vafw,nr‘ lé:clngmagazme com.my p O p CcCu I ture

*ﬁ m

»

"h"-‘

- L3 - . ‘II I__ i . ! e La - TM
ISSUE #449 OCTOBER 2025 . _ EKENDER
. - i - | W

]l 1.2 BILLION
IMPRESSIONS

o
o
- I s
! JEgF *
(
e
1,
; e P i T AHCUTI
[ ek 30 el Py Wl O P i .\“Ii
L P I ) BT, L Bt ]
e g Elem nimEEry e e | { ety
L A h e et
T = i i
I ——— e
| -
§ [ i
& [
|
a2 _ F

SHOP...




popculture

MARIETINGWEEKENDER

Beyond the
Buzzword:

THE PURESTAD | 2 tiving Brand

IS A MEME Around Al

The uncomfortable PARSING

h :
g aboutSuccess. | pIYUSH * (210

win?

MARKETING WEEKENDER is published by Sledgehammer Communications (M) Sdn Bhd 22B, Jalan Tun Mohd Fuad 1, Taman

Tun Dr. Ismail 60000 Kuala Lumpur, Malaysia. Tel: 603-7726 2588 ham@adoimagazine.com. www.marketingmagazine.com.my

© All Rights Reserved By: Sledgehammer Communications (M) Sdn Bhd (289967-W) No part of this magazine may be reproduced

in any form without prior permission in writing from the publisher. While every effort has been made to ensure the accuracy of

the information in this publication, the publisher assumes no responsibility for errors, omissions and/ or for any consequences

of reliance upon information in this publication. The opinions expressed in this publication do not necessarily represent the
views of the publisher or editor. Advertisements are the sole responsibility of the advertisers.




“Vision without “Creativity is over

executionis  when everyone
hallucination™ :gets involved”

Thomas Edison dd Chant
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 “Wise men speak
to grow up an 5 becautf‘g th?y havef |

. something to say; fools
be(if)me VY,hO you . because they have to
reaily are. . say something.”

E. E. Cummings + Plato
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EDITOR’S NOTE

THE
PUREST AD

IS A MEME.

A Key Visual is for those who
need to justify an idea.

A Meme is for those who want
the idea instantly.

No strategy decks. No
storyboards. No 12-slide
rationale on “brand essence”.

Just one image, one emotion,
that hits harder than a media buy.

A meme is idea, copy and
visual in a single burst.

It doesn’t wait for approval; it
demands attention.

It doesn’t buy reach; it earns
it. Look around, the most viral
Malaysian “ads” weren’t even
ads.

They were memes.

When Roti Canai went up in
price, people didn’t rant: they
posted “RM2.50? Got gold flakes
inside ah?” with a photo.

When Anwar or Najib coughed
In Parliament, the memes had
better engagement than any
press release.

When GSC ran out of
popcorn, the memes wrote the
crisis comms for them.

Even brands have learned the
language...

Maxis replying in meme
format, myBurgerLab owning
TikTok humour, and Mamak
memes doing more for tourism
than brochures ever did.
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" WAKEUP SO EARLY,

FOR WHATZ
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My bonus is faster than your bonus.

"GAPTAIN, TII‘E;HE'E AN
ENEMY SHIP IN H!IIH?]F Us"
gl g
£ ’ @ |
1= €. | o |

F -l__-,- m.. .

F | |

< ~SHOOT ITLAH, WAIT WHAT?"

Wei macha,
makan here or tapau?

ou want to

Where else in the world can you form a perfectly comprehensible m
sentence with fouwr different languages? Let's celebrate that. tmeouthl.

That's the new media
landscape, where virality gets a
trophy.

Because when your idea
becomes a meme, it is no longer
an ad.

It is culture.

Oops, | just heard someone
say, “There’s no money in doing
memes lah”.

;:_—21}»»/3»

#SledgehammerSays
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The uncomfortable truth
about success.

What does it really take to win?

We ask Stanley Clement,
CEO of MBCS & Ensemble
Malaysia, whose team just pulled
off a rare triple crown this year

- The APPIES, YouTube Works
and Effie Agency of the Year.

