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THE ADVOCATE.

We all know them. They’re those rare

people with the passion to stand up and

speak out. To lead. To change minds. They

can make a good business better or a

strong brand even stronger. They’re the

most powerful force in business today.

We’ve made it our

business to harness the power of advocacy.

By mobilizing advocates who, in turn, rally

more advocates.

Today we’re committed to giving every

client what they truly need – a legion of

believers, supporters, allies and fans.

Advocacy. It’s the power to help move

businesses, brands, people, and ideas

forward.

Advocacy starts here.
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This evening is a proud and joyous occasion 
for the Public Relations Consultants’ 
Association of Malaysia (PRCAM).  

We are pleased to present the Malaysia PR 
Awards 2007 (MPRA 2007), the first of its 
kind organised by PRCAM – an Association 
whose aim is to bring together professionals 
from specialist PR and communications 
firms, in-house communications departments 
as well as students who are dedicated 
towards enhancing the standards and the 
practice of PR in Malaysia.

We believe that the inaugural MPRA 2007 
will serve to recognise the consultancies, 
campaigns and individuals that define 
the cutting edge of work in the PR arena.  
There are many talented and creative PR 
consultants in this country working as 
individuals, a group or as a firm.  The MPRA 
is the platform to showcase their creative and 
cutting edge work and we hope it will remain 
so into the future.

It is heartening to receive a total of 17 
entries for this inaugural edition. This is 
an encouraging result as the practice of 
submitting client cases for recognition in 
Malaysia is not widespread. We hope this 
year’s Awards will spur more consultancies to 
step up and be recognised for their excellent 
work.    

With the realisation of the inaugural MPRA, 
PRCAM intends to focus on the needs 
of a rapidly growing industry that have 
experienced and talented individuals, who 
are a credit to the public relations profession.  
We intend to become a force that speaks 
for those who are consultants and the 

FOREWORD

consultancies whose active participation in 
the Association’s activities will help raise 
awareness of the industry’s professional 
standards as well as excellence in the PR 
profession.

There are many people and organisations 
that I would like to acknowledge for their 
contribution and support in making the 
MPRA 2007 a reality.  We owe our gratitude 
to Media for allowing us to base MPRA 
on its annual Asia Pacific PR Awards; the 
panel of judges comprising distinguished 
professionals from consultancies and 
in-house communications departments; 
sponsoring organisations; and consultancies 
for encouraging their teams to submit entries 
to MPRA 2007.

I would also like to record my appreciation 
to the current members of the Executive 
Committee 2007–2008, who have 
contributed their time and effort despite their 
busy schedules, to make this inaugural 
Malaysia PR Awards 2007 a reality.

Last but not least, the Executive Committee 
members and I would like to extend our 
warmest congratulations to all winners 
tonight!

Julia Ahmad
President, PRCAM
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THE JUDGES MALAYSIAPR AWARDS2007

  (Chairperson)
  Indira Nair
	 	 Senior	General
	 	 Manager,	
	 	 Communications
	 	 Malaysia	Airlines

Indira heads up the Communications 
Division which includes Investor Relations, 
Media & Community Relations, Internal 
Communications, Advertising and 
Promotions, Visual Identity and Customer 
Response.

Prior to this, Indira was Chief Talent Officer, 
Asia Pacific at Ogilvy Public Relations 
Worldwide, where she drove the talent 
agenda for the network. Indira has also 
worked with a number of networks including 
Edelman Worldwide, Burson-Marstellar and 
MDK Consultants, as well as the Berjaya 
Group where she helped set up Inter-Pacific 
Communications, the group’s in-house 
marketing communications agency.  

Her experiences range from leading integrated 
communications campaigns and running 
successful operations to running workshops 
and training programmes. Indira is currently 
an Advisor to PRCAM. 

  Kim Chew
	 	 Founder	&	Principal		
	 	 Consultant
	 	 Kim	Chew		 	
	 	 Communications

In 1993, Kim Chew founded Kim Chew 
Communications and her company has 
since provided counsel and PR support for 
clients in the financial, travel and tourism, IT, 
property development, FMCG, and lifestyle 
retail industries. 
 
Kim has over 22 years experience in the PR 
industry, working with Burson-Marstellar in 
Kuala Lumpur and the Hong Kong Tourist 
Association in Australia.   

Kim was part of the pioneering group of 
leading PR consultants who set up the 
PRCAM in 1999.  Through the years, she 
had served the Association as Secretary, Vice 
President and President. Kim is currently an 
Advisor to PRCAM. 

  Kanesan   
  Venuppillai 
	 	 Senior	Vice	President
	 	 Scomi	Group	

Kanesan started his career in Credit 
Corporation (M) Berhad, leaving as Senior 
Manager Marketing. He then held several 
different positions as a result of various 

takeover and merger exercises including 
Group Communications Director of Master-
Carriage Sdn Bhd and Diversified Resources 
Berhad, and Group Director, Communications 
and Public Affairs, DRB-HICOM Berhad. Prior 
to Scomi Group, Kanesan was Group Head, 
Communications at RHB Capital Berhad. 

