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You wanna play with 
the band or go solo?

Havas Malaysia aims to create a 
meaningful difference for brands 

with bold and innovative campaigns.



“AI is not for top 
management alone.
That sort of thinking 
defeats everything.” 
Hamanoid 

“I think we need to 
define things, to at least 
know what we don’t 
need to do. We will fail 
here and there, but as 
we understand what 
really matters we will 
begin to do better.” 
Malaysian Marketing Conference 
AI speaker Lucio Ribeiro 

“If the average can easily 
and cost-efficiently be 
obtained through AI, it 
should make it easier 
for creative leaders who 
pursue excellence to 
thrive in a world of AI 
efficiency.”
Malaysian Marketing Conference 
2024 speaker Farrokh Madon.

“Generative AI will bring up 
best practices for everybody, 
but it’s not going to create next 
practices or fresh practices. 
That’s the responsibility of the 
human.”
David Droga

https://marketingmagazine.com.my/mcf2024/
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EDITOR’S NOTE

You 
wanna 

play with 
the band 

or go 
solo?

There is a hopeful democracy 
about AI. 

There are no heroes. It is all 
about rising together. 

When you have a million 
inputs waiting to help you refine, 
re-evaluate, recreate, reflect, 
research and rethink, you are 
already playing with the world’s 
largest band ever. 

AI is not a race that is over 
once you have found a funky 
way of doing something better. 

Generative is AI is exactly 
what it says, it keeps generating. 
And you will keep discovering. 

Even if you are alone out to 
harness and harvest AI, you are 
in the company of millions. 

The good news is, AI is a team 
sport. 

And since you have yet to 
mingle, listen and be amazed 
with what is possible, it is so 
important for you and your 
team to attend the Malaysian 
Marketing Conference & Festival. 

For many, our understanding 
of AI has been hearsay.

The other point is, AI is not for 
top management alone. 

That sort of thinking defeats 
everything. 

We have curated our agenda 
for May 15 & 16, so you can learn 
from our mistakes; not yours. 

Plus, our content is directly 
related to your work and life.

So come play with the band, 
and once you have mastered 
what matters you can go solo.

Risingh 
Together!

https://marketingmagazine.com.my/mcf2024/
https://marketingmagazine.com.my/mcf2024/
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MARKETING CONFERENCE & FESTIVAL 2024

Google Joins 
Malaysian Marketing 

Conference Festival 2024

Google, a prominent player in 
the digital revolution, is poised to 
make a significant impact at the 
upcoming Malaysian Marketing 
Conference & Festival 2024.

Spearheading this charge is 
Ms. Jia Wen Chuah, the Head of 
Industry for Consumer-Packaged 
Goods (CPG), Retail, and Agency 
at Google Malaysia.

Scheduled to grace the stage 
as a distinguished speaker 
during the two-day event from 
May 15-16, Jia Wen brings with 
her a wealth of expertise and 
insights that promise to enlighten 
attendees on the latest trends, 
strategies, and technologies 
shaping the future of marketing 
in Malaysia and beyond.

With an unwavering 
commitment to leveraging 
technology and media to 
empower brands, Jia Wen 
is at the forefront of crafting 
comprehensive digital strategies 
that deeply resonate with 
audiences.

At Google Malaysia, she leads 
the charge in connecting brands 
with their target audiences 
through cutting-edge AI-
powered solutions.

Jia Wen’s expertise lies in 
understanding the intricacies of 
consumer behavior in the digital 
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realm and harnessing Google’s 
vast array of tools to create 
impactful campaigns.

Beyond mere strategy 
formulation, she is a staunch 
advocate for innovation and 
transformation within the 
marketing industry, helping 
brands unlock new avenues 
for growth and engagement 
in an increasingly competitive 
landscape.

In her role as the Malaysia 
Site Lead at Google, Jia Wen 
embodies leadership and vision. 
She champions diversity and 
inclusivity, fostering a culture 
of creativity and collaboration 
within her team.

Her dedication to driving 
positive change extends beyond 

the boardroom, as she actively 
participates in industry events 
and conferences to share her 
insights and expertise.

