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 ABOUT US
 WHO ARE WE? – We are a team of highly dedicated individuals 

who have been actively present in the print and social media for more 
than seven years. 

 WHAT ARE WE? – 2CENTS is a lifestyle bi-monthly magazine 
and website. Registered under Brand Zoom Three Sixty Solution, we 
offer unique products and services. We advertise and manage events 
for you while providing an extra boost in coverage via our magazine, 
website, and other digital platforms.

 LOCATION – Strategically located in Klang Valley, Malaysia’s 
centre of economic growth, technology and urban lifestyle, we have 
the advantage of easy and fast reach to the modern public.

 THE START – Established by the end of 2015, 2CENTS began actively 
catering to clients early in 2016

 OUR DRIVE – Our business centres around the concept of beneficial 
growth and partnership. We provide a total solution for you to consider, 
and offer continuous feedback in the midst of a campaign with the 
intention of gaining more success in the future.

 KEY TO ACHIEVE – Communication is our most efficient strategy. We 
make sure our relationship and communication with the publishing industry 
is always open and up to date; that we’re always ahead in knowing what is 
relevant and what is not. We also consistently monitor our readers’ interests by 
engaging them on our digital platforms to keep them intrigued and interested 
with what we can and are about to come up.



 OUR PLATFORMS

 MAGAZINE
Our print media platform is a bi-monthly free-for-all magazine with content targeted to 

the interest of the fast-paced urban lifestyle of modern Malaysians. Despite the instant 

accessibility of social media, our magazines offer a sit-back-and-relax option for our more 

laidback audience.

It is distributed for free in multiple cafés and restaurants, hotels and resorts, spas and 

saloons, offices and service centres, and other sites where foot traffic of our target market is 

guaranteed to be consistent.
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samsung special

A Blue That Stands Out
Take a  look at  most  of  the smartphones 

that  your  f r iends  own,  and you’d probably 

realise that they’re either white, black, or 

the occasional gold. Why not stand out from 

the crowd with the Samsung Galaxy S7 edge 

Blue Coral? Featuring a unique Blue hue that 

reflects your fun and vibrant lifestyle, it ’ll 

make you want to show it off every chance 

you get!

Submersible Fun
It ’s almost the end of the year, and that 

means a trip to the beach is a very l ikely 

idea! The Samsung Galaxy S7 edge Blue 

Coral is IP68 certif ied. This means that 

it  can withstand the splashes and even a 

dip as deep as 1.5m for up to 30 minutes. 

Take it  with you into the pool,  or when 

you go snorkell ing. Even rain can’t stop 

this phone. 

Picture Perfect
One of the most common things you do 

with your smartphone is to take photos 

and selfies. This phone takes beautiful 

pictures in any kind of lighting conditions. 

It has the world’s first smartphone camera 

to feature a Dual Pixel sensor with a wide 

aperture of f1.7 to capture brighter photos 

even in low-light.

Say Farewell to Storage Woes
After taking hundreds of photos and videos, 

and downloading numerous apps contents, 

you’d probably need more space to store 

them all. Fret not, because the Samsung 

Galaxy S7 edge Blue Coral supports microSD 

cards up to 256GB. This means enough 

space to store everything from videos of you 

paragliding, to pictures of that lovely sunset!

This amazing phone that reflects your bold 

and exciting life can now be purchased at 

any Samsung Store, for RM3,099.

G E  R E A D Y

S a m s u n g  G a l a x y  S 7  E d g e

L I F E  I S  M O R E  B O L D  W I T H  B L U E  C O R A L

Beautifully 
Blue

Love staring into the deep blue ocean? How 
about daydreaming while looking up into the 
vast blue sky? Regardless of your preference, 

there’s something just as mesmerising as 
those two activities, and it’s called the 

Samsung Galaxy S7 edge Blue Coral.

Samsung Galaxy S7 edge 
Blue Coral
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Ceramica, a timepiece known for its 
striking linear shape and visionary 
use of high-tech ceramic, has been 
redesigned by renowned industrial 

designer Konstantin Grcic. In this new design, 
one of Rado’s most recognizable high-tech 
ceramic timepieces has been given a 
contemporary interpretation while retaining 
the strong geometric shape that made the 
original such a classic.

Like the original upon which it is based, the new 
Ceramica is a high-tech ceramic timepiece for 
both men and women who appreciate purist, 
modern aesthetics. The linear bracelet silhouette 
of the original has evolved into a more classic 
watch shape, with the gently curved edges of the 
monobloc case taking center stage. Advances 
in technology, together with Grcic’s vision, have 
given rise to this masterful combination of form 

and material, which finds expression in the eleven 
models that make up the new Ceramica collection.

