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About
The 4As Malaysia, formed in 1971,
is the Malaysian industry’s
foremost body that represents and
promotes the ‘value’ of Advertising
Agencies in the Marketing
Communications industry among
advertisers, media, suppliers,
government and the public.
The organisation encompasses
more than 60 homegrown and
international Member Agencies
who are key players in the
advertising industry.
We help grow Member businesses
and develop individual careers
through professional development
services, industry awards,
advocacy and support.
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Objectives

The following five objectives adopted by the Council not only
serve as the backbone of the Association, but also a commitment.
As we face the challenges of tomorrow, these objectives will
steer us through the tough times & propel us towards sustainable
growth and inspiration for our industry.
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To Provide
Industry
Guidance &
Leadership
We set clear frameworks for
best practices in the industry,
to encourage the highest
standards of creativity,
ethics and business.
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Standards of Practice
& Ethical Conduct

Finding an
Agency Guide

Advertiser-Agency
Agreement Template

Ownership of Ideas Developed
During A Pitch Guide

Pitch Disbursement
By-Laws

Agency Remuneration
Fee Guide
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Agency — Film Production
Agreement Template
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To Raise Standards &
Professionalism
To actively cultivate
a creative economy
and raise the
quality of works,
4As organises and
promotes various
awards; coaches
Member Agencies;
and in itself is
an active part
of various selfregulatory bodies.

Effie Masterclass —
How to Craft Effie
Case-studies Submissions

Franchise Holder
of Effie Awards —
Effectiveness Competition

Kancil Awards —
Creative Competition

Active Component
Member of Industry
Self-regulatory Bodies
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To Foster
Continuous
Professional
Development
for the
Attraction
& Retention
of Agency
Talent
To help Member Agencies up-skill
their talent pool, 4As partners with
top institutes, practitioners and
specialists, for customised educational
and participatory programs.

Institute of Practitioners
in Advertising (UK):
IPA Foundation Certificate,
IPA Commercial Certificate and
IPA EFF Test Certificate

We know clients trust Agencies
that invest in their staff.

Putra Brand Awards —
Recognition of the
People's Brand Choice
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Workshops by
Core-subject Specialists

Craft-focused Programs
by Top Practitioners

5

Foreword

4As Council Report 2018—19

04

05

4As engages in PR and Marketing
activities to showcase the winning
‘idea’ created by Member Agencies that
exceeded KPI’s and helped transform an
advertiser’s business.

4As works with
the government and
gives its objective
inputs to influence
public policy,
regulations and
resist any unwise
decisions affecting
advertising.

To Promote
Commercial
Creativity &
Its Effectiveness

Pre- & Post-event Publicity
of Putra & Effie Awards

Effie Winners’ Showcase
in the Business Press
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To be the Government’s
Principal Information
Source & Advisor
on Advertising

Inputs into Re-drafting
of Advertising Rules for
the Communication
and Multimedia Content
Forum (CMCF)

Inputs into the Drafting of An
Advertising Code for Medical
Device Advertising for the
Ministry of Health
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Removal of
Unwise Rules by the
Film Censorship Board

Inputs into the Drafting of
a Film Production Contract
Template for Regulator, the
National Film Development
Corporation (FINAS) and
the Malaysian Association of
Advertising Filmakers (PPFIM)

Foreword

4As Council Report 2018—19

Why Join
the 4As
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SUBSIDISED
AWARD ENTRY FEES

COST REIMBURSEMENTPITCH PRESENTATIONS

SALARY AND CHARGE
OUT RATES SURVEY

Members enjoy a rate that is
between 40% to 60% lower
than a non-member for entry
fees into the Effie and Kancil
awards competition.

The 4As Pitch Disbursement
By-Laws enable Members
who are not successful in a
competitive pitch to receive
a partial reimbursement for
Agency costs to develop the
pitch presentation. Advertisers
due to this By-Laws are deterred
from inviting more than the 4As
recommended 3 or 4 Agencies
for a pitch.

Members who participate in the
4As surveys gain free access to
classified findings on:
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IPA ALLIANCE

EMPLOYEE
SCHOLARSHIPS

SUBSIDISED
REGISTRATION FEES

NETWORKING

BEST PRACTICE
GUIDES

The 4As alliance with the
Chartered Institute of
Practitioners in Advertising
(IPA) enables Member access
to the portfolio of award winning
qualifications and bespoke
Agency training programs
conducted by IPA's top UK
“endorsed trainers”.

Member employees are able
to attain globally recognized
advertising qualifications from the
annual 4As scholarships for the:

Members receive between
20% to 40% reduction on
non-member fees to attend
4As hosted seminars and
workshops, including fees
for the IPA qualifications.

Members have access to
industry platforms to help
influence Government
Regulators on advertising rules.
Also to directly play an active
role to safe guard interests
within the industry.

Members have access to
industry best practice guides
on Fair Agency Remuneration,
Contracts, Finding An Agency
and more as the 4As builds it's
library of relevant guides.

• IPA Foundation Certificate
• IPA Commercial Certificate
• IPA EFF Test Certificate
These award winning
qualifications are developed
and written by top industry
practitioners. Not academics.
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a. Average salaries across an
extensive range of Agency
positions. This enables Agency
management to confidently
establish competitive
remuneration to help retain/
recruit valued employees.
b. Benchmarks for the charge
out rates/fees for chargeable
Agency positions, plus a
benchmark of the key drivers
used to establish these rates
(chargeable hours, overhead
recovery, profit margin).
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Senior
Advisor

Council
Members

Dato’ Johnny Mun

Khaidi Kamaruddin

Managing Director
Oxygen Advertising Sdn Bhd

Founder
Bulb Communique Sdn Bhd

Jasmin Omar
Jayaseelan

Datin Seri
Florence Wong

Karthigesu Palanisamy

Goon Chee Hung

Kenny Loh

Yee Hui Tsin

Kristian Lee

Datin Syarifah
Menjalara Hussein

Managing Director
Ellipsis Asia Sdn Bhd

Managing Director
Crush Communications (M)
Sdn Bhd

Managing Director
Adrenaline Communications
Sdn Bhd

Chief Executive Officer
APD Digital Services Sdn Bhd

Andrew Lee

Managing Director
Havas Immerse Sdn Bhd

Vice-President
Farrah Harith

General Manager
BBDO Malaysia Sdn Bhd

Chief Executive Officer
Geometry Global Sdn Bhd

Managing Director
TBWA Kuala Lumpur

Chief Executive Officer
Naga DDB Sdn Bhd

Khairudin Rahim

Chief Executive Officer, 4As

Sean Wong

Managing Director
IF Interactive Sdn Bhd

Aaron Cowie

Stepped Down as of August 2018
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Managing Director
M&C Saatchi (M) Sdn Bhd

Highlights

Key Highlights 2018
#ENGAGE

#AWARDS

MSA Agrees in Principle
to Introduce Own Pitch
Disbursement Rules

Kancil Festival 2018

The Media Specialists Association (MSA) agreed in
principle to implement their own Pitch Disbursement
requirements on Advertisers calling for a pitch.
Through repeated dialogues with the 4As, MSA has
recognized the value of adopting the same 4As pitch
requirement introduced 13 years ago in 2006.

A series of talks, forums and workshops from 13
renowned local and international speakers revealed
how people from different backgrounds go about
telling stories, write music, build robots, make
ads,express poetry, to find common good.

