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MALAYSIA PR AWARDS 2015/16

Founded in 1999, the Public Relations Consultants’ Association of Malaysia (PRCA Malaysia) is an 
independent, non-profit organization representing public relations practitioners either working in-house or 
in consultancies. 

PRCA Malaysia is dedicated to fostering public relations excellence. The association serves as a platform for 
the exchange of information and views, while striving to set the standards for the PR industry.

PRCA Malaysia makes a difference by continuing to undertake activities that would further promote the 
profession and the industry, including training and talent development initiatives whilst offering networking 
opportunities for its members. It is also committed to develop young consultants and provide a unified voice 
for practitioners.

PRCA Malaysia abides by a code of conduct including professional standards, ethics, qualification and the 
conduct of business.

PRCA MALAYSIA EXCO 2015-2017
From L-R: Felix Heinimann (Committee Member), Thong Kok Wah (Honorary Treasurer), 
Jacqueline Arnold (Committee Member), Rozani Jainudeen (President), 
Jacey Lee (Committee Member), Elaine Chuah (Vice-President) and 
Andy See Teong Leng (Honorary Secretary). 
Not in Picture: Magdalene Lee (Committee Member)

About PRCA Malaysia

MPRA 2015/16 Organising Committee:
1. Felix Heinimann (Chairman)
2. Annitha Anthony
3. Blake Hoo
4. Kelvin Jude
5. Trecia Tan

6. Liyana Ahmad Rasly
7. Teri Wong
8. Sarah Lee
9. Hani Khairi
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First envisioned as a formal avenue for public relations practitioners in Malaysia to showcase 
their exceptional work for their clients and organisations, the Malaysia PR Awards (MPRA) has, 
over the past nine years, successfully showcased the wealth of talent in the industry that our 
nation has to offer. 

Modelled after Media Publication’s Asia PR Awards, MPRA has grown in strength, with the 
awards now recognised among the PR experts in Malaysia as the gold standard of expertise and 
professionalism in the industry. We have come far, indeed.

In this ninth instalment of the Malaysia PR Awards (MPRA), I am pleased to announce that 
the PRCA Malaysia is proud to recognise the 26 award winners from over entries across 15 
categories. MPRA 2015/16 will see 10 Gold, 11 Silver and 5 Bronze winners. The Awards’ 
highest honour, Campaign of the Year, is also up for grabs this year.

As we celebrate the achievements of our winners tonight, I would like to share with you the 
judges’ feedback in regards with the entries that we have received this year. While the entries have shown high standards throughout 
and feedbacks are generally positive, a gap has been identified in the Technology, Best Use of Digital and Financial Communications 
categories. The number of entries we have received for these categories is relatively small, and does not reflect the growing importance 
of digital platform in communicating our messaging across in this digital era.

Being part of the larger economic ecosystem, it is imperative for the public relations industry to adapt to the changing market environment 
and continuously revamp our strategy and approach in the business. The growth of social media as an integral component of the 
brisk digital media business presents a “new normal” to the PR industry. No longer is the information dissemination limited within the 
realm of conventional media. Today, everybody with a smartphone can be a reporter. This is the situation that we face today, and the 
PR industry needs to collectively formulate a new strategy to stay relevant in the face of this “new normal”. Creativity, innovation, and 
adaptability have always been the key to the PR industry’s survival, and it is these three very elements that will ensure our continued 
relevance in the Malaysian economy.

It is also with great pleasure to announce that this year PRCA Malaysia will be recognising the leadership in communicating the need 
for Malaysia to transform its industries and talent pool to embrace the digital economy by presenting the PRCA Malaysia Leadership 
Award.  This award is presented to Y.Bhg. Dato’ Yasmin Mahmood, Chief Executive Officer of Malaysia Digital Economy Corporation 
(MDEC) Sdn Bhd. We strongly believe her leadership of MDEC and the organisation’s crusade to transform Malaysia’s digital economic 
landscape has certainly shaped the future of the communications and public relations industry in Malaysia. 

At this juncture, I would like to express my gratitude and acknowledgement to the many individuals and organisations for their 
contribution and support in making MPRA 2016 a success. Among them are Media publication for allowing us to replicate the format 
of its regional awards; the panel of esteemed judges; sponsor organisations; as well as the consultancies and corporations who have 
wholeheartedly participated and shared their best work with us.

I would also like to record my appreciation to the awards organising committee for their tireless effort in ensuring the smooth running 
of this evening’s awards presentation.

Thank you and well done to all the winners of MPRA 2015/16.

Rozani Jainudeen
President, PRCA Malaysia

Foreword from the President
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Y.Bhg. Dato’ Yasmin Mahmood
Chief Executive Officer
MULTIMEDIA DEVELOPMENT CORPORATION (MDeC)

With an illustrious career spanning three decades thus far, Dato’ Yasmin 
Mahmood started her career as an analyst programmer with a local bank after 
having graduated with a double-major in Computer Science and Mathematics. 
She subsequently worked her way up to become General Manager of Hewlett 
Packard Malaysia’s Commercial Channels Organisation. She then took on the 
dual-role of General Manager of Dell Malaysia and Regional Corporate Director. 