Kanesan was elected to as council member 
of Malaysian Advertisers Association in 
2006 and was returned as Vice President 
in 2007. As MAA Vice President, he sits 
as Council Member of Communications 
and Multimedia Content Forum, and is 
the alternate to the President on the Asian 
Federation of Advertising Associations and 
World Federation of Advertisers.

  
  Karen Hoh
	 	 Managing	Director
	 	 Edelman

Karen Hoh is known as one of the forward 
thinkers in PR in Malaysia.  Having worked 
at the Malaysian subsidiary of a multinational 
PR firm for nine of her 18 years in the 
industry, and as an entrepreneur for six more, 
she is recognised as a change agent and 
an astute manager of issues and corporate 
reputation.

Karen and her team are the pioneers in 
new social or digital media as an important 
communications channel for building trusted 
relationships with consumers and other 
critical stakeholders, integrating social media 
with traditional mainstream channels to 
develop innovative campaigns that leverage 
the sphere of cross-influence.

  
  Karina Baharin
	 	 Head,	Communications
	 	 Bursa	Malaysia

Karina Bahrin is a communications 
practitioner of 15 years.  She currently serves 
as the Head of Communications for Bursa 
Malaysia, the country’s stock exchange.  
Prior to that, she headed Publicis Dialog 
Malaysia, the integrated communications 
arm of the Publicis Groupe’s Malaysian 
subsidiary.  She has worked extensively 
in the fields of corporate and marketing 
communications both in international public 
relations consultancies and in Asia-wide 
posts within the technology industry.

A	word	from	
the	Judges
It is very encouraging for the inaugural 
Malaysia PR Awards 2007 to receive a total 
of 17 entries, in a market where credible 
industry recognition is limited currently.  More 
importantly, the judges are pleased with the 
overall standard of entries, with a number of 
clearly outstanding cases.  

The Malaysia PR Awards 2007 are an 
excellent springboard to showcase the 
strategic value of PR and elevate its practice 
to a higher level in all sectors. At the same 
time, it is time for world-class work done 
in Malaysia to be given its due respect and 
recognition, not just in the domestic space 
but also at regional and even global levels. 
Awards such as these provide a useful 
benchmark.

In judging the entries, it is apparent that 
organisations that have an in-depth 
understanding of PR achieve significantly 
stronger impact and better outcomes. 
Quite a number of cases were limited by 
restrictive briefs, and there appeared to be an 
overwhelming focus on media relations. 

The strength of PR provides better results to 
organizations when clients provide briefs 
that allow consultants to approach business 
issues holistically and in a channel-neutral 
way. With clear strategic and creative 
mandates, PR is able to resolve issues and 
achieve the desired outcomes impactfully. 

On the subject of corporate social 
responsibility, it is important that 
organisations and companies look beyond 
community relations and build the spirit 
of CSR into every aspect of the business. 
It is critical to note that CSR should not be 
restricted to only philanthropy as CSR is 
about building sustainable businesses.  

In closing, we congratulate the winners and 
hope the inaugural Malaysia PR Awards 
2007 will spur greater participation in the 
future editions, in the quest to raise the bar 
for PR practice in Malaysia.
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GOLD CAMPAIGN OF THE YEAR MALAYSIAPR AWARDS2007

Fleishman-Hillard’s 
campaign for MSD’s 
introduction of the world’s 
first cervical cancer 
vaccine, Gardasil, was 
hailed by the judges as 
the Campaign of the Year 
for demonstrating the full 
power of PR through a 
holistic, creative and multi-
channel approach. In the 
face of tight regulatory 
restrictions, the campaign 
created understanding and 
acceptance of the vaccine 
in an environment that was 
conservative and low in 
awareness on the disease 
and protection options.

Fleishman-Hillard devised a creative concept 
that leveraged on women’s instinctive 
sense of camaraderie and sisterhood to 
share information. Called Tell Someone, 
it harnessed the integrated power of PR, 
interactive online portal, advertising, point-of-
sale materials, retail and events to effectively 
reach and influence the target audiences. 

Tell Someone was first launched with the 
Obstetrical & Gynecological Society of 
Malaysia (OGSM) and encompassed media 
relations, print and radio advertisements, 
in-clinic educational materials and an 
interactive website, www.tellsomeone.
com.my which allows visitors to transmit a 
selected message to family members and 
friends via email or short message service. 

In a creative twist, Fleishman-Hillard created 
Tell Someone, In Style, a retail-driven tactic to 
reach the fashion-conscious segment during 
the prime holiday season. MSD collaborated 
with the Malaysian Official Designers’ 
Association (MODA) to produce a line of 
exclusive Tell Someone, In Style T-shirts 
designed by six leading local designers.  
Positioned as a Christmas gift with a 
message, information on cervical cancer and 
protection options were communicated via 
in-store posters and leaflets inserted in the 
T-shirt packaging.

Following the product launch, a direct call-
to-action second phase campaign called 
Take Action was launched to urge women 
to act upon their knowledge about cervical 

cancer and talk to their physicians on how 
to effectively help protect themselves, as 
well as their loved ones. Fronted by seven 
Ambassadors and their children or nieces, 
Take Action saw another wave of media 
outreach, new print advertisements, an 
enhanced website and a social event called 
Take Action Ambassadors’ Party attended by 
guests of the Ambassadors, where disease 
information and protection options were 
shared by professionals as well as real-life 
patients. 