Precision and modernity, reimagined
Two gents’ models offer a matt take on the 
Ceramica, previously best known in its high
gloss iteration. Limited to just 701 pieces, 
Konstantin Grcic’s signature model stands 
out not only because of its velvety matt 
finish, but also thanks to the creative use 
of typography on the dial. “In my opinion, 
the matt finish brings out the form of the 
watch much stronger,” says Grcic. “The 
design of the dials is bold and legible. I took 
inspiration from pilot watches – I like them 
for their straightforward, clear graphics.” 
Fans of subdials can opt for the matt model 
featuring a small second counter, with grey 
printed indexes adding to the monochrome 
minimalist appeal.

Female aficionados of the avant-garde look have 
several models to choose from, including
two diamond-studded pieces in a choice of 
either glossy black or white high-tech ceramic.
Boasting silver coloured detailing and four 
diamonds on the dial, the ladies’ Ceramica offers
the same high-impact presence on the wrist, but 
in a smaller form factor.

As the name suggests, the Ceramica is crafted 
from high-tech ceramic, a material favoured
among many high-end watchmakers for its 
exceptional properties. “Materials are definitely
key,” says Grcic. “The intelligent and economical 
use of material forms an important part of
my understanding of good design. Ceramic is 
one of the most high-tech materials I know. The 
material is lighter than stainless steel, it has a 
much more pleasant temperature when
you wear it, and it is scratch resistant.”

About Konstantin Grcic
Konstantin Grcic is one of the world’s foremost 
industrial designers. He has developed
furniture, lighting, accessories and housewares for 
leading brands, with many of his products receiving 
prestigious international design awards. Known for 
his passion for technology and materials, Grcic was 
a natural choice for the 2016 redesign of the iconic 
Rado Ceramica. Famed for his pared-down pieces, 
Grcic is often referred to as a minimalist, but the 
designer himself prefers to speak of simplicity.

1.What is your relation to time / watches?
I have a strong sense of time. I would even go so far 
as to claim that time really matters to me. Timing 
is discipline, but also something quite sensual, 
elegant. The right timing plays a key role in life. I 
have always been very aware of that. I got my first 
watch when I was six years old and I have been 
wearing watches ever since. I get up and put it on; I 
go to bed and take it off.

2. Rado is known as a pioneer in material 
innovation – how important are materials in your 
work as a designer?
Materials are definitely key. Everything we design 
has a physical dimension. What is something 
made of, and how? The right choice of a material 
determines a product´s performance and 
longevity. And even before that, it determines how 
something is produced, which is a crucial business 
consideration. I am not a materials expert, by no 
means, but I have a huge interest in and curiosity 
about understanding as much about materials 
as possible. The more I know about them, 
including their constraints, the more efficiently I 
can apply them. The intelligent and economical 
use of material forms an important part of my 
understanding of good design.

3. It’s impressive to see the variety of products 
and projects you have developed in your 
career – you must have many opportunities for 
collaborations. What prompted you to accept 
Rado’s invitation for this project?
Collaborations between designers and industry 
always work on different levels. When I first met 
the Rado team, there was a pleasant chemistry 
between us. A solid personal relationship is the 
foundation of any successful collaboration.
Working for any Swiss watch brand is quite unique, 
but the thing about Rado was that they brought 
their very own high-tech ceramic technology into 
the equation. Of course I was very tempted by that.

4. What was your inspiration / idea for the 
redesign of the Rado Ceramica?
The redesign of a classic is always a challenging 
brief. As a designer, you take on a clear 
responsibility not to spoil the legacy of the original. 

The design process forces you to decide how close 
to stay with the original, and how far to depart 
from it. The original Ceramica still looks pretty 
amazing today. It is absolutely iconic and pure 
and that clearly inspired my new design – not 
only in a formal sense, but also in terms of its 
uncompromising attitude. I chose to approach the 
project from a very subjective point of view. I asked 
myself: what would change the original Ceramica 
into a watch that I would wear today?

5. The edition is limited to 701 pieces – is there a 
significance for you behind this number?
Rado suggested making 700 pieces of the watch. I 
added the extra one as my own personal copy.

6. What were the challenges compared to other 
products you’ve designed before?
The real challenge for me was the scale. A watch 
is just so much smaller than any of the other 
things we normally design. On the computer we 
zoom up to ten times the original scale of the 
watch in order to evaluate the smallest details, 
proportions etc. You’re hardly ever working on the 
watch in 1:1 scale like we do with a chair or other 
products. Watches are about details in the smallest 
scale – 0.2 mm, or 0.25 mm. It is very difficult to 
comprehend those nuances, but they matter a lot. 
Between my two fingers I can gauge 2 mm, 3 mm, 
4 mm – I know exactly what they mean. In contrast, 
a dimension of 0.05 mm is very difficult to grasp. It 
was like learning a completely new language.

