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For almost 
50 years, I had 
been an employee 
working for 
various news...

https://www.youtube.com/watch?v=uaaC57tcci0
https://www.123rf.com


“I AM A COMPLETELY 
HORIZONTAL WRITER. 
I CAN’T THINK UNLESS 
I’M LYING DOWN.”Truman Capote

“1 IN 5 ADULTS IN 
ENGLAND THINK THE 
CORONAVIRUS IS A HOAX, 
1 IN 4 AMERICANS ALSO 
THINK THE SAME.”Research by University of Oxford UK 
and the Pew Research Center US.

“NOTHING VAST ENTERS 
THE LIFE OF MORTALS 
WITHOUT A CURSE”Sophocles from Social Dilemma 
movie.
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EDITOR’S NOTE

How anal can one get… 
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LETTER TO EDITOR

Regarding your Editor’s Note 
article “Hey DBKL, what about 
the illegal sites? “ this is the same 
thought that came into my mind. 
Why nobody even cares about 
the illegal advertisements outside 
the fencing? Plus they create a lot 
of rubbish on the roadside.

I drive from Shah Alam to 
Cyberjaya every day as I work 
in Shah Alam but live nearby 

Cyberjaya and it’s paintful to see 
that they just leave their canvas 
/ plastic rubbish below their 
‘illegal’ billboard. In other words, 
“Dah la illegal, tak erti buang 
sampah pulak tu”. 

Anyway, keep up the good 
work. Really enjoyed reading 
WEEKENDER.

Muhammad Faiz 

No interruptions
Client: Claro Agency: DDB, Ecuador



According to The Social 
Dilemma, a documentary-drama 
hybrid released on Netflix 10 
days ago, Russia is not to blame 
for influencing elections around 
the globe. 

They simply invested 
in advertising tools readily 
available on social sites to their 
advantage. 

It is an expose’ that explores 
the scary human impact of social 
networking, with tech experts 
sounding the alarm on their own 
creations. 

Directed by Jeff Orlowski, the 
93-minute film combines real-life 
interviews with a fictionalised 
story about the effects of social 
media on an American family. 

The interviewees include 
former employees of Google, 
Facebook, Pinterest, Twitter 
and other internet giants who 
talk about the Frankensteinian 
monster they helped create. 

One thing is for sure: social 
media addiction isn’t an 
unintended consequence, rather 
a well thought-out objective. 

Advertising to blame 
for big bad world of 

Social Media?
BY THE HAMMER
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https://www.youtube.com/watch?v=uaaC57tcci0
https://marketingmagazine.com.my/how-dangerous-is-facebook/
https://www.123rf.com
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Turns out, all these years, Big 
Tech (Facebook, Twitter, Google 
etc) has been manipulating us 
and we didn’t even realise. 

Most of the strategies were 
worked out intentionally, though 
their extreme efficiency may have 
been unforeseen.

They explain how these giants 
are running riot reaping billions 
in advertising revenue and the 
best part is they succeed because 
of us, as we become victims 
of their manipulation engines. 
How our unsuspecting minds 
are twisted and twirled by social 
media platforms.

The movie’s main narrative is 
propelled by Tristan Harris, who 
worked at Google as a design 
ethicist and began to publicly 

criticise Google’s business model 
three years ago, as well as the 
business models of other tech 
companies. 

While the internet also does a 
world of good, the film actually 
gives a rare look of what I have 
been writing about for sometime. 
I have peppered this curated 
story with trigger words from the 
movie to get the points across. 

ADVERTISING TOOLS 
USED ON UNSUSPECTING 
AUDIENCE 

In an unfair fight of The 
People vs The Algorithm, it is the 
financial motive of advertising 
revenue that entices social media 
to do what they do.

Social theorist Michel Foucault 
shares, “Everything people are 
doing online is being watched, is 
being tracked, is being measured. 
Every single action you take 
is carefully monitored and 
recorded. Exactly what image 
you stop and look at, for how 
long you look at it.” 

Social platforms use tools of 
manipulation that extract the 
attention of human beings as a 
business model. 