This will mean a truly united stand against the
misuse of pitches by unscrupulous Advertisers
“fishing” for free ideas and calling for a large number
of Agencies.

300

#ADVOCACY

Salary and Charge Out
Rates Survey
For the first time ever, 2 benchmark industry surveys
were conducted and funded by the 4As as a direct
benefit to Members.
a.

Salary Survey
- average salaries across the extensive range
		 of Agency positions/jobs
- data that enables Agencies to offer with 		
		 confidence, competitive remuneration to
		 retain or recruit employees
b.

Charge Out Rates Survey
- the benchmark charge out rates for each
		 chargeable Agency person/role to the client
- the key drivers used to establish those
		 charge out rates (chargeable hours, 		
		 overhead recovery and profit margin).
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Putting the year
into perspective.

A 2 day Kancil Festival was successfully organized for
the first time as part of the revamped Kancil Awards.

delegates from across the
creative eco system as well
as over 100 tertiary students
attended and were indeed
inspired with the quality of
the speakers.

#ADVOCACY

Unethical Pitch Demands
The 4As once again spoke out assertively against
unethical and unfair conditions in pitch/RFP
documents where rogue Advertisers demand
ownership of Agency ideas and work.
This position was reinforced with legal advice that
confirmed such clauses are actually “impotent” and
“ineffective”. Since no agreed payment has been
passed from Advertiser to Agency, then ownership
of the idea and work (IP) remains with the Agency!
The 4As statement received wide support from
ethical Advertisers and media coverage from the
Asian and local trade/business press.

28

Agencies who decided to
participate found tangible and
useful information to help make
informed decisions.
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Chairman's
Report

Andrew Lee
President, 4As

As a not-for-profit industry body,
our core mission is to promote the
value of Advertising Agencies in the
marketing communications industry
among advertisers, media,suppliers,
government and the public.
We believe that the advertising
sector is a force for good and
a driver of economic growth, which
we champion in our dialogues with
the various Government Ministries,
regulatory bodies, the business
press, tertiary institutions and
other organizations in wider
business and social contexts.
The Council during the past
12 months was resolute in making
sure the 4As remained relevant by
focussing and delivering on all
five objectives of the Association.
Many of the new initiatives are
featured in this annual report.
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Some highlights includes:

Ownership of Agency Ideas

Industry Surveys

The publication of a best practice guide “Ownership
of Agency Ideas, Plans and Work Created for a Pitch/
RFP”. This in response to the 4As repeated stand
against certain rogue Advertisers who claim intellectual
property ownership of an Agency's work and pitch
ideas during a pitch.

For the first time ever, two benchmark industry surveys
on “Salaries and Charge Out Rates”, fully funded by
the 4As was conducted to help Agency leaders make
informed decisions. 28 Member Agencies who agreed
to participate have access to the latest industry data not
available before.

Our public stand against this unethical and unfair
claim received overwhelming support from ethical
Advertisers, the Malaysian Advertisers Association and
the trade press. From a legal standpoint this “ownership
claim”clause found in the RFP documents were deemed
“impotent” and “ineffective” by legal experts. As a result
of our repeated clarifications, at least 2 Advertisers have
informed the 4As they have decided to remove these
unethical clauses from their RFP documents.

The Kancil Festival
A 2 day “Kancil Festival” was successfully introduced
for the first time ever as part of the Kancil Awards
competition. 13 renowned local and international
speakers inspired the 300 delegates from across the
creative eco system and over 100 tertiary students.

MSA-Pitch Disbursement By Laws

13 renowned local and international
speakers inspired the 300 delegates

The Media Specialists Association(MSA) agreed in
principle to introduce their own Pitch Disbursement
By-Laws. This to be adapted from the 4As rules
effectively introduced since 2006.

from across the creative eco system
and over 100 tertiary students.

Our repeated dialogues has helped the MSA to recognize
the value of adopting this requirement. This will mean a
united industry stand against the misuse of pitches by
unscrupulous Advertisers “fishing” for free ideas and
calling for a large number of Agencies.

“Our public stand against this
unethical and unfair claim
received overwhelming
support from ethical
Advertisers, the Malaysian
Advertisers Association and
the trade press.”
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Continuous Professional
Development

Unwise Government Decision/
Double Taxation

The 4As recognizes that an Agency's success is
determined entirely by the talent skill and know-how of
the people who work there. Nurture that talent, hone
those skills, feed their knowledge and the people will
flourish along with the Agency.

Following written appeals with sound reasoning and face
to face dialogue with the Ministry of Finance, the Royal
Malaysian Customs finally confirmed there should not be
double taxation on “pass-through costs” when Member
Agencies registered under Item 8, Group I, invoice
another company within this same Group.

The consequence is a culture that thrives on curiosity
and inspiration, which will make the Agency a more
interesting and more enjoyable place to work. Investing in
continuous professional development is investing in the
happy and healthy future of the Agency.
The IPA and 4As agreed to extend our business alliance
for another 2 year period up to January 31, 2021.
We retain our position as IPA's exclusive sales
representative for 4 of their professional qualifications
in Malaysia. In addition,we continue to access IPA's
endorsed trainers who have and will continue to respond
to our training briefs and conduct customized boot camps
run by expert practitioners for practitioners.

Council
Mr Aaron Cowie stepped down as our Vice President
in August 2018. This as a consequence of Mr Cowie's
decision to resign after his long service and in a planned
manner, as CEO of Member Agency TBWA Kuala
Lumpur. The Council hosted a farewell dinner in utmost
appreciation for his long and selfless contribution to the
Association, firstly as Council Member and latterly as
Vice President.
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objective #3

objective #1

Awards Committee Report

Promoting that ideas
(creative economy)
drive value change

objective #2

Cultivating
The Creative
Economy

Engineer a positive
perception of Malaysia
as a market for creative
excellence locally and
internationally

Elevate the role of
the 4As in cultivating
a creative economy

Projects
•
•
•
•
•
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Committee
Led By

Putra Brand Awards
Kancil Awards
Effie Malaysia
Effie Masterclass
Effie CMO Breakfast

President, Dato’ Johnny Mun,
Mr. Karthi Palanisamy, Mr. Kenny Loh
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PUTRA ENTERPRISING
BRAND OF THE YEAR

The Putra Brand Awards (PBA)

Spritzer

PUTRA BRAND
OF THE YEAR
Petronas

PUTRA MARKETER
OF THE YEAR
Samsung Marketing Team

PUTRA
PERSONALITY AWARD
Founder — Hurix's
(Dato' Dr. Pa Nok Cheng)

PUTRA BRAND ICON
KFC, Panadol, Vitagen

Organising Chairman, Dato’ Johnny Mun
and the 4As President met with Senior
Management of the Star Media Group
(SMG) to negotiate the sponsorship
renewal agreement for Putra Brand
Awards (2018-2020).
Due to the soft economy, SMG needed
to reduce the cash sponsorship from
RM150,000.00 to RM120,000.00,
while the advertising space value of
RM100,000.00 would remain unchanged.
Ipsos Sdn. Bhd was appointed to lead the
research survey. Media owners agreed to
insert tags on their sites for the purpose of
the survey.
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In August, the CEO of Matrade, YB IR
Dr. Mohd Shahreen Madros was updated
on the workings of the PBA. He agreed to
continue helming the chairmanship of the
Board of Governors. The Board meeting
was held on September 21 to review the
nationwide survey results.
Putra Brand Awards was successfully
concluded with the award presentation
and Gala Night at The Majestic Hotel
(Kuala Lumpur) on October 26. A total of
109 tables were sold generating a healthy
revenue surplus.
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Kancil
Awards

Mr. Karthi Palanisamy was appointed
Organizing Chairman for the Kancil
Awards 2018 along with Mr. Alvin Teoh
of Naga DDB as Creative Chairman.
The Creative Council was assembled and
voted for Ms. Gigi Lee of TBWA Kuala
Lumpur to be Jury Chairman for 2018.
The Creative Council conceded that
creativity goes beyond our advertising
industry. The Kancil Awards must now
promote and celebrate Humanity in
creativity, technology and culture. As the
awards was championing the entire eco
system, non 4As members were allowed
for the first time ever to enter the awards,
paying a slight premium for their entry
fees versus 4As Members.

