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ticipation in the Spikes Asia seminar 
and forum programme. 

This gives them exceptional 
first-hand insight into the creative 
advertising and communications 
industry of which they will be a 
part ofin the future. 

AlII:> yea group 01 I:) students 
include two students from Saito 
College in Malaysia . . 

The students, currently in terti
ary education studying advertiSing, 
marketing and communications, 
will be tutored by Noor Azhar, a 
senior lecturer at the Singapore 

director at (reAds Advertising 
and Batey Ads and then went on 
to set up integrated brand com
munications agency Just Media 
(now jM Asia). Noor has tutored the 
Academy since 2009. 

1be Spikes Asia: Creative 
Academy will expand the students' 

Worldwide president and chief 
executive officer Nack-Hoi Kim 
says: "This will be our third year 
sponsoring the Spikes Academy, 
and we are very excited to be invit
ing 15 promising students in Asia to 
attend the festival this year. . 

"We have no doubt that these stu-
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But Olympic Games helped boost ad spending in July 
By M. HAFIDZ MAHPAR and 
EUGENE MAHALINGAM 
starbiz@thestar.com.my 

CAUTIOUS sentiment continued 
to affect advertising expendi
ture (adex) in the country 

in the second half of the year, 
according to data from informa- . 
tion and measurement firm Nielsen 
Malaysia. 

Ad spending on media, exduding 
Internet, grew 6.3% year-on-year in 
july to RM1.03bil. This was lower 
than the 8.2% growth seen for june 
which had benefited from the UEFA 
Euro 2012. 

For the entire january-july period, 
adex rose 2.6% to RM6.11 bil (see 
table). 

. Industry observers say that july's 
6.3% growth was within expecta
tions, with spending boosted by 
initiatives done in conjunction with 
the Olympics last month. 

"The increase was according to 
expectations, partially due to the 
Olympic Games," says Omnicom 
Media Group managing director 
Andreas Vogiatzakis. 

.. "Not a stellar performance, but at 
least we. see the first quarter (Ql ) 
trerid reversing. We indeed had 
expected more but being optimistic, 
we are glad that at least we are now 
in the black." . 

In Ql, adex shrank by 1.4% after 
two years of healthy growth. 

A media analyst also concurs that 
adex growth in july was "within 
expectations." 

"The increase was primarily 
boosted by the Olympics. However, 
we still feel that it could have been 
better. We feel the cautious senti
ment, in light of the uncertainty in 
the United States and not -so-stable 
situation in Europe, has had an 
impact on adex growth not just in 
july but also for most of the year." 

Adex growth in july was led 
by cinema, which surged 121.4% 
year-on-year after posting a 29.6% 
contraction the month before. 
This record monthly jump pushed 
cinema's year-to-date growth to a 
whopping 56.7% - the biggest of 
any monitored media. . 

Nielsen attributed the stunning . 
growth to ad spend increase from 
categories such as Asiandrinks, pho
tography and the vehicle segment 
that induded work for four-wheel
drive and multi-purpose vehicles. 

Cinema ad spend was driven 
by brands such as Ribena, Canon, 
Nikon, Samsung and Ford, it added. 

Adex growth in July was also 
led by outdoor and pay televi
sion, which grew 28.9% and 18.3% 
respectively. 

Newspapers continued to com
mand the lion's share of total ad 
spend,accounting for 38.4% of 
total adex in july and 40.4% in the 
january-july period. 

For the seven-month period 
ended july 2012, the product/serv
ice categories with the highest ad 
spend were local Government insti
tutions, mobile line services,wom~ 
en's facial care, fast-food outlets and 
universities. . 

Going by the ad spend trend so 
far, GroupM Malaysia chief execu
tive officer Girish Menon reckons it 
would be difficult to hit the e,lrlier 
projected 7% to 8% adex growth for 
this year. 