Dato’ Yasmin then moved on to become Microsoft Malaysia’s Managing Director 
in 2006 and became known for her “Malaysianising Microsoft” mantra and in 
aligning the strengths of what was then the world’s most powerful software 
company with Malaysia’s national and development agenda.

In September 2014, she accepted the national calling of becoming CEO of 
MDeC, because she wants to make a difference and to utilise her expertise and 
experience for the betterment of the nation.

At MDeC, Dato Yasmin works with a team of close to 500 staff to spearhead 
the Digital Malaysia (DM) agenda. Digital Malaysia is a national initiative that 

drives IT investments into the country, builds local tech champions into global icons, catalyses digital innovation ecosystems and 
promotes digital inclusivity amongst the rakyat. 

Today, she also serves as a board member of Bintulu Port Holdings Berhad, Cyberview Sdn Bhd, Malaysia Global Innovation and 
Creativity Centre (MaGIC), MyWin Academy. In addition, as an active advocate of women empowerment in the workplace, Dato’ 
Yasmin is a mentor for the Lean-in Career Programme, an initiative that empowers, enables and educates women to accelerate their 
professional careers. She is also a Founding Patron of Gorgeous Geeks, an NGO advocating Women Empowerment with ICT.

Dato’ Yasmin was also recently appointed as an Adjunct Professor to the Faculty of Computer Science and Maths at Universiti Teknologi 
MARA (UiTM) and CEO @ Faculty Programme Universiti Teknologi Malaysia (UTM).

Inaugural PRCA Malaysia Leadership Award
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The Judging Panel

A firm believer that public relations is a strategic function which should be at the core 
of every organisation and guide all its actions, Jacqueline made a deliberate move into 
the realm of public relations in year 2000, following more than 10 years of invaluable 
experience in marketing in the corporate sector.  

After serving with leading international, regional and independent PR firms, she now 
helms Centriq PR, an independent PR consultancy which produces winning public 
relations campaigns for clients.  In addition to mentoring her team and running the 
business, Jacqueline takes a hands-on approach to client servicing, personally 
counselling clients on PR strategy and stakeholder engagement. She also specialises in 
crisis communications and spokespersons’ training.

Jacqueline holds an Executive MBA from MIM-University of Bath, UK, as well as academic 
qualifications in Public Relations, Business Administration, and Personnel Management. 
She is also a qualified Lead Assessor of Quality Management Systems (ISO 9000), and 
an Accredited Member of Public Relations Consultants’ Association (PRCA) of Malaysia.

Jacqueline Arnold

Datuk Abdul Jalil Abdul Hamid is currently the Group Managing Editor of The New Straits 
Times Press (M) Berhad (NSTP), responsible for the print and digital content of all the six 
newspaper titles and related publications under the NSTP group, which is part of the Media 
Prima Berhad and is the most integrated media group in Southeast Asia. 

Jalil began his career as a journalist firstly in Bernama, the Malaysian news agency, for 
seven years, before working for Reuters for 18 successful years, holding positions such as 
the Chief Political Correspondent as well as the Deputy Bureau Chief for Reuters in Malaysia 
and Brunei. He then moved on to head the Corporate Affairs Department at the Securities 
Commission Malaysia prior to setting up and heading the National Communications 
Team (NCT) within the Prime Minister’s Office, spearheading and developing strategic 
communications advice and inputs on many issues and policy matters for the Government 
of Malaysia.

Jalil graduated from UiTM with a Bachelor’s Degree in Mass Communications, majoring in 
journalism. He has also attended journalism fellowship programmes in the United States 

and Japan and the Harvard Business School’s Senior Management Development Program in Malaysia. He is currently a member of the 
Bernama board of directors and Universiti Teknologi Petronas’ Industry Advisory Group. 

Jalil is married and blessed with four children.

Y.Bhg. Datuk Abdul Jalil Hamid
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Celina May Benjamin is the Country Corporate Affairs Head for Citi Malaysia. She has over 
30 years of experience as a journalist and corporate communications practitioner. Celina and 
her team are responsible for corporate reputation management and strategic communications 
covering External Communications including Media Relations, Internal Communications, 
Citizenship and Government Affairs. 

Celina joined Citi from General Electric, where she was Director of Communications for ASEAN 
Global Growth & Operations. There she spearheaded corporate communications initiatives 
to enhance GE’s brand favorability and managed key stakeholder engagement in 9 ASEAN 
countries. 

In financial services, Celina led the Corporate Affairs and Communications division for the 
Maybank Group, Corporate Communications for CIMB post its merger with Southern Bank, and 
developed RHB group’s branding and public relations initiatives. Celina started her career as a 
journalist with BERNAMA. Celina has additionally experience in regional roles in public relations consultancy, the insurance sector and 
oilfield services industries. Celina holds a  Bachelor of  Arts with honours degree in English Literature from the University of Malaya.