In a landscape where digital 
disruption is the new norm, Jia 
Wen Chuah stands as a beacon of 
innovation and excellence.

With her visionary leadership 
and unwavering commitment 
to driving results, she continues 
to redefine the boundaries of 
possibility in the ever-evolving 
world of marketing.

Join us at the Malaysian 
Marketing Conference and 
Festival 2024 to tap into Google’s 
talents, AI tools, and strategic 
digital strategies, empowering 
your business to thrive and stay 
ahead of the competition.

... tap into 
Google’s talents, 
AI tools, and 
strategic digital 
strategies, 
empowering 
your business to 
thrive and stay 
ahead of the 
competition...

https://marketingmagazine.com.my/mcf2024/
https://marketingmagazine.com.my/mcf2024/
https://marketingmagazine.com.my/mcf2024/
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Havas Malaysia 
aims to create 
a meaningful 

difference for 
brands with bold 

and innovative 
campaigns.
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Nizwani Shahar, Donevan 
Chew and their team want to put 
Malaysia back on the creative 
world map.

  Give them five minutes, and 
Nizwani Shahar and Donevan 
Chew of Havas Malaysia can 
put a smile on your face as they 

“We are perceived 
as an agency 
that is primarily 
focused on 
Media. That’s not 
the case at all. 
“Havas Malaysia 
comprises of 
Havas Creative, 
Havas Life and 
C-Cube Studios.”

Nizwani Shahar
Chief Executive Officer

https://my.havas.com
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spark innovation with creative 
ideas in everything they do. 

 While they may be creative 
magnates in the industry, 
you will be swept away by 
their humility, grace, and 
approachable demeanour. 

“Havas’ mission 
has been to make 
a meaningful 
difference. When 
we come to work, 
we come with the 
mindset to make 
a meaningful 
difference, not just 
for our brands, 
but also for our 
people.”

Donevan Chew
Chief Creative Executive Officer
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 Nizwani and Donevan are 
the beating hearts of Havas, a 
creative agency based in Petaling 
Jaya. They plan to disrupt the 
marketplace by uplifting the local 
creative industry with game-
changing creativity.

 Nizwani joined Havas over 
six months ago to become its 
Chief Executive Officer, and has 
worked closely with Donevan, 
the company’s Chief Creative 
Officer for the past year.

“I grew up from strategy to 
account management to general 
management, and then, CEO 
during COVID-19.

 “Nobody prepares you to be 
a ‘wartime’ CEO, but that helped 
me cut my teeth in the industry. 
After 12 years, I parted ways 
with Ogilvy,” said Nizwani.

 She then took a six-month 
sabbatical to contemplate 
her next move and also, dive 
into product and digital-app 
development passion projects.

 “I had a few offers but was 
thinking of taking a different 
path until the opportunity with 
Havas came along.”

 To paraphrase Michael 
Corleone, Al Pacino’s character 
in ‘The Godfather’, just when 
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she thought she was out of 
advertising, it pulled her back in! 

“Donevan and I did some 
amazing work together in the 
past. The opportunity to work 
with him again convinced me 
it was time to get back into the 
advertising game,” adds Nizwani, 
whose strength is understanding 
a client’s business challenges, 
mapping out pathways for 
growth, and responding via a 
multi-disciplinary approach.

“We are perceived as an 
agency that is primarily focused 
on Media. That’s not the case at 
all. Havas Malaysia comprises of 
Havas Creative, Havas Life and 
C-Cube Studios.”

“Havas Creative does the 
strategic and creative heavy-
lifting of ideas, brands, social, 
and digital marketing. Havas 
Life is our health and medicomm 
division, and C-Cube Studios 
is our content studio that does 
exceptional content adaptation 
and production at scale.”

“As you know, Havas is part 
of a bigger group called Vivendi, 
one of the largest entertainment 
groups, and this is a great 
competitive edge for us. Being 
part of Vivendi also allows us 
the flexibility to partner with 

great platforms like Canal+, 
Viu, Dailymotion, Gameloft, 
and Universal Music, to deliver 
meaningful creative solutions 
that help brands stand out.”

