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Frotier Myanmar magazine is in-depth coverage of 
news, business and current events in Myanmar in 
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Branded Content/
Sponsored Content/

Advertorial

Branded Content

Advertorial Sponsored Content

Advertorial is a form of advertisement in Frontier Myanmar magazine or/and website which 
involves giving information about the product/services of advertising companies in the form 
of an article.

Branded Content/Sponsored Content - Branded/Sponsored content refers to articles and 
multimedia content produced by Frontier Myanmar’s editorial team which aligns with the 

message of partner organization with the aim to inform the audience.

HUAWEI FOCUSES ON THE 
WORK BEFORE ‘SUDDEN’ 
BREAKTHROUGHS
BEHIND THE SCENES: Huawei’s Chen Lifang explains what a fisherman casting a 
net, a high-energy particle collider and the world’s fastest woman have in common, 
and what the brand is trying to communicate in its 2016 campaign.

THE DIFFERENCE BETWEEN WINNING AND A WORLD RECORD
FLO JO, as she was called, broke world 
records - which still stand - and won in-
ternational gold medals in the 100-meter, 
200-meter sprints in 1988 in Seoul. She 
also got a gold in the 4 x 100-meter team 
relay. 

 Like Griffith Joyner, Huawei believes in 
a spirit of uncompromising focus and 
perseverance to achieve breakthroughs 
in our world, for the people. Since our 
humble beginnings in 1987, Huawei has 
come a long way today, standing proud as 
one of the World’s 50 Most Innovative 
Companies. 

DECADES of training culminated in a few seconds for 
Florence Griffith Joyner, the world’s fastest runner.

ADVERTORIAL

ABOUT HUAWEI
HUAWEI is a leading global information 
and communications technology (ICT) solu-
tions provider. Our aim is to build a better 
connected world, acting as a responsible 
corporate citizen, innovative enabler for 
the information society, and collaborative 
contributor to the industry. Driven by cus-
tomer-centric innovation and open part-
nerships, Huawei has established an end-
to-end ICT solutions portfolio that gives 
customers competitive advantages in tele-
com and enterprise networks, devices and 
cloud computing. Huawei’s 170,000 em-
ployees worldwide are committed to cre-
ating maximum value for telecom operators, 
enterprises and consumers. Our innovative 
ICT solutions, products and services are 
used in more than 170 countries and regions, 
serving over one-third of the world’s pop-
ulation. Founded in 1987, Huawei is a private 
company fully owned by its employees.

A Congolese fisherman; a particle 
super-collider; the world’s fast-
est woman. What’s the connec-
tion between the images in 

Huawei’s latest brand campaign? 
Appearing in airports and online, the ads 

consist of three panels, each capturing a 
breakthrough moment when focus, perse-
verance, and preparation yield extraordinary 
results. 

What you don’t see in these images are 
the steps leading up to each breakthrough. 
Yet it is those steps that hold the key to un-
derstanding both the campaign and Huawei 
itself, the culture and the values that have 
led the company to where it is now. 

When it comes to ICT (information com-
munications technology), one can point to 
many factors that drive success: smarter 
people, more R&D, heavier ad spending, 
first-mover advantage, superior customer 
service. But whatever its ingredients, success 
is nearly always depicted in its most dra-
matic form: the champion hoisting the 

trophy, the entrepreneur clinching the big 
contract, the Eureka moment where a light 
bulb switches on to illuminate the darkness. 

By their very nature, breakthroughs seem 
to come from nowhere. But what lies behind 
these moments of sudden brilliance? 

The answer, usually, is years of painstak-
ing effort. People who work in R&D know 
that innovation is an output: an end result 
that everyone can see. What remains hidden 
to most are the inputs: focus, patient invest-
ment of time and money, and dedication to 
a long-term goal. 

Those are the themes of the Huawei brand 
campaign. We felt it was important to show 
them because, as we go from being a B2B 
seller of Internet switching equipment to a 
global brand, we no longer have the luxury 
of merely selling gear. Instead, we must 
help people understand who Huawei is, and 
what it stands for. 