989

entries were
received against
the target of 1,000.
It was noteworthy that 30% of
these were from non-members

Ms. Lee reviewed the categories against
the new benchmark of the global creative
fraternity. She proposed to simplify the
categories by dividing the awards into
channel-based categories, with special
awards to reward impact, public service
work, cultural insights and innovation.
The categories would fit under four
clusters: Channel, Craft, Culture and
Creative Impact, with focus on the impact
of creativity on people. The revamp was
aimed at creating categories that are:

• Inclined on Design: Design is not
appreciated on its aesthetic form alone.
In letting design sit as a category on
its own and included for best of show,
it will underline its importance and
impact beyond the aesthetic craft.
The Association collaborated with the
Scoolers – as part of the Student Kancil
initiative to create a sub-award called
Student Kancils X Scoolers Awards.
This was to encourage and inspire the
next generation of creative talents.
Scoolers shares the same objectives as
the Association to help groom the next
generation of creative superstars.

• Simpler: By using channel-based
categories, the awards are easier
to understand and enter into
• Creative focused: By moving the
entire business category into a single
special award, the focus will revert
to creativity and the work as a whole
would need to demonstrate impact
• Logical clusters that provide
direction: The four clusters help serve
as a guide for the Council to create
an award show that celebrates how
creativity uses the right channels,
craftsmanship, and cultural insights and
demonstrates impact to inspire people

• Accommodative of special spotlights:
The use of the Lotus Roots model to
provide space to celebrate impact
or effectiveness, Malaysian insights,
innovation and non-profit work while
still maintaining a focus on creativity

GOLDEN KANCIL

AGENCY OF THE YEAR

The Other Sanders, Reprise

Hakuhodo Malaysia Sdn Bhd

ADVERTISER
OF THE YEAR

PRODUCTION HOUSE
OF THE YEAR

QSR Stores Sdn Bhd

Directors Think Tank Sdn Bhd
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A total of 989 entries were received
against the target of 1,000. It was
noteworthy that 30% of these were
from non-members.
The Kancil Awards and Festival 2018
were successfully concluded on
July 27, at the Chin Woo Stadium with
an estimated 950 guests.
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Effie Awards

A 2 day festival was created for the first time to provide
an opportunity for Malaysians throughout the creative
and marketing communications ecosystem to gain
insights on how creativity is used to influence human
behaviour. A series of talks, forums and mini workshops
revealed how people from different backgrounds go
about telling stories, write music, build robots, make
ads, create art, produce content and express poetry, to
find common ground. A total 13 local and international
speakers contributed their views.
The Festival held at the Ruang, near Central Market
on July 26 and 27 was attended by over 300 people as
well as about 100 tertiary students. In a much-needed
boost, the Human Resources Development Fund (HRDF)
agreed that the Festival entry fees can be claimed
by employers.

The festival was
attended by over 300
people, as well as about
100 tertiary students.

JUICE ONLINE
Kancil Creative Festival: Chaotic,
Frantic And Everything Under The Sun
July 13 2018
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Mr. Kenny Loh was appointed the
Organizing Chairman for the Effie Awards
2018. APD Digital Services supported
by producing the concept collaterals
and theme which was “TAKE ON THE
IMPOSSIBLE”. A total of 135 entries were
received amid declining cash sponsorship
faced by other Awards, the sponsorship
for Effie increased by 50% compared
to 2017. Facebook, Media Prima and
Star Media Group were a key part of
this success.

The judging session which was held on
October 17 and helmed by Chief Judge
Mr. Judd Labarthe along with Jury Leads
Mr. Danial Comar of Geometry Global,
Ms. Lau Sulin of Facebook and En. Adam
Wee Abdullah of CIMB Bank.
The awards ceremony was held on 23
November 2018 at Hilton Kuala Lumpur.
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A 50% increase in
cash sponsorship as
compared to 2017.
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Effie CMO
Breakfast Forum
The Effie CMO Breakfast Forum on
November 23 at Hilton Kuala Lumpur
was attended by approximately 60 guests
consisting of Senior Advertisers and
Agency Leaders. This was sponsored
by Facebook.
Apart from discussing best-in-class
practices in marketing effectiveness
and highlighting the role Agencies play.
The Forum also covered:

BRAND OF THE YEAR
Tesco

AGENCY OF THE YEAR
Ensemble Worldwide

Effie Masterclass
A half-day Effie Masterclass was held on
July 23 at the Eastin Hotel, Petaling Jaya.
This was to help participants sharpen the
crafting of Effie case study submissions.
Mr. Judd Labarthe, Mr. Daniel Comar and
Ms. Lau Sulin were the speakers. Nearly
90 participants attended to hear:
• The Art & Science of Writing
a Winning Entry
• The Art & Science of Crafting
Video Submissions
• 10 years of Writing and Judging
EFFIEs: What I’ve Learned Personally
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27

a.

A past Effie winner’s story

b.

A discussion on new industry 		
research/insight

c.

An interactive panel discussion 		
where Advertisers shared their 		
challenges and successes

Advocacy Committee Report
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objective #1

Professional Pitch
Disbursement By-Laws

Improving the quality
of talent, ethics and
professional standards

objective #2

Setting
Standards
Membership
recruitment
and marketing

Projects
• Professional Pitch Disbursement By-Laws
• Boomerang
• Membership

Case Management
and Decisions
Disguised Pitch–
Property Guru International
2 Member Agencies were led to
believe Property Guru International
(Malaysia) Sdn Bhd had awarded them
an assignment without a pitch. The
same brief was issued to more than one
Agency. Council formally cautioned the
Advertiser to halt this unethical practice.
Members were advised to remain
vigilant with this Advertiser.
Suspension–
CD Advertising Sdn Bhd
Council noted that despite written
reminders, CD Advertising neglected
to notify the Secretariat of their pitch
participation for a fourth time. It was
necessary to escalate the disciplinary
action from demerit points to a sixmonth suspension with effect from
January 1, 2019.
CD Advertising regrettably is the
first Member to face a suspension
for repeated breach of the By-Laws.

Committee
Led By
Cik Farrah Harith
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Restrictions and
Requirement for
Suspended Members
Council formalised the following
restrictions and requirements for
a suspended Member:
1.

Membership Fee: A suspended
Member must continue to pay
as prescribed

2.

AGM/EGM: A suspended Member
is free to attend the AGM and EGM
but is ineligible to vote

3.

