working with start-
ups and SMEs gives our talents 
the opportunity to create and try 
new innovation where we share 
outcome and accountability with 
our Clients.

The media industry might 
seem like a boring one, but not 
at Mindshare. And if you don’t 
believe it, just come and see us!
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Returning to 
the Office?
The Future Does Not Fit in the 
Containers of the Past.

Rishad Tobaccowala

As companies and 
individuals navigate 
a return to the 
office here are some 
considerations one 
should keep in mind.

employee 
of the 

month

https://substack.com/profile/884113-rishad-tobaccowala
https://substack.com/profile/884113-rishad-tobaccowala
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The Future of Work will be 
increasingly distributed and 
unbundled.

There is no going back to 
December 2019 only a move 
ahead into 2022 and beyond.

The Covid-19 lock-downs 
underlined that the way many 
of us were working two years 
ago was not significantly 
different than the way we 
operated in 1980, despite a 
plethora of changes from 
advanced computing to new 
communication technologies to 
a huge increase of women in the 
workplace.

After two years of working 
differently with little if any 

decline in productivity the scales 
have fallen off our eyes and 
every individual is re-thinking 
work in several ways.
1. The role of work in our lives: 

The past two years have 
underlined the fragility of 
life and given people the 
opportunity to interrogate 
the meaning of work in their 
lives and the nature of how 
they do it. Inertia had led us 
to continue to do things that 
made very little sense but the 
shock of displacement from 
Covid has made many re-
consider and re-think.

2. Where we work: Significant 
portions of a company’s 
employee base live in a 
location different than they 
did two years ago. Many have 
found their new habitat more 
conducive to their lifestyles 
whether it is for economic or 
family or other reasons.

3. When we work: The 9AM to 
5PM or the 8AM to 8PM 
need for presence under the 
watchful eye of management 
has been replaced by many 
different ways of getting 
work done where a person 
has integrated work and non-
work agendas in a way that 
suits them.

https://substack.com/profile/884113-rishad-tobaccowala
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4. Who we work for: Up to 
a quarter of “full-time” 
employees have in the past 
two years developed a side 
gig for reasons of interest, 
passion, and economic need. 
They have unbundled their 
income stream from a single 
employer.

5. Web 3.0 and new technologies: A 
plethora of new technologies 
are increasingly going 
to enable a much more 
decentralized, open and 
composable future. Already 
companies like Meta are 
asking their employees to 
“live in the future” expecting 
half of the work force to be 
distributed across the world.

Our thoughts about work 
today are like Champagne corks. 
They have swelled with the new 
possibilities and will no longer fit 
into 2019 vintage.

There are many benefits to in-
person interaction but most of 
them do not require sitting in an 
office all day or for five days a 
week.

The three key benefits that 
in-person interaction bring 
are learning, relationship building 

and problem solving/creative idea 
generation.
 Learning: There is a belief 

that some flavors of learning 
uniquely come from watching 
others in action or being 
mentored by bosses in an 
apprentice/guild like model. 
This is probably true for many 
industries and particularly for 
people early in their career or 
new to a company.

 
 Relationship/Network Building: 

While relationships can be 
built online (for example 
dating apps), the reality is that 
some in-person meetings can 
help deepen and strengthen 
relationships. The best 
relationships combine the 
physical and the virtual, so 
some in-person interaction 
makes sense for many.

https://substack.com/profile/884113-rishad-tobaccowala
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 Problem Solving/Creative Idea 
Generation: If innovation 
is about fresh insightful 
connections, then the give 
and take between people can 
be a real asset. Whether it be 
the unexpected interaction 
between two colleagues or 
the in person back and forth 
of a brainstorming, these are 
benefits that result from being 
together.

But we should recognize that 
for creative brainstorming many 
people would leave the office to 
go off-site, building relationships 
and networks often took place 
at restaurants, bars, coffee shops 
and events and learning occurred 
at conferences and specialized 
training programs.

The key is that many of these 
occur out of the office, take up 
less than a third to half of a 

working week and need to be 
scheduled and programmed 
versus just happening by chance.

Unbundled and Distributed 
work enable significant 
competitive advantage to 
companies that embrace them.

Imagine if you were a 
company starting today and 
were asked to choose between 
Door A and Door B.

 Door A:  You are limited to 
accessing talent who can 
afford to live near your 
headquarters or must work 
full time. This talent only 
works for you and is reliant 
on their entire income on you 
which could make them loyal 
but also potentially less likely 
to challenge the status quo 
since they may have limited 
optionality.