The ‘Huawei breakthrough’ campaign is 
a first step in that direction. Each of its three 
images shows a separate phase of success. 
The first captures the moment when a Con-
golese fisherman lunges forward with his 
massive net to snare a fish in the raging 
waters of the Lualaba River. He chooses the 
right spot, stays focused amid the turbulent 
water, and at the vital moment catches his 
prey, all the while maintaining his footing 
to avoid being swept away by the current. 

The second visual shows the world’s big-
gest particle collider. Scientists at CERN 
spent several decades and more than US$9 
billion to build a machine sophisticated 
enough to detect the Higgs Boson, a sub-atom-
ic particle so critical to our understanding 
of the universe that it’s popularly known as 
the ‘God particle’. The quest began in the 
1960s. CERN did not announce its discovery 
of the Particle until 2012, when decades of 
patient investment produced one of the 
greatest breakthroughs of modern physics.

The third image shows the world record 
holder for the woman’s 100-meter dash, 
Florence Griffith-Joyner, as she crosses the 
finish line, her arms raised in triumph. While 
the picture captures a moment of victory, 
what remains invisible are the years of ded-
ication that led up to it.

Unlike our past ads, or almost any adver-
tising by a Chinese company, the campaign 
reflects Huawei’s 28-year history: our lean 
years and false starts as well as our techni-
cal achievements and growth. The ads are 
based on a Chinese aphorism consisting of 
just four characters: “ ” (hòu jī bó 
fā), which means “to rise suddenly through 
accumulated effort.” Those characters tell 
a simple but powerful story about picking 
your goals, sticking with them over time, 
and eventually reaping the rewards. 

The explosive growth of Huawei’s mo-
bile-phone business is a perfect example 
of focus, perseverance, and seemingly 
sudden breakthrough. Investments in ICT 
can stretch out over long periods. For ex-
ample, a decade can separate the successive 
generations of mobile-phone technology 
(2G, 3G, 4G). This time lag requires com-
panies to adopt a long-term vision and avoid 
being distracted by peripheral opportuni-
ties. If focus lays the foundation of break-
throughs, perseverance serves as its cata-
lyst. The time needed to reach those 
breakthroughs—whether months, years, 
or decades—makes the eventual moment 
of victory all the sweeter. 

Chen Lifang is a corporate senior vice president at Hua-
wei Technologies and a director of the company’s board. 
She oversees Huawei’s global public affairs functions.

ELABORATE scaffolding of poles and vines 
hold traps at strategic points to catch fish 
as The Wagenia fishermen go over the 
rapids. With few resources and a drive for 
survival, each village’s fishermen focus 
on the best opportunities presented at the 
nearest rapids.

Like the fishermen battling the currents, 
Huawei is guided by the art of focus to 
achieve the finest results. Never wasting 
competitive energy on non-strategic pur-
suits, the accumulation of our efforts syn-
thesise into world-class infrastructures 
that connect the globe. In a world that 
relentlessly expects more, Huawei stands 
ready to deliver fresh solutions in infor-
mation, communications and technology.

Huawei’s success is born of focus amidst 
the raging waters, perseverance across 
the decades, and many small achievements, 
striving towards a great breakthrough – A 
Better Connected World. 

THE RIGHT PLACE, AT THE RIGHT TIME:
FOCUS HAULS THE BEST CATCHES

The Wagenia fishermen straddle the past and present from their precarious perches above the Congo River.

CERN - the Conseil Européen pour la Re-
cherche Nucléaire - has notched numer-
ous discoveries in its 60 years. Discover-
ing proof for scientific theories about 
particle physics requires patience, con-
sistent years - decades - of teamwork, 
aided by advances in technology.

Like CERN, Huawei believes in the pow-
er of perseverance to discover solutions 
and answers to connect the world. De-
livering world-class ICT solutions to cit-
ies and nations around the globe, Huawei 
today stands as one of the most progres-
sive tech corporations of our time – and 
always ready to invest the time and en-
ergy to blaze new trails in communications 
technology. 

PATIENCE CAN ANSWER LIFE’S BIGGEST QUESTIONS

To understand the biggest thing we know - the universe - scientists must look very small.