With Nizwani’s vision and 
Donevan’s creative prowess, 
the duo assembled a diverse, 
proactive leadership team 
comprising Yeoh Li-Ching (Chief 
Finance Officer), Karen Ho 
(HR Manager), Wai Sim Liew 
(General Manager), Amelia Teoh 
(Business Director, Havas Life), 
Bowie Tiong (Business Director, 
Havas Creative), Jacqueline 
Chin (Business Director, C-Cube 
Studios), and Shireen Ang 
(Creative Director).

 The decision to invest in top 
talent has paid off for Havas. 
Since Nizwani joined, they 
have won new clients and were 
awarded to the Top New Biz 
League in Malaysia by R3.

In a recent global talent 
engagement survey by Havas, 
the Malaysia team scored the 
highest marks in Southeast Asia, 
making it the most engaged team 
in the region.

“We are a good agency, but 
my brief was to make us a great 
one. That is why I surrounded 
myself with some of the top 
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talents in the industry,” shares 
Nizwani, who works closely with 
the United Nations Women and 
LeadWomen as an advocate of 
diversity and inclusivity.

“We do not have an operating 
manual where Havas is the same 
in every market. It’s the spirit of 
entrepreneurship embraced by 
the network that truly resonates 
with me. It’s what drew me to 
Havas initially and has since 
convinced me that my future lies 
here.”

 Nizwani says Havas calls 
its community a ‘village’. This 
strategic positioning aligns with 
the operating principle of One 
Havas, “our unique Village 
proposition”. 

”Unlike other big 
multinational groups where 
every company is an advertising 
or media agency fighting each 
other for market share, we have 
the capability to do integrated 
work as all our sister companies 
are complementary and not 
competition,” she said. 

Our One Havas philosophy 
unites all our business units 
under one roof, fostering constant 
collaboration within the Village 
model.

“Havas’ mission has been to 
make a meaningful difference. 
When we come to work, we 
come with the mindset to make 
a meaningful difference, not just 
for our brands, but also for our 
people.”

“We all know the saying ‘It 
takes a village to raise a child’. We 
believe it takes a village to create 
a meaningful difference in this 
industry.”

Donevan said being 
meaningful is what makes Havas’ 
brand of creativity distinctive. 

“Don’t be fooled by short 
term advertising tactics. What 
will create a real difference are 
ideas rooted in a brand’s DNA. 
We have data that shows that 
meaningful brands drive business 
growth.”

“We do not have 
an operating 
manual where 
Havas is the same 
in every market. 
It’s the spirit of 
entrepreneurship 
embraced by the 
network that truly 
resonates with 
me...”



13
ISSUE405 APRIL 2024 | WEEKENDER
COVER STORY

 While Havas is on the right 
path, Nizwani and Donevan 
know it’s not easy to become 
the No. 1 creative agency in the 
market. 

“We are just at the beginning 
of something amazing, and 
we look forward to rolling 
up our sleeves to create more 
meaningful creative work,” said 
Donevan.

Its numerous victories in the 
recent Kancil Awards put Havas 
among the top 10 agencies in the 
country, but it has a long way to 
go.

 “We have been winning 
(new) clients, but we need more 
people to see the kind of stuff 
that we do,” said Donevan, 

a mentor to young creatives 
in the London International 
Advertising Awards Creative 
LIAison mentorship programme 
since 2021.

“We did some cool stuff 
during the festive season, and 
now, it is about creating more 
and more campaigns for the 
world to see.

We want people to take notice 
of the Malaysian creativity 
industry. We have a proud 
history of creating memorable 
campaigns and want to put our 
country back on the world map. 

We are making headway, 
as Havas Malaysia is the only 
Malaysian agency that won a 
metal at the recent AdFest in 

Left to right: Jacqueline Chin (Business Director, C-Cube Studios), Karen Ho (HR Manager), Shireen Ang 
(Creative Director), Donevan Chew (Chief Creative Officer), Bowie Tiong (Business Director, Havas Creative), 
Liew Wai Sim (General Manager), Nizwani Shahar (Chief Executive Officer), Yeoh Li-Ching (Chief Finance 
Officer), Amelia Teoh (Business Director, Havas Life)
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Pattaya, and one of only two 
agencies that won a metal at 
Spikes Asia.” 