Celina May Benjamin

Sharon is currently GSK’s Communications & Government Affairs Director for Consumer 
Healthcare, South East Asia. Apart from her various responsibilities within GSK, she also 
develops, manage and evaluate communications plans across the region.   
Before embarking on her role with GSK, Sharon was the Head of Business Communications 
and Corporate Affairs at Standard Chartered Bank. Sharon was also attached with Essence 
Communications, SOL PR and Weber Shandwick Worldwide Malaysia, providing strategic 
commmunications counsel to clients.

She holds a Bachelor of Commerce from the University of Technology in Sydney, majoring in 
Economics and Finance.  Sharon has two children and enjoys travelling, outdoor activities 
and loves her food.

Sharon Mak

Faridah is currently the Head of Corporate Communications of the newly formed Malaysia Airlines 
Berhad (MAB), where she is responsible for driving strategic communications, both internally 
and externally, as it completes the biggest turnaround in its history.  Part of her job role is also 
heading the emergency preparedness and crisis communications response for the airline.

Faridah has close to 20 years of experience in developing and implementing strategic 
communications across a wide range of industries and within all sectors of the corporate 
communications spectrum - from media and public relations to change management, crisis 
communications, strategic planning and corporate social responsibility (CSR) activities. Having 
worked on both sides of communications, as a journalist as well as in PR, she has a clear 
understanding of what media are looking for.

Prior to MAB she was Head of Corporate Communications at Axiata Group Berhad, a regional telecommunications Group with presence 
in 8 countries across Asia. Faridah has an MA Hons from the University of Edinburgh in Art History as well as an MA Hons from Brunel 
University in Communications and Technology.

Faridah Hashim
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Every day, 10 Malaysians are diagnosed as HIV-positive. Another 45 teenage girls will be giving birth in the next 24 hours. The 
incidence of unprotected sex including STIs, HIV, unplanned pregnancies and abortions, has increased year-on-year affecting a greater 
number of young Malaysians. 

While we grapple with such alarming statistics, the conservative groups who are highly vocal have often silenced the subject matter 
as culturally-irrelevant and unnecessary for Malaysians, negating the possibility of a healthy and positive discussion. Furthermore, the 
topic of sex is also often hushed upon in the vernacular media which further limits the discussion on the need for a culturally-sensitive 
and age-appropriate sex education.

Durex Malaysia embarked on this campaign to make conversations about sex education mainstream. The goal was to encourage 
Malaysians to start talking about the importance of sex education in order to “normalise” the conversations.

A key pillar of the campaign was to initiate the first national study on sexual and reproductive health to understand the knowledge level 
of young Malaysians and use the information to start the “sex conversations”. Over a thousand young Malaysians between 18 and 29 
years old were surveyed in the nationwide study to highlight the issue and identify existing knowledge gaps. Ultimately, the aim of the 
study was to use the knowledge to help change the mind-sets of the conservative communities in Malaysia. In addition, the Campaign 
also used Malay/ Muslim speaking professional KOLs and Malay/ Muslim media channels to reach out to a wider audience.

The Campaign generated conversations on sex education through media coverage, commentaries and call-to-action. It successfully 
made a case for change in the Malaysian sex education scene. 

CAMPAIGN
CLIENT

CONSULTANCY

SEX CONVERSATIONS – MAKING IT MAINSTREAM
DUREX MALAYSIA
PERSPECTIVE STRATEGIES

Sponsored by:
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Competing with more than 100 private institutions of higher learning, 
Taylor’s University embarked on a long-term PR campaign aimed 
at communicating its edge in helping young talents unlock their 
potential through the right education path. “Unlocking Potential” 
consistently highlighted students’ learning experiences and profiled 
academic experts through human interest stories. 

Utilising a combination of media channels comprising print, online, 
and electronic, Taylor’s University successfully reached out to its 
key target audiences through a variety of sections including news, 
business, health, youth, features, and the opinion column, sharing 
the holistic education experiences of its students, and world-class 
expertise of its faculty members. 

As the leading insurance company in Malaysia, AIA Bhd. (AIA) 
has observed the decline in Malaysians’ health, primarily brought 
about by poor lifestyle choices. Despite these warning signs, most 
Malaysians are not taking active, positive steps towards healthier 
living. 

Premised on that, AIA rolled out various communication platforms 
to educate, empower and motivate Malaysians to take their first 
step towards becoming a healthier nation, and launched a game-
changer programme, AIA Vitality, that focuses on the three main 
pillars – know your health, improve your health and enjoy the 
rewards. This programme is in-line with AIA’s commitment to 
champion preventive healthcare for individuals and families in 
Malaysia and across the Asia-Pacific region. 

