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Foreword from the President

Welcome to the Public Relations Consultants’ Association of Malaysia 
(PRCA Malaysia) eighth instalment of the Malaysia PR Awards (MPRA).  
Another year has passed and for the MPRA 2014/15, more interesting 
entries have been received.

We wish to thank the PR industry and corporate players for continuing to 
support us with sending in their entries for MPRA, as well as sponsoring 
the awards and this evening’s dinner.

The evening will be a showcase of 28 finalists vying for 13 categories, 
with 4 Gold,  6 Silver and  5 Bronze winners inclusive of MPRA’s highest 
honour, The Campaign of the Year. The keen competition is obviously 
reflected as this year we have TWO winners for the latter category.

The judges relished the challenges of deliberating and deciding on the 
deserving entries. However they have made several observations, including the need for PR consultancies 
to think out of the box and have creative approaches and credible implementation.

For example, the judges called for the synergy of integrating social media elements which go beyond the 
traditional tested and proven PR activities. They are also asking for more entries from the digital and tech 
industries.

Entries also need to be well written to showcase their critical successes and achievements as this is 
essential to convince the judges that their efforts should have due recognition.

PRCA Malaysia thanks the panel of esteemed judges, and I am appreciative of the hard work put in by 
the MPRA 2014/15 Organising Committee and my fellow Exco members for all their hard work in making 
this Award possible.

The PR industry needs to innovate and set new standards and be a natural part of any organisation’s key 
marketing communication blueprint. 

PRCA will continue to host and develop the MPRA, which is modeled after Media publication’s Asia PR 
Awards and we wish to express our gratitude to them for allowing us to locally replicate the format of its 
record-setting regional awards.

The MPRA is growing from strength to strength as an avenue for PR professionals to showcase the rich 
talent, expanding expertise and professional standards that should be the benchmark of the Malaysian 
public relations fraternity.

Thank you and congratulations to all the winners and finalists of the MPRA 2014/15.

.

Rozani Jainudeen
President, PRCA Malaysia

Founded in 1999, the Public Relations Consultants’ Association of Malaysia (PRCA Malaysia) is an 
independent, non-profit organisation 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 2014-2015
From L-R: Andy See Teong Leng (Honorary Secretary), Elaine Chuah (Vice-President), Felix Heinimann 
(Committee Member), Rozani Jainudeen (President), Thong Kok Wah (Honorary Treasurer), Jacey Lee 
(Committee Member), Julia Nicholas (Committee Member).

About PRCA Malaysia

MPRA 2014/15 Organising Committee:
1. Alvina Tai Wen Ling 
2. Annitha Anthony 
3. Conrad Edmund Bateman 

4. Elaine Chuah
5. Hairuddin Mohd Noh 
6. Thong Kok Wah (Chairman)
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The Judging Panel

With more than 20 years of experience in journalism and communications, Justin provides 
strategic counsel on programme development, issues management, strategic marketing 
and media relations for diverse clients operating across Malaysia. As part of the company’s 
core focus, Justin helps to build corporate reputation and image through effective media 
communications and spokesperson trainings. 

Justin began his career as a journalist in 1992 for Computerworld Malaysia, and rose to 
serve a six-year stint as editor. In 2006, he joined Hill+Knowlton Strategies and served 
as Associate Director under the Technology Practice. Subsequently, Justin joined a local 
agency in 2008 where he led the Technology and Corporate Practices and was instrumental 
in helping the team to win major accounts including Tetra Pak, KLRCA, Alcatel-Lucent, Dell, 
Hitachi Data Systems, Microsoft and Symantec. Currently, he is the Managing Director of 
Hill+Knowlton Strategies.

He has also advised and provided spokesperson training to a multitude of clients including 
ValueCap, GAPIMA, ACE Insurance, AIG Malaysia, Manulife, UMW, MDeC, Alcatel-Lucent, 
HP and Intel. 

Justin is a graduate from La Trobe University, Australia with a Bachelor of Arts (Humanities) degree in philosophy and legal studies.