This allows what Harvard 
professor Shoshana Zuboff calls 
Surveillance Capitalism which 

“Every single action 
you take is carefully 

monitored and 
recorded. Exactly what 

image you stop and 
look at, for how long 

you look at it.”
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https://marketingmagazine.com.my/how-dangerous-is-facebook/
https://marketingmagazine.com.my/we-are-slaves-to-the-machines/
https://www.youtube.com/watch?v=Zypvpbnx98A
https://we.riseup.net/assets/533560/Zuboff%2C+Shoshana.The+Age+of+Surveillance+Capitalism.2019.pdf
https://www.123rf.com
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she defines as the new economic 
order that claims human 
experiences as free raw material 
for hidden commercial practices 
of extraction, prediction and 
sales. 

She adds, “Social media 
is a marketplace that trades 
exclusively in human futures… 
and those markets have 
produced the trillions of 
dollars that have made Internet 
companies the richest companies.
The trading floor runs on the 
fuel of algorithms that dissect 
dissects them into the three goals 
of engagement, growth and 
advertising held mutually across 
internet companies.” 

ALTERNATE REALITY 
An MIT study that analysed 

millions of tweets sent between 
2006 and 2017 concluded fake 

news travels 6 times faster than 
the truth. Which simply means 
fake news creates more traffic 
(read eyeballs). 

False news is more novel and 
more emotional than true news. 
That means more clicks, or in 
advertising parlance “sticky”. 

The study suggests that 
the spread of false news is a 
consequence of flawed human 
psychology — and platforms like 
Twitter simply amplify it. 

No Facebook feed is the same 
for everyone. We live in our own 
version of reality, based on what 
the machine feeds us. 

Aza Raskin, former Firefox 
and Mozilla Lab worker says: 
“Advertisers are the customers. 
We’re the thing being sold.”

Algorithms are seeking to 
maximize advertising revenue by 
tapping into human psychology 

.... False news is 
more novel and more 
emotional than true 
news. That means 
more clicks, or in 
advertising parlance 
“sticky”...
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https://marketingmagazine.com.my/how-dangerous-is-facebook/
https://marketingmagazine.com.my/machines-are-not-going-to-do-the-work-for-you/
https://www.123rf.com
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to keep us addicted to our 
screens.

Tech giants act like defacto 
governments and their religion 
is profit at all costs. The more 
attention we give the screen the 
more they profit. Bad things 
happen because we let them 
happen. 

HUMAN TECHNOLOGY 
LOSES ITS HUMANITY AND 
WE DON’T GET PAID.

Social media is pushing all 
our buttons now.

“The guy who helped create 
the Like button for Facebook 
says he wanted to spread love 
in the world, but a former 

Facebook executive admits 
purposely creating dopamine-
driven feedback loops.” 

Tech players use our internet 
usage and search history and 
flip that to their advantage. 

Says Casey Newton at The 
Verge. “I can’t take seriously 
a film like The Social Dilemma, 
which seemingly wants to 
hold one company accountable 
for every change society 
has undergone since it was 
founded. But when someone 
takes her employer to task for 
the things she found on its 
service — and she leaves with a 
feeling of blood on her hands — 
that’s something different.”
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https://marketingmagazine.com.my/how-dangerous-is-facebook/
https://marketingmagazine.com.my/how-dangerous-is-facebook/
https://www.youtube.com/watch?v=3FmX8SBIeco
https://www.theverge.com/interface/2020/9/16/21437942/social-dilemma-netflix-review-orlowski-sarah-zhang-memo-facebook-buzzfeed
https://www.theverge.com/interface/2020/9/16/21437942/social-dilemma-netflix-review-orlowski-sarah-zhang-memo-facebook-buzzfeed
https://www.123rf.com
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TAX WARS

The only 
60-year old 
tiger on the 

planet...

The Malayan Tiger (Panthera Tigris Malayensis),
(Panthera Tigris Jacksoni), found only along the Malay 

Peninsula, is a ‘Critically Endangered’ species with mature 
breeding numbers about 100 left in the wild today. 

Their roars can be heard from distances of 3 km
and they can mimic the call of other animals!
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Significantly so, since 
Maybank just marked its 60th 
Anniversary last week on Sept 
12. 