As a result, cervical cancer interest extended 
beyond the conventional health and 
women spread sections into news, fashion, 
entertainment and new media. The campaign 
also strengthened the alliance with MSD’s 
partners, both non-government organisations 
and the medical fraternity, which will be 
key to the success of Gardasil in the private 
and eventually, public healthcare service. 
More important, the campaign successfully 
supported the introduction of Gardasil to 
the private healthcare sector, with sales 
exceeding MSD’s target.

WINNER

Campaign
Tell Someone

Client 
Merck Sharp & 
Dohme (MSD)

Consultancy
Fleishman-Hillard

Sponsored by Standard Chartered Bank
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GOLD 
CORPORATE COMMUNICATOR OF THE YEAR

MALAYSIAPR AWARDS2007
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Morten is perhaps one of the more engaging corporate leaders in 
Malaysia, known for his non-traditional approach to managing 
business. His challenge to DiGi’s employees to think and do things 
differently has led to a motivated workforce that thrives on competition.
 
Since taking over in 2004, Morten has turned the company on its 
head and today, DiGi is Malaysia’s fastest growing telco, moving from 
16% to 26% revenue market share in three years; a household brand 
to all Malaysians; and a benchmark for the region.
 
While bringing unique and unconventional insights to the industry, 
Morten has always remained focused on being consistent in what he 
says and does – delivering best value to consumers, driving market 
innovation and creating a positive work environment for DiGi staff.
 
His style of work is to over-communicate internally, to ensure 
management shares the same values and drives a consistent 
message with the rest of the organisation and the market.
 
His open, simple and clear manner of communicating has revitalised 
the DiGi brand. In August 2006, Morten was named Malaysian CEO 
of the Year by Business Times. Other achievements by DiGi this year 
includes the Asia Pacific Mobile Operator of the Year 2007 award by 
Frost & Sullivan; the inaugural 2007 Prime Minister’s CSR Award; and 
acknowledgment by Wall Street Journal Asia as the most admired 
company in Malaysia for Innovation.

WINNER
Morten Lundal

CEO
DiGi Telecommunications Sdn Bhd

FINALIST

Tan	Sri	Dato’	
Francis	Yeoh
Managing Director
YTL Corporation Bhd

Tan Sri Dato’ Francis Yeoh Sock Ping became the 
Managing Director of YTL Corporation Bhd Group in 1988, 
which under his stewardship, has grown from a single 
listed entity into a force comprising six listed companies, 
worth USD$9 billion today with 10 million customers in 
three continents. The YTL Group’s core businesses are 
ownership and management of regulated utilities and other 
infrastructural assets in three continents. 

He was ranked by both Fortune Magazine and Business 
Week Magazine as Asia’s 25 Most Powerful and Influential 
Business Personalities. He won the inaugural Ernst and 
Young’s Master Entrepreneur in Malaysia and CNBC Asia 
Pacific recently named him Malaysia CEO of the Year. 
He was appointed as member of Barclays Asia-Pacific 
Advisory Committee in 2005. In 2006, he was awarded 
the Commander of the Most Excellent Order of the British 
Empire (CBE) by Her Majesty Queen Elizabeth II. 

Dato’ Nazir Razak, 41, is the Group Chief Executive 
of CIMB Group, Malaysia’s second largest financial 
services provider and one of Southeast Asia’s leading 
universal banking groups. The Group has over 20,000 
employees located in 12 countries. He successfully 
steered the transformation of the Group into a regional, 
universal bank, a process that began with CIMB 
acquiring Singapore’s GK Goh Securities and merging 
with Bumiputra-Commerce Bank Berhad in 2005, and 
subsequently culminated in the purchase of Southern Bank 
Berhad in 2006. He was instrumental in communicating 
the Group’s messages throughout, to both an internal and 
external audience. This included explaining the synergies 
to be derived from these mergers, the Group’s strategies 
to become Southeast Asia’s most valued universal bank 
and its brand promise to create value through forward 
thinking. CIMB Group also took the unprecedented step of 
publishing reports on its merger with Southern Bank, one 
on the merger’s progress at the 100-day mark, and one 
at its close in September 2007. Dato’ Nazir is regarded as 
one of the most influential business leaders in Asia. Over 
the years, he has received numerous accolades for his 
leadership skills and business acumen.