Training/IPA Courses/Lectures/
Award Events: A suspended Member
is required to pay a non-member’s rate

4.

Kancil and Effie Awards entry fees:
A suspended Member is to pay
a non-member’s rate

5.

Boomerang/ BMAP: A suspended
Member must continue to accumulate
and update their merit points

6.

Pitch Disbursement By-Laws:
A suspended Member must continue
to report pitch invitations and will be
eligible for disbursement payments

7.

Industry Surveys: A suspended
Member can participate in surveys
but the results will only be shared
with the Member after suspension
period is over.

8.

Alerts and Council Meeting
minutes: A suspended Member will
continue to receive these updates

9.

Scholarships for Employees:
A suspended Member will not
be eligible for scholarships

10. The Association will continue to
receive the suspended Member’s
notifications on industry issues,
unwise Government decisions on
advertising rules or unfair practices
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Pitch Budget
Members were formally reminded that
when an Advertiser calls for a pitch,
the marketing communications budget
must include the Advertisers media and
production budget.
This invariably means that the budget will
exceed RM100,000.00 and trigger the
requirement for Pitch Disbursements.
This reminder was raised after the Council
discovered procurement departments of
certain Advertisers deliberately declared
a lower budget value.

Collection of Annual
Membership Levy
A number of Member Agencies are taking
too long to confirm their previous year’s
company revenue. Council decided that
for Members who fail to respond within
30 days, their levy to be increased by one
tier compared to the previous year. This
will take effect from 2019 onwards.

Advocacy Committee Report
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Membership

Engagement

Salary and Charge Out Rate Surveys — 2018

Membership Value

Malaysia Airport Holdings Berhad
(MAHB)

The 4As Council commissioned 2 benchmark industry surveys amongst participating
Member Agencies. The cost was fully funded by the Association as a benefit to
Members. Results were delivered in January 2019.

Engaging Advertisers

Council Member Cik Farrah Harith
and the 4As CEO met Puan Hani
Ezra Hussin, MAHB’s General and
Commercial Business Manager
on March 1, 2018 to explain the
rationale and operations of the
Pitch Disbursement By-Laws.
Puan Hani appreciated the reasons for
the By-Laws. She agreed to convince
MAHB’s Senior Management, including
their procurement department, to pay
Pitch Disbursements.
This would apply for MAHB’s
forthcoming pitch to select an
Agency of Record to manage the
brand. It would not cover tactical and
promotional pitches, as the funding
for these are from the individual retail
outlets operating inside their airports.
Payment for pitch disbursements for
promotional work to be reviewed at
a later stage once their main Agency
has been appointed.
Petroliam Nasional Bhd and
Shell Malaysia Bhd
The 4As CEO also engaged the
respective marketing heads of
Petroliam Nasional Bhd (Petronas)
and Shell on the same matter.
Petronas stated that they would
continue to be supportive of the
By-Laws and would notify the same
to all their subsidiaries.
Shell explained that it is current policy
to not pay Pitch Disbursements.
Shell would however reconsider this
in future. No time frame was given.

Purpose:
1. Salary Survey
a. 		

b. 		

2. Charge Out Rates Survey

Provide Member Agencies
with average salaries across
an extensive range of
agency positions.

a. 		

Provide data that enables
Member Agencies to 		
confidently offer competitive
remuneration to help retain/		
recruit employees.

b. 		
		
c.		

Provide benchmark
(but NOT recommended) 		
charge out rates for chargeable
agency positions.
Benchmarks the key drivers 		
that are used to establish 		
charge out rates (chargeable
hours, overhead recovery, 		
profit margin).
Primarily used in remuneration
negotiations with procurement
departments in particular and
clients in general.

to note:
1. All responses that the Member provided are confidential and sent direct to the UK
consultants. Responses are grouped together to form the basis for the final report. The
4As do not have access to any individual Agency data. Neither will any other Members.
2. The 28 Member Agencies who agreed to participate and submitted a complete response
to the survey questionnaire, were given access rights. This strictly for the Agency CEO,
CFO or any additional top Management person nominated by each CEO.
3. The Charge Out rates are to be seen as “benchmark rates” broken down by size. They
are not 4As industry recommended rates or tariffs (in compliance with the Malaysian
Competition Act).
4. Data is designed to aid participating Agencies in their negotiations with clients/
procurement departments. To be quoted from very selectively and carefully, only by
experienced Agency Seniors.
5. The report should not be distributed, copied to clients, other third parties nor published
under any circumstances.
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The Council issued a letter to Advertisers
who are MAA Members, supplying the
updated list of Member Agencies. This
is to assist certain Advertisers, whose
criteria for Agency retention and selection
includes preference that the Agency
must be a Member of the Association.
Advertisers were encouraged to visit the
4As website for the most current list.

Despite concerted efforts with the
Malaysian Advertisers Association (MAA)
to seek cooperation and understanding
within the industry, 4As continued to
receive disturbing reports that certain
Advertisers (though not MAA members),
continue to include unethical demand
clauses in their request for proposals
(RFP) documents.

This notification was sent also to non
MAA members/advertisers whom over
the years agreed to and supported our
Pitch Disbursement By-Laws.

These include “All materials submitted
in response to this RFP become the
sole property of the Advertiser” and
“All submissions for the RFP are not
returnable and shall become the property
of the client.”

Unethical Pitch Demands
The Association once again spoke out
against unethical and unfair clauses
where the Advertiser demands ownership
of intellectual property (IP) in a pitch.

The 4As obtained legal advise that these
clauses are “impotent” and “ineffective”,
as they do not offer a binding relationship
between the Agency and Advertiser in
a situation of a service being provided,
where no formal contract or letter of
appointment has yet to be signed.
A pitch for all intents and purposes is
an offer to provide a service to the
Advertiser or client. Unless the
Advertiser is acceptable to this offer
with an agreed consideration to be
passed, ownership of the IP remains
with the Advertising Agency.
The Association also urged CEOs
of client companies to be aware of
the details of their RFPs and put an
immediate stop to this unethical practice.
The Association developed a best
practice guide relating to ownership
of Agency developed ideas, plans and
work created for an RFP. This is readily
available on the 4As website
for Advertisers to refer to.
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Malayan Banking Berhad
(Maybank)/Iskandar
Investment Berhad (IIB)
After several rounds of dialogue, Maybank
and IIB finally recognized that their earlier
RFP condition imposed on Agencies, was
unethical and unfair.
Clause 2.1 of Maybank’s RFP has been
reworded to exempt 4As Members.
“All materials submitted in response to
this RFP become the sole property of
Maybank EXCEPT for materials from
Creative Agencies (Members of 4As).”
IIB has also decided to do the same
effective from March 2019. In addition,
IIB agreed for the first time, to pay pitch
disbursements for their fortcoming
pitch exercise.
The Association repeats it's
recommendation that Agency new
business team leaders diligently read
the fine print for all RFP conditions.
This especially from Government Linked
Companies who seem to have adopted an
RFP template that contain these unethical
and unfair clauses.
Members are reminded they are not
to participate in any pitch where an
Advertiser requires that the Agency’s
work, ideas becomes the Advertiser’s
property at the pitch stage or if the pitch
is unsuccessful.