7. What was it like working with Rado?
Rado are experts in their field. They are part of 
the watch industry, which is a very specialised 
industry. What’s so nice about working with 
companies like that is that they know everything 
about what they do. They’re extremely focused 
and professional. I find great pleasure in that. In 
the particular case of Rado, there is the high-tech 
ceramic technology. They’ve developed that 
technology for watchmaking and therefore have 
an incredible know-how about it. Ceramic is one of 
the most high-tech materials I know. And at Rado 
they have a long history working with it. Most Rado 
watches are made in  high-tech ceramic, not metal. 
The ceramic is injection moulded under very high 
pressure, which creates an extremely hard and 
dense end result. This type of ceramic cannot be 
compared with that used in tableware. It’s a whole 
different thing. High-tech ceramic watches are 
extremely tough – harder than stainless steel. The 
material is lighter than stainless steel, it has a much 
more pleasant temperature when you wear it, and 
it is scratch resistant. The ceramic powder can be 
blended with colour pigments to create different 
tonalities. It can be polished to have a complete 
mirror finish or a satin matt finish, which is what I 
personally prefer. 

Rebirth of an ICON
Rado unveils new Ceramica designed by Konstantin Grcic

BEAUTY
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A Serum for Beauty
Sapphire Enzyme Serum

Is having a great body a trend, or is it something we 
maintain for health reasons? Regardless of the purpose, 
a healthy body would lead to a better quality of life, 
and one way to get a healthy body is to lose weight. The 

Sapphire Enzyme Serum is here to help you do just that.

The Sapphire Enzyme Serum is designed for people who 
want to lose some fat around their bellies, without being 
concerned about side effects. It’s also formulated to help 
people who are too busy to spend time working out.

Formulated using a special mixture from France, the serum 
is gold and has lots of blue-coloured ‘dust’. The dust are 
actually called Blue Peppermint Particles, which help to 
reduce fat under the skin. All you have to do is massage the 
serum on your belly. 

After applying a small amount of serum, roughly about the 
size of a 50 cent coin, I followed the instructions, which is to 
slowly massage the serum in a circular motion. I continued 

doing so until the serum was thoroughly absorbed into the 
skin. At first, the serum felt cool, but after a minute or so, 
my skin began to feel warm, which proves that the fat-
burning process had begun. The heat wasn’t too intense, so 
there’s nothing to worry about.After 30 minutes, I still felt 
the burning, but the intensity decreased gradually after that.

It’s recommended to use it twice per day after showering. 
And it doesn’t take even 1 minute for me to massage it 
on my belly, so this is something i can follow daily since it 
would not take out much time. 

After a week of using the serum,  I am glad to share my 
result here! My waist measurement tells me that I have 
successfully reduced 2cm. That is an awesome result for me 
since I love Malaysian food. My target is not too ambitious 
but just to lose 5cm, which is about 2 inches.
 

For more information, please try to reach Sapphire at 0167107449,
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The Secret to Eternal Beauty

SAPPHIRE Enzyme SerumSAPPHIRE Purifying Silk Mask
The SAPPHIRE Purifying Silk Mask maintains your youthfulness 
by first penetrating deep into your pores. The moisture from 
the mask then helps to promote cellular regeneration and the 
repairing of cells damaged by free radicals. In total, there are 
eight effects of using this mask:

·        It helps to purify and detoxify

·        Repairs damaged cells

·        It is deeply nourishing

·        Helps to decrease wrinkles and firms your skin

·        It brightens and minimizes freckles

·        It is soothing and hypoallergenic

·        It helps to control oil secretion

·        It helps to balance the PH levels of your skin.

This specially blended serum was formulated in 
France using some of the most advanced 
methods. It contains Blue Peppermint Particles, 
which when massaged over the skin, helps to 
burn fat, while protecting the skin. There are 
essentially three benefits of using this serum

·         It promotes beautiful skin, fat burning,               
         and helps to relieve stress.

The serum helps to beautify skin thanks to the 
Essence of Peppermint extract, while the 
menthol helps to accelerate the burning of body 
fat. Last but not least, it helps to eliminate 
fatigue, and helps to relieve stress.
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O N G O I N G S

A  P a r t y  T o  R e m e m b e r
The 21st of October 2016  was a momentous date for us here at 2CENTS because that was the date of our 
official launch. And since no launch is complete without a celebratory party, we decided to throw a huge one.