“60th” is probably the 
grandest celebration in the 
Lunar calendar, as 60 is the 
total of 12 zodiac signs x 5 
elements (earth, wood, water, 
fire, metal).

Our story journeys through 
Maybank’s milestones over 
the years as a leader that has 
touched more Malaysians 
than any other brand. A brand 
that humanises what they do 
for the shared destinies of 
all Malaysians, as echoed by 

While the Malayan tiger 
can survive up to 20 years 
in the wild, its pride of place 
as our national animal far 
outstrips its lifetime. A symbol 
of bravery, charm and regality, 
it is deservedly honoured and 
depicted on the Malaysian Coat 
of Arms and remains a timeless 
icon for Maybank. 

Together with WWF-
Malaysia, Maybank champions 
tiger conservation efforts in 
the Belum-Temengor Forest, 
because the importance of the 
Malayan tiger goes beyond its 
representation in Maybank’s 
emblem. 

The story of 
an amazing 
Malaysian 

brand.
BY THE HAMMER
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Maybank Group president 
and CEO Datuk Abdul Farid 
Alias, “I believe our founding 
values – humanising financial 
services to building trust – will 
continue to drive Maybank’s 
success if we remain true to 
them.”

What was once known as 
the ‘coffee-shop bank’ due to 

the vicinity of the branches, 
it has evolved to become one 
of the strongest players in the 
digital arena - Maybank was 
recently named the World’s 
Best Consumer Digital Bank 
in Malaysia and Indonesia for 
2020 by Global Finance. It is 
ranked the 6th most visited 
website in Malaysia this year. 

.... What was once 
known as the 

‘coffee-shop bank’ 
due to the vicinity 

of the branches, 
it has evolved to 

become one of the 
strongest players...
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1960s: Maybank first opened 
its doors on Sept 12,1960 with 
its first branch in Jalan H.S Lee 
as the “tiger by your side”. Back 
then, transactions were done 
manually using books and 
typewriters! It used to be the 
norm for people to keep their 
hard-earned money stashed 
away some place ‘safe’ in their 
homes.

1970s: Agriculture has always 
been a key industry and in the 
70s accounted for nearly 30% 
of Malaysia’s GDP. Maybank 
introduced a Rural Credit 
Scheme and project field officers 
went to the grassroots. Maybank 
started mobile banking, bringing 
banking facilities to the heart 
of rural communities. With 
the introduction of the New 
Economic Policy, people wanted 
to start owning homes and 
Maybank made it happen. 

1980s: The age of 
computerisation arrived. 18 
Maybank branches went online 
during this decade and Maybank 
Kawanku came into our lives 
with the Automated Teller 
Machine (ATM). By the end of 
the decade, there were 356 ATMs 
across the country.

Big hair, ripped jeans, neon 

colours, mullets (think Jon Bon 
Jovi) and having a chequebook 
were in vogue at the turn of 
the decade in the 1980s, and 
then came the first credit card 
in Malaysia; The Maybank 
Visa Classic Card and the Visa 
Premier Card.

1990s: ASEAN was going 
through rapid development in 
the 1990s AND Maybank opened 
regional branches across four 
countries. Maybank Autophone 
was intoduced, the first phone 
banking service by a local bank 
in Malaysia. The 1990s was 
when Maybank  became a truly 
homegrown ASEAN bank. It was 
also when Tabung Kebajikan 
Kumpulan Maybank was 
formed, which is now Maybank 
Foundation.

2000s: The Dawn of 
Digital. Customers needed to be 
a click away and Maybank2u.
com was launched, the 
nation’s first internet banking 
platform. By collaborating with 
small and medium business 
owners, Maybank2e.net made 
its debut in 2005 – a portal for 
business owners, helping those 
that powered the nation’s growth 
perform commercial transactions 
online.

http://maybank2u.com/
http://maybank2u.com/
http://maybank2e.net/
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2010s: As tech improved at 
warp speed, so did its users. 
Expectations for technology 
integration, and security were at 
an all-time high. Smartphones 
turned into e-wallets, providing 
cashless mobile payments with 
Maybank QRPay.

Through people-powered 
progress, it was crucial that 
Maybankers were future-proof. 
FutureReady, a digital upskilling 
programme for all Maybankers 
was launched in 2018 and made 
mandatory. 