Engage Committee Report

Enduring
Relationships

To be a source of reference
for brand marketing and
communications issues, and
Legislation that affect
consumer communications
and demand

Projects

objective #2

objective #1

objective #3

Building

4As Council Report 2018—19

To build relationship
through Networking
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• Government
Ministry of Health/ Human Resources and
Development Fund/ Ministry of Finance/ Malaysian
Communications and Multimedia Commission
• Professional Bodies and Marketers
Malaysian Advertisers Association/ Media Specialists
Associaiton/ Advertising Standards Advisory
Malaysia/ Audit Bureau of Circulations
• Media Partners
Media Apprecaition/ Fellowship
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To be Brand
Malaysia advocate

Committee
Led By
En. Khaidi Kamaruddin,
Dato’ Johnny Mun, Cik Farrah Harith,
Mr. Kristian Lee, En. Jasmin Omar and
Mr. Kenny Loh
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Government

Ministry of Health
Proposed Ban on Food and Drinks
Advertisements:
On December 25, 2017, the Minister
of Health suddenly announced
Government’s intention to ban advertising
of food and drinks that contained high
levels of sugar, salt or fat as prescribed
by the World Health Organization.

MOH however did not specify what are
their desired restrictions. Representatives
from McDonalds and Coca-Cola stated
that industry is unable to properly respond
until and unless the MOH share details of
these proposed standards and policies.

This was a surprise for the
Communications and Multimedia Content
Forum (CMCF) who were tasked to
enforce the ban. CMCF had no prior
knowledge nor held dialogues on this with
the authorities.

Industry believes that introducing bans
on advertising and restrictions on
branded products that are legal to be
manufactured and sold, is not the answer
to promoting healthy eating amongst
children. The key is consumer education.

The 4As is represented on the CMCF
Council. CMCF has no intention of
banning advertisements of such products
based on the general principle of “legal
to sell, legal to advertise.” Any proposed
ban begins with the Government firstly to
incentivize manufacturers to reformulate
and produce food and drinks that are
deemed healthier or introduce products
in smaller pack sizes. Advertisments will
then be a consequence of this.

The MAA and the Federation of Malaysian
Manufacturers (FMM) will actively
engage with the MOH on this matter. The
Association will continue to participate
in discussions and provide constructive
inputs leading towards industry selfregulation and consumer education.

En. Khaidi Kamaruddin attended a forum
organised by the Ministry of Health
(MOH) in early August that sought to
introduce restrictions on advertising of
food and beverages deemed to contain
high levels of sugar, salt or fat to children.

In a meeting hosted by MOH in July,
the Ministry reminded the industry on
the various MOH rules and guidelines
affecting medicine advertising and
product registration procedures.

The Ministry solicited feedback on
whether the industry prefers to selfregulate or have MOH set the advertising
rules. Industry representatives stated
their timeless preference is for selfregulation as has successfully been
implemented by the CMCF Advertising
Code and the Malaysian Code of
Advertising Practice by the Advertising
Standards Advisory (ASA).

Guidelines on Medicine Advertising
and Product Registration Procedures:

Human Resource
Development Fund

Ministry of Finance

The Human Resource Development
Fund (HRDF), an organisation under
the Ministry of Human Resource had
previously established the Sectorial
Training Committee (STC) in 2014 to
engage industry and enable HRDF
training programmes to meet market
needs. This had been left dormant.
HRDF has now revived STC:

After the 3 month tax free period
was over, the implementation of SST
2.0 started of with a bumpy ride. The
Royal Malaysian Customs issued the
Advertising Services Guidelines stating
that the treatment of third party costs
(or pass-through costs) were subject to
Service Tax regardless whether Service
Tax had been previously charged.

a.

To assist in establishing an Industrial
Skills Framework

b.

To recommend industry based
recognition and certification
of employees

c.

To advise on specific studies to be
conducted on a particular industry
when deemed necessary.

This view was diagrammatically opposed
to our understanding of third-party costs
where we only account for Service Tax on
the services that Agencies provide. The
implications of this cascading tax effect
meant the effective tax rate on third-party
costs is 12.36% rather than 6%. This went
against the principle of a single-tier tax
and goes against the intended purpose of
the re-introduction of SST, described as a
tax with fewer burdens, compared to GST.

The Associaiton has been invited and
agreed to be part of the STC.

Sales & Service Tax (SST):

The Association subsequently met
with the Media Specialists Association
(MSA) and a decision was made for
better attention, that each association
would individually appeal to the Ministry
of Finance.

En. Khaidi, who attended the meeting,
conveyed to Council the Ministry’s
concern of a noticeable increase in
misleading claims hawked by rogue
advertisers – especially by unethical
SMEs and dubious entrepreneur brands
who are opportunistic and short sighted.
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Effective 1 January 2019, the Royal
Malaysian Customs (RMC) announced
the following amendment to service tax
treatment; Exemption From Payment
Of Service Tax Under The Service Tax
(Persons Exempted From Payment Of
Tax) Order 2018.
a.

The exemption is applicable for
service tax registered person in
Group G who acquires taxable
services under Group G item (a), (b),
(c), (d), (e), (f), (g), (h) and (i) from
another service tax registered person
in Group G. The exemption is not
applicable for taxable services under
item (j) and (k) of Group G.

b.

This exemption is also applicable for
service tax registered person in item
8 of Group I who acquires taxable
services under item 8 of Group I
(advertising services) from another
service tax registered person in item
8 of Group I.

RMC thankfully confirmed and clarified
there should not be double taxation when
Member Agencies registered under Item
8, Group I, invoice another company
within the same group.
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Communications and
Multimedia Content Forum
of Malaysia (CMCF)

Proposed Content Code Update:

Industry Guidelines
on the Business of Gambling:

Proposed Islamic Television
Advertising Framework:

CMCF has recognized several sections of
the Code (Advertisment Section) either
needs to be updated or entirely new
guidelines introduced. The industry
Code was first issued in 2004.

The final draft of CMCF’s industry
guidelines for Marketing Communications
by a Company in the Business of
Gambling or Betting has been submitted
to MCMC. This is pending consent
and registration.

The International Islamic University
Malaysia (IIUM)’s Department of
Communication, led by Dr. Aida Mokhtar,
is conducting research to develop
a proposal for an Islamic Television
Advertising Framework.

The 4As CEO asserted that the
framework – although not branded as
an “Islamic Framework” – has been
serving Malaysia well and is fulfilling
expectations of all stakeholders, including
the Government.

The guidelines detail out corporate social
responsibility, public service, festive
and sponsorship announcements that
gambling companies can and cannot do,
including the scope of their sponsorships
and advertising of their CSR platforms.

The 4As CEO, who attended the dialogue
held at the university, asserted his views
that the current framework already
respects and upholds Islam in Malaysia.
The framework comprises:

In addition, Government broadcasting
officials from Saudi Arabia and Morocco
have expressed interest to adopt our
industry’s Content Code. The CMCF is the
relevant industry platform for IIUM to help
develop standards for content – including
television advertisements.

This includes the need for “Key Opinion
Leaders” to transparently reveal that their
social media postings are paid for or they
received benefits in kind from advertisers.
This to prevent consumers from being
misled by their biased, paid for opinions.
Consumers must be allowed to make
informed decisions.
Also to be introduced is the long
overdue restriction on the Use of
Religion, Religious Objects and Religious
Preachers in sponsored TV programs
and Advertising.

a.

b.

There will also be a requirement that any
advertised price must be all-inclusive.

c.