But behind all the applause
lies something less glamorous...
discomfort.
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The kind that keeps you awake
guestions your worth, and pushes
you harder than you'd like. Stanley
calls it the uncomfortable push.

At MBCS, we move fast. Aim
high. Every team member has 90
days to deliver one piece of work
that stands out. If performance
slips, a PIP to reset and realign.
Yes, a Performance Improvement
Plan.

The result? A culture where
‘good’ isn’t safe, and comfort is the
enemy. Because the uncomfortable
truth about success is... it never
comes from comfort.

ADVERTISING
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MBCS pulled off huge wins
this year, what’s the real secret
here?

Honestly, some of these wins
caught us by surprise. It's been
years of grinding, so when it
finally happened, it was like,
damn, we actually did it.

But the secret? It's push.

Constant, relentless
push. Every single day we
challenge ourselves and
each other to do better, to
go deeper, to never settle.
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“Every single
day we challenge
ourselves and
each other to

do better, to go
deeper, to never
settle.”
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And here’s the uncomfortable
part: we made people uneasy
on purpose. Everyone at MBCS
knew they had 90 days to deliver
at least one strong piece of work.
But it went deeper than that. It
was about us putting our actions
exactly where intent was set. To
keep the fire burning.

This wasn'’t fear-driven. It
was pride-driven. That feeling
of discomfort became our fuel.
And it was all born from Creative
Fridays.

How did that start?

It started organically. We
wanted a space to celebrate
monthly highlights - everyone
had to present one great piece of
work their client had bought into.

That evolved into something
bigger: Creative Fridays.

We added One Mic Stand,
where anyone could grab the mic
and share something inspiring,
not tell a joke. “Sh*t, | wish I'd
done that” kind of work.

Then came Creative Games
- the whole agency breaks into
groups and solves random briefs.
It's not just fun; it trains your
creative reflexes. Creativity is
a muscle; you've got to keep it
flexed.

Everl\(/one at
MBCS knew they
had 90 days to
deliver at least one
strong piece of
work. But it went
deeper than that.
It was about us
putting our actions
exactly where intent
was set...

Finally, we added Think Like
a Client sessions, where clients
come in to share what they really
look for in agencies. That’s pure
gold for the team.

It became more than a ritual -
it became our culture of constant
Improvement.

How do you make people feel
safe enough to throw out wild
ideas, or even bad ones?
Creative Fridays help with
that. It's the one day everyone’s
encouraged to go wild. Think big,
think weird. \We can always scale
it down later. The point is... don't
play small. Leadership’s job_
IS to give you the space to
fail creatively. Because
that’'s where the
breakthroughs hide.
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. Leadership’s job is to give
gou the space to fail creatively.
ecause that’s where the
breakthroughs hide...
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You’ve said, “We’re not here
to churn work. We’re here
to make work that moves
people.” How do you keep that
belief alive when deadlines
start to crush you?

At a basic level, we know
there’s bread-and-butter
work and then there’s fame 8¢}
Both matter. Clients
deserve our best no
matter what. Even when
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deadlines pile up, we don't
compromise on the standard.
The mindset is simple: if your
name’s on it, it has to be your
best. Every single time.

Once you live by that, the
work naturally stays strong.
Whether it's a small job or a
massive campaign, the heart
stays the same.

Two years ago, did you think
this win was possible?

I've been chasing this
for 10 years. Ever since my
predecessors won it three years
in a row. | was envious, not of the
trophies, but of the consistency,
the culture, the way their people
performed at that level.

It's been a long climb. Seeing
our partner agencies hit that
standard motivated me.

So now that we’re finally here:
yeah, it's sweet. But it took a
decade of obsession to get here.

You’ve said scaling an agency
without losing its soul is
tough. How do you make

sure MBCS stays real despite
commercial pressure?

There’s no magic potion. One
of my old mentors told me: don't
look at commercial pressure
in totality. Break it down. Make

it attainable. The other part is
having the right people who
understand why the pressure
exists.

If you have people who
believe in the same purpose -
building revenue, fame and name
In the right way - the business
grows authentically.

Everything’s connected:
the work, the people, the
fame. You can’t prioritise one
over the others. Balance is
survival. And we don't let intent
remain an illusion by delayed
action or inaction.