Donevan is particularly proud 
of the creative way his team 
developed Armor All’s ‘Dirty 
Display’ campaign.

His team found an 
unconventional media space in 
the 11.4 million abandoned cars 
in the country to demonstrate the 
effectiveness of Armor All’s car 
cleaning products. Armed with 
Armor All products, a team of 
detailers cleaned abandoned cars 
in major city centres – making 
them as good as new.

 “After cleaning, we put a 
large eye-catching sticker on 
the cars saying ‘Revived by 
Armor All’ with a window 
that framed the car’s original 
dirty condition,” said Donevan, 
who added that the idea came 
from one of the team’s younger 
members.

 “Instead of buying into the 
regular mediums, we wanted 
something different to showcase 
what Armor All could do. The 
cars became a real-life product 
showcase and made many people 
take notice.

 “It was different, but 
consumers could see how well 
the products worked.”

 Similarly, Havas’ 100Plus 
Ramadan advertisement – 
‘Pancit’ (punctured) – was a 
humorous take on how the 
isotonic drink can revitalise those 
who run out of energy.

 “There are many things to do 
during Ramadan, and even after 
breaking fast, many run out of 
steam or ‘pancit’,” said Donevan, 
a jury member in local and 
international advertising award 
shows since 2012.

 “It was definitely an out-of-
the-box thinking for an ad, and 
we are grateful that the client 
approved it.”

“We have a tough fight 
ahead of us ... to be relevant and 
to be among the top three for 
consideration whenever there is 
a new business opportunity or 
pitch,” Nizwani said.

“We need to be a part of those 
conversations or opportunities 
because if clients see what we can 
offer, we stand a good chance. 
We want to satisfy our clients 
and shake the market up through 
innovative ideas. And, we love 
having fun along the way,” she 
added.

So, if you want a creative 
way to drive growth and build 
meaningful brands, give Nizwani 
and Donevan five minutes.

https://www.youtube.com/watch?v=eO46QFAKja4
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Top 10 Experts’ 
Choice Awards 
Raya 2024 
winners! 
Festive ad producers have continued 
to put out inspiring work for the last 
year despite the multitude of challenges 
they’ve been faced with. Hence, we did 
our part and carried on with our Experts’ 
Choice Awards to help the industry 

decide which brand, agency and 
production house did its 

best for Raya TVCs 
this year.
Our rankings are 

based purely on 
readers’ choices, and 
not on how many 
million YouTube 
views, etc.
The top 10 winners, 
in no particular 
order, for the 2024 
Experts Choice 
Awards Raya TVCs 
edition are...
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Client MR.DIY Agency/Production House Motionlab

Etiqa Raya 2024 - Niat

CLICK TO WATCH THE VIDEO

Client Etiqa Agency/Production House Imagineers Film

Sama-Sama Melangkah

CLICK TO WATCH THE VIDEO

https://youtu.be/U2X_mGQrxEI?si=C0Ja1oaxsxn7E5n8

https://www.youtube.com/watch?v=F3EebapMIKo&t=28s
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Client Astro Malaysia Holdings Berhad Agency Talon Creative  
Production House Layar Lucida Sdn. Bhd.

Pasti Stedi, Zahir & Batin

CLICK TO WATCH THE VIDEO

Client 100PLUS Agency HAVAS MALAYSIA SDN BHD
Production House DIRECTORS THINK TANK

Astro Raya 2024 - Ada Apa Dengan Masa

CLICK TO WATCH THE VIDEO

https://youtu.be/TXdryVMthlE

https://www.youtube.com/watch?v=u1eeEPuOAlM
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Clien Bank Rakyat Agency Razor’s Edge Pictures 
Production House Razor’s Edge Pictures 