More than 450 guests turned up, including the likes of influencers, celebrities, business partners and of course, 
even some of our readers. For entertainment, we had a live performance from Kamelya, a belly dancer; Loong 
Bee, an artist who “paints” with sand; and Pennie Tan, who kept the dancefloor active.
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ON A BUDGET
Think there’s no way to 

have a good lunch for less 

than RM10? Check out 

these amazing restaurants! 

Also, here are the cheapest 

ways to travel to KLIA 2.

FREESTYLE

SAVINGS

HERE ARE 8 FULL PAGES FILLED WITH TIPS  
AND ADVICE FROM  , 
 ,  ,  
AND MORE ON HOW TO SAVE 

MORE NOW THAT THE COST 
OF LIVING HAS INCREASED  
IN MALAYSIA.

TECHNO FIESTA
We review some of the latest tech 

equipment, including the Acer Aspire S 

13, Onkyo E700M, SanDisk iXpand flash 

drive, and Marshall Stockwell. 

EXPERT OPINIONS
See what industrial experts from the 
automotive, property and beauty industries 
have to say this month.
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ISSUE  3
FREE COPY

WHEN TECHNOLOGY MEETS 

HEALTHCARE
Technology has allowed us to improve 

our quality of life tremendously, and 

one of the latest ways tech has helped 

in this regard is to come up with 

fitness trackers, among other things

A TRIP TO GAHARU 
TEA VALLEY, 
GOPENG
Learn more about 

Gaharu Tea Valley, 

and find out what 

is there to do 

there!

OLD SCHOOL 
FILM 
PHOTOGRAPHY  
Firdaus Ghazali 

talks about his 

passion for film

DID YOU KNOW THAT MALAYSIA IS CONSIDERED 

A SHOPPING PARADISE FOR TOURISTS?  

WE TAKE A LOOK AT WHY THIS IS SO!

A Shopping Haven 
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THE POKÉMON 
CRAZE
What’s it all about?

PASSIONATE 
ABOUT 
PHOTOGRAPHY 
Here’s how to snap 

better photos during 

family gatherings

GETTING TRIMMED 
WITH MIN  
We interview a top 

hairstylist in KL, Min, from 

Min’s Saloon

HOW DOES ONE MANOEUVRE THE BIG BAD WORLD THAT THROWS DANGER TOO 
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There’s no such thing as being too careful!

S

DEC 2016 - JAN 2017

ISSUE 4

L I F E S T Y L E  U N P L U G G E D

C
O

M
P

L
IM

E
N

TA
R

Y
 C

O
P

Y

THE SOLO TRAVELLER
MAKE THE BEST OUT OF YOUR SOLO 
VACATION!

BEING IN THE LIMELIGHT
WE SPOKE TO SEVERAL 
INDIVIDUALS WHO WEAR SMILES 
TO EARN A LIVING.

A TRIP TO PD
PORT DICKSON IS A WELL-KNOWN 
TOURIST SPOT IN MALAYSIA, BUT 
DO YOU KNOW WHY?

THAT POLISHED LOOK
LEARN MORE ABOUT THE HIKARU 
TREATMENT AND HOW IT HELPS TO 
GIVE YOUR CAR THAT EXTRA SHINE.

                      
Taking Life 

by the Reins



 

Our primary platform with daily updates on trending lifestyle 

content. Head on to www.2cents.my to find a myriad of latest 

news and stories that are relevant to the Malaysian audience. 

Our website is locally hosted by an established service provider, 

hence you can be certain that there will be minimal downtime, so 

your featured content will always be visible.

www.2ce nts.my

Readers subscribe for free and receive a bi-weekly online 

newsletter. Sent out on Wednesdays, it consists of one top story and 

six other headliners from our website. 

Digital copies of previous magazine issues are attached to the 

newsletter as well.

 NEWSLETTER

 WEBSITE



 INFLUENCER MARKETING 

Also considered as online celebrities, they have a huge following audience; ranging from thousands to millions. We have a growing pool of 

influencers in various fields; lifestyle, technology, fashion, automotive and more. Our partnership with influencers allows us to tap into their 

audience to reach our target market almost instantly. 

A large majority of conversations and interaction happens online in 

this new age, making social media an integral role in developing a 

brand. Our platforms include Facebook, Instagram, and Twitter – the 

three major tools in lifestyle category.

 SOCIAL MEDIA



GENDER

AGE

Our main audience are male and female aged 20 to 45 years old. 
These are tech savvy individuals with a respectable amount of 
income, who have a constant appetite for online or digital content 
and social media. 