CMCF submitted the draft of the updated
Code to the regulator MCMC on
October 1, 2018. A decision is pending
after which the final stage before it being
formally enforceable, is the Code will be
uploaded for the public to give feedback
within a 30 day window period.
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The “Advertisement” section
of the self-regulatory Content Code
(CMCF)
The “Guidelines on Censoring Islamic
Broadcasting Materials” Vol. 4, 2015,
issued by JAKIM and, by default,
covers television advertisements
The “Guidelines on Religion,”
including films relating to Islam
issued by the Film Censorship
Board and, by default, covers
television advertisements

Malaysian Communications and
Multimedia Commision (MCMC)

The university was also invited to join
fellow institutions, Universiti Putra
Malaysia (UPM) and Universiti Utara
Malaysia (UUM), as members of CMCF.
Also in attendance at the dialogue were
CMCF’s Executive Director, Al hijrah
Media Corporation (TV Al hijrah) and two
corporate communications officers from
the Department of Islamic Development
Malaysia (JAKIM).
The Muslim Consumers Association,
Bumiputra Advertising Agencies
Association and Malaysian Advertisers
Association (MAA) were invited but
elected not to attend.
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CMCF met En. Al-Ishsal Ishak,
the new Chairman of MCMC and their
top management on January 22, 2019.
In this dialogue, CMCF updated the said
Chairman on the status of the revised
Content Code, the need for continued
funding for CMCF and the need for one
unified Advertising Code covering both
online and non-online media.
The MCMC Chairman acknowledged
CMCF was indeed relevant and has
an important regulatory role to play
especially with the key industry players
represented within MCMC via CMCF.
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Professional Bodies
And Marketers:

Malaysian Advertisers
Association (MAA)

Advertising Standards
Advisory (ASA)

Audit Bureau of
Circulation (ABC)

The MAA President, En. Kadri Taib,
was briefed in August regarding the
unethical pitch practice of a number of
rogue advertisers who demand ownership
of Agency’s intellectual property work
during the pitch stage. The MAA supports
4As and wish to see an end to this
unethical and unfair practice.

Advertising Code Unification:

Circulation Reporting Standards
(CRS) Committee:

Media Specialists
Association (MSA)
Pitch Disbursement By-Laws:
Dato’ Johnny Mun re-engaged with
the President and newly-elected
Vice-President of the MSA, Mr. Yap Chee
Weng and Ms. Cindy Chia respectively.
MSA agreed in principle to proceed with
the introduction of the MSA’s own Pitch
Disbursement By-Laws. MSA would base
the By-Laws on the 4As rules introduced
13 years ago, since 2006.

The ASA, led by its Chairman Mr. Michael
Tang, called on Datuk Seri Saifuddin
Nasution Ismail, the Minister of Domestic
Trade and Consumer Affairs, in October
to propose a unification of all advertisingrelated codes under a single code. The
Minister expressed support to the idea
and asked the ASA to submit a working
paper for his review.
ASA/University Teknologi Mara
(UiTM):
As part of the working relationship
between ASA and the Faculty of
Mass Communcations UiTM, ASA
representatives, Cik Farrah Harith and
En. Mohamed Kadri briefed a new batch
of 20 UiTM Mass Communications
students in May on how to identify
misleading print, outdoor and cinema
advertisements and to report the same
to ASA.
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A Members’Consulative meeting was
held on 1 November 2018 to obtain the
approval for the proposed changes to
the The Circulation Reporting Standards
(CRS). The changes to the following
clauses were accepted by the Members;
a.
b.
c.
d.
e.
f.

Multiple Copy/ Bulk Sales
Circulation To Be Included
Circulation To Be Excluded
Time Limit For Submission
Of ABC Returns
Comparison Of Audited
Circulation Figures
Digital Replica— Introduction

A new section “Part IV Registered
Product: Digital Publication” was
introduced to capture the reporting
for Digital Publications defined as;
•
•
•
•

not a replica of any print publication,
not a website
does not have an associated product
must be delivered electronically.

Audit Committee
The circulation submissions for the
period January until June 2018 ended
on September 30, 2018. The circulation
audit returns for the period between
January and June 2018 were released
in late November and published on
the ABC website. Print circulation
had declined by 6% compared to the
preceding period while the digital
replica had seen a growth of 39%.
Joint Industry Committee for Digital
Standards (JIC Digital):
In mid-2018, the JICD Committee
reviewed the UK standards on
“Viewability,” “Ad Fraud” and
“Transparency”. They proceed to
issue the Request for Information (RFI)
to Verification Provider companies.
Seven were invited and four RFI’s
were received post the December
31, 2018 deadline. The Committee is
currently evaluating the merits of
each submission.
The Committee finalised the metrics
for “Viewability” in January and will
be moving to “Ad Fraud” and “Brand
Safety.” Once all three are completed,
the chosen company will undertake the
verification and auditing task.
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Asian Federation of
Advertising Association
(AFAA)
The Association has resigned from the
Asian Federation of Advertising Agencies
(AFAA) as its membership has not yielded
any benefits to Members.

Media Appreciation Event
Senior manangement from leading
media companies participated in the
association’s event in Hanoi to show
our appreciation for their continued
sponsorship. This is for the various
4As annual events, awards and
training programs.

Nurturing
objective #1
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objective #2

Educate Committee Report

To develop and enhance
human capital by providing
members the tools, training
and other programmes

To increase the skills of
members through engaging
and transformative learning
experiences

Talent
40

Projects
•
•
•
•
•
•
•

4As/IPA Alliance
IPA Professional Certification Qualifications
IPA Endorsed Trainers/Courses
Intellectual Property in Advertising
Digital Trends 2019
The ASTRO-4As Education Aid
University Outreach Programme
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Committee
Led By
Datin Lara Hussein, En. Jasmin Omar,
and Mr. Goon Chee Hung
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Professional
Qualifications

4As/IPA ALLIANCE
GROWS IN STRENGTH
The Association established an
alliance with the Chartered Institute
of Practitioners in Advertising (IPA)
in Q4, 2015. This relationship goes
from strength to strength.
The 4As CEO as representative of
the Association was once again a
guest at their London headquarters
in March 2019 to discuss
developments in their education
portfolio, be briefed on IPA’s digital
transformation project, how they
are tackling the issue of group
membership (with multiple agency
brands) and attend Adweek Europe.
This working trip helped the
Association to re-establish direct
relationships with IPA leaders,
especially Patrick Mills, Director
of Professional Development/
Membership and Indre Dragunaite,
Head of Learning Technologies. The
IPA has been very supportive of the
Association’s plan to enlarge the
menu of IPA’s online certification
programmes by agreeing, after
negotiations to allow us in Q4, 2019
to offer their fourth qualification, the
IPA Digital Performance Certificate.

IPA Professional
Qualifications
— Agreement Extended
The IPA and 4As have agreed to
extend our business alliance. 4As
retains its position as IPA’s exclusive
sales representative for 4 professional
qualifications in Malaysia
•
•
•
•

IPA Foundation Certificate
IPA Commercial Certificate
IPA EFF Test Certificate
IPA Digital Performance Certificate
(new)

A 2 year agreement has been signed for
the period February 1,2019 to January
31,2021. 4As can choose to offer additional
qualifications (recognized globally in 87
countries) from IPA's stable of qualifications
as and when deemed relevant. The ceiling
prices of the first 3 qualifications have
been lowered as a consequence of the
strength of our relationship with IPA.