How has your way of leading
changed over the years?

Situations change, and I've
changed with them.

The ‘push’ | talked about
earlier? It tested people, and it
tested me. Not everyone liked it.
And that’s fine. Leadership isn’t
a popularity contest. It's about
getting people to be accountable
for their success

One thing has stayed constant
- clarity. Everyone knew we had
two big goals this year: build
our fame and sustain our ¢
revenue. If we failed either g gl
the entire agency failed
its KPI. Including me. So
no complex dashboards,
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no corporate fluff - just one
mission we all owned together.
That we approached with
honesty and accountability

You talk a lot about leading
with heart. What does that look
like day to day...

For me, leadership isn't a

pedestal. | don’t believe there ... we had two big goals this
should be a wall between me and year: build our fame and
the team. The title doesn’t make sustain our revenue.

me better, if anything, it makes If we failed either, the entire

me responsible for making them agency failed its KPL.

better. _
A lot of my team can do things Including me...

far better than | can: that’s the
beauty of it. My job is to pull all
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... YOU could call it

a comeback. Or a
culture reset. Or just
an agency that decided
‘safe’ was the real risk.
Either way, MBCS
Malaysia didn’t just win
trophies this year...

that talent together so we shine
collectively.

| sit with my leadership team
every day. | get my hands dirty.
Sometimes I’'m a disruption, but
hopefully, a welcome one.

Describe MBCS in one word.
Passionate.

This team doesn'’t give up.
We live by one mantra: fight like
there’s no tomorrow.

What’s something people
outside the agency don’t know,
but should?

That we are made up of
genuinely good people. Everyone
here has a clear intent to help
our clients’ business grow -
creatively, strategically, tactically.
And we do this as part of the
wider IPG Mediabrands family,
which has helped to amplify the

passion and success we've seen.

We’'re obsessed with intent.
Sometimes that gets overlooked,
but that’s our superpower.

After a year like this, what’s
next? How do you top it?

| said this the night we won
Effie AOY, “We have to win it
again next year.”

Winning once is luck. Winning
twice means you deserve to be
here.

How did it feel in that
exact moment when the
announcement came?
Relief. Pure relief.

We had one goal - win Agency
of the Year. If we didn’t, everyone
failed their KPI. Including me.

So when they called our name,
all | could think was: Thank God |
don’t fail my team tonight.

You could call it a comeback.
Or a culture reset. Or just an
agency that decided ‘safe’ was
the real risk.

Either way, MBCS Malaysia
didn’t just win trophies this year.

They proved that the
uncomfortable truth about
success is that it only
happens when you make !
comfort impossible.
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Al: THE ECOSYSTEM

Beyond the Buzzword:

How MMU Built a Living
Brand Around Al

“We don’t just
prepare students
for the future, we
empower them to

create it.”

When most universities talk
about Al, they speak in terms of
tools, courses or labs. Multimedia
University (MMU) took a different
path. It made Al part of its DNA.

‘Al isn’t a department, it's
not a lab, and it's not just a
course,” says Professor Dato’ Dr.
Mazliham Mohd Su’ud, President
of MMU. “It's our ecosystem.
From the way we teach to the
way we run our campus, Al is
everywhere.”

“MMU is not teaching Al in
silos; we are living it.”

That philosophy of turning
Al from a concept into a culture
has transformed MMU from
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Malaysia’s digital pioneer into
one of its most progressive Al-
driven universities.
It's living proof of a bold
idea: MMU is Al, and Al is MMU.
Not a slogan, but a declaration
that the future of learning isn'’t
about adapting to technology, but
becoming it.

The Living Lab for Malaysia’s
Al Future

Since the 1990s, Multimedia
University has played a
pioneering role in shaping
Malaysia's digital economy.
Its graduates helped build
the nation’s first e-commerce
platforms, game studios,
cybersecurity firms and fintech
start-ups that formed the
backbone of our new digital
generation.

Now, MMU is evolving
once again as Malaysia’s Al
hub university. A place where
research, education and real-
world application converge.

At the heart of this
transformation is a mindset shift.
“Transformation is our tradition,”
says Professor Dato’ Mazliham.
“We don’t see our legacy as
something to preserve; we see it
as a foundation to build on.