There is a saying that geeks will rule the world – and for Jeff Sandhu, he certainly lives 
by that! He is the producer/presenter for BFM’s Tech Talk segment. After majoring in video 
production and working on numerous TV commercials (Special Effects Supervisor) he 
now digs out leading stories in the tech space to know what’s hot and what’s not. His 
passion for tech started at the age of 7 and later on hacked his way into a school-owned 
Windows 3.1 machine before getting into trouble.Yikes!

Since getting on board with BFM in 2010, he has now conducted more than 700 
interviews with the top influencers of the IT industry including Facebook’s Chief Security 
Officer, Joe Sullivan. He believes in the power of IoT (Internet of Things) and that apps 
are the real economy in today’s world. He spends 73% of his time on various Internet 
platforms and 26% of the time exploring new ideas and platforms that can potentially 
change people’s lives one day. The remainder 1% is left for activities like getting stuck 
in traffic around KL. 

Jeff Sandhu has also been the speaker and moderator for a CIO Summit, moderator for an Internet of Things conference, and was also 
a guest speaker for a few minor IT gatherings to share his thoughts on the current IT space.

Jeff Sandhu

Justin Then

Datuk Yong Soo Heong is currently a Trustee for both the Malaysian Press Institute (MPI) and 
Yayasan SALAM Malaysia, a charity-based NGO. He is also the Chairman of the Malaysian 
Global Business Forum, a company dedicated to holding business forums and conferences. 

In his role as Chairman of the Malaysian Global Business Forum, Datuk Yong brings together 
captains of industries, leaders of organisations and government agencies as well as entrepreneurs 
who share their wisdom, insights and experiences through forums, workshop and conferences.
 
Datuk Yong has been in journalism for the past 40 years, starting as a journalist with the Straits 
Echo in Penang and later joined BERNAMA where he made his mark in his career. Datuk Yong 
was BERNAMA’s Editor-in-Chief from 2007 to 2012, making him the first BERNAMA business 
journalist to rise to that position before being elevated to Chief Executive in 2013.

Fiona Liao is the Chief Brand Officer for Prudential Assurance Malaysia Berhad.  She is 
responsible for developing, implementing and monitoring brand strategies and activities to 
support the company’s sustained drive to be the leading and preferred life insurer in Malaysia.

Fiona has been instrumental in building the Prudential brand through innovative brand 
engagement initiatives and revenue generation activities.  In addition, Fiona manages the 
company’s corporate social responsibility programs and government relations function.

Over the years, she has led her team to numerous local and regional marketing award 
wins, including the 2010 Gold Effie award for Prudential’s PRUmy child campaign.  Her 
achievements include recognition by the 2013 World Marketing Summit Listing as one of the 
50 Most Talented CMO.

Fiona holds a Masters in Business Administration from Hawaii Pacific University majoring in 
Marketing, and has over 15 years of marketing and communications experience spanning the 
finance, education, logistics and hospitality industries.

Fiona Liao

Julia began her career in communications with Rantau PR in 1996. In 1998, she went 
on to work with a client focusing on developing a 5-year communications roadmap for 
the Langkawi Ironman Triathlon, Malaysia Sevens Rugby and Lotto sports apparel.

In 2005, Julia returned to  Rantau PR to handle the agency’s technology, tele-
communications, healthcare and lifestyle clients. In 2010, Julia went on to lead the 
Rantau PR as the agency’s General Manager, a position she held till July 2014.

Having sat on both sides of the fence, Julia is able to integrate public relations, marketing 
and digital to provide a complete perspective when developing strategies.  Today, Julia 
focuses on developing Rantau PR’s client portfolio and industry partnerships, as well as 
expanding the agency’s scope of services.

Julia sits on the Partnership Committee for global communications network IPREX and 
has been an Exco member of the Public Relations Consultants’ Association of Malaysia 
since 2009.