“The 4As recognizes that an Agency's
success is determined entirely by the
talent skill and know-how of the people
who work there. Nurture that talent,
hone those skills, feed their knowledge
and the people will flourish along with
the Agency.
The consequence is a culture that thrives
on curiosity and inspiration, which will
make the Agency a more interesting and
more enjoyable place to work. Investing
in continuous professional development is
investing in the happy and healthy future
of the Agency.”
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Foundation Certificate
(Batch 4)

Commercial Certificate
(Batch 3)

Eff Test Certificate
(Batch 1)

The Foundation Certificate qualification
is widely regarded as a “rite of passage”
in the UK for fast tracking the careers of
young industry employees. Knowledge
that could take several years to acquire
is now available in this essential overview
of advertising.

The Commercial Certificate qualification
is a course for agency finance for future
agency leaders. It shows the big picture
of agency finance. Everything from
KPI’s to contracts to fee structures and
client P&L’s. It teaches delegates to ask
the really important financial questions
and understand the commercial factors
influencing agencies and clients.

The EFF Test Certificate qualification
is for practitioners involved in the
development and evaluation of effective
creative work across all marketing
communications disciplines.

The course offers a strong basic
foundation and a comprehensive
understanding of the marketing
communications process, from
understanding the advertisers business,
writing strategy and briefs, media,
ideation, creative development up to
campaign effectiveness. These basics
never change. Get them right and the rest
will fall in place.

Only 3 delegates enrolled for the Batch
3 intake. Exams were completed by the
deadline. A 100% pass rate and as of
2018, 33 Malaysians have been certified.

21 delegates enrolled for the Batch 4
intake. The 3 hours written examination
was held on July 21, 2018. Batch 4 had a
pass rate of 89% with 2 delegates scoring
a distinction. As of 2018, 119 Malaysians
have been certified.

It helps identify planning and
effectiveness measurement technologies
that are central to how agencies can
create effective campaigns for their
clients. The EFF Test equips
delegates with the skills, confidence and
knowledge base to not just participate
but to now lead conversations with clients
on how to deliver powerful, insightful,
innovative and efficient campaigns. 19
delegates enrolled for the Batch 1 intake
with the exam held on 3 May 2018. 14
delegates passed giving Batch 1 a 74%
pass rate.

Scholarship Awards
for Lecturers
The 10 advertising lecturers who were
awarded the 4As scholarships have now
transformed into goodwill ambassadors
of the Association. They have adopted the
up-to-date content from the Foundation
Certificate course and are sharing this
knowledge with their students.

Moving forward, the three hour exam
will no longer be a written examination.
It will be conducted online with effect from
2019. This is similar to the IPA Commercial
and IPA EFF Test qualifications.
The 4As scholarship for the Foundation
Certificate, (April 2019 examination)
closed on December 21 with only 5
recipients being selected.

There is merit in continuing and
expanding this “train the trainer” scheme.
Through the lecturers, the Association is
helping raise standards.
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Short Courses

IPA Marketers Bootcamp
The IPA was briefed to develop a
bespoke course to help marketers
learn how to maximise their client
–agency relationships. This was in
response to Council’s observation that
many inexperienced clients adopt the
unproductive “master–servant” type of
relationship with their agencies.
These clients have not been mentored on
how to motivate and productively engage
with advertising agencies. Mr. Paul Burns
– an endorsed IPA trainer – developed the
content for a two-day intensive course,
the IPA Marketeers Bootcamp.
The goals;
1) To have a clearer insight into what
can make and break their agency
and internal relationships
2) To have a greater understanding of
how to build alignment with agency
partners and make the relationship
more constructive
3) To be able to write better and more
inspiring Creative Briefs and know
how to brief agencies in a more
stimulating way
4) To be able to provide feedback in a
more confident and constructive way
to enable delegates to say “yes”
as well as “no” when necessary
5) To understand that strong brands
are built by the combination of great
people driving great processes: we
cannot have one without the other.
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IPA Strategic
Planning Bootcamp

A 4.7/5 high
average score
was given by the
marketers for what
they had learnt
(0= Poor, 5= Excellent)

Telekom Malaysia Bhd (TM) and
Petroliam Nasional Bhd (Petronas)
became the pioneers by enrolling their
marketing teams. A total 30 marketers
in 2 batches participated during the
July 2018 sessions.

The IPA agreed to have its key strategy
trainer, Mr. Paul Arnold, conduct a
two-day course for 18 delegates in
Kuala Lumpur on July 2 and 3. The two
topics for the session were How To
Develop Significantly More Effective
Communications and How to Influence
the Purchasing Decision. The focus
was not just to provide the tools and
techniques, but to also develop the mind
set of a strategic thinker and be able to;
• Have a good understanding and
confidence in the key skills of total
communications planning
• Develop a strong communications
strategy and what are the key
components that makes a great total
communications idea
• Write powerful
communications strategies
• Have access to practical strategic
planning solutions for real life
situations that delegates can apply
every day
• Have a good understanding and
confidence in the key principles of
Behavioural Economics

A 4.6/5 high
average score was
given by the delegates
for what they learnt
(0= Poor, 5= Excellent)

Behavorial Economics
In taking advantage of Mr. Arnold’s
presence, a one-day course on Behavorial
Economics was organised for Members
on July 5. It was attended by 12 delegates.
Behavioural Economics is the study of
what actually drives consumer behaviour.
Sometimes seemingly irrelevant factors
strongly influence the choices we make.
Understanding these forces helps
positively (and ethically) to influence
a brand's success.

45

The workshop explained and illustrated
the 2 guiding questions and 9 principles
of Behavioural Economics. These
facilitated the brainstorming of potential
applications of each of the key principles
to the delegate’s brands. At the end of
the course, delegates not only gained a
theoretical understanding of behavioural
economics, but more importantly,
understood its tangible applications
to their brands.
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Half-Day Course –
Intellectual Property
in Advertising:
The Council organised a half-day course
on September 26 at the Aloft Hotel (Kuala
Lumpur) to help Members keep abreast
on IP rights for talent and content use
over websites and social media.

46% of the delegates rated
the course “Excellent”.

Intellectual property consultants CNS
Solutions Sdn Bhd – who have worked
with several Member Agencies and are
familiar with industry issues – helmed this
course. All 25 seats were sold out.

Digital Mega Trends: 2019
Mr. Ang Eu Gene, Principal Trainer of
Click Academy Asia gave Members
new perspectives on how trends in
digital marketing, media and technology
will change consumer behaviour and
impact businesses. The session helped
identify the opportunity areas as well
as challenges ahead and to prepare for
change. The talk was attended by over 90
delegates. It was held at the Cybertorium
– Menara Star on January 24, 2019.

IPA Creative Directors
Bootcamp
The IPA was briefed to develop for the
first time ever, a leadership course for
Creative Directors.
The course helped Creative Leaders move
from “do-ers” and creators to managing/
developing creative teams and selling
creative work linked to persuasive insights.
13 delegates participated in this 2 day
bootcamp held at Aloft Hotel on February
25 and 26, 2019.

The remaining 54%
rated it “Very Good”.