CAMPAIGN
AIA VITALITY
CLIENT
AIA BHD
CONSULTANCY
PERSPECTIVE STRATEGIES

GOLD
AWARD

CAMPAIGN
UNLOCKING POTENTIAL
CLIENT
TAYLOR’S UNIVERSITY
CONSULTANCY
CENTRIQ PR

SILVER
AWARD

Product Brand Development Award ~ Sponsored by Nippon Paint
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Malaysians are socially ingrained with the habit of boiling 
water before drinking. In addition, the common perception is 
microorganisms in the water will have no effect on the body if the 
said water is boiled. 
 
We needed to debunk both perceptions by starting a movement  
#BoiledWaterIsNotEnough. We reached out to the demographics 
through influencers who are users of Coway Water purifiers to share 
authentic stories. Medical practitioners also shared their insights on 
what makes good water.  The message was cascaded via social 
and traditional platforms, creating desired change in behaviours 
and beliefs.

CAMPAIGN
#BOILEDWATERISNOTENOUGH
CLIENT
COWAY (M) SDN BHD
CONSULTANCY
LEO BURNETT MALAYSIA/ARC WORLDWIDE

BRONZE
AWARD

Healthcare Award

We wanted to make conversations about Erectile Dysfunction (ED) 
more candid and approachable and The Couple ED-ucation Talk 
Show was created to discuss the importance of couples supporting 
one another through difficult health situations. 

To create a candid, entertaining and yet informative session, we put 
together a panel of strong personalities, hosted by Papi Zak (Stand-
up Comedian). The show was inspired by Jimmy Fallon’s late night 
talk show, where we featured celebrity couple, Harith Iskander and 
Dr. Jezamine as well as Prof. Zulkifli Md. Zainuddin, Deputy Dean 
and Senior Consultant Urologist at HUKM. 

The result, was a riotous, refreshingly blunt and informational 
session where no topic about ED was left unexplored.

CAMPAIGN
COUPLE EDUCATION BY PFIZER MALAYSIA
CLIENT
PFIZER (MALAYSIA) SDN BHD
CONSULTANCY
ESSENCE BURSON-MARSTELLER

SILVER
AWARD

Product Brand Development Award ~ Sponsored by Nippon Paint
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Consumer Launch Award

Comfort, the fabric conditioner brand, teamed up with Galeri Ariani 
for a first-of-its-kind partnership to infuse sophisticated Ariani 
hijab designs with the long lasting fresh fragrance of Comfort. The 
campaign capitalized on Malaysian hijab trend to give women the 
added value in hijab care with Comfort NCAP technology that repels 
five common malodors – food, pollution, smoke, sweat and musty 
smells.

The campaign was a boon for Comfort and Ariani as customers felt 
more confident in the fashionable hijab they wore. 
 

CAMPAIGN
COMFORT TUDUNG OZONE PROJECT
CLIENT
UNILEVER (M) HOLDINGS SDN BHD
CONSULTANCY
IMPACT COMMUNICATIONS

GOLD
AWARD

“In an era where technology is highly integrated in everyday 
routine, Samsung Malaysia Electronics introduced its game-
changing Galaxy S7 edge in a campaign designed to deliver a 
differentiated mobile experience for Malaysians. This is a story of 
how Samsung Malaysia Electronics broke new ground by focusing 
on an ecosystem beyond hardware innovations – underlining to 
Malaysians that industry-leading software and services are equally 
significant for a complete Galaxy experience. 

By engaging audience-specific groups, Samsung deployed distinct 
communications approaches and adapted specific key messages 
accordingly. The continuous narration of this 6-month campaign 
resulted in astronomical coverage and sustained conversations 
online and offline – further cementing Samsung as the leading 
player in Malaysia’s mobile industry.” 

CAMPAIGN
SAMSUNG GALAXY S7 EDGE CAMPAIGN
CLIENT
SAMSUNG MALAYSIA ELECTRONICS SDN BHD
CONSULTANCY
PRIORITY COMMUNICATIONS

SILVER
AWARD
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Technology Award ~ Sponsored by Axiata Group

ILMU Education Group - Malaysia’s largest private education group, 
introduced the Strategic Teacher Education Programme (STEP) in 
collaboration with UNITAR International University and Asia Pacific 
Schools. STEP is Malaysia’s first long-term teacher education 
programme in the private education sector. 

Tapping ILMU’s belief in learning for the real world, STEP integrates 
real-life practice into educator development that will yield top-
notch knowledge curators, who are sought after by domestic and 
international private education institutions.

essence Burson-Marsteller working closely with ILMU, designed 
a communications programme spanning mainstream and social 
media with eye-catching videos that successfully attracted top-
scoring SPM school leavers and mid-career professionals to the 
reinvigorated teaching vocation.