"A more realistic figure will be 
5%. In fact, there are a number of 
advertisers questioning why there 
is no softening in ad rates or offer 
of special promotions, in keeping 
with the softening of the market 
and reduction in demand, especially 
in the case of media Where the adex 
growth rate is flat .or negative," 
he says, adding that this is a key 
thing expected in a market-driven 
economy. 

Menon agrees that many adver
tisers are turning cautious for the 
second half of the year and are 
looking ahead to 2013. 

However, he doesn't believe there 
is a negative sentiment although a 
cautious sentiment does exist. 

"So advertisers will start to ques
tion some of their past practices 
and will explore if there is a more 
effective way to advertise compared 
to the-past," Menon says. 

Vogiatzakis, meanWhile, believes 
that adex will improve in the 
remaining months of 2012. 

"It will most likely improve 
slightly. There are no major events 
till year-end apart from the festive 
seasons. However, advertisers were 
cautious in the first half of the year 
and as they need to meet annual 
targets, we do expect a slight 
increase. 

"This is, of course, if the general 
election happens next year. If the 
election takes place this November, 
then the adex will grow," he says. 

Advertising spending share by media (%) 
Media type Jan-July 2011 Jan-July 2012 

Newspapers 41.6 40.4 
Free-to-air TV 28.5 27.3 . . 
Pay TV 21.8 

_ .. _.-....------... -- _ .-:--- ... . 
24 

Radio 4 4 

In-store media 1.4 14 
Outdoor 1.1 1.4 

Masazilles 13 1.3 

Cinema ' 0.2 0.3 

Total 100 100 
{RMS.95 bili (RM6.11 bit) 

Notes: Nielsen measures ad spending based on published rate cards except for 
outdoor which is based on actual spending data from six operators. 
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A file picture shows a vendor arranging newspapers while he awaits customers at 
his stall. l'.Iewspapers continued to command the lion's share of total ad spend, 
accounting for 38.4% of total adex in JulY'and 40.4% in the January-July period. 

an endorsement of the great work 
being produced in the region which 
will ultimately reverberate around 
the world," says Terry Savage, co
chairman of Spikes Asia. 

The Star is the official and exclu
sive Spikes Asia Festival of Creativity 
representative for Malaysia. 

Nina was with Rapp and BBDC/ 
Proximity Malaysia prior to joining 
Dentsu. 

Dentsu utama 
appoints Nina 
creative director 
OENTSU Utama Sdn Bhd, which is 
part of the Tokyo-headquartered 
Oentsu group, has appqinted Nina 
Mohamed Nor as creative director. 

The advertising agency says in 
a statement that she brings with 
her more than a decade of industry 
experience. ' _ 

Prior to joining Oentsu Utama, 
Nina was with Rapp and BBOO/ · 
Proximity Malaysia, where she was 
an active member of the BBOOI 
Proximity regional creative ,ouncil. 
She was part of the then-young 
team that amassed a slew of crea- -
tive and effectiveness awards and 
helped BBOO/Proximity to become 
one of the top agencies in Malaysia 
at the local and international levels. 

"In her new role, Nina will under
take the task of driving and deliv
ering outstanding creative work 
for Oentsu Utama's ciients, which 
include Honda, Panasonic, I&P and 
Unicharm," the agency says. 

A customer relationship man
agement specialist, Nina has led 
relationship marketing programmes 
for a wide mix of local and regional 
clients, including Malaysia Airlines, 
AirAsia, Shell Malaysia (Bonuslin~), 
Shell Singapore, British American 
Tobacco (Kent, Ounhill, Peter 
Stuyvesant and Pall Mall), Procter & 
Gamble (Pantene and Gillette), Tiger 

. FC, KFC, TM, Hotlink, and OiGi. 
Oentsu Utama says Nina's experi

ence spans beyond traditional print, . 
TV and direct mail to include the 

. digital and mobile channels. "She 
will bring great inspiration to the 
agency by harnessing creative inno
vation in both new and traditional 
media," it adds. 