“Al is not a subject at MMU.
It's the language that connects all
our disciplines.”

Professor Dato’ Dr. Mazliham
Mohd Su’ud, President of MMU

Where Al Meets Everyday
Learning

This integration isn’t
theoretical. MMU has embedded
Al into the very fabric of its
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academic, research and
operational systems from data-
driven insights that help lecturers
support students more effectively,
to tools that personalise learning
experiences and improve
campus efficiency.

Beyond the classroom, MMU
IS home to 13 Al research labs in
collaboration with the Malaysian
Communications and Multimedia
Commission (MCMC). These
labs serve as innovation nodes
connecting academia, industry
and government to develop
solutions in areas such as smart
cities, robotics, data analytics
and digital media.

One of MMU'’s boldest
Initiatives i1s the MMUverse,
a metaverse platform that
seamlessly integrates virtual
learning and campus life.
Designed as an immersive digital
twin, it lets students attend
classes, collaborate or join co-
curricular activities. All enhanced
by built-in analytics that track and
improve engagement.

It's not just a classroom of the
future, it is the future: immersive,
interactive and insight-driven.

Al with a Human Heart
For all its technological
ambition, MMU remains

grounded in one guiding
principle: technology must serve
humanity, not replace it.

“We remind our students that
the master is human, not Al,”
says Professor Dato’ Mazliham.
“Al can enhance decision-
making, creativity, and efficiency,
but it should never take away our
values, ethics or empathy.”

This belief shapes MMU'’s
curriculum and culture. Courses
In Al ethics, digital responsibility
and human-Al collaboration
ensure graduates understand not
just how to use Al, but why they
should.

Collaboration as the New
Currency

MMU'’s Al ecosystem thrives
on collaboration. Its partnerships
with global and local industry
players from tech startups to
multinational corporations,
ensure that what's taught in
classrooms is directly connected
to what’s needed in the real
world.

Through joint projects,
iInternships, and innovation
labs, students gain real-world
experience solving business
problems; turning theoretical
knowledge into practical
capability. These collaborations
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“We remind our “T‘
students that "8 ©
the master is s %

human, notAl,” 4 &%

/

- Professor Dato’
Mazliham.

keep MMU'’s Al initiatives
grounded in industry relevance.

As the good professor puts i,
“Employability is not a promise; it
IS engineered into the education
process.”

While many institutions
position themselves as future-
ready, MMU’s leadership
prefers a different phrase:
future-shaping. That philosophy
extends to the university’s
internal culture.

Branding, Professor Dato’
Mazliham notes, is everyone’s
job — from lecturers who embed
Al into their teaching to students
who turn ideas into innovation.
“When our people live the brand,
we don’t need to sell it,” he adds.
“Credibility is our currency.”

Making Al Human, Ethical, and
Impactful

Looking ahead to 2030,
MMU's vision is clear: to be
remembered as the university
that made Al human, ethical and
impactful for Malaysia. One that
didn’t just keep up with change
but created it.

It's a bold goal, but then again,
MMU has never been afraid to
lead the way.

As Malaysia continues its
march towards becoming a
digital-first nation, MMU stands
as a living laboratory. A place
where innovation is tested,
refined and humanised. Because
for MMU, Al isn’t just technology.

It's transformation. It's identity.
MMU is Al. Al is MMU.
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CREATIVE SHOWCASE

THIS ISN'TJUST ACHAT BEETWEEN FRIENDS.
THERE'S A PAEDOPHILE YOU DON'T SEE.

Did you know that ehildren spend an sverage of two months a yoar an their Smartphonaes?
Ewvary lime thiey da, they'ra axpodad to imaaibla - but very real - dangars:
cybarbullying idantity theft, saxtortion, greoming, child abusse matarial, online scams
Pratecting your child maans halping tham Amngate the digital weorld safsly,
recognize the risks, and avold virtual traps

TOGETHER, WE CAN PROTECT WHAT REALLY MATTERS.

FONDAZIONE iﬁ;,
CAROLINA ele.