THE STAR ONLINE
4As holding IPA Creative Directors Bootcamp
January 19 2019
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The ASTRO-4As
Education Aid

University
Outreach Programme

Graduan Aspire

An annual dialogue was held with Astro’s
Datuk David Yap (Director of Corporate
Responsibility/Community Affairs) and
Ms Jolyn Gasper (Head of Department)
to re-emphasize the importance for Astro
to continue its annual RM150,000.00
funding of the Association’s professional
development programs.

The Association participated in Graduan
Aspire – a career fair organised by career
resource platform Graduan – at the KL
Convention Centre on July 21 and 22.
An exhibition space was secured. M&C
Saatchi Kuala Lumpur helped design and
manage the 4As event booth.

The broadcaster was pleased with the
training courses helmed by the IPA
endorsed trainers. Astro supported the
plan to continue tapping into the IPA
knowledge base. Astro subsequently
agreed to extend its aid for year 2018
based on the same amount.

The Association with permission, adapted
IPA’s “What Type of Brain Are You?” quiz.
An attention getter to attract and intrigue
graduates to the booth. The Association’s
involvement fulfilled its objective in
creating awareness amongst more than
900 fresh graduates.

This funding helps the 4As to price
training costs more affordably bearing
in mind IPA Trainer fees are levied in
British Pounds.

Over 300 resumes were deposited from
those who were interested in pursuing
career opportunities in advertising –
and over 100 resumes were subsequently
submitted via the Graduan website.
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Industry TalksTertiary Institutions
The 4As CEO during the past 12 months
continued to engage directly with
lecturers and undergraduates from Inti
International College, Taylor’s University
and Multimedia University. To date over
400 participants have attended the 2.5
hour presentation aimed at heightening
desire to join our industry and to appreciate:
1. The role and value of the 4As within
the marketing communications industry.
2. The value of industry self-regulation
and scope of ASA and CMCF.
3. Best practices used in planning for
marketing effectiveness via a lecture
on “The Power of A High Value Idea”.
Participants were appreciative of the
opportunity to hear about the real world
and tips on how to excel at interviews
in Advertising Agencies. The plan is to
continue this exercise in other institutions
as a complement to the University
Outreach Programme.

objective #1
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Increase visibility of all
Association activities and
efforts under a single
umbrella

Create consistent
publicity through
consolidation

objective #3

objective #2

Credibility &
Reputation
Create an effective strategy
to reposition the Association
to attract young talent

Milk PR was appointed as the
Association’s new public relations
consultant to replace Waves PR, whose
contract had expired in March 2018.
Council noted that our PR efforts have
now attracted more attention especially
the annual Putra Brand Awards, the
Kancil Awards including the new Kancil
Festival and the Effie Awards.
We were also successful in explaining our
strong stand against rogue Advertisers
who claimed ownership of Agency ideas
and work during a pitch. The 4As stand
received wide media coverage and
support in trade press across Asia. Ethical
Malaysian Advertisers have also openly
supported our stand.
Our efforts to explain the rationale on
why the 4As introduced a series of
bespoke training courses, using IPA
endorsed trainers were clearly conveyed
in the business press. These were for
the Account Management Bootcamp,
Strategic Planning Bootcamp and the
Marketers Bootcamp.
Other efforts included the awarding of
scholarships for Advertising lecturers and
employees of Member Agencies.

Committee
Led By

All above have cumulatively had a positive
effect on the credibility and reputation of
the 4As in providing purposeful industry
guidance and leadership.

Krisitan Lee

50

Public
Relations

51

Publicity Committee Report

4As Council Report 2018—19

04

05

01

03

01. THE STAR ONLINE
Ad practitioners should
plan ahead using
effectiveness metrics
January 13 2018

06

02. MALAYSIA SME
4As addresses creative
leadership skills
January 19 – February 1 2019
03. NEW STRAITS TIMES
4As and Astro organise 'IPA
Strategic Planning Bootcamp'
June 4 2018

02

04. THE STAR ONLINE
4As offers scholarships
to professionals at
member agencies
May 5 2018
05. MUMBRELLA ASIA
Marketers have no claim on
ideas presented during a pitch
says Malaysia’s 4As
January 24 2019
06. CAMPAIGN ASIA
4As Malaysia slams brands
over 'unethical' pitch practices
July 4 2018
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Ordinary
Members

Associate
Members

180 Degrees Brandcom Sdn Bhd

Grey Worldwide Sdn Bhd

Agenda Solution Sdn Bhd

ABC Mediaworks Sdn Bhd

Hakuhodo (M) Sdn Bhd

ALT Advantage Sdn Bhd

ADL Advertising & Design Sdn Bhd

Havas Immerse Sdn Bhd

B&B Advertising

Adrenaline Communications Sdn Bhd

Hunter Strategic Communications Sdn Bhd

DNA Comm Sdn Bhd

Ambi Agency Advertising Sdn Bhd

IF Interactive Sdn Bhd

Fishermen Integrated Sdn Bhd

APD Digital Services Sdn Bhd

J Walter Thompson Sdn Bhd

Futureplay Sdn Bhd

AQM Creative & Communication Sdn Bhd

K-GIC Advertising Sdn Bhd

Inno Mind Sdn Bhd

Arachnid Sdn Bhd

Lins Advertising & Marketing Sdn Bhd

Inter XS Media Sdn Bhd

Arturn Communications (M) Sdn Bhd

M&C Saatchi (M) Sdn Bhd

Smascom & Design Sdn Bhd

Asatsu-DK Sdn Bhd

Mantra Communication Sdn Bhd

Astana International Sdn Bhd

McCann-Erickson (M) Sdn Bhd

Baron Advertising Sdn Bhd

Mediacliq Sdn Bhd

BBDO Malaysia Sdn Bhd

Mega Advertising Sdn Bhd

Beans Media Sdn Bhd

Monster Interactive Sdn Bhd

Broncos Worldwide Sdn Bhd

Naga DDB Sdn Bhd

Bulb Communique Sdn Bhd

Oxygen Advertising Sdn Bhd

CD Advertising Sdn Bhd

Karisma Kreatif Worldwide

Cheil Malaysia Sdn Bhd

People ‘N Rich-H Sdn Bhd

Coda Advertising Sdn Bhd

Publicis Communications Malaysia Sdn Bhd

Compass Interactive Sdn Bhd

Shinajii Sdn Bhd

Creative Juice Kuala Lumpur Sdn Bhd

Spin Communications Sdn Bhd

Crush Communications (M) Sdn Bhd

Star Reacher Advertising Sdn Bhd

Dentsu (Malaysia) Sdn Bhd

SYM World Sdn Bhd

DIA Brand Consultants Sdn Bhd

TBWA Kuala Lumpur

Eficaz Media Sdn Bhd

Torpedo Ideas (M) Sdn Bhd

Ellipsis Asia Sdn Bhd

Two Points Sdn Bhd

Fixgo Advertising (M) Sdn Bhd

WPP Marketing Communications

Forefront Studio Sdn Bhd

(Malaysia) Sdn Bhd

Geometry Global Sdn Bhd

Young & Rubicam Sdn Bhd
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Contact

For further enquiries, please contact the 4As Secretariat.

Macomm Management Services Sdn Bhd
Unit 706, Block B,
Pusat Dagangan Phileo Damansara 1,
No. 9, Jalan 16/11, Off Jalan Damansara
46350 Petaling Jaya, Selangor, Malaysia.

Tel No.

603 7660 8535

Fax No.

603 7660 8532

Email Add.

secretariat@aaaa.org.my

56

57

aaaa.org.my