 DEMOGRAPHICS
Our online market segment is tantamount to the target market; 
active users of social media platforms such as; Facebook, Instagram, 
Twitter, Snapchat and WeChat among many others.
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 TARGET READERS

 CIRCULATION

 INTEREST

Klang Valley 	 70%  

Penang 	 10% 

Johor 	 10% 

Malacca 	 3%

Pahang 	 3% 

Perak 	 1% 

Seremban 	 1% 

Others 	 2%

30,000 COPIES

AUTOMOTIVE FASHIONTECH PROPERTY FOOD

HEALTHY
LIVING

EDUCATION MUSICINVESTMENT MOVIE

BEAUTYTRAVELLIFESTYLE HOBBY



We distribute at strategic locations where visibility is maximised. These locations include cafés, saloons, car service centres, 
university campuses, and newsstands.

The initial area of distribution will be the Klang Valley, with expansion plans in the near future.

 POINTS OF DISTRIBUTION



Distribution Points
• 	 S E L E C T E D  H O N DA S H O W R O O M S  A N D  S E R V I C E S  C E N T R E S , e g :  8 0  S h o w r o o m  ( N a t i o n w i d e ) ,  1 0  Ke y  S e r v i c e  Ce n t r e 

( N a t i o n w i d e )

• 	 S E L E C T E D  V E S PA S H O W R O O M S , e g :  K L S h o w r o o m

• 	 S E L E C T E D  N A Z A AU TO  S H O W R O O M S , e g :  K L S h o w r o o m

• 	 S E L E C T E D  E L E C T R I CA L C H A I N  S TO R E S , e g :  H a r v e y  N o r m a n , Fo t o Ke m , J a b e n , G a d e g e t r o n i c  ( K L I A ) ,  i G a d g e t  ( K L I A 2 )  a n d 

m o r e

• 	 S E L E C T E D  T E LCO  CO M PA N I E S , e g :  M a x i s ,  D i g i ,  Ce l c o m  B l u e c u b e  a n d  m o r e

• 	 S E L E C T E D  TO U R I S M  S P OT, e g :  R e s o r t  Wo r l d  G e n t i n g , B B  Pa r k ,  B a n j a r a n  H o t  S p r i n g , S e ke p i n g  S e r e n d a h , B u k i t  M e r a h 

L a ke t o w n  R e s o r t ,  L o s t  Wo r l d  O f  Ta m b u n  a n d  m o r e

• 	 S E L E C T E D  CA M P U S E S , e g :  S u n w a y  U n i v e r s i t y ,  Ta y l o r ’s  L a ke s i d e  U n i v e r s i t y ,  I n t i  I n t e r n a t i o n a l ,  Co l l e g e  S u b a n g , I n t i  N i l a i 

U n i v e r s i t y ,  U C S I  U n i v e r s i t y ,  M o n a s h  U n i v e r s i t y ,  S e g i  U n i v e r s i t y ,  N i l a i  U n i v e r s i t y ,  F i r s t  U n i v e r s i t y ,  K D U  @ G l e n m a r i e 

a n d  m o r e

• 	 S E L E C T E D  S H O P P I N G  M A L L ( t o  t h e  r e t a i l  s h o p s  &  s o m e  t o  s h o p p e r s ) ,  e g :  S u n w a y  Py r a m i d , A l a m a n d a  @ Pu t r a j a y a , 

M i t s u i  O u t l e t ,  Pa l m  M a l l  @  S e r e m b a n , A m a n  Ce n t r a l  @  Ke d a h , I p o h  Pa r a d e  @  Pe r a k  a n d  m o r e

• 	 S E L E C T E D  G O V E R N M E N T O F F I C E  /  CO R P O R AT E  O F F I C E , e g :  M i n i s t r y  o f  F i n a n c e ,  M i n i s t r y  o f  H o m e  A f f a i r s ,  M e n a r a  I k l a s , 

S H C  G i n s e n g  ( 1 9 5 6 ) ,  O a k  R o o m  @  U O A Pr i v a t e  C l u b , R o l a n d  A s i a  Pa c i f i c  a n d  m o r e

• 	 M O R E  T H A N  1 0 0  H I P S T E R  CA F E S  /  R E S TAU R A N T S , e g :  Ca p r i c o n  Te a  J u n c t i o n  @  P J ,  S e c o n d  S u n d a y  @  P J ,  J e q  I n  T h e 

H o u s e  @  P J ,  B a t t e r y  A c i d  C l u b  @  P J ,  O l d f a c t o r y  B u l b  @  P J ,  Le  B r e a d  D a y s  @  P J ,  G e e  a n d  G e e k  @  P J ,  Ye l l o w  A p r o n  @  P J , 

T h e  H u m b l e  Pi e  @  P J ,  Ca f e  9  @  P J ,  T h e  G r i n d  B u r g e r  B a r  @  P J ,  S t r a n g e r s  a t  4 7  @  P J ,  R e k i n d l e  @  P J ,  S t a n d i n g  T h e o r y 