T
CRBOHLINA
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13 INSIGHTS FROM THE LIFE OF THE PHENOMENON PIYUSH

EEITSELS

In 2013, we did a special cover story on Piyush
Pandey. Some years eatrlier, he judged the
Malaysian Creative Circle (MC2) Awards and
the subsequent year became the first Asian to
be Jury President at the Cannes Advertising
Festival. That was the same year Malaysia
won a Cannes Lions Grand Prix!

Kunal Sinha and Sandeep
Joseph both worked in Ogilvy
India with the late, great Piyush
Pandey. Kunal was in the strategic
planning team and worked
closely with Piyush on multiple
campaigns. Sandeep’s company
was acquired by Ogilvy and he
headed Ogilvylnteractive after the
dotcom crash, from 2001 till 2004.
Any advertising professional
could benefit from these 13
insights from the life of the
phenomenon that was Piyush.
Six from Kunal and seven from
Sandeep. (though this isn’t a 6-7
situation!)
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What we can learn from

Piyush, even if we aren’t creative
directors, as per Sandeep

1.

Smaller towns have more
authentic voices: a key lesson
from the man who came

from Jaipur, in Rajasthan,
which in pre-liberalized India
of the 1970s and 1980s

was a relative backwater,
much smaller than Delhi or

the megacity of advertising,
Mumbai. Piyush retained

the voice of the people, and

its authenticity, and later
advocated for hiring ad
professionals from outside the
big cities, to find talent with
more authentic local voices, as
well as more hunger to prove
themselves compared to those
accustomed to big city luxuries.

. Be confident, with basis:

confidence is something

that many Creative Directors
do exude, some without
justification! In Piyush’s case,
he attended the premier
College of the country, St
Stephen’s, and he played
cricket very well for its team.
There is an old saying, “An
Oxford man walks into a room
as if he owns the world, and a
Cambridge man walks in as if

“Never say die”
fighting spirit:
personally | have been
Involved in pitches
where Piyush saw the
work very close to the
deadline, changed it the
very night before...

he doesn’t give a damn who
owns the world.” St Stephen’s
name had some of this aura

in India. Piyush was naturally
confident about his abilities,
and the seeds of self-belief
were sown even before he
started working. But Piyush’s
confidence wasn’t blind bluster:
he understood the need to
connect with consumers and
was confident of his ability to
do so, based on razor-keen
observation and listening to the
common people.

. “Never say die” fighting

spirit: personally | have been
involved in pitches where
Piyush saw the work very close
to the deadline, changed it the
very night before the pitch,

and the strat team and media
personnel then adjusted the
deck to the new direction. And
the pitch was won. It was never
too late to do what he believed
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in, and to me it’'s akin to
football managers like Sir Alex
Ferguson who pushed hard
right at the end of the game, to
secure a win, not being happy
with a draw or a good effort.

. Engage with senior client
stakeholders: Piyush took
advertising personally. He
personally sold campaigns

to client C-suite, and they
grew to trust him. He was

in the trenches, a general
leading from the frontlines, not
depending on servicing to get
the work sold. He made time
for clients and he leveraged his
growing fame and credibility
to push stuff he believed in,
across the line.

. Human connect with staff:
Piyush was a people’s person.
He would send personal thank
you notes to creative folks
who had done award-winning
work, when Olgivy Mumbai had
more than a thousand staff.
He may not have had time

to meet everyone personally,
as he grew to global creative
head honcho at Ogilvy, but he
did reach out and he remained
accessible.

6. Advertising as sport: Like

many great managers today,
consciously or subconsciously

because of his cricket
background, Piyush regarded
the business of advertising
as a sport. One mustn't let
defeat break one down, one
had to play on the front foot
(aggressively, taking the bull
by the horns and not being
cowed). One had to play for
the team, not the individual
accolades.

/. He beat Ageism: Piyush
matured like a fine wine, some
of his best work happened after
he turned forty. He remained
fired up to burnish his agency’s
reputation on the global stage,
and he empowered whole
generations of younger creative
whizkids to be confident and
shoot their shots.