BREAKING THE 
SILENCE
JENNIFER MACINTYRE / TAT LAN

When he opened Sittwe’s 
first Public Hearing Fo-
rum, in November 2016, 
Rakhine State minister 

U Kyaw Lwin highlighted the importance 
of access to government information and 
having a “positive approach” in order to 
address community needs.

“I will listen to the voice of the people 
and will try to respond to people’s needs 
with the relevant MPs and their depart-
ments,” said the minister, who holds the 
agriculture, livelihoods, forestry, fishery 
and mining portfolios. 

Very soon, he was challenged to deliver 
in disputed land ownership claims. 

Ma Shwe Nwe, from Ohn Taw village 
tract in Kyaukphyu Township,  said she 
represented farmers who had been “wait-
ing for years” for land registration certif-
icates after submitting and paying for their 
land-use certificates, commonly known 
as “Form 7” applications. Kyaw Lwin prom-
ised to follow up on their behalf.

SOCIALLY ACCOUNTABLE 
GOVERNMENT 

For 14 months, until March 2017, Oxfam 
and its partners – Scholar Institute, the 
International Commission of Jurists and 
Earth Rights International – worked with 
68 Kyaukphyu Township communities 
and government leaders preparing them 
to communicate with each other more 
effectively. They equipped villagers, civil 
society organisations (CSOs), members 
of parliament and government officials 

with skills to resolve community devel-
opment issues in collaborative and con-
structive ways. 

The cornerstone for successful dialogue 
was the relationship of trust that Scholar 
Institute established with the participants. 
First, communities selected the issues 
they wanted to resolve most urgently. 
Scholar Institute then presented their 
questions to government leaders and of-
ficials, so they were forewarned, informed 
and could respond openly to public ques-
tioning. It also helped leaders understand 
the impact of their decisions, as villagers’ 
sought resolution to a range of issues such 
as land rights, poorly constructed em-

bankments and access to education funds. 
For most residents of Kyaukphyu – ru-

ral and urban – this was the first time that 
had been able to engage with their mem-
bers of parliament and local government 
officers.

MUNICIPAL TRANSPARENCY
Saw Pu Chay, a leader of the Kyauk-

phyu-based Rakhine Women’s Union, used 
the opportunity to question the head of 
the Township Municipal Affairs Commit-
tee  about the transparency of tax collec-
tion at the Kyaukphyu municipal market. 
Speaking in front of 107 Kyaukphyu com-
munity leaders, including 20 officials from 

seven government departments, Pu Chay 
said she spoke on behalf of marginalised 
street sellers.  

“I represent vulnerable women from 
our communities. Street venders are 
mostly poor women from women-headed 
households, or their husband’s income is 
not enough to feed their families. Their 
voices are neglected,” said Pu Chay, as she 
asked if the municipal tax was official.  

The head of the Municipal Department 
said he would investigate the selling of 
open market spaces for K80,000 and as-
sured all participants that every tax pay-
ment must be invoiced. He invited those 
at the meeting to complain if tax collectors 
did not provide invoices and committed 
to following up on the issue.

“Whenever the authorities come to the 
village, they meet with village elders and 
school committees, but community mem-
bers are not included,” Pu Chay said. “Now, 
I am satisfied that my voice was heard, though 
they may need time to solve the issue.” 

BREAKING NEW GROUND 
Through the Tat Lan programme, 690 

officials – from the departments of rural 
development, agriculture and fisheries 
– have visited villages to speak with com-
munity members and respond to their 
questions. Government staff have partic-
ipated in livelihood trainings and are be-
ing prepared to take over Farmer Field 
School agricultural activities, and infra-
structure, nutrition and fishery initiatives 

when the Tat Lan programme ends in 
December 2018.  

This consultation and knowledge shar-
ing has helped break down barriers and 
pave the way for effective, cooperative 
working relationships in Rakhine State’s 
Kyaukphyu, Myebon, Minbya and Pauktaw 
townships. Further, Scholar Institute’s 
trainings in social accountability, leader-
ship, advocacy and gender attracted 7,724 
participants, who learned how to mediate, 
negotiate and facilitate in a conflict-sen-
sitive manner. The trust gained in these 
sessions enabled the minister for agricul-
ture, Kyaw Lwin, to advocate for commu-
nity access to government information. 