REBUILDING TOGETHER 
Through the “Bina Bersama” 

campaign, with every transaction 
on Maybank2u the bank 
contributes to rebuild mpacted 
lives affected by COVID-19. 
While the bank’s crowdfunding 

platform, MaybankHeart, works 
tirelessly with NGO partners 
helping various groups including 
women, children and the 
underprivileged. 

Some of the 60th anniversary 
activities include Sama Sama 
Lokal, an initiative this 
September that lets you give back 
to those in need while earning 
chances to win RM7 million 
worth of prizes. 

Another one is Maybank’s 
Financial Literary Series 
or #GetLitWithMaybank which 
encourages financial awareness 
through curated digital content. 
The content covers topics 
from personal budgeting to 
Investment 101 to SME survival 
post-COVID-19. 

Today, Maybank is the 
Malaysia’s largest listed entity 
and South-East Asia’s fourth-
largest bank with over 2,600 
retail branches globally.

It is easy for them to become 
complacent, but fortunately 
this is not the case. In fact, 
work at the top is anything but 
easy. Readers can read more at 
their anniversary microsite and 
e-book at www.maybank.com/
since1960.

https://www.maybank2u.com.my/maybank2u/malaysia/en/personal/promotions/online_banking/BinaBersamaMaybankMerdeka.page?gclid=EAIaIQobChMIwO-lr5rr6wIVgh0rCh2DfQO0EAAYASAAEgLLIvD_BwE
https://www.maybank2u.com.my/maybank2u/malaysia/en/personal/promotions/online_banking/BinaBersamaMaybankMerdeka.page?gclid=EAIaIQobChMIwO-lr5rr6wIVgh0rCh2DfQO0EAAYASAAEgLLIvD_BwE
https://www.facebook.com/watch/?v=3286742188112629
http://www.maybank.com/since1960
http://www.maybank.com/since1960
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As Star Media Group (SMG) 
announced the retrenchments of 
hundreds of staff, more senior staff 
have put in their resignation letters. 

The low morale and general 
apathy have continued to be the 
push factors. 

Award winning editor Ian 
Yee, who heads the international 
acclaimed youth platform, seems 
to have had enough. 

It seems that Ian, who heads the 
R.AGE section, has faced quite a 
few head ons with SMG chairman 
Datuk Fu Ah Kiow. 

Fu leads a three-men committee 
in the absence of a chief executive 
officer.  Andreas Vogiatzakis quit 
after just eight months as CEO 
in July, while Datuk Seri Wong 
Chun Wai retired after six years as 
managing director/CEO.  

BY THE HAMMER

Outrage at
The Star over 
R.AGE
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STARAGE

Industry insiders all blame the 
discontent in SMG over the undue 
interference by Fu, who is a non 
executive board member.

While Ian has not put in his 
resignation letter yet, it set off 
alarm bells in the newsroom, 
according to Little Birds at SMG. 

Little Birds can become Angry 
Birds very quickly.

Editors are already scrambling 
to convince him to stay. “He 
shared his frustrations with his 
team and colleagues.” 

SMG insiders said the editors 

were expected to face resistance 
from Fu, who is said to be 
have been strongly critical and 
dismissive of R.AGE. 

Apparently, he is adamant on 
shutting down R.AGE. 

Ian’s resignation would be a 
huge loss to SMG as he is highly 
respectable across the region. 

He met former US President 
Obama as a participant of the 
Obama Leadership Programme 
last year for his work and passion 
on advocacy journalism. 

“We won’t be surprised if he 
is quickly hired by others who 
appreciate his work. The media 
industry finds it bizarre that 
anyone would want to shut down 
R.AGE,” said an analyst. 

In 2016, R.AGE won the World 
Best Youth Newspaper from the 
World Association of Newspapers 
and News Publishers. 

In 2018, it won the prestigious 
Kajai award. 

In other news, SMG’s Senior 
GM Freddy Loo who heads the 
company’s analytics programme 
quit recently. He had been 
instrumental in planning the 
company’s digital plans. 

SMG senior corporate 
communications GM Siti Hajar 
Abdul Rahman has also served 
notice that she is leaving. 