CAMPAIGN
STEP PROGRAMME TO ATTRACT TALENT TO PRIVATE EDUCATION
CLIENT
ILMU EDUCATION GROUP
CONSULTANCY
ESSENCE BURSON-MARSTELLER

GOLD
AWARD

“In an era where technology is highly integrated in everyday 
routine, Samsung Malaysia Electronics introduced its game-
changing Galaxy S7 edge in a campaign designed to deliver a 
differentiated mobile experience for Malaysians. This is a story of 
how Samsung Malaysia Electronics broke new ground by focusing 
on an ecosystem beyond hardware innovations – underlining to 
Malaysians that industry-leading software and services are equally 
significant for a complete Galaxy experience. 

By engaging audience-specific groups, Samsung deployed distinct 
communications approaches and adapted specific key messages 
accordingly. The continuous narration of this 6-month campaign 
resulted in astronomical coverage and sustained conversations 
online and offline – further cementing Samsung as the leading 
player in Malaysia’s mobile industry.” 

CAMPAIGN
SAMSUNG GALAXY S7 EDGE CAMPAIGN
CLIENT
SAMSUNG MALAYSIA ELECTRONICS SDN BHD
CONSULTANCY
PRIORITY COMMUNICATIONS

SILVER
AWARD
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Corporate Branding Award

Amidst a challenging economy and softening of the automotive 
market, Mercedes-Benz Malaysia embarked on a mission to regain 
and maintain the top spot in the highly competitive premium 
automotive segment. Leveraging its corporate excellence and 
superior services, a consistent and aggressive PR programme 
was implemented to demonstrate Mercedes-Benz Malaysia’s 
commitment to the Malaysian market. Using interesting news 
angles, Going Beyond Boundaries positioned the Mercedes-
Benz brand as the Best brand in every facet. 

For the full year 2015, logging a record-breaking 56% increase 
in sales from the previous year, Mercedes-Benz Malaysia’s cars 
emerged as the top selling premium vehicle, 31% higher than its 
closest competitor; and for the half year ended 30 June 2016, 
maintained its dominance at 25% higher than its closest competitor.

More often than not, consumers today view the role of traditional 
life insurance as being commonly linked to accidents, illness and 
even death. Befitting its positioning as ‘The Real Life Company’, AIA 
Bhd. (AIA) focuses on communicating a differentiated, positive and 
sustainable message that aims to empower Malaysians towards 
leading a healthier lifestyle. 

This is made possible by taking a thought leadership stance on 
increasing health awareness, adopting various experiential-based 
platforms and rolling out AIA Vitality, a science-backed health and 
wellness programme that focuses on three main pillars – know your 
health, improve your health and enjoy the rewards - to educate, 
incentivise and motivate Malaysians to take better care of their 
health.

CAMPAIGN
THE REAL LIFE COMPANY
CLIENT
AIA BHD
CONSULTANCY
PERSPECTIVE STRATEGIES

GOLD
AWARD

CAMPAIGN
GOING BEYOND BOUNDARIES
CLIENT
MERCEDES BENZ MALAYSIA
CONSULTANCY
CENTRIQ PR

BRONZE
AWARD
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Public Affairs Award

Allied Against Dengue (AAD, Bersama Melawan Denggi) is a multi-
lateral platform where doctors, pharmacists, NGOs, private sector 
healthcare providers and health authorities work together out of their 
own silos to approach the dengue epidemic in a holistic manner 
from prevention to management; and make a significant impact in 
the fight against dengue. The coalition, initiated by GlaxoSmithKline 
Consumer Healthcare Sdn Bhd (GSK), is supported by the Ministry 
of Health (MOH) Malaysia, the Malaysian Medical Association 
(MMA), the Malaysian Pharmaceutical Society (MPS), Guardian 
Health & Beauty Malaysia, and UCSI University Malaysia.

Since its inception in 6th April 2016, AAD has recruited more 
than 10,000 dengue warriors in the communities and trained 
nearly 1,900 healthcare providers in accordance with the World 
Health Organisation (“WHO”) guidelines - where they are set 
to be the actors of the movement across the nation. For more 
information on AAD campaigns, please follow the conversations 
at #AlliedAgainstDengueMY and #BersamaMelawanDenggi or visit 
www.facebook.com/aadmalaysia

Durex Malaysia embarked on this campaign to make conversations 
about sex education mainstream.  It is to encourage Malaysians 
to start talking about the importance of sex education in order to 
“normalise” the conversations.

A key pillar of the campaign was to initiate the first national study 
on sexual and reproductive health to understand the knowledge 
of young Malaysians and use the information to start the “sex 
conversations”. Over a thousand young Malaysians were surveyed 
in the nationwide study to highlight the issue and identify the 
knowledge gaps. 

The Campaign generated conversations on sex education through 
media coverage, commentaries and call-to-action. It successfully 
made a case for change in the Malaysian sex education scene.