Dato’	Nazir	Razak
Group CEO
CIMB Group

Dato’	Sri	Idris	Jala
Managing Director/CEO
Malaysia Airlines

Idris was appointed MD/CEO of Malaysia Airlines on 1 
December, 2005. Previously, he was the MD, Shell MDS 
(Malaysia) Sdn Bhd and Vice President, Shell Malaysia 
Gas & Power, based in Kuala Lumpur. He successfully 
led the business turnaround of Shell MDS, the first Gas-to-
Liquids commercial plant in the world located in Bintulu.
In February 2006, he launched the Business Turnaround 
Plan (BTP) to steer the national carrier back to profitability. 
By the third quarter of 2006, the airline was reporting 
profits and since then surpassed all cost savings and 
profit forecasts in the BTP. During this time the airline 
also won several recognitions and accolades like “5-Star 
Airline” and “World’s Best Cabin Staff” award by Skytrax, 
UK.
In recognition of his positive contribution to the national 
carrier, he was conferred the Panglima Jasa Negara (PJN) 
from the Yang Di-Pertuan Agong Tuanku Mizan Zainal 
Abidin on 2 June 2007.Three days later, he was elected 
to the Board of Governors of the International Air Transport 
Association (IATA) for a 3-year term until 2010.Idris has 
a Bachelor degree from University Sains Malaysia and a 
Masters degree from Warwick University, United Kingdom.

Sponsored by Vacheron Constantin

Dato’	
Tony	Fernandes
Group CEO
AirAsia

Tony Fernandes and AirAsia pioneered the low cost 
phenomenon in Malaysia and Asia. Today, AirAsia is the 
leading and largest low fare, no frills airline in Southeast 
Asia, growing from two modest aircrafts to a fleet of 64, 
operating over 80 domestic and international routes 
covering 10 ASEAN countries. Recently, it bagged the 
‘Airline of the Year 2007’ award by Centre for Asia Pacific 
Aviation (CAPA) and the Best Low-Cost Airline in the Asia 
2007 by Skytrax Research of London. Other accolades 
include the Asia Pacific Low Cost Airline of the Year 
2004 by CAPA and the Euromoney award for Asia’s Best 
Managed Company in the Airlines & Aviation Sector. Tony 
is the recipient of the International Herald Tribune award 
for the Visionaries & Leadership Series and was named 
“Malaysian Chief Executive Officer of the Year 2003” by 
Business Times. In 2004, he garnered the Emerging 
Entrepreneur of the Year – Malaysia 2003 Award by Ernst 
& Young, and was named Asia Pacific Aviation Executive 
of the Year 2004 by CAPA. 



CONSUMER LAUNCH 
CAMPAIGN OF THE YEAR

MALAYSIAPR AWARDS2007

WINNER

Campaign
Launch of Shell 
V-Power Racing; 
Liquid Ferrari for 
Your Car

Client 
Shell Trading 
Malaysia

Consultancy
Edelman

WINNER

Campaign
Gain Eye-Q 
Learning through 
Discovery 

Client 
Abbott Nutrition 
Malaysia

Consultancy
Essence 
Communications 

Winner

Gain Eye-Q, a premium range of growing up milk produced by 
Abbott Nutrition, faced a market saturated with similar products with 
little product differentiation. Essence Communications was tasked 
to reach discerning parents, due to its premium pricing, for market 
share expansion, and promote its key selling point of ‘eye-to-brain 
coordination’.

The core strategy focused on experiential nature education to reinforce 
the importance of ‘eye-to-brain coordination’ in growing children. It 
reached out directly to various stakeholders including parents, key 
opinion leaders (KOLs), retailers and media, using the endorsement of 
KOLs to add credibility, influence the end audiences and drive the key 
message.

Gain Eye-Q Learning through Discovery was conceptualised based on 
the TV commercial to synergise with the ‘learning through experience’ 
message. It took a fresh approach of developing children holistically 
with nature as its primary setting. This was markedly different from 
other brands which tended to focus on IQ or physical development. 

Abbott Nutrition formed a strategic educational partnership with 
Malaysian Nature Society (MNS) to drive the message that children 
when exposed to nature learn better. A series of nature field trips for 
pre-schoolers and teachers, Sunday Walks for families and workshops 
for parents were conducted by MNS, supplemented with ‘Nature Tool 
Kits’, a teaching aid for teachers to conduct similar activities with 
children in their own schools. 

The core initiative was supported by a public forum for parents and 
families, media interviews with KOLs as well as a series of six articles 
written, pitched and placed in key media to further drive home the 
messages revolving around vision, nutrition, nature and its positive 
effect on child development.

Sponsored by Centurise Group
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Winner

2007 marked the 60th anniversary of Shell’s 
technical partnership with Ferrari in F1, an 
incredible relationship that has won 11 
Constructors’ World Championship titles and 
eight Drivers’ titles. However, the results of 
the Shell-Ferrari partnership are not limited to 
the race circuits alone. 

Shell V-Power Racing, the only high-
performance fuel in Malaysia, is the direct 
result of the day-to-day collaboration Shell 
scientists share with the engineers of the 
Ferrari F1 team. The new fuel has 99 per cent 
of the components found in the fuel used in 
Ferrari cars during F1 races and is designed 
to give immediate acceleration, response and 
sustained power.

However, most Malaysians do not realise that 
not all fuels are the same. Many think that 
Shell V-Power Racing is the same as other 
fuels offered by the competitors. Hence, the 
campaign were to position Shell V-Power 
Racing as the only high-performance fuel in 
Malaysia – the Ferrari fuel on the road – and 
educate consumers that not all fuels are the 
same by leveraging the 60-year partnership 
to make Shell V-Power Racing the preferred 
choice for discerning consumers.