.... Wrestling 
with “advertiser” 
demands on 
sponsored 
content,... 
my stand has 
always been 
“the buck stops 
with the media
owner”... 
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Mohamed Hassan Mohamad 
Ali, the Senior General Manager 
for Technical Services, has recently 
left the company. 

They joined a growing list of 
long serving senior managers 
including those at C-suites level 
who have quit. 

These resignations have 
taken place ahead of massive 
retrenchments which will see at 
least 300 staff being affected by 
Christmas. 

An internal circular of the 
retrenchments were made to SMG 
staff on Tuesday. 

It is understood journalists 
would made up the bulk of those 
who will be axed. There have been 

loud grumblings that this is taking 
place before the general election. 

One senior editor, speaking 
on anonymity, said the move 
would affect the quality of news 
gathering. He said it was strange 
that the newsroom needed to 
submit half of the names in the 
retrenched list when other non-
profitable sections were spared. 

“We are told R.AGE isn’t 
money making which is not true. 
What is factual is Dimsum isn’t 
making money.” 

Dimsum, the video on demand 
section, has suffered losses of over 
RM100million but has over 70 
staff. One editor said she feared 
that if Ian  resigns, the R.AGE team 

“We are told R.AGE 
isn’t money making 
which is not true. What 
is factual is Dimsum 
isn’t making money.” 
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with Ecoworld Development Bhd 
on Covid 19 survivors and the 
frontliners went viral and attracted 
over a million viewers. 

Its film “Eye On The Ball” 
about the Malaysian blind football 
team is currently shown on Astro. 

would also followed suit as the 
outrage over R.AGE explodes at 
SMG. 

R.AGE has continued to be the 
preferred choice of most clients 
who prefer video and social media 
over print ads. R.AGE’s video 

.... Dimsum,
the video on 

demand section, 
has suffered 

losses of over 
RM100million 
but has over 

70 staff...
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MEDIA PITCHES

Does a media pitch 
need a third party?

By Greg Paull
Co-founder and Principal, R3

Years ago, I was asked if it 
was mandatory for media pitches 
to be handled by consultants. I 
said, no. Although we are in the 
business of managing pitches, 
I said that I don’t agree that 
having a third party is the right 
solution for every company 
because not every company 
takes media seriously enough. If 
you don’t look at more than just 
media cost and are not concerned 
with having the systems in place 
after the pitch to manage and 
lead the agency, engaging a third 
party to handle a media review is 
a waste of money. 

Every marketer should take 
media seriously

Fast-forward a couple of years 
and attitudes towards media 
have changed. In a recent R3 
survey in Asia Pacific across 
multiple categories, media is the 
number one concern of senior 
marketers in the region. Media 
is what influences marketing 
strategies. Media is where 
marketers want to drive greater 
ROI. Media is where brands 
are investing time and money 
getting the mix just right. 

Finding the right media 
agency partner is on the list 
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MEDIA PITCHES
of “top things to do” as the 
landscape has become more 
complex. The number of media 
reviews handled by pitch 
consultants is evidence of this 
fact. There are more variables to 
consider, like transparency and 
safety, and going it alone is just 
too hard.

Three outliers
R3 has been fortunate to act 

as a third party in more than a 
few major pitches over the past 
twenty years. As a result, we 
have learnt a lot about what 
marketers want, how agencies 
respond and how agencies can 
deliver. The seriousness with 
which marketers today take 
media should be commended. 
It is also understandable. When 
budgets are big, people pay more 
attention.

What I have found strange, 
however, is that even though 
most attitudes towards media 
have changed, some behaviors 
stay the same. 

Here are three.
1. Marketers who don’t get 
‘motivation’

Firstly, we are strong believers 
in the importance of a well-paid 
and motivated media agency. 
Too many marketers focus on the 

small percentage of commission 
or fee they pay the agency and 
not on the 100% of media. The 
additional value a good agency 
can generate in media is usually 
far more than what they are paid. 

Here’s an example. A leading 
agency and a large multinational 
agreed that the agency fee was 
to be largely based on the agency 
showing their value through the 
year in a tangible way. Our role 
as a third party was to validate 
it. Suddenly, focus shifted away 
from inputs of how long it took 
to do a schedule or book TV, and 
onto outputs of what was bought 
and how competitive it was. 
The agency also did an excellent 
job of going beyond the box 
and looking at content, product 
placement and enhanced digital 
deals.  