Julia Nicholas

Y. Bhg. Datuk Yong Soo Heong
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Pneumococcal Disease. Hard to spell, tricky to pronounce 
and difficult to remember. It is responsible for 1.6 million 
deaths each year throughout the world. Despite the severity 
of the disease, it is not well-known and is difficult to explain 
despite there being a solution to the consequences of the 
disease.  We wanted to educate parents that their children 
could be protected, easily, against Pneumococcal Disease 
and highlight the importance of this protection despite 
the vaccine not being available through the National 
Immunisation Programme of Malaysia.

The KidStrong campaign features a superhero theme 
which highlights the importance of protection for children. 
Super Cape Kid, the character of the campaign, armed 
with a superhero’s cape, signifies the protection against 
Pneumococcal Disease. Like how most kids wrap a 
blanket around themselves pretending to be superheroes, 
we wanted to associate the Superhero’s cape as a symbol 
of security for children against the disease.
 
Uniquely in our outreach, KidStrong collaborated with the 
Malaysian Official Designers Association (MODA) and 
eight young Malaysian designers to conduct a baby cape 
design competition. As part of the Healthcare Professionals 
strategy, KidStrong comic books creating awareness on the 
disease were created to be placed in Hospital waiting rooms 
and clinics. Going on-ground to create disease awareness 
and amplify the need for protection – while giving back to 
society, the KidStrong team organised a ‘Design a Cape, 

Protect a Kid’ engagement program with healthcare professionals, design schools and the public. The public was able to log onto the 
Pfizer Malaysia website to download an entry and design their own superhero cape for charity. For each design received, Pfizer would 
donate RM5 to the OrphanCare Foundation.
 
Over the next 6 months, the MODA designers would work on their interpretation of disease awareness and protection through the 
superhero capes designs. Interviews with the designers were pitched to complement the process, resulting the campaign’s stories 
being shared over broadcast TV & radio, print and social media.  At the end of the 6 months, RM20,000 was raised for Orphancare 
Malaysia through the ‘Design a Cape, Protect a Kid’ engagement program. Simultaneously, the specially designed capes by MODA’s 
young designers made their debut at the KidStrong Finale Fashion Show. Perhaps the most important result is that the client also saw 
an increased vaccination rate of 21% against Pneumococcal Disease.

Education plays a major role in a person’s 
life outcomes. Unfortunately, many children 
around the world have limited access to 
education as the journey to school is often 
too demanding or even impossible, thereby 
denying them of an education and the 
opportunity to realise their full potential.

In Malaysia, there have been many successes 
in primary education and the country is well 
on the way to achieving universal primary 
education with 96% of girls and boys enrolled 
in school. However, it is estimated that 1 in 
25 children remain out of school – many of 
whom live in remote rural areas – and do not 
have access to primary education.

The challenging geographical location of the island settlements of the Kampung Chuweh community in Tasik Banding poses a major 
obstacle for their children to attend the nearest schools which are approximately 25 km away and can only be reached by a 35 minute 
boat ride followed by a 15 minute car journey. To address this, Horlicks partnered with the Malaysian Association of Social Workers 
(MASW) on the Horlicks School Journey Initiative (HSJI) to champion a pilot programme which seeks to ease the journey to school for 
the children of Kampung Chuweh who are currently not receiving a formal education.

To promote real and lasting change, the HSJI sought to involve the Kampung Chuweh community in key aspects of the programme to 
increase their level of involvement and help them develop a sense of ownership for the initiative.

The first phase of the HSJI focused on establishing a programme to train a native teacher to support the local community via the setting 
up of a Play Group and Learning Centre. This helped to build a deeper understanding of the benefits of education amongst parents, 
whilst also addressing the immediate education needs of the children so that they are best placed to transition to formal education.

The HSJI has also made available a dedicated boat to transport the children from the other island settlements to the main island in 
Kampung Chuweh for lessons at the Play Group and Learning Centre. The boat, Kaloi, was unanimously named by the children after a 
fish which is found in the lake. In the second phase of the HSJI, this same boat will be used to ferry the children to their formal lessons 
at the nearest school, thus overcoming the major obstacle – the school journey – which until now has denied them of an education.