Edelman worked with Shell to put together 
a campaign by building strategic activities 
around the 60th anniversary. Commencing 
with a launch event at the Shell forecourt, it 
then engaged consumers with an opportunity 
to feel like Michael Schumacher for a day, 
through a F1 pit-stop experience by the Men 
in Red. Edelman also leveraged the convoy 
of 18 Ferraris on the way to Maranello, Italy 
during a global 60th Anniversary Relay Tour, 
to create further buzz for the fuel.

Apart for sustained stories over five months in 
mainstream and online media, Shell reported 
increased sales of Shell V-Power during the 
campaign period and increased awareness 
of Shell’s superior partnership with Ferrari, 
with more motorists perceiving Shell V-Power 
Racing as a superior fuel.



WINNER

Cervical cancer is the second most common 
cancer affecting women worldwide and 
in Malaysia. Yet, in Malaysia, disease 
awareness level was very low and most 
women were oblivious to the causes of 
cervical cancer and how they could protect 
themselves.

In planning the introduction of Gardasil, the 
world’s first cervical cancer vaccine, MSD 
is bound by stringent regulatory guidelines 
on product marketing. This was further 
compounded by an ultra-conservative 
attitude towards the topic of sex in general, 
which bore implications for education on the 
sexually-transmitted human papillomavirus 
(HPV).    

To create disease awareness, promote 
acceptance of the vaccine amongst 

HEALTHCARE: ETHICAL 
CAMPAIGN OF THE YEAR

MALAYSIAPR AWARDS2007

WINNER

Campaign
Tell Someone

Client 
Merck Sharp & 
Dohme (MSD)

Consultancy
Fleishman-Hillard

CERTIFICATE 
OF EXCELLENCE

Campaign
Get SMART about 
Asthma Control

Client 
Astrazeneca

Consultancy
Edelman

healthcare professionals and consumers, and establish MSD’s 
association with disease as authoritative, professional and 
credible, Fleishman-Hillard created an integrated advocacy platform 
that addresses societal, industrial and product challenges and 
opportunities, to champion education and action amongst healthcare 
professionals and consumers. The campaign engaged key opinion 
leaders (KOLs) to lend authority and credibility to the campaign in 
order to influence healthcare professionals and consumers effectively, 
and enlisted influential public personalities to create interest and 
engagement with the topics via mass media channels and peer-to-
peer interaction.

Called Tell Someone, the campaign educated women and the public 
about cervical cancer via a cohesive, singular and consistent voice, 
and by providing suitable tools, empowered women to spread the 
word on the disease and protection options. 

The campaign paid huge dividends, putting Gardasil in good stead to 
succeed in both the private and public healthcare sector, with initial 
penetration of the latter already trending above MSD’s expectations.    

CERTIFICATE OF EXCELLENCE

While a large majority of asthma sufferers are under the false impression that their asthma is 
under good control, the stark reality is that more than half of all asthma patients are not well-
controlled.

Two main components of asthma treatment are inflammation and bronchoconstriction (spasm 
or narrowing) of the airways. The inflammation is treated with the maintenance inhaler, which 
should be used daily. However, when an attack occurs, most asthma patients reach for the 
bronchodilator inhaler first. This does not treat the underlying inflammation – and so the cycle 
continues.

Edelman worked with AstraZeneca and the Malaysian Thoracic Society (MTS) to increase 
understanding of proper asthma control, and raise awareness of SMART (Single Maintenance 
and Reliever Therapy), a single-inhaler approach that has been found to provide better asthma 
control and reduce the risk of serious asthma attacks. 

Leveraging the World Asthma Day, Edelman organised an educational asthma management 
briefing for consumer healthcare media and educational feature articles bylined to MTS. The 
combined initiative reached an estimated five million people, including patients and healthcare 
professionals. 

Sponsored by Ming, KH & Associates

08



WINNER

Campaign
Microsoft Trusted 
SME Advisor

Client 
Microsoft 
Malaysia

Consultancy
Edelman

WINNER

Campaign
Building the case 
for Pavilion Kuala 
Lumpur 

Client 
Kuala Lumpur 
Pavilion

Consultancy
Weber Shandwick

BUSINESS-TO-BUSINESS
CAMPAIGN OF THE YEAR

MALAYSIAPR AWARDS2007

WINNER

99 out of 100 Malaysian businesses are SMEs and almost 5.6 
million Malaysians work in the SME sector. Yet, it only contributes 32 
per cent to the national GDP. 

Unlike enterprise-size organisations, SMEs in Malaysia have yet to 
harness the potential of IT to help them increase productivity and 
efficiency. Many SMEs are not wholly convinced that IT can make 
a difference, while others find current technologies available too 
expensive and complex.

To educate SMEs on the potential of IT to enhance competitiveness, 
drive innovation and capitalise on business opportunities, Micorsoft 
launch the Trusted SME Advisor campaign to position itself as a 
value-added partner for mid-size businesses. Edelman counselled 
Microsoft to build close connections with its partners, solution 
providers, customers and associations such as the Small and 
Medium Industries Development Corporation (SMIDEC) and MCA ICT 
Resource (MIRC).