CAMPAIGN
SEX CONVERSATIONS – MAKING IT MAINSTREAM
CLIENT
DUREX MALAYSIA
CONSULTANCY
PERSPECTIVE STRATEGIES

GOLD
AWARD

CAMPAIGN
ALLIED AGAINST DENGUE / BERSAMA MELAWAN DENGGI
CLIENT
GLAXOSMITHKLINE CONSUMER HEALTHCARE (GSK)
CONSULTANCY
ESSENCE BURSON-MARSTELLER

SILVER
AWARD
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Public Affairs Award

The Bumiputera Agenda Steering Unit (TERAJU) was set up to 
coordinate and drive Bumiputera Development Agenda and 
economic participation through existing and new initiatives. Where 
necessary, TERAJU also introduced institutional reforms to achieve 
the desired results. 

Hence, TERAJU focused on enhancing skills and professional 
training, increasing ownership of corporate equity and non-financial 
assets, as well as expanding entrepreneurship and business 
opportunities. 

BzBee was engaged by TERAJU, a strategic unit under the Prime 
Minister’s Department, to provide communications services; public 
relations, strategic communications and media services pertaining 
to the activities and initiatives by TERAJU.

CAMPAIGN
UNIT PENERAJU AGENDA BUMIPUTERA (TERAJU)
CLIENT
THE BUMIPUTERA AGENDA STEERING UNIT (TERAJU)
CONSULTANCY
BZBEE CONSULT 

BRONZE
AWARD

Financial Communications Award

The second half of 2015 was a challenging time for the investment 
industry in the emerging markets, including Malaysia. At a time 
when market volatility was high and investors’ confidence was 
low, Franklin Templeton Investments stepped forward to launch the 
Franklin Malaysia Sukuk Fund - its first retail fund in the country. 

The Shariah-compliant fund seeks to tap into local investor’s psyche 
for the need of a stable investment and one that allows them to 
diversify their investment portfolio outside Malaysia. The campaign 
saw the team successfully leveraging on trending investment topics 
to garner media engagement opportunities, investor’s survey, and 
company-focused interviews to create familiarity and attain higher 
visibility among its target audiences. 

CAMPAIGN
LAUNCH OF FRANKLIN MALAYSIA SUKUK FUND
CLIENT
FRANKLIN TEMPLETON INVESTMENTS
CONSULTANCY
PRIORITY COMMUNICATIONS

SILVER
AWARD
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One Goal Global Campaign was launched by the Asian Football 
Confederation (AFC) in collaboration with partners World Vision, 
DSM, Global Alliance for Improving Nutrition (GAIN) and Asian 
Football Development Project (AFDP). The Football Associations 
of Malaysia (FAM) and Singapore (FAS) are core partners of this 
campaign.

Founded on the three pillars, nutrition, sports and healthy lifestyles, 
the campaign aims to leverage the power of and the passion 
for football in the region to tackle poor nutritional practices and 
access to ensure that children across Asia ‘Eat, Play, Live Right’. 
ShekhinahPR managed the One Goal Campaign in Malaysia and 
Singapore.

CAMPAIGN
ONE GOAL CAMPAIGN
CLIENT
ASIAN FOOTBALL FEDERATION / ONE GOAL
CONSULTANCY
SHEKHINAH PR

GOLD
AWARD

ILMU Education Group - Malaysia’s largest private education group, 
introduced the Strategic Teacher Education Programme (STEP) in 
collaboration with UNITAR International University and Asia Pacific 
Schools. STEP is Malaysia’s first long-term teacher education 
programme in the private education sector. 

Tapping ILMU’s belief in learning for the real world, STEP integrates 
real-life practice into educator development that will yield top-
notch knowledge curators, who are sought after by domestic and 
international private education institutions.

essence Burson-Marsteller working closely with ILMU, designed 
a communications programme spanning mainstream and social 
media with eye-catching videos that successfully attracted top-
scoring SPM school leavers and mid-career professionals to the 
reinvigorated teaching vocation.

CAMPAIGN
STEP PROGRAMME TO ATTRACT TALENT TO PRIVATE EDUCATION
CLIENT
ILMU EDUCATION GROUP 
CONSULTANCY
ESSENCE BURSON-MARSTELLER

SILVER
AWARD

 Corporate Social Responsibility Award ~ Sponsored by Nippon Paint
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CLICK FOR CHARITY 
Ramadan, the month of holiness and giving, was approaching 
and we were tasked to hype up a pre-approved TVC. The TVC was 
interesting enough but does not make Malaysians to take action 
and do more good. To help Malaysians to give from home, we 
created a website where they could donate their clicks.

The interactive website gamified the TVC to collect clicks, which was 
then donated. The virtual coins collected translated into RM30,000 
of donations to three selected charity homes. The message of giving 
was also spread on-ground as Pakcik Misteri distributed free food 
at Ramadan bazaars.

CAMPAIGN
PAKCIK MISTERI - CLICK FOR A CAUSE
CLIENT
TM (TELEKOM MALAYSIA) 
CONSULTANCY
INGENUITY 

BRONZE
AWARD

 Institutions of Higher Learning (Students) Award ~ Sponsored by CENTRIQ PR  

A campaign to bring online shopping experience to a real life 
setting where the online buyers and sellers physically interact and 
build trust. The campaign was a compilation of several original 
ideas, supported with complementary tactics. The objectives of this 
campaign were to increase Shopee Malaysia’s brand awareness by 
positioning them as the fastest-growing mobile shopping platform 
in Southeast Asia and to build customers’ confidence through 
highlighting the safety and convenience of the application. 