Through the various initiatives planned, the HSJI reached close to 50 million people within five months across traditional media, digital 
and social media platforms, with notable increases in visits to the Horlicks Malaysia Facebook page and video views.

The villagers of Kampung Chuweh have shown much interest and are very engaged with the HSJI’s aims, with community leaders 
understanding its importance and parents showing their eagerness to see their children receive a formal education. There are currently 
20 children attending daily classes on a regular basis at Kampung Chuweh. The community’s positive attitude is essential in order to 
collectively work towards enabling and empowering them to drive sustainable change through this initiative.

SPECIAL AWARD
Campaign Of The Year

CAMPAIGN
CLIENT

CONSULTANCY

HORLICKS SCHOOL JOURNEY INITIATIVE
GSK
WEBER SHANDWICK

SPECIAL AWARD
Campaign Of The Year

CAMPAIGN
CLIENT

CONSULTANCY

THE KIDSTRONG CAMPAIGN
PFIZER
ESSENCE BURSON-MARSTELLER

Sponsored by: Sponsored by:
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Corporate Branding Award ~ Sponsored by the ILMU Education Group Corporate Branding Award ~ Sponsored by the ILMU Education Group 

While the Sepang International Circuit is well-known for hosting motorsports events of all levels, the management wanted the agency to 
highlight the full breadth of facilities offered by the circuit, and at the same time maintain its serious approach to all things motorsports.

Overall, the campaign focused on sustaining local awareness of events at the circuit; growing global awareness about the circuit and 
its experienced managing team and increasing international attendees at events; driving understanding of the versatility of the circuit as 
an event venue with an expert organising team; and highlighting the SIC story from a business and lifestyle angle.

Campaign
Client

Consultancy

SIC MORE THAN JUST A PROFESSIONAL RACING CIRCUIT
SEPANG INTERNATIONAL CIRCUIT
RANTAU PR/ MEDIA 247

BRONZE AWARD

The #RethinkEDU is a multi-channel, multi-platform approach in 
communicating a new paradigm for the INTI brand.

The campaign encouraged the general public and potential students to 
consider a “new” education experience by profiling real-life stories of INTI 
alumni and students who have succeeded in the less-travelled paths.

Through this campaign, INTI generated “unorthodox” and fresh stories 
that stemmed away from the usual academic-focused stories. Instead, 
the communications activities focused on highlighting INTI’s “out-of-the-
classroom” collaborations with partners such as ANIMAX, LinkedIn and 
BlackBoard Learning. 

The PR Campaign for #RethinkEdu successfully helped INTI to move away 
from only appearing in education sections of the mainstream media. 

Campaign
Client

Consultancy

#RETHINKEDU
INTI INTERNATIONAL UNIVERSITY AND COLLEGES
PERSPECTIVE STRATEGIES

GOLD AWARD
The objective of this campaign was to raise awareness of 
paint’s applicability on surfaces beyond just walls. The strategy 
was to reposition Nippon Paint from “The Paint Expert” to 
“The Coatings Expert”, signalling an immediate broadening of 
Nippon Paint’s product offering and usage application.

Supported by on-ground activation and digital initiatives as well 
as targeted stakeholder engagements, Nippon Paint successfully 
garnered PR value of approximately RM800,000, whilst 
its Facebook fan base grew by 12%. The #PaintAllSurfaces 
generated approximately 18,700 conversation on digital 
platforms and its video was viewed more than 3 million times, 
all within a short span of 4 months.

The corporate and brand repositioning campaign further 
reinforces Nippon Paint Malaysia as Malaysia’s leading total 
coating solutions provider.

Campaign
Client

Consultancy

THE COATINGS EXPERT
NIPPON PAINT MALAYSIA GROUP
PERSPECTIVE STRATEGIES

BRONZE AWARD

The KidStrong campaign was initiated to create awareness on 
the importance of getting protected from pneumococcal disease. 

Collaborating with Malaysian Official Designers Association, 
the campaign message of urgency in getting protection against 
pneumococcal disease was delivered in a very fun and 
engaging way, broadening the appeal to media in the fashion, 
online, community and family interest genres. 