6 Ps of PP, as per Kunal

1. Partner: For Piyush, everyone
was a partner. Colleagues in
every function, at every level.
Clients. No great work could be
created unless the client was
a partner who could make the
work sharper and smarter. The
craftspersons: from the film
maker and sound editor to the
hoarding contractor who took
an outdoor ad and turned it into
a talking point. And when he
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summoned us to sharpen the
brand proposition and make

it more rooted, ‘Oye planner,
idhar aa’, (“hey, planner, come
here!”) it was in the spirit of that
partnership.

. Point of view: Piyush believed

that every ad that left the
agency’s doors must have

a point of view. Unfettered
celebrations, challenging
societal norms — Cadbury.
Mobility is emancipating —
Chal Meri Luna. Homes are
expressions of the family —
Asian Paints. That point of view
made a brand part of people’s
lexicon because it connected
so deeply.

3. Popular: Many have pointed
out how Piyush changed
the paradigm of Indian
advertising, from a burra-
saheb tone to reflecting the
popular, grassroots emotion,
and it bears emphasis. This
was cultural branding at its
finest, and it stemmed from
a deep understanding of and
appreciation for the masses. In
the process, he helped brands
access much larger markets:
Cadbury, from gift to everyday
celebration, Fevicol — from a
carpenter’s adhesive to being
In every home closet.

4. Pride: He made every Ogilvy

person take pride in their

CLICK TO WATCH FULL COMMERCIAL
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work, just as he exuded pride
at every international festival.
It compelled global creatives
and marketers to understand
the Indian idiom. It made every
Indian advertising person hold
their heads high when they
stepped on to the podium, to
pick up awards. It opened up
the floodgates for other Indian
advertising leaders to shine,
and carry that pride forward.
What a trailblazer!

. Pet Pooja (literally “stomach
worship™): In a kind of opposing
stand to ‘stay hungry, stay
foolish’, Piyush believed

that sustenance was the

fuel and the reward to great
performance. Every good
meeting would be followed up
with a hearty lunch or dinner;
no one who kept long hours

went hungry (or thirsty). He
himself sought out simple
home food in cities where
former Ogilvy India people now
lived.

. Prayer: No matter how

wonderful the ideas were
crafted, how well prepared

the team was, a little prayer
before the performance was an
essential step in getting divinity
on his side for Piyush. Maybe
that turned the tide in Ogilvy’s
favour, maybe that elevated
the pitch or new campaign. It
certainly was an admission of
humility.

Om Shanti.

\

- Sandeep Joseph

is the CEO and
co-founder of
Ampersand Aavisory,
a leading agency
with over 450 awards
and 8 x #1 in 2025.

Kunal Sinha is the
Chief Knowledge
Officer of Ampersand
Aadvisory, and is a
Strategic authority,
who has written
multiple books,
spoken and lectured

widely, and has worked across Asia.
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sy e i | rancfeada cam

The most difficult ad of our lives.

How do vou talk abour Piyvush Pandey in one page?
Ii's Jiler bryding fo capdanre Woe su i @ Mudig oo,

Lo, instead of deseri |:lEr.|E kg entire life and ".I'inghlt;
his praises, we will write as Pivosh taughe us eo -
keep it simple and say only what maners.

What weitered o Prysich?
Waking up carly and writing,

:I-I::Sr.h'rrg N Br feanr awd Bir _Pl"ﬂﬂln'p claon Pariner; rhe
ety fe bad an idea,

Looking into his team’s eyes before walking into 2
mt,:i.-l;:'ng, [o say, - Front fiomnae pe khela”™, |:F']11l,' on the
front foot.)

.f:'.':_PF.I'I.Ig G ﬁ_-,l"pt ufr.ﬂ'l.lg and .ufﬂ'.u'_r_l .r.u.h'ng A mRele B
Ly, “'I-l::"r.ﬂ"p\!u'_;':a': ‘ba'rlw:r'.

Bringing cricket ingo all the wisdom he imparted,
Even if you didn't love ¢ricker, you love the man so
much, Y make che cffore to pi.-l;h: up his references.

fowe &-r.‘r[lg,r B lo lr".nrm.i.l'_]-. ﬁuu,l'.r_;- mrttered fo I-".F_;-m.l:l,
Whele pnirreriiines ave .Ifn'.n'nrﬁing shwalres ow u‘nr.ﬂl-.l'n:]':"
balance, thit man manaped to be there 100% for bir work,
aued 100% for bir fanely. A wmath only Piyoch

couded paell off.