Kemaafan Membawa Keselesaan

CLICK TO WATCH THE VIDEO

Client Kasut U Agency Wofollow Production House Rexpo

Tulus Ikhlas

CLICK TO WATCH THE VIDEO

https://www.youtube.com/watch?v=Rkdq2TGU_PI

https://youtu.be/nJuFKOof4xk?si=mYuULZzk-QvlzWaN
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Client/Creative Taylor’s University Production House Imagineers 
Film

Pulangkan Kasih

CLICK TO WATCH THE VIDEO

Client celcomdigi Agency One Team (M&C Saatchi & Naga DDB 
Tribal) Production House Wayang Works

Suami Mithali | Hari Raya 2024

CLICK TO WATCH THE VIDEO

https://www.youtube.com/watch?v=52tOHMLfhfw&t=1s

https://youtu.be/blCrlj2AVbg?si=RsBHv_yelU0HxHNf
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Client Air Selangor Agency Edelman 
Production House The Weekend Boys

Sime Darby Property Raya 2024 | Homecoming

CLICK TO WATCH THE VIDEO

Client Sime Darby Property Agency M&C Saatchi (M) Sdn Bhd  
Production House Shoot Works Asia

Misi Mandi Raya

CLICK TO WATCH THE VIDEO

https://www.youtube.com/watch?v=IkGpKMnHJKg

https://www.youtube.com/watch?v=JI3kgTwATdQ&t=18s
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“Minyak Maaf: 
Saji Oils Up Raya 
with Forgiveness”

As families gather to celebrate 
Hari Raya Aidilfitri, a festival 
steeped in the traditions of 
reconciliation and renewal, one 
brand has cleverly tapped into 
the spirit of the season. SAJI, a 
staple in Malaysian kitchens, has 
launched the “Minyak Maaf” 
film, transforming its everyday 
cooking oil into a powerful 
symbol of forgiveness.

... Hari Raya is 
not just about the 

feasting; it is deeply 
intertwined with 

the act of forgiving, 
an ethos SAJI has 
seamlessly woven 

into its latest 
Raya film...
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Hari Raya is not just about the 
feasting; it is deeply intertwined 
with the act of forgiving, an ethos 
SAJI has seamlessly woven into 
its latest Raya film. The film uses 
the Malay idiom “naik minyak,” 
which colloquially translates to 
getting angry, turning it on its 
head to promote reconciliation. 
“Minyak Maaf,” or the oil of 
forgiveness, thus becomes not 
just a product but a catalyst 
for restoring relationships and 
strengthening bonds within 
families and among friends.

The genius of the “Minyak 
Maaf” film lies not only in its 
wordplay but in its profound 

understanding of local culture. 
By associating a common 
household product with such 
a powerful and culturally 
significant message, SAJI has not 
only marketed its oil but has also 
contributed to the cultural fabric 
of the festival. 

Reflecting on the film’s 
impact, Fatin Sarjat, the Head of 
Marketing for SAJI highlighted 
its dual achievement: 

“Through ‘Minyak Maaf,’ 
we’ve gone beyond conventional 
advertising, touching hearts by 
weaving our products into the 
cherished tradition of seeking 
forgiveness during Raya. Now, 



ISSUE405 APRIL 2024 | WEEKENDER
24

RAYA CAMPAIGN

every meal prepared with SAJI 
products becomes a beautiful 
reminder of the joy that comes 
from reconciliation.

Mo Nazmi Ahmad, Creative 
Director at TBWA Kuala 
Lumpur, shared insights into 
the film’s creative process: ‘For 
‘Minyak Maaf,’ we set out to 
make SAJI the heart of Raya 
celebrations, highlighting how 
it enriches everyone’s Raya 
experience. And because we 
like to make people smile, not 
cry, we went with humour, 
knowing how it could brighten 
someone’s day. This approach 
of placing SAJI at the forefront 
and using humour effectively 
aimed to elevate the festivities, 
transforming every Raya meal 
into a moment for people to come 
together, reconnect, and find 
meaning in their celebration.’