The campaign was rolled out in phases, encompassing the launch 
of Microsoft Dynamics products as the SME-centric suite of solutions; 
Microsoft Dynamics Heroes Awards; case study profiles of Microsoft’s 
customers, partners’ launch of Microsoft Smartpay financing 
programme for SMEs with RHB, HP and MIRC; and Microsoft Trusted 
SME Advisor editorial series.

WINNER

Pavilion Kuala Lumpur was mired with 
negative issues from the onset. There were 
funding doubts, speculations about land-
right, hostile sentiments due to occupation 
of the former site of the Bukit Bintang Girls 
School and scepticism of entering a saturated 
mall market. 

Weber Shandwick was tasked to overturn 
these perceptions, build the company’s profile 
within the retail community to support tenant 
leasing-drive and create positive anticipation 
of its opening. 

The first phase focused on communicating 
key messages via strategic engagements 
with potential and confirmed tenants, 
which was then harnessed as third-party 
endorsements. The consultancy also helped 
to frame the development against the bigger 
context of promoting Malaysia as a tourism 
and retail destination within the region, 
beyond its immediate retail offerings.

Weber Shandwick executed a line-up of 
initiatives, coordinated for optimum exposure 
and message reinforcement. One critical 
milestone was the topping-up ceremony 
where the opening date was announced a 
year in advance, reinforcing Pavilion KL’s 
commitment to tenants and partners, in an 
industry infamous for delay in construction 
completions. 

A six-article series called ‘Inspirations @ 
Pavilion KL’ was created to showcase 
Pavilion KL’s partnership with key tenants 
and reinforce the differentiation enunciated by 
Pavilion KL. A newsletter was also developed 
to keep partners, confirmed tenants and the 
retail industry updated on Pavilion KL to 
boost confidence and quell doubts amongst 
tenant prospects, leading to more tenancy 
confirmations.

The brand-building campaign resulted in a 
successful and positive publicity profile for 
Pavilion KL leading up to its opening, with 
commendations flowing from the client, 
tenants and media alike. 

Sponsored by Rantau PR

09



MALAYSIAPR AWARDS2007

WINNER

The Malaysian public had always viewed 
Microsoft as an outsider, including 
key constituents within the Information 
Communications Technology (ICT) 
community in which its business forte 
resides. Weber Shandwick, together with 
Microsoft, sought to reveal the company’s 
humanity and reflect its heart for the rakyat, 
making the software giant accessible, 
friendly and relevant to the people – in short, 
Malaysianising Microsoft.

The campaign objectives were streamlined 
with the government’s national agenda and 
focused on Microsoft’s strategic engagements 
with its audiences in three critical areas: 
develop human capital in the country; grow 
the local software economy; and reach out 
and impact the next 20 million people in 
Malaysia.

Weber Shandwick assisted Microsoft in 
developing and implementing a series of 
social-impact citizenship initiatives including 
the MSC Malaysia OneISV Programme, a 
collaboration with Multimedia Development 
Corporation (MDeC) to implement quality 
initiatives to spur the growth and quality of 
local independent software vendors (ISVs) 
and their products; Unlimited Potential Day, 
an event to educate NGOs on the benefits 
of ICT to further their social causes; and 
the ACCA CSR Forum, where Microsoft 
was positioned as a key contributor to 
the Malaysian community. An Annual 
Report on local software economy initiative 

WINNER

Campaign
Malaysianising 
Microsoft

Client 
Microsoft 
Malaysia

Consultancy
Weber Shandwick

which showcased Microsoft’s contribution 
to growing the local software economy 
was also produced and distributed to 
key government decision makers, NGOs, 
partners, technopreneurs, academic and 
leading customers.

Microsoft’s increased mindshare with 
government agencies – especially 
concerning policy issues – has been critical 
in the discussions regarding national 
procurement policies. On-going discussions 
with government and key stakeholders 
has resulted in the change in policy from 
limiting agencies to only procuring open-
source software to having a neutral policy 
allowing agencies to procure open-source 
or commercial software, depending on their 
needs.

CORPORATE BRANDING 
CAMPAIGN OF THE YEAR
Sponsored by NAMA
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FINANCIAL COMMUNICATIONS 
CAMPAIGN OF THE YEAR

MALAYSIAPR AWARDS2007

WINNER

Quill Capita Trust, a REIT collaboration 
between the Quill Group and the CapitaLand 
Group, was scheduled to go public at a time 
when REITs were very coolly received by 
investors due to the lacklustre track record 
of REITs listed prior to QCT. Three of four 
existing REITs then were traded below Initial 
Public Offer (IPO) prices and investors were 
highly dependent on yields for their return-on-
investment (ROI). 

Fleishman-Hillard, tasked to manage 
the overall communications of the entire 
QCT IPO, faced the challenge of ensuring 
over-subscription of the IPO and sustained 
strong market valuation post-listing, amidst 
a moribund REIT market. QCT’s target 
audiences included retail and institutional 
investors, market analysts and the media. 
The challenge lay in convincing the 
skeptical audiences that QCT was different 
from existing REITs in the market, and can 
outperform other REITs and the market to 
provide strong ROI.