@  P J ,  R e b e l l i o n s  @  P J ,  M i l w a u ke e  S t e a k  Co r n e r  @  P J ,  O t h e r w i s e  Ca f é  @  Ke l a n a  J a y a ,  Co n s a n s  Co f f e e  @  Pu c h o n g , Le 

Po l l i d o r  Ca f é  @  Pu c h o n g , Co f f e a & Co f f e e  @  Pu c h o n g , O u r  P l a c e  @  Pu c h o n g , M I S S  Co f f e e  &  To a s t  @  Pu c h o n g , O l d S c h o o l 

@  Pu c h o n g , T h e  Yu n  F l y  Ca f f e  @  Pu c h o n g , T i Ps y  B r e w  o ’  Co f f e e  @  Pu c h o n g , Wa l n u t  Ca f é  &  B a r  @  Pu c h o n g , V 1  Co n c e p t 

@  Pu c h o n g , O h  S c o o t e r  Ca f é  @  U S J ,  F l i n g s t o n e s  Ca f e  @  S S 1 5 , B r e w y a r d  Ca f é  @  S S 1 5 , A l c h e m i s t  D e s s e r t  Ca f é  @  S S 1 5 , 

M o r n i n g w o o d  Ca f é  @  S S 1 5 , L a n c e l o t  @  S u n w a y ,  G a r a g e 5 1  @  S u n w a y ,  S o f t  Co r e  @  S u n w a y ,  Ze u s  1 3  @  S u n w a y ,  B E A M 

@  S r i  D a m a n s a r a ,  C u B s   &   C u Ps  @  D e s a  S r i  H a r t a m a s ,  T h e  R e d b e a d  B a g  @  Pu b l i k a ,  Ca f é  L a p i s  @  Wa n g s a  M a j u ,  B e a r y 

Po t t e r  S t u d i o  Ca f é  @  C h e r a s ,  F i s h e e  Co f f e e @  B u k i t  J a l i l ,  A e t h e r  Ca f é  @  T T D I ,  Pi c k l e  a n d  F i g  @  T T D I ,  C h e q u e r s  Wa f f l e s 

@  T T D I ,  K I C K  Ca f é  @  K L ,  S L I D E  Ca f é  @  K L ,  D a n i e l l e ’s  @  K L ,  D r  Ca f e  Co f f e e  @  S e t a p a k  Ce n t r a l  M a l l ,  K L ,  O l d  To w n  @ 

1 S h a m e l i n  K L ,  Ke r r y  F l o r i s t  Ca f e @  B a n g s a r  S o u t h  K L ,  T h i r d w a v e  Ca f é  @  B a n g s a r  S o u t h  K L ,  E a u  D e  V i e  @  B a n g s a r 

S o u t h  K L ,  LO K L @  K L ,  V C R  @  K L ,  Ye l l o w  B r i c k  R o a d  @  K L ,  Q u e s t i o n  M a r k  Ca f é  @  Pa n d a n  I n d a h  K L ,  H e a r t b e a n s  Co f f e e 

@   Pa n d a n  I n d a h  K L ,  Le a f  &  B e a n  @  C h e r a s  K L ,  L I f e  Tr e e  @  C h e r a s  K L ,  # b y  h a l f  c a f é  @  S r i  Pe t a l i n g  K L ,  Co f f e e - i s h  @  S r i 

Pe t a l i n g  K L ,  O j o  Co f f e e  @  B a n g s a r ,  D R . I n c  @  B a n g s a r ,  G r i n d  2 2  @  B a n g s a r ,  B e n  &  Ly n e t t e  M a i s o n  Pa t i s s e r i e @  I p o h , 

B o u g a i n v i l l e a  C i t y  Ca f é  @  I p o h , Co f f e e  A t  9 1  i n  Ta m b u n  I n n  H o t e l  @  I p o h , H a p p y  8  R e t r e a t  Ca f é  @  I p o h , J J  Ca f é  @  I p o h , 

R o q u e t t e  Ca f é  @  I p o h  O l d  To w n , Ta r o t  Ca f é  @  S e r e m b a n , L i b e r t a  @  S e r e m b a n , L a  V I E  Ca f é  @  S e r e m b a n , 9 0  D e g r e e s 

Ca f é  &  A r t  @  Ku a n t a n , Ku l a  Ca ke s  @  Ku a n t a n , R o o t  Pa t i s s e r i e  Ca f é  @  M e l a k a ,  H u s k i t o r y  Ca f é  @  M e l a k a ,  O l i v e  B a ke r y 