“People should know about the govern-
ment’s work plan, budget and procedures,” 
Kyaw Lwin said to the forum participants. 
”It is paramount that we share laws and 
positive approaches to solve community 
needs and problems. We are the people’s 
government. I am ready to support the 
people as much as I can.” 

Scholar Institute governance coordi-
nator U Tin Aung Ko says the forums are 
an opportunity to build positive relation-
ships between the government, members 
of parliament and the public so they can 
work together for the development of their 
communities. 

“It is important that the public are in-
formed and issues happening in the com-
munity are raised with government de-
partments. We need cooperative 
engagement to solve problems.” 

This point of view was endorsed by the 
Advisory Commission on Rakhine State, 
led by former UN secretary-general Kofi 
Annan. In its final report in August, the 
commission recommended quarterly 
township-level civil society meetings, which 
should be attended by local administration  
representatives and members of the State 
Parliament . They suggested these meet-
ings should “gather detailed feedback from 
communities and civil society” on the 
design of state level policies.  

BUILDING TRUST 
At the second Public Hearing Forum 

this January, Kyaw Lwin reported that the 
Settlement and Land Record Department 
completed the land registration process 
for the Ohn Taw farmers and provided 
them with land ownership certificates. 
Participants also heard that the Kyaukphyu 
Municipal Department had ceased col-
lecting the market tax from street vendors. 
Faulty embankments have been rebuilt 
and villagers are negotiating with the De-
partment of Education to fund schooling 
needs in their communities. 

Reporting on the public hearing forums, 
Oxfam said they demonstrated a change 
in direction among the more progressive 
Myanmar government departments and 
revealed their ability to engage in more 
consultative and closer relationships with 
communities. Many participants said that 
“Tat Lan broke the silence”, Oxfam con-
cluded.

GOVERNANCE | ADVERTORIAL GOVERNANCE | ADVERTORIAL

The Tat Lan programme is building resilience in 252 vulnerable Rakhine State villages through 
an integrated programme aimed at improving food security, livelihoods, water, sanitation, 
nutrition, community participation and governance. The programme is funded by the Livelihoods 
and Food Security Trust Fund (LIFT).

www.tatlan.org   |  www.facebook.com/tatlan.org

Two Public Hearing Forums in Sittwe organised by Tat Lan marked the first 
opportunity for Rakhine State government leaders, civil society groups and 
villagers to discuss openly issues of community concern – such events were 
recommended by the Kofi Annan-led Advisory Commission on Rakhine State. 

Deputy Director of the State Education Department, U Maung Tun Win, says the forum is important, not only for the public, but 
also for the government to hear community feelings. “For us, it is difficult to be informed about what is happening in the village. 
We need to cooperate to serve the best,” he says providing his contact number to villagers and urging them to contact him if 
they need to. PHOTO: TAT LAN STAFF

Saw Pu Chay, leader of the Kyaukphyu based Rakhine 
Women’s Union questions the lack of transparency of tax 
information at Kyaukphyu Municipal Market. PHOTO: TAT LAN 
STAFF

Rakhine State minister U Kyaw Lwin used the first Public 
Hearing Forum to highlight the importance of access to 
government information and having a “positive approach” in 
order to address community needs. PHOTO: TAT LAN STAFF

Ma Thet Yee Win, a Ten Household Leader in Ohn Taw 
village, speaks on behalf of children asking the Education 
Department for a middle school with laboratory materials for 
students in her village. PHOTO: TAT LAN STAFF
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REPEATABLE PATTERN

DAW NWE NWE AYE
REGIONAL MANAGER

Q  You have been working at 
Yoma Bank for over 20 years. 
What motivates you to work at 
Yoma Bank?

A  Yoma Bank welcomed me so 
kindly and warmly since the 
very first day. My colleagues and 
supervisors became my close 
family over the years. They tru-
ly are more than just the people 
I work with. They are like fam-
ily.  The two things that motivate 
me every day to work at Yoma 
Bank are my colleagues and our 
Yoma Bank customers. 