I_:.ughl:er WA :.n-:hl:Eu:r [ T of hiz gre:t loves. ﬂ'm;-t'
he thnught 1:|I':.jnn]:.-|.'. he had g say it, Even tf ig was
ina cliene meeeing. Even if he was meeting that
client for the brse time. [t was a combination of his
penivs mind and bis child-like heaer thar made his
clienes {21l in love with him for life.

The tlient's breriviess meant a bt fo Piynek and that's why
apheur e sadd, “Teeer mee, clfents draaied biv,

Whes be said, "Give sy teans o deay mere”,

the clienis gaee s o day move, Wiken be raid,

"Yob bavlbiya banega”, { Thir will be greast), there wean

g qqumfﬂullg i

Ohgilvy was his second Family. Come to think of ir,
on some days, it might even have been his firse.
IEw:r:,.' storm we 'I":lrv:-rt. I':"t:,m:h wWas :r:.rld:ing

an front of us. Like a shield? Mo, Shields can be
cracked, He stood in frone af us like a dad.

He seodded sr lbe a doad doo, A fere bowrs Later e
ol el worrd a l,l‘mﬁr. HMir il n:,"' K _}'fug,
T scodd you, bt 1 lorve you'”

Relarionships marrered to him, He saw the human in

all the people in his life, There were days when you were
siming with him in his home, 2nd he would say,

%o will hove to weart for cea, hecanse my ]'H:II'!- has pone
i p|u.:|.' vnllu:.'iu]l'. Hiwould 511:re i fil s wneh hl: :.'t.aF.r
amd ask thewmn il'tl'rq.' liked it This was his research.

MNo modules, Mo big or small daea. Juse one buman

o another. YWou must know ar chis pount that his seaff
fele comborrable 1o say ‘no’ if they didn't like i

.Pr:;rrrrb:li rrr.-i.l'.l'l'."rj u'.rr:ﬁ-r EREry fiTion. Tibe commion
Berion tway ipecial to Benr, If Bir aeork twon au aiedrd
buet Biv meighbonrs o5’y lke 7, Be woordda’t cave for
suehy o avivared, "People mad fove it first’, be belivved,

India manered vo him, and this showed up in eany
ways, In his work for sure, bur also in his passion for
Indian food, Aloo, dal, chele, rodi, chawal,

and he was a happy man in any corner of the world,

W cammer falk about thiv man and nob falk aboss biv
montache, Hiv nrvtache entered rooms befare be i
Whew by wwar in deep thonphs, biv fngers artomatically
carerran Bir merrtache. .-'If'rr.:' cevondt Later,

e wenld sy “Ek kaam bavs.. " fl}.s- LT

Wb .a'an'.l'rl' l.I'i: Hote wendd be an ingentons rlution

Fo a frodeted beief or an office fine.,

In Juee 2018, he was the first Asian to win the Lion
of 5t Mark at Cannes Lions, along with his brother,
Prazoon Pandey. It was a vecy important day
because it was one of the very few days, Pivush was
not wearing his simple shiee! He was deessed in

a very formal ariee. This muost have raken some
real convincing because Piyash loved his shirts,

He wore them everywhere,

Fnadian fangnager amd Hindi in paviicalar, were Tery
earr Ta b, Affer all, e rose from the \langrape
depariment’ awd wom oper the wrorid, I be el bhis,
e swowld b lkely fo rry, “Toko Fiomds meiiw bbi fikbs,
ur acheha boga”,

{ Wirite thit in Hemdt ros, I wall be eeen betier.)

Ideas, Laughter. Songs. Wiiang. Family. Team,
Moustache. Hindi. People, Ogilvy.

Thae ir horp v wans o remember b,
Throngh thingr that saiteved fo fyw.

We hope the heavens are ready for the
force char s Piyush Pandey.
He will walk in and lead with a joke,

The Ogiley family stands with Piyah's entive fawily in this time of grief.

Ogilvy

masettackto
Mohaniad, HT
nuilhad Kragls
giral srder thai
hadiepahised the
atfoe's padsditicn
al ivaiy adis
andartelscts
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