@  M e l a k a ,  G r o w  Co f f e e  @  M e l a k a ,  G e n e  Ca f é  @  M u a r,  Ca f é  D e l  S o l  @  M u a r,  Co f f e e + C r e a m  @  M u a r,  Pr e f e c t o  B a ke r y  @ 

M u a r,  Pr e  Te a Q  @  M u a r,  To u c h  Wo o d  Ca f e  @  M u a r,  Te a k  Ca f é  @  J o h o r,  V i c t o r i o u s  Ca f é  @  J o h o r,  R o o f  G a r d e n  O l d  S t r e e t 

@  J o h o r,  L i t t l e  S p o o n  @  J o h o r,  S w e e t H u t  @  J o h o r,  Co n t i n u e  Ca f e  @  J o h o r,  Co f f e  I n  L o f t  @  J o h o r

• 	 S E L E C T E D  CO F F E E  C H A I N  S TO R E , e g :  S t a r b u c k s  ( N a t i o n w i d e ) ,  S a n  Fr a n c i s c o  Co f f e e ,  Co f f e e  B e a n  

a n d  m o r e

• 	 S E L E C T E D  H A I R  &  B E AU T Y S A LO O N S , e g :  M i n  &  S h u n j i ,  O N X Y S o l u t i o n ,  A r t  C r e a t i o n ,  V i c t o r i a  Fa c e l i f t  a n d  m o r e

• 	 S E L E C T E D  W O R K S H O P  /  CA R  S E R V I C E  C E N T R E , e g :  H o n d a  S e r v i c e  Ce n t r e  ( N a t i o n w i d e ) ,  Fu z a  B o u t i q u e , Pr o t e c h  M a l a y s i a 

A u t o  D e t a i l i n g  S u n w a y ,  V i s i o n  M o t o r s p o r t s ,  H u p  S h u n  Ty r e s  A u t o  Ca r  Ca r e ,  A c a n t a  A u t o  Te c h ,  H o t w h e e l s  Ca r w a s h  a n d 

m o r e

• 	 S E L E C T E D  F I T N E S S  C E N T R E S , e g :  Tr u e  F i t n e s s ,  F i t n e s s  F i r s t ,  C H I  a n d  m o r e

• 	 S E L E C T E D  G A M I N G  C E N T R E S , e g :  U l t i m a t e  Zo n e  a n d  m o r e

• 	 S E L E C T E D  H OT E L A N D  R E S O R T S , C LU B S , e g :  S w e a t  S p a @  B a n g s a r ,  T h e  We s t i n ,  Fo u r  Po i n t s  b y  S h e r a t o n , I n v i t o  H o t e l , 

Ca p r i  b y  Fr a s e r ,  Pu l l m a n  @  K LCC , P N B  D a r b y  H o t e l ,  S a m a - s a m a  H o t e l ,  H o t e l  C i t i t i e l  @ M i d  Va l l e y ,  Ve r t i c a l  B a n g s a r 

S o u t h ,  N i l a i  S p r i n g s  R e s o r t  H o t e l ,  T h e  M i n e s  R e s o r t  &  G o l f  C l u b , R o y a l  L a ke  C l u b , R a h m a n  Pu t r a  C l u b , Ku a l a  L u m p u r 

G o l d  a n d  Co u n t r y  C l u b , C i t i z e n  H o t e l  @  M u a r

• 	 E V E N T S , e g :  M a g a z i n e  S p o n s o r s h i p  To  Ev e n t s  l i ke  P C  Fa i r ,  B e a u t y E x p o, E d u c a t i o n  Fa i r ,  Tr a v e l  Fa i r ,  e t c  a n d  m o r e



 ROADSHOWS 
  & EVENTS
Roadshows are one of the best ways to interact with potential customers and spread 
awareness. We have the means to conduct roadshows at institutes of higher learnings, 
private hospitals, cafés, golf clubs, and even petrol stations, to name a few. 

We organise roadshows of various types including brand awareness, product launches, 
on-ground events, and many more!

No two individuals are alike, and this is why we take a unique approach when suggesting 
a solution for our clients – YOU. We take into account your target market, your brand 
personality, and many other factors before proceeding to the planning phase.

 A CUSTOMISED 	
  APPROACH

 OUTDOOR   	
  ADVERTISING
The modern public travel from one point to another most of the time, 
which makes outdoor advertising platforms highly efficient. Your brand 
is guaranteed maximum exposure through ads on toll plazas, inflatable 
dancing men and POSM advertising at strategic locations.