Q  Your division has grown over 
the years. In your opinion, how 
does the recent launch of Yoma 
Bank’s Agribusiness Finance 
Program (AFP) will further  

accelerate the development of 
the communities?

A  I will continue to work hard 
because I sincerely care very 
much about my work and respon-
sibilities. The recent launch of 
Yoma Bank’s Agribusiness Finance 
Program (AFP) partnership with 
Yoma Bank’s Hire Purchase pro-
gram opened up opportunities 
and development of farming and 
changed the lives of farmers. 
Because of that, I hope Yoma Bank 
will continue to do more programs 
that support and improve the 
lives of farmers and Myanmar’s 
agriculture development.

Q  What brings you joy in your 
work?

A  I like to stay active at work. I 
love customer service and just 
being with customers give me 
joy every day at work.

Q  What values are important 
to you and do you feel like you 
can apply them at work?

A  The most important value to 
me is compassion. When one 
is compassionate, he or she can 
fully promote and support com-
passion in the workplace to 
fully gain successful results.

ADVERTORIAL

TEL: +95 1 370 010
EMAIL: INFO@YOMABANK.COM
WWW.YOMABANK.COM

MA KHIN NWE WIN
COMMUNICATIONS  
AND MEDIA  
RELATIONS OFFICER

Q  What do you find exciting 
about your current role?

A  I produce monthly internal 
newsletter. Since it’s a tool that 
engages Yoma Bank employees, 
I find this very gratifying.  When 
we started implementing the 
Workplace by Facebook platform 
at Yoma Bank, I became closer 
to my colleagues since I got to 
interact a lot more with them 
than I normally would have.

Q  For businesses, social media 
represents both opportunity and 
risk. Do you think corporate 
transparency is important to its 
employees and customers?

A  For businesses and organi-
sations, social media can be an 
effective tool if used well. I tru-
ly believe that there are a lot of 
positives. From my point of view, 
I think that corporate business-
es should promote internal and 
external transparency using 
social media because transpar-
ency builds trust and helps 

businesses grow long term.  

Q  With the growth of digital 
communications, how is Yoma 
Bank embracing connectedness?

A  The communication between 
branches used to be a bit delayed 
but since we have been using 
Workplace by Facebook Yoma 
Bank now easily communicates 
with all the branches and branch 
employees. I have experienced 
this firsthand.

Q  How is Yoma Bank going to 
provide better communications 
through social networks?

A  I believe that through social 
networks, we can share our 
experiences with colleagues, 
work efficiently and communi-
cate proficiently.

DAW YAWAI THANT
DEPUTY HEAD OF  
CUSTOMER  
EXPERIENCE

Q  You recently returned to Myan-
mar after more than 20 years. 
Why did you decide to come 
back to Myanmar?

A  I returned to Myanmar to help 
support my family and to explore 
opportunities with the opening 
up of the economy. With the 
easing of international sanctions, 
I had heard that there would be 
opportunities for folks like me, 
and I wanted to give my daugh-
ter exposure to Myanmar culture 
and give back to society.

Q  What is it like to work for Yoma 
Bank?

A  It is challenging and gratifying.  
The bank has a strong leadership 
team and a great strategy to be-
come a leader in the industry.  
This was very important to me 
when I chose to work here.  The 
environment is results-oriented, 
yet there is a good camaraderie 
among our teams. People take 
the time to develop teams, share 
learnings, and celebrate success-

es. This is especially important 
to me as it has helped me integrate 
with the teams very quickly es-
pecially coming from abroad.  
           
Q  In the past few months, what 
is the smallest change you have 
made that has had the biggest 
positive result?