The campaign, called SHOPEE SPREE was threefold, consisting 
of campus tours, a 2-day empowerment workshop titled Crafting 
Business Minds 101 and the main event which was the Shopee 
Spree Weekend Bazaar. 

CAMPAIGN
SHOPEE SPREE
UNIVERSITY
TAYLOR’S UNIVERSITY
ORGANISATION
TAYLOR’S UNIVERSITY

SILVER
AWARD

 Corporate Social Responsibility Award ~ Sponsored by Nippon Paint





24

MALAYSIA PR AWARDS 2015/16

Since 2013, Paddle Pop has been engaging with primary school 
kids through the Young Builders Award. The initiative is part of 
Unilever’s global business strategy called Sustainable Living Plan, 
making sustainable living commonplace. 

With the endorsement of the Ministry of Education Malaysia, based 
on a given theme, kids would use their creativity and illustrate how 
to help Paddle Pop Lion build a solution made from recyclable 
materials to save Mother Earth from the evil Shadow Master. The 
national-level competition has grown in strength year-to-year to 
reach more schools and students to promote recycling in through 
creativity and art.

CAMPAIGN
PADDLE POP YOUNG BUILDERS AWARD 2016
CLIENT
UNILEVER (M) HOLDINGS SDN BHD
CONSULTANCY
IMPACT COMMUNICATIONS 

Global water crises are the biggest threat facing the planet over the 
next decade, and this risk extends to the economy, environment and 
people. Despite receiving abundant rainfall throughout the country, 
Malaysia still faces issues such as water shortages, irregular water 
supply, and polluted drinking water.

Recognising that the first step in water conservation is to change 
existing mind-sets and attitudes, GAB Foundation partnered with the 
Global Environmental Centre (GEC) in 2007 to conceptualise the 
W.A.T.E.R (Working Actively Through Education and Rehabilitation) 
Project. The initiative aims to raise awareness and encourage 
greater community participation in water conservation efforts.
 

CAMPAIGN
W.A.T.E.R PROJECT
CLIENT
GAB FOUNDATION
CONSULTANCY
WEBER SHANDWICK

SILVER
AWARD

 Environmental Award

GOLD
AWARD
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Marrying different organisation and work cultures during a merger is 
never easy. This was the challenge that F&N, a group with a heritage 
of over 100 years, faced when they embarked on an integration 
exercise of the separate entities within F&N.

The fact that each of the entities were giants in their respective 
industries added to the complexities of the exercise. 

To ensure that the integration was effective, employees at all levels 
were empowered to be part of the engagement and communications 
process. The move to celebrate the diversity of the group while 
promoting the power of operating as ONE team instilled a sense 
of pride and accelerated buy-in from the different entities within the 
F&N group, solidifying F&N’s position as the No.1 Total Beverage 
Company in Malaysia. 

CAMPAIGN
PROJECT BLUE SKY: STRONGER AS ONE
CLIENT
FRASER AND NEAVE HOLDINGS BERHAD 
CONSULTANCY
PERSPECTIVE STRATEGIES 

 Employee Communications Award

GOLD
AWARD
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GAMIFYING A TVC FOR A CAUSE
With 2 weeks to Ramadan, we were presented with an approved 
TVC by our client, TM (Telekom Malaysia), that needed to go big 
online. Our target: 1 million organic views on Youtube in four weeks 
before Raya.
 
With this in mind, we built a website with the TVC embedded in 
the foundation. To make get people to come back for more, we 
then divided the storyline with four in-video game interactions that 
collected coins through the sections.
 
The result: We exceeded the 1 million target views while garnering 
9.3 million clicks on the website and 6.6 million impressions made 
#PakcikMisteri a trending topic during Ramadan.

CAMPAIGN
PAKCIK MISTERI - CLICK FOR A CAUSE
CLIENT
TM (TELEKOM MALAYSIA)
CONSULTANCY
INGENUITY 

MILO, Malaysia’s largest chocolate malt beverage was under 
extreme pressure to improve sales following the implementation of 
the GST. Parents were revaluating their shopping choices; there was 
a cultural shift towards tiger parenting with increased pressure on 
children to be #1, especially academically.

To reignite brand relevance, MILO launched social experiment video 
to provoke debate on the pressure parents placed on their children 
to be #1 versus imparting the spirit of never giving up.

The results - over 4.5 million video views and 24,000 social 
engagements to bring about a 13% increase in MILO’s brand 
preference in just 6 months.