 RATES & SPECIFICATIONS

FOUR COLOUR	 CASUAL 	 3X	 6X

Outside Back Cover	 RM 12,000	 RM 11,400	 RM 10,800

Inside Front Cover	 RM 9,800	 RM 9,310	 RM 8,820

Inside Back Cover	 RM 7,800	 RM 7,410	 RM 7,020

Full Page ROP	 RM 6,800	 RM 6,460	 RM 6,120

Double Page Spread	 RM 13,500	 RM 12,825	 RM 12,150

Half Page	 RM 5,000	 RM 4,750	 RM 4,500

Quarter Page	 RM 4,000	 RM 3,800	 RM 3,600

PRINT RATES

STANDARD AD 	 COST /    	 POSITION	 SOV
       UNIT	 WEEK	

Leaderboard 	 RM 2880 	 Homepage + ROS 	 50%

Leaderboard	 RM 3600 	 Price List Homepage + ROS	 100%

LREC/MPU	 RM 2880 	 Homepage + ROS 	 50%

LREC/MPU	  RM 3600  	 Price List Homepage + ROS 	 100%

MPU #2	 RM 2680  	 Price List Homepage + ROS 	 50%

MPU #2	 RM 3400 	 Price List Homepage + ROS 	 100%

MPU #3	 RM 2480 	 Price List Homepage + ROS 	 50%

MPU #4	 RM 3200	 Price List Homepage + ROS 	 100%

Featured Promotion	 RM 1000	 Price List Homepage + ROS 	 100%

Video Skinner	 RM 1000	 2 cents TV 	 100%

eDM	 RM 0.40 /blast		  100%

Agent EyeBall	 RM 0.08/names		  100%
[weekly]

Infotech [daily] 	 RM 0.10/names		  100%

Sponsor Text Link	 RM 100 	 Homepage + ROS 	 100%

Skyscraper	 RM 2880	 Forums - HP + ROS 	 100%

2 cents notification	 RM 2880	 Homepage + ROS [Unique Visitors]	 100%

Half Page	 RM 5760

Mobile App 	 RM 2880
Leaderboard

Small Rectangle	 RM 2880

DIGITAL RATES

BOOKING DEADLINE
4 weeks before 
publication date

MATERIAL DEADLINE
3 weeks before 
publication date



 CONTACT US:

 TECHNICAL 							     
  SPECIFICATIONS
Digital copy on CD-ROM in high-resolution (175-line screen & minimum 300 dpi) and fine digital proof colour proof. Acceptable 
formats include PDF, Indesign, TIFF or EPS files – CMYK.

1	 FULL PAGE		  2	 DOUBLE PAGE SPREAD
	 Trim	 220mm (w) x 297mm (h)		  Trim	 440mm (w) x 297mm (h)
	 Bleed	 226mm (w) x 303mm (h)		  Bleed	 446mm (w) x 303mm (h)
	 Text Area	 190mm (w) x 250mm (h)		  Text Area	 410mm (w) x 250mm (h)

3	 HALF PAGE HORIZONTAL	 4	 HALF DOUBLE PAGE SPREAD
	 Trim	 220mm (w) x 148mm (h)		  Trim	 440mm (w) x 148mm (h)
	 Bleed	 226mm (w) x 154mm (h)		  Bleed	 446mm (w) x 154mm (h)
	 Text Area	 190mm (w) x 135mm (h)		  Text Area	 190mm (w) x 135mm (h)

5	 QUARTER PAGE	 6	 QUARTER DOUBLE PAGE SPREAD
	 Trim	 220mm (w) x 100mm (h)		  Trim	 440mm (w) x 100mm (h)
	 Bleed	 226mm (w) x 106mm (h)		  Bleed	 446mm (w) x 106mm (h)
	 Text Area	 190mm (w) x 85mm   (h)		  Text Area	 190mm (w) x 85mm   (h)

*	 Fine digital colour proof must be furnished for accurate colour match and coverage. The Publisher cannot guarantee the alignment of 
type or design along the center fold line as adjoining pages can shift up to 5mm in the binding pocess on certain copies.

4 5 6

1 2 3

BRANDZOOM THREE SIXTY SOLUTION 
A S K M E @ B R A N D ZO O M 3 6 0 . CO M

+ 6 0 1 2  5 1 5  0 9 3 8 	
JA CC @ B R A N D ZO O M 3 6 0 . CO M

S A L E S  D I R E C TO R
+ 6 0 1 2  2 7 9  8 3 6 8 	
NICHOLAS@BRANDZOOM360.COM

B U S I N E S S  D E V E LO P M E N T D I R E C TO R
+ 6 0 1 2  5 2 8  7 8 7 0
DA R R E N @ B R A N D ZO O M 3 6 0 . CO M

M A R K E T I N G  D I R E C TO R
JA CCQ U E L N  L E E N I C H O L A S  N G DA R R E N  T E O H