A  Our employees, especially our 
front line employees, are the 
backbone of the bank. They’ve 
had years of experience in the 
field and in developing relation-
ships with our customers and 
stakeholders. That’s a lot of 
knowledge that we should har-
ness. So when faced with a chal-
lenge, I have changed my approach 
from jumping to and telling the 
team a solution, to encourage 
discussions.
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4 Pages 
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Extraordinary Creative 
Ideas to Maximize 

the Visibility
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 Affairs | News

PEACE PROCESS BOOST

Mon, Lahu groups agree to sign 
Nationwide Ceasefire Agreement

INFRASTRUCTURE

Parliament approves Austrian loan 
package for Rakhine bridge project
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do eiusmod tempor incididunt ut 

labore et dolore magna aliqua. Ut 

enim ad minim veniam, quis nos-

trud exercitation ullamco laboris 

nisi ut aliquip ex ea commodo 

consequat. Duis aute irure dolor 

in reprehenderit in voluptate velit 

esse cillum dolore eu fugiat nulla 

pariatur. Excepteur sint occaecat 

cupidatat non proident, sunt in 

culpa qui officia deserunt mollit 

anim id est laborum.
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labore et dolore magna aliqua. Ut 

enim ad minim veniam, quis nos-

trud exercitation ullamco laboris 

nisi ut aliquip ex ea commodo 

consequat. Duis aute irure dolor 
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New editorial design 
and advertising 
grids allow new 
possiblities in the 
advertising realm 
to execute creative 
advertisements.
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Frontier Myanmar 
Digital

Standard Ads Unit

Leader Board
720 x 90 (pixel)

Side-board Banner
336 x 280 (pixel)

Leader Board

Side-board 
Banner

Strip Banner
720 x 90 (pixel)

Strip Banner

In just 18 months Frontier has 
become a major online player in 
Myanmar, with the very strong 
growth of 6.2 Million pageviews 
from 2.5 Million users around the 
globe since June 2015.
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Per ads 13 x booking 26 x booking Bonus

Double Spread USD 3500 36,000 59,000 Publish in the FM e-publication 

Full Page USD 2000 22,000 39,000 Publish in the FM e-publication 

Half Page 
(Vertical/Horizontal)

USD 1000 11,700 23,000 Publish in the FM e-publication 

Strip Banner USD 500 5800 12,000 Publish in the FM e-publication 

Frontier Myanmar Magazine
STANDARD ADS UNIT

AD Rates

Per ads 3 x booking 6 x booking Bonus

Magazine Ear
(Inside, OutSide)

USD 3500 8,400 14,700 Publish in the FM e-publication

Supplement Ear 
(Inside, OutSide)

USD 3000 7,200 12,600 Publish in the FM e-publication

Double Spread USD 4500 10,800 17,500 Publish in the FM e-publication 

Full Page USD 2500 6,300 11,200 Publish in the FM e-publication 

Half Page 
(Vertical/Horizontal)

USD 1250 3,300 6,300 Publish in the FM e-publication 

Strip Banner USD 600 1,700 3,200 Publish in the FM e-publication 

Frontier Myanmar Magazine
SPECIAL SUPPLEMENTS
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* Premium Placement and sPecific Page booking will aPPly additional 15%.

*all rates subJect to 5% goVernment commercial taX



Per ads 3 x booking 6 x booking Bonus

Double Spread USD 4500 10,800 17,500 Display at the FM website with 
no time limitation

Full Page USD 2500 6,300 11,200 Display at the FM website with 
no time limitation

Frontier Myanmar Magazine
BRANDED CONTENT/ SPONSORED CONTENT / ADVERTORIAL

Per Month 6 x Month 12 x Month

Leader Board USD 2000 10,800 16,000

Side-board Banner USD 1200 6,400 12,240

Strip Banner USD 800 4,300 8,100

Frontier Myanmar Digital
STANDARD ADS UNIT

Per ads 13 x booking

Cover Wraps USD 9000 70,200

Ears Die-cut USD 3500 27,300

Ears USD 3500 27,300

4 Pages folded journal USD 7200 56,160

Frontier Myanmar Magazine
EXTRAORDINARY CREATIVE IDEAS TO 
MAXIMIZE THE VISIBILITY

FAIR . BALANCED . PROFESSIONAL

* Premium Placement and sPecific Page booking will aPPly additional 15%.

*all rates subJect to 5% goVernment commercial taX



MARKETING HOTLINE

+959 978584854, + 951 379 572

advertising@frontiermyanmar.net

No 9-10, East Wing of Aung San Stadium, Upper Pasodan Road, Mingalar 
Taung Nyunt Township, Yangon, Myanmar. 