Production of the film 
added layers of authenticity 
and enjoyment. Collaborating 
with Layar Lucida, known for 

their humorous and heartfelt 
storytelling, the film was brought 
to life with warmth and wit. 
The set was marked by laughter 
and playful incidents, including 
actors playfully navigating the 
“Naik Minyak” scene, which 
ended harmlessly with falls that 
left no one injured and no oil 
spilled.

In today’s fast-paced world, 
where cultural values can 
sometimes be overshadowed 
by commercial interests, SAJI’s 
“Minyak Maaf” film stands out 
as a reminder of the power of 
culturally sensitive marketing. It 
not only promotes a product but 
also plays an active role in the 
celebration of Raya, reminding 
us that even the simplest acts 
can bridge gaps and heal old 
wounds.

Through “Minyak Maaf,” 
SAJI has not just sold oil; it has 
oiled the wheels of forgiveness, 
making it a cornerstone of this 
year’s Raya festivities.”

“Through ‘Minyak Maaf,’ we’ve gone beyond 
conventional advertising, touching hearts by weaving 
our products into the cherished tradition of seeking 
forgiveness during Raya. Now, every meal prepared 
with SAJI products becomes a beautiful reminder of 
the joy that comes from reconciliation...”
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Client Credits
Head of Marketing of Delima Oils 
(FGV): Fatin Sarjat
Senior Executive: Siti Nur’ain Syahirah 
Hamdan
Senior Executive: Siti Amalina Abdul 
Akley
Agency Credits
Chief Executive Officer: 
Yee Hui Tsin
Creative Chief Officer: 
Yee Wai Khuen
Creative Director: Mo Nazmi
Senior Art Director: 
Amirul Halim
Copy Writer: Zulika Shaharom, Marlina 
Junior Designer: Siti Khairunnisa
Junior Designer: Grace Yong
Senior Brand Director: Jerry Lim
Brand Manager: Sarah Karim
Executive Producer: Noelle Goh
Junior AV Producer: Mujib Abdullah
Content Creative: Megat Arezza
A Saji Raya film produced by Layar 

Lucida in our collaboration with TBWA 
for FGV - Saji
Starring :
Joey Daud
Nasir Bilal Khan
Balkiysh Semundur Khan
Delimawati Ismail
Featuring :
Kirushan Subramaniam
Ryan Yap
Afiq Adeeb
Satthiya Kandi
Oyen
Executive Producer : Nadirah Zakariya
Director & Writer : Junad M. Nor
Associate Producer : Syaza Nadzirah
Line Producer & Assistant Director : 
Rahim Zali
Production Manager : Hafiy 
Production Assistants : Alya Asri, 
Amri, Süan
Director of Photography : Kenz Koh
1st AC : Lilian
2nd AC : Wei Hao
Gaffer : Horng
Sound : Immar Mohd Zaki

Art Director : Halil Husairi Bin Hj 
Keliwon
Art Department : Shahril Abd Malek, 
Mat Zayuti Bin Mohd Ghani, Hero, 
Muhammad Tarmizi I Bin Sokhimi
Stylist: Shahnaz Bahar
Wardrobe assistant : Linda, Myra, 
Rashidi
Makeup & Hair : Malya, Amirah
VTR : Hazeem
Talent Management : Sue Hussin
Storyboard : Jeng Foong
Post production: Filmtroop
Post producer: Kai Sheng
Offline Editor:  Ler Lian Jing
Offline Assist: Ng Xue Ying
Colorist: Beh Jing Qiang 
Color Assist: Beckham Leong
Online Lead: Karyaen 
Online Assist: Mun Jun Seak, Ler Lian 
Jing
Post Audio/Music Composer : 
Soundmob Enterprise
Oyen’s Voice : Beh Jing Qiang 
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Pearls
of Wisdom

I write again because, I guess, 
I am honour-bound to put a little 
positive flesh on the crumbling 
bones of my deprecating 
preachiness regarding the demise 
of JWT. 

In my own humble way, 
perhaps I am obliged to prise 
open the oyster.