Moving away from the yield game touted by 
all the existing REITs, QCT was strategically 
differentiated as a REIT that will provide 
sustainable, high total ROI comprising yield 
and more importantly, capital appreciation, 
a concept fresh to the market at that time. 
This is underscored by the joint promoters 
planned asset pipeline which they committed 
to the REIT via right of first refusal. 
Fleishman-Hillard also ensured sustained 
communications flow post-IPO to profile 
plans to expand QCT in the short, mid and 
long terms. 

The combination of strategic messaging 
and sustained communications bore 
excellent results. QCT recorded subscription 
rates of 7.6 and 12.41 times for the retail 
and institutional portions respectively, a 
tremendous achievement given the then 
prevailing negative sentiments for REITs. It 
made a positive debut, recording a 14-cent 
premium at the close of first trading day, and 
hitting an all-time high of RM2.00, 138 per 
cent above the IPO price, just slightly four 
months after the listing.

From an industry perspective, the arrival 
of QCT reinvigorated and created new 
interests in Malaysian REITs, pulling up 
unit prices of the general REIT market. The 
total ROI concept was well-accepted by key 
influencers, with analysts reaffirming that 
investors should view investments in REIT 
from a total return standpoint and not merely 
dividend yields. 

WINNER

Campaign
Catalyst for 
Malaysian REIT 
revival: Quill 
Capita Trust IPO

Client 
Quill Capita 
Management

Consultancy
Fleishman-Hillard

Sponsored by Hill & Knowlton
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CORPORATE SOCIAL RESPONSIBILITY 
CAMPAIGN OF THE YEAR

MALAYSIAPR AWARDS2007

WINNER

Campaign
BMW Shorties 
2007: The Voice of 
Indie Film-makers

Client 
BMW Malaysia

Consultancy
Fleishman-Hillard

WINNER

Where key automotive rivals chose the 
traditional CSR paths such as philanthropy, 
traffic safety, disease awareness and fashion, 
Fleishman-Hillard and BMW Malaysia turned 
CSR on its head by advocating a programme 
that truly fulfilled an unmet need - that of a 
starved, unappreciated and unrecognised 
community of budding independent film-
makers in Malaysia.

Fleishman-Hillard was tasked to create an 
initiative to unearth and cultivate talented 
independent film-makers; create a platform 
for aspiring independent film-makers to 
realise their potential and showcase their 
work locally and internationally; and promote 
independent cinematic arts as an important 
part of Malaysia’s cultural and social fabric.  

Hence, BMW Shorties 2007, a short film 
competition was created. Guided by the 
theme ‘Mobility’, it was open to aspiring 
Malaysian film-makers aged 18 years 
and above, who had never participated in 
any local or international film festivals or 
awards. Up for grabs was the main prize of 
RM50,000 in the form of a production grant 
as well as guidance from a panel of seven 
judges in making a full-length independent 
film. A website, www.bmwshorties.com.my, 
was set up as the main interactive platform 
with potential participants and the public. 

The deployment of guerilla tactics via public 
relations and social network media, including 

media relations, clinic and workshop, 
website, viral video and blog seeding, 
resulted in the best possible outreach and 
buzz, an outcome that would not be possible 
via traditional media channels. At the close 
of the competition, an unexpected 74 entries 
were received against the target of 50. 10 
were selected as finalists and put up on 
the website for People’s Choice voting for a 
period of nine days.

The project received excellent media coverage 
with over 50 stories appearing in print 
media, supported by television exposure. 
There were tremendous online activities, 
with the website recording 7,484 visits and 
222,938 page views over a period of five 
months, an astonishing 30 page view per 
visit. The People’s Choice award, conducted 
completely online, received a total of 3,580 
votes over nine days. Over 20 weblogs and 
forums carried information and discussions 
on BMW Shorties 2007, and the online buzz 
was traced all the way to Europe. 

Sponsored by Tune Money
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PROMOTIONAL ACTIVITY 
CAMPAIGN OF THE YEAR

MALAYSIAPR AWARDS2007

HONOURABLE 
MENTION

Campaign
The Power & 
Passion: Festival 
of the Cantonese 
Opera

Client 
The Rotary Club 
of Gombak

Consultancy
Rantau PR

HONOURABLE MENTION

Rantau PR collaborated with The Rotary 
Club of Gombak on a part pro bono effort to 
promote the beautiful but diminishing art of 
cantonese opera. The Festival of Cantonese 
Opera featured the world’s best-loved 
Guangdong Cantonese Opera First Troupe 
and was held to also commemorate the late 
Wong Kin Hong, an ardent supporter of the 
troupe whose estate financed the troupe’s 
visit to Malaysia. Aptly, profits for ticket 
sales were channelled to three charities that 
support children’s causes.   

With no advertising support, Rantau PR was 
challenged to generate excitement about 
the art form to heighten its appreciation and 
preservation, and ultimately, draw enough 
audience to support the performances. 
This they achieved via a comprehensive 
PR programme which includes strategic 
partnerships with a leading local publication 
and radio station, profiling the main stars of 
the troupe via media previews and interviews, 
leveraging the attendance of a Minister 
and Deputy Minister for publicity buzz and 
communicating directly with tertiary students 
from arts schools.