CAMPAIGN
MILO MALAYSIA - WINNER’S PODIUM (#TAKKANGENTAR)
CLIENT
NESTLE PRODUCTS SDN BHD
CONSULTANCY
OGILVY PUBLIC RELATIONS

SILVER
AWARD

 Best Use of Digital Award

GOLD
AWARD
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PRCA Malaysia Young PR Professional Award

At just 26 years of age, Amirah Aziz has established herself as a public 
relations Consultant with a strong and diverse client portfolio spanning 
the corporate, technology, consumer and corporate social responsibility 
sectors. Amirah is a quick learner and an effective team player, providing 
valuable support and insights when working with clients, the media and 
her colleagues.

GOLD
AWARD

CANDIDATE
AMIRAH AZIZ
CONSULTANCY
WEBER SHANDWICK 

Jaclyn Phan found her calling in public relations, having been voted as the 
most talkative person since young. A fast learner, Jaclyn has successfully 
picked up crucial public relations skills and delivered them with impressive 
results. She has actively contributed to creative campaigns for clients and 
has developed valuable interpersonal skills with those whom she works 
with.

SILVER
AWARD

CANDIDATE
JACLYN PHAN
CONSULTANCY
WEBER SHANDWICK 

Sarah Zulkifli started her stint in public relations with travel and hospitality 
communications and later expanded her experience to include insurance, 
automobile and technology clients. Her current role involves client counsel, 
material development, media relations management and collaborating 
with other agencies to ensure synergies in communication. Sarah also 
manages the internship programme at Weber Shandwick.

BRONZE
AWARD

CANDIDATE
SARAH ZULKIFLI
CONSULTANCY
WEBER SHANDWICK 
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CAMPAIGN Welcome to Shell
CLIENT Shell Malaysia
CONSULTANCY Ogilvy Public Relations

CATEGORY FINALISTS

Consumer Launch Award Crisis or Issues Management Award

Product Brand Development Award Public Sector Award

Public Affairs Award

Corporate Social Responsibility Award

CAMPAIGN SK-II Dream Again - Digital Campaign 
CLIENT SKI-II Malaysia 
CONSULTANCY Priority Communications

CAMPAIGN Hari Sukan Negara 2015 (National Sports Day) 
CLIENT Ministry of Youth & Sports 
CONSULTANCY Shekhinah PR

CAMPAIGN Welcome to Shell
CLIENT Shell Malaysia
CONSULTANCY Ogilvy Public Relations

CAMPAIGN  #myMERCYrun2016 ‘Run Like A Superhero’
CLIENT Mercy Malaysia
CONSULTANCY Weber Shandwick

CAMPAIGN Global Child Forum Southeast Asia in Kuala Lumpur 
CLIENT Global Child Forum 
CONSULTANCY essence Burson-Marsteller

CAMPAIGN Green Choice
CLIENT Nippon Paint Malaysia Group
CONSULTANCY Perspective Strategies

CAMPAIGN KL Converge 2015
CLIENT Malaysian Communication & Multimedia Commission 
CONSULTANCY essence Burson-Marsteller

CAMPAIGN Changing Social Mindset Towards a Healthier Lifestyle
CLIENT AIA Bhd
CONSULTANCY Perspective Strategies

CAMPAIGN SAFE STEPS Road Safety Campaign
CLIENT Prudential Assurance Malaysia Berhad
CONSULTANCY essence Burson-Marsteller

CAMPAIGN Allied Against Dengue / Bersama Melawan Denggi
CLIENT GSK Malaysia 
CONSULTANCY essence Burson-Marsteller

CAMPAIGN Malaysia’s Widest 4G LTE Network Launch
CLIENT DIGI Telecommunications Sdn Bhd 
CONSULTANCY Weber Shandwick 

CAMPAIGN Unit Peneraju Agenda Bumiputera (TERAJU)
CLIENT The Bumiputera Agenda Steering Unit (TERAJU) 
CONSULTANCY bzBee Consult 

Environmental Award

Best Use of Digital Award

PRCA Young PR Professional of the Year 
Award

CAMPAIGN Industrialise our Greenspeak
CLIENT Nippon Paint Malaysia Group 
CONSULTANCY Perspective Strategies 

CAMPAIGN SK-II DREAM Again - Digital Campaign
CLIENT SKI-II Malaysia 
CONSULTANCY Priority Communications 

CANDIDATE Jeannette Frances D’Netto 
CONSULTANCY Centriq PR 

CAMPAIGN KL Converge 2015
CLIENT Malaysian Communication & Multimedia Commission 
CONSULTANCY essence Burson-Marsteller

CAMPAIGN KL Converge 2015
CLIENT Malaysian Communication & Multimedia Commission 
CONSULTANCY essence Burson-Marsteller
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MPRA 2015/16 SPONSORS
Gold Sponsor

Silver Sponsors

Category Award Sponsors

Sponsors

Digital Partner

Pantone 286C
C100 M66 Y0 K2
R0   G93 B170 
HEX #005DAA

Pantone 1795C
C5 M90 Y100 K0
R222 G52 B20 
HEX #DE3314