This door gives you great 
control over your people and 
a return to a simpler way to 
manage and organize.

 Door B: You can access talent 
from anywhere in the world 
and they can work for you 
half, three quarters or full 
time giving them and you 

https://substack.com/profile/884113-rishad-tobaccowala
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the ability for variability in 
employee cost and gives them 
the flexibility to fit their work 
into their life versus fitting 
their life into work.

This door gives you the 
ability to hire diverse talent, 
attract people from everywhere 
in the world while giving you 
flexibility on cost management 
but increases complexity and 
requires enhanced management 
styles.

For businesses needing 
to attract white-collar and 
knowledge workers asking 

people to return to the office 
for three or four or five days a 
week (versus coming together 
for specific training, creative or 
relationship building events) 
is in effect choosing Door A 
and will likely leave these 
firms at significant competitive 
disadvantage to companies who 
choose Door B and find a way 
through its initial messiness and 
complexity.

In-Person interaction should be 
the focus versus returning to the 
office.

Six simple steps for every 

https://substack.com/profile/884113-rishad-tobaccowala
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company to consider:
1.  Future forward: Recognize 

that the future does not fit 
in the containers of the past 
and a four- or five-day week 
in the office is a container of 
the past. Communicate that 
your plans are about moving 
ahead to build on what has 
been learned in the past two 
years and not to return to 
some nostalgic halcyon days 
of yore.

2.  Celebrate benefits of the past two 
years: Call out the significant 
benefits from flexibility and 
diversity to more that the 
world of unbundled and 
distributed work has enabled.

3.  Re-enforce the importance of in-
person: Explain why in-person 
interaction (supplementing 
just virtual connections) are 
important to your ability to 
compete, build talent, enhance 
relationships, and culture and 
generate creative solutions 
and solve problems.

4.  Focus on the synergy: 
Emphasize that the company 
is trying to integrate the 
power of in-person with the 
flexibility of virtual work 
to build a solution better 
than either one separately 
and it will a) require some 

flexibility per individual and 
b) some iteration and constant 
learning.

5.  Schedule events versus just days 
in the office: Program events 
from training to brainstorming 
to team get togethers both 
in the office and outside the 
office. Do not ask people to 
return to the office but re-
turn to specific programs. 
An individual is not being 
asked to come back to the 
office which many do not find 
productive for “heads down” 
work of reading, creating 
documents or presentations 
but for “heads together” or 
some “heads up” work of 
training, relationship building 
and problem solving. If you 

... Our thoughts 
about work 
today are like 
Champagne 
corks. They have 
swelled with the 
new possibilities 
and will no longer 
fit into 2019 
vintage...

https://substack.com/profile/884113-rishad-tobaccowala
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have folks returning two 
days a week, make sure there 
is something programmed 
around these events those 
two days versus just having 
people sit around.

6.  Freedom within a 
framework: Allow for 
some freedom within the 
framework in how many days 
someone returns to working 
together. Some folks may 
want to be together more than 
the prescribed two days or 
require more time together 
if they are going through 
orientation and training while 
others may need the flexibility 
initially of one or two days a 
month.

 These steps communicate 
that you are looking forward, 
trying to balance the best of 
both worlds, and reflecting 
that talent looks for freedom, 
to fit their work into their life 
story and want growth (skills, 
personal development, career 
opportunities, income).

This approach is likely to 
attract and retain talent while 
ensuring a company’s culture 
and competitiveness.

It will not however work 
for everyone and a company 

at some stage may have to part 
with talented individuals who 
refuse to be flexible in their ways 
rejecting all in person work 
or working to undermine the 
new model. While losing talent 
especially stars is not ideal, a 
company is more than any one 
or two or three individuals 
and a certain framework is 
essential for fairness and cultural 
cohesiveness.

The real challenge will be 
on leaders and managers who 
will now need to truly up their 
skills in enabling, inspiring and 
motivating talent.

Photography by Scott 
Firestone.

Rishad Tobaccowala 
is an author, speaker, 
advisor and educator 
whose workshops (including the 
most recent “The Future of the 
Internet”) are utilized by dozens 
of companies around the world 
to gain a competitive advantage 
by unleashing and upgrading the 

potential of 
their talent in 
a transforming 
world. Learn 
about all 10 of 
the workshops 
here.

https://substack.com/profile/884113-rishad-tobaccowala
https://www.thephotoargus.com/scott-firestone-chicago-street-photographer/
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