Young talents designed the capes based on their interpretation 
of the protection against the disease.

Campaign
Client

Consultancy

THE KIDSTRONG CAMPAIGN
PFIZER
ESSENCE BURSON-MARSTELLER

GOLD AWARD

Healthcare: Ethical Award
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Consumer Launch Award

LEGOLAND Malaysia Resort celebrated its 2nd 
anniversary by introducing the LEGO® Star Wars™ 
Miniland Model Display - the first attraction of its kind 
in Asia. The campaign aimed to highlight the attraction 
to further enhance the resort’s image as Malaysia’s 
leading theme park and position LEGOLAND as an 
innovative and interactive park with displays, rides 
and shows suited for the whole family, as well as for 
adults who are big fans of the Star Wars™ saga.

Campaign
Client

Consultancy

LEGO STAR WARS MINILAND MODEL DISPLAY
LEGOLAND MALAYSIA RESORT
RANTAU PR

SILVER AWARD

Corporate Social Responsibility Award       

Education plays a major role in a person’s life 
outcomes. Unfortunately, many children around the 
world have limited access to education as the journey 
to school is often too demanding or even impossible. 

The challenging geographical location of the island 
settlements of the Kampung Chuweh community 
in Tasik Banding poses a major obstacle for their 
children to attend the nearest schools. 

To address this, Horlicks partnered with the Malaysian 
Association of Social Workers (MASW) on the Horlicks 
School Journey Initiative (HSJI) to champion a pilot 
programme which seeks to ease the journey to school 
for the children of Kampung Chuweh who are currently 
not receiving a formal education.

Campaign
Client

Consultancy

HORLICKS SCHOOL JOURNEY INITIATIVE
GSK
WEBER SHANDWICK

GOLD AWARD

The Honeywell Educators @ Space Academy 
empowers educators through simulated astronaut 
training and innovative educational tools that help 
bring science to life. 

The campaign communicated this experience to 
the public using real-life accounts of the teachers 
who attended as well as highlight the importance 
of exposing our teachers to new experiences that 
re-energise their teaching methods, igniting their 
students’ interest. 

The 2015 edition saw a record nine Malaysian 
teachers participate in this life-changing experience. 
Our campaign showcases Honeywell’s unique CSR 
project as a long term investment in the community, 
novel in its approach toward educating those who 
educate.

Campaign
Client

Consultancy

THE HONEYWELL EDUCATORS @SPACE ACADEMY
HONEYWELL
ESSENCE BURSON-MARSTELLER

SILVER AWARD

A pre-launch media outreach to announce the opening of Southeast Asia’s first indoor Angry Birds Activity Park at KOMTAR JBCC 
Shopping Centre in Johor Bahru. Key factors for the successful courting strategy which included desk side visits to all JB media outlets, 
a special media preview and a VIP opportunity to experience the park before it opened its doors, were the personal outreach and the 
understanding that media still value the privilege of being the ‘first to know’ in today’s environment of instant news and blurred audience 
lines. The three week campaign generated 74 articles totalling RM897,050.98 in PR value. 

Campaign
Client

Consultancy

ANGRY BIRDS ACTIVITY PARK PRE-LAUNCH CAMPAIGN 
ANGRY BIRDS ACTIVITY PARK
STRATEGIC PUBLIC RELATIONS GROUP

BRONZE AWARD
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Best Use of Digital Award

Faced with a large decline in daily consumption, 
MILO, Malaysia’s favourite chocolate malt 
beverage, needed to rally the entire nation to 
drink more MILO, more often. This is a story 
of how MILO reframed its nourishing energy 
benefits via social hijacking – helping (and 
reminding) consumers to see MILO as a 
companion not only for the big, challenging 
tasks to power through the day but also the 
small, casual and fun tasks which opened up 
new drinking occasions. This resulted in over 
700,000 social impressions, 800 hijacked 
pieces and over 100 million additional servings 
of MILO in just 3 months.