To begin, let me share my 
particular favourite and a 
spectacular thing accomplished 
by Thompson that advanced the 

... Now today we all 
take account planning 

for granted, yeah? Well, 
it was not always that 

way. It was a brainwave 
of a chap at JWT 

Berkeley Square called 
Stephen King...
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art (and science) of advertising. 
Something you may not be aware 
of, brilliantly conceived, certainly 
game-changing, and developed 
in the London office. (so no bias 
there then? Ed.)

It’s Account Planning.
Now today we all take account 

planning for granted, yeah? Well, 
it was not always that way. It was 
a brainwave of a chap at JWT 
Berkeley Square called Stephen 
King (God I loved ‘The Shining’. 
Ed). No, not that one! 

Sometime in the 1970s I 
believe, King observed that 
account execs were mainly 
masters of backslapping; they 
knew the best restaurants, the best 
girly bars, the best clubs in town. 
Many of these fellows were public 
school boys. They had almost 
inexhaustible expense accounts 
and kept the wheels of the client/
agency relationship well-greased. 
‘Hooray Henrys’ to a man - nice 
work if you can get it. 

It was, and that was it! 
But, when it came to 

effective briefing, assessing the 
best advertising needs of the 
advertiser, they neither knew 
what to do, nor do I suspect, 
cared. Our Stephen saw the need 

to advance adverts, for someone 
to examine the needs of the 
consumer, to be a studier of the 
product, a studier of the market, 
a studier of the competition, a 
studier and commissioner of 
research (the best planners, like 
Little Stevie, had a research 
background), so that ultimately 
all this learning could be analysed 
to help them ‘crack the brief’. 

Hence, a completely new and 
separate function was brought, 
kicking and mewling into 
existence way back then by J. 
Walter Thompson.it was, tara!  - 
the account planner.

Not fully content, Stevie also 
devised tools to help coalesce 
all this learning, most of which I 
touched on last time; ‘The Buying 
Cycle’, ‘Brand Personality’, 
‘A Scale of Advertising Effect’ 
‘Stimulus and Response’, to name 
just a few. 

The end result being a brief 
crystalised down to be so tight, 
so concise and so on-point, with 
no waffle, no yetism and no 
shopping list of product claims 
or attributes; something so 
simple and strategically single-
minded that the creative could 
almost write itself. No thrashing 
about, no worrying that the only 
direction that was given to a team 
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was – “just throw some shit at the 
wall and see what sticks”, simply 
come up with something while 
the client and the account execs 
go to the nearest titty bar, and 
then come back and throw darts 
at it. (mix some metaphors why 
don’t you? Ed).  

Best of all, the advertiser was 
expected to sign-off on the brief 
before creative pen touched 
creative paper. In this way it 
became harder to question the 
campaign providing it was ‘on-
brief’. 

So there you have the actual 
origin of the account planner. It 
was JWT what done it.

Of course, in the immortal 
words of Michael Caine, “Not 
many people know that”. (Not 
true, smarty pants. Ed). Because 
it spread like wildfire, it was a 
succès d’estime. But, as with all 
great ideas, its origins got lost in 
the mists of time. While adopted 
by most all agencies, its actual 
application was, and probably 
still is, not at all consistent or, 
indeed, correct. Sometime it’s a 
mere PR exercise; reduced to a 
sales aid of no real practical use, 
sos. 

Stephen is probably rotating as 
we speak.

So there. Please remember 

Thompson for the game changing 
contributions they made and 
rather than things insipidly 
sentimental.  

As I write it occurs that there 
could be enough cool game 
changers for a series.  Let me 
know and I’ll see what I can do.

A brief would be nice.
I leave you with the pithy 

words of Steely Dan for all those 
doubters out there.

You wouldn’t even know a 
diamond.

If you held it in your hand.
The things you think are 

precious.
I can’t understand.
Donald Jay Fagen, Walter Carl 

Becker

Paul J 
Loosley is 
an English 
person who 
has been 
in Asia 

40 years, 12 as executive creative 
director and regional planner for 
JWT and 26 making TVCs. Retired 
some five years ago yet still, for some 
strange reason, he can’t shut- up 
about advertising. Any feedback: 
mail p.loosley@gmail.com (please 
keep it brief).
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