The festival was a great success, with an 
average of over 90 per cent of seats sold 
throughout the seven-night performance, a 
feat made more remarkable by the fact that it 
was driven completely by PR. 

Sponsored by P2R
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NAMA – News & Ads Monitoring Allied Sdn. Bhd.  
 (729310-P)

NAMA is the new media monitoring (news and advertising information 
retrieval) company. 

Monitoring the entire free-to-air segment in rtm1 and rtm2 (state-owned), 
TV3, ntv7, 8TV and tv9 (Media Prima owns). In pay-TV, there is Astro News 
on Astro AEC and Astro Prima, Berita Astro on Astro Ria and Astro Sedhigal 
on Astro Vaanavil. 

Radio Stations - National FM, Traxx FM & Red 104.9 

We mainly cover the major national newspapers, Bahasa – Berita Harian, 
Harian Metro, Kosmo, Sinar Harian & Utusan Malaysia; Chinese – China 
Press, Guang Ming Daily, Kwong Wah Yit Poh, Nanyang Siang Pau, Oriental 
Daily News & Sin Chew Daily; English – Malay Mail, New Straits Times, The 
Star, The Edge, The Edge Financial Daily, The Malaysian Reserve & The Sun

Contact us to find out how we can help you with your monitoring needs.

News & Ads Monitoring Allied Sdn. Bhd. (729310-P)
2 – 55, Jalan Kuchai Maju 1, Kuchai Entrepreneurs’ Park
Off Jalan Kuchai Lama, 58200 Kuala Lumpur
Tel: 603 7987 7975 Fax: 603 7987 8715 
Email: kiamhong.ooi@nama.com.my





SPONSORS MALAYSIAPR AWARDS2007

Centurise Group, headed 
by technoprenuer Mi-Ki 
Choong, pioneered the 
first mobile voucher-on-
demand for all mobile 
phone users. Branded 
“MyStyle”, the platform 
allows users to send SMS 
and requests for discount 
vouchers or free items 
from 118 retail merchants 
nationwide.

Communications strategist 
Ming and Press veteran KH 
Lim have a forceful seven-
year partnership. Clients 
– MNCs, GLCs, SMEs, 
FMCGs and Government 
Agencies – benefit from 
their complementary skills 
harnessed to address 
issues or leverage on 
opportunities to meet 
business goals.

P2R is a boutique 
communications 
consultancy with clients 
whose brands originate 
from Switzerland, United 
Kingdom, Germany, 
America, Japan, Italy, 
Hong Kong, Singapore, 
Pakistan as well as 
Malaysia.

P2R is an accredited 
corporate member of 
the Public Relations 
Consultants’ Association 
of Malaysia (PRCAM).

The most sought after wedding photographer in Malaysia, 
Kid Chan is listed in ‘100 People You Must Know in 
Asia’ by Asian Regional Tatler and ‘Top 40 under 40’ 
by Le Prestige, and has crafted portraits for local and 
international luminaries.

Founded in 1755, Geneva-based Vacheron Constantin 
is the world’s oldest watch manufacturer with an 
uninterrupted history of over 250 years. Today, it continues 
to produce exceptional timepieces that remain faithful 
to the brand’s fundamentals: fully-mastered technique, 
harmonious and inspired aesthetics, and exquisite finishing.

Hill & Knowlton Malaysia is part of Hill & Knowlton’s 
worldwide network of 71 offices in 41 countries. In each 
market we are proud to work with some of the world’s 
best known companies, our consultants providing cutting 
edge end to end communications services. For more 
information, please visit us at www.hillandknowlton.com

Incorporated in 1992, Rantau PR offers clients a 
comprehensive communications experience, exploring 
all possible avenues to achieve maximum impact. Our 
services range from strategic planning and campaign 
development to writing and media relations, managing 
clients from diverse industries and businesses.

Established in 1875, Standard Chartered Bank has 37 
branches across Peninsular and East Malaysia, with 
core businesses in Consumer Banking and Wholesale 
Banking. It hosts one of two global shared service centres 
in Kuala Lumpur and employs nearly 4,000 employees 
in Malaysia.

Corporate Events Organizer Sdn Bhd (fondly known 
as CEO) has a successful 15-year track record in the 
business of event management services. Our goal has 
always been to provide clients with the finest and most 
complete event management services both locally and 
abroad.

NAMA is a news media 
monitoring (news and 
advertising information 
retrieval) company,   
monitoring the entire 
free-to-air segment and 
Bernama News. We 
cover the major national 
newspapers as well as 
consumer and trade 
magazines.

Tune Money provides 
financial products and 
services that people 
actually need, at prices 
anyone can afford. So far 
the company has launched 
three insurance products 
– Personal Accident, 
Motorcyclist Personal 
Accident and Home - and 
the Tune Card, Malaysia’s 
most versatile prepaid 
card. 

Located in the prestigious 
neighbourhood of Kenny 
Hills, Tanner’s is a new 
place for great traditional 
English and European 
dishes, specially prepared 
by Resident Chef Mike from 
the UK, and fine wines.

Tanner’s 
Wine Bar 
& Bistro