Campaign
Client

Consultancy

#MILOFORALL
NESTLE MALAYSIA
OGILVY PUBLIC RELATIONS

SILVER AWARD

Technology Award       

Digi’s Challenge for Change is an open, inclusive 
programme and competition for Malaysians to contribute 
ideas for apps that benefit society. The programme aimed 
to bring Malaysians together by providing a platform for 
students, and tech-savvy, creative Malaysians to turn 
their ideas into reality. In this campaign, the agency 
was challenged to sustain interest in the Challenge for 
Change programme as it did not feature a vastly different 
concept from the previous year. Additionally, as there 
was no advertising for the programme in 2014, the client 
depended on the agency to create awareness and interest 
to increase participation. 

Campaign
Client

Consultancy

DIGI CHALLENGE FOR CHANGE 5
DIGI TELECOMMUNICATIONS
RANTAU PR

SILVER AWARD

In this campaign, the client wanted to address 
consumer reluctance to take over-the-counter 
medications to address headache pain, as 
market research had indicated a drop in 
frequent users and a rise in reluctant users 
of Panadol. With persistent rumours being 
spread that Panadol (paracetamol) was 
unhealthy and had side effects, the client 
wanted to highlight the safety profile of 
paracetamol and dispel the rumours. They 
also wanted the public to look more closely 
at how they handled pain, particularly 
headache pain – and highlight that not 
treating pain with the most effective remedy 
was bad for interpersonal relationships. 

Product Brand Development Award       

Campaign
Client

Consultancy

PANADOL UNDERSTANDING PAIN MANAGEMENT SURVEY
GLAXOSMITHKLINE CONSUMER HEALTHCARE
RANTAU PR

SILVER AWARD

The objective of this campaign was to raise awareness of paint’s 
applicability on surfaces beyond just walls. The strategy was to 
reposition Nippon Paint from “The Paint Expert” to “The Coatings Expert”, 
signalling an immediate broadening of Nippon Paint’s product offering 
and usage application.

Supported by on-ground activation and digital initiatives as well as 
targeted stakeholder engagements, Nippon Paint successfully garnered 
PR value of approximately RM800,000, whilst its Facebook fan base 
grew by 12%. The #PaintAllSurfaces generated approximately 18,700 
conversation on digital platforms and its video was viewed more than 3 
million times, all within a short span of 4 months.

The corporate and brand repositioning campaign further reinforces 
Nippon Paint Malaysia as Malaysia’s leading total coating solutions 
provider.

Campaign
Client

Consultancy

THE COATINGS EXPERT
NIPPON PAINT MALAYSIA GROUP
PERSPECTIVE STRATEGIES

SILVER AWARD

Digi Challenge for Change 5  
Supporting Images 
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PRCA Malaysia Young PR Professional Award

Conrad Edmund Bateman is a 28 
year old public relations consultant 
with over four years of experience 
in the industry. Conrad took up a 
permanent position with Weber 
Shandwick in late 2014. He is 
involved extensively in integrated 
creative campaigns, driving 
various corporate, consumer 
tech, FMCG, enterprise tech, and 
government/semi-government 

initiatives (which include minister-level and regional/global 
spokespeople campaigns). To date, he has supported accounts
such as Spotify (Public Relations and Social Media), NetApp 
Malaysia and Brunei, and Digi. Conrad also developed a strong 
digital portfolio through Spotify, Lenovo Malaysia and IBM’s Smarter 
Planet Malaysia over his four years in PR.

Jeffrey started as an intern 
in Rantau PR and was 
later offered a consultant 
position in the agency. To 
optimise his strong passion 
for technology, Jeffrey was 
put on teams servicing 
technology client accounts. 
Jeffrey was able to 
quickly create, strengthen, 
maintain and develop good 

relationships with the media. During his tenure at Rantau PR, 
Jeffrey has also worked on client accounts in industries such 
as sports, consumer lifestyle and healthcare, and has worked 
on varied projects including sports awards and international 
conventions.

Candidate
Consultancy

JEFFREY LOH
RANTAU PR

GOLD AWARD BRONZE AWARD
Candidate

Consultancy
CONRAD EDMUND BATEMAN
WEBER SHANDWICK

CATEGORY FINALISTS

Corporate Branding Award

Product Brand Development Award

Financial Communications Award

Crisis or Issues Management Award

Public Affairs Award

Corporate Social Responsibility Award

CAMPAIGN Project Ascend 
CLIENT Taylor’s University 
CONSULTANCY Centriq PR

CAMPAIGN BIG Campaign
CLIENT Think Big Digital
CONSULTANCY Leo Burnett/Arc Worldwide

CAMPAIGN The Malaysian Private Equity Forum 
CLIENT Ekuiti Nasional Berhad (Ekuinas) 
CONSULTANCY Weber Shandwick

CAMPAIGN Empowering Lives - Phase 1 
CLIENT Petroliam Nasional Berhad
CONSULTANCY Arc Worldwide/Leo Burnett

CAMPAIGN Malakoff Corporation Berhad Initial Public Offering 
CLIENT Malakoff Corporation Berhad
CONSULTANCY Ogilvy Public Relations

CAMPAIGN AEON 10 Millionth Tree
CLIENT AEON Co. (M) Bhd
CONSULTANCY Leo Burnett/Arc Worldwide

CAMPAIGN Shell FuelSave College Competition 2014 
CLIENT Shell Malaysia
CONSULTANCY Ogilvy Public Relations

CAMPAIGN iM4U: Fostering A Culture of Volunteerism and Social Activism for a Better Malaysia 
CLIENT iM4U 
CONSULTANCY Weber Shandwick

CAMPAIGN Decoding Gen Z
CLIENT INTI International University and Colleges
CONSULTANCY Perspective Strategies

CAMPAIGN #RethinkEDU
CLIENT INTI International University and Colleges
CONSULTANCY Perspective Strategies

CAMPAIGN Nippon Paint Young Designer Award (NPYDA) 
CLIENT Nippon Paint Malaysia Group
CONSULTANCY Perspective Strategies

CAMPAIGN Enpowering Lives - Phase 1
CLIENT PETRONAS 
CONSULTANCY Leo Burnett/Arc Worldwide

CAMPAIGN Mercedes-Benz Malaysia - Star Bright 
CLIENT Mercedes-Benz Malaysia 
CONSULTANCY Centriq PR 

Public Sector Award

Volunteerism IV is a public relations campaign for Majlis Daerah Kampar. The objective of the campaign is to raise the awareness on 
social issues faced by the local communities in Kampar such as road safety, food tourism, vandalism and philanthropy. 

The programme is also to promote the act of volunteerism, reaching beyond the new villages, and targeting a wider audience within 
Kampar particularly the many students residing 
within the district. In addition, the programme was 
focussed on encouraging the youth in Kampar 
to participate in the various community-based 
activities held in conjunction with the campaign.  

Volunteerism IV created a few historical firsts for the 
Kampar community including the involvement of 
approximately 70 police officers in a night cycling 
event which was held to promote the installation 
of bicycle lights. The other key events include a 
food fiesta, painting of murals at Kampar’s tourist 
spot – Air Terjun Batu Berangkai and distribution 
of sundry goods to the needy. By the end of the 
campaign, over 11,000 people took part in the 

various activities held in the first quarter of this year. It was also strongly supported by the local media. Social media was also used to 
promote the community activities.

Campaign
Client

Institution

VOLUNTEERISM IV
MAJLIS DAERAH KAMPAR
FACULTY OF ARTS & SCIENCE, UTAR

BRONZE AWARD
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THANK YOU

PRCA Malaysia would like to thank
The Malaysian Reserve

for their invaluable contribution and support
as the co-sponsor for the

Malaysia PR Awards 2014/15

MPRA 2014/15 SPONSORS
Main Sponsors

Co-Sponsor

Sponsor - Campaign of the Year Award

Sponsor - Corporate Branding Award

Sponsors