2. Marketers who can’t see 
beyond rates

We’ve worked with some 
marketers who just want the 
lowest media rates. If that is 
your primary interest, don’t hire 
a consultant to help. Bill Gates 
and Microsoft Excel can do the 
job. Input all the cities and all the 
rates and work it out for yourself. 
Save yourself some money. But I 
am sure there will be more than a 
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few marketers reading this who 
will laugh at this ‘old school’ 
mindset.

Audiences are no longer 
waiting for your message. As one 
agency head put it – “Our goal 
is to do work that consumers 
seek out.” In that sense, there is 
collaboration and quality, not just 
a low media rate.  

3. Marketers who haven’t come 
up to speed

Finally, on occasion, we’ve 
been shocked at the gap between 
the top client’s knowledge 
of media (which is generally 
excellent) and a lot of the others. 

Once we were consulting to a 
US$150m+ media spender who 
did not even know what a GRP 
was. They were buying spots and 
focused only on rates. There’s a 
lot to learn – and just holding a 
pitch won’t be the answer.

The role of a pitch consultant 
is to provide professional counsel 
in the selection process. It is akin 
to using a recruitment consultant 
to find a new candidate – or 
seeking an expert’s opinion on 
your distribution or pricing.

Having a third party assist 
in a media review should make 
briefing better and ease the 
process, but also give you a better 
understanding of the realities of 
working with agencies. Because 
we also audit media, we have 
realistic benchmarks on what 
can actually be achieved in 
the marketplace – and being 
grounded in reality always 
makes for a more successful 
outcome.

Greg Paull is principal and co-
founder of R3, a global independent 
consultancy focused on driving 
transformation for marketers and 
their agencies. www.rthree.com

.... media spender 
who did not even 
know what a GRP 
was. They were 
buying spots and 
focused only on 
rates. There’s a lot 
to learn – and just 
holding a pitch won’t 
be the answer...
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For almost 50 years, I had 
been an employee working for 
various news organisations. 
Officially, I “retired” on Dec 31, 
2016 and the following day, I 
became what I call myself – an 
“independent contractor” to 
ply my knowledge, skills and 
experience in the media industry. I 
have been (and still am) consulted 

on training, investigating wrong 
doings, people management and 
above all, what I do best – my 
writing or what the Copyright 
Act of Malaysia aptly describes as 
“literary work.”

In the course of my work, I 
either license my work to be used 
by any individual or assign my 
rights in my work to commission 

MANA LESEN?

Help! Someone has 
stolen my property 

and re-selling it!
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me, of course for a higher fee. In 
the case of a licence, I become the 
licensor and the user becomes the 
licencee. 

The literary work can be used 
by the licencee once or repeatedly 
or stored in its archives by 
agreement. At the end of the day, 
I can compile all articles in a book 
and I still maintain myself as the 
owner of the copyright.

Once I assign, the copyright of 
my articles (again depending on 
the agreement), they become the 
property of the licencee. Just like 
ad and PR agencies who do work 
for their clients, the copyright (in 
most cases) is transferred to the 
clients. I may enter an agreement 
to get a share of the profits if the 
article is re-sold to a third party.

I have in the past, allowed 
re-publication of my articles for 
a token RM1 licence fee for my 
articles to be used for common 
good and the community and for 
non-commercial purposes.

So, when billion-dollar outfits 
like Google, Facebook and Yahoo 
use my articles as “content” and 
drive traffic and earn millions, 
shouldn’t I be compensated? 
I have no contract with these 
organisations, but it is not their 
God-given right to take (or 

steal) my literary work, plonk 
it somewhere and call it Google 
news.

I have no privity of contract 
with anyone except the licencee. 
Without any such arrangement, 
can some stranger (like Google 
or Facebook) whom I do not 
know, pick up my work and 
commercialise it (to put it crudely, 
make money) without my 
permission and reproduce it and 
monetize it without any effort?

To enjoy copyright, it must be 
original work, for which I must 
have spent time, effort and money 
to create. I meet these criteria. So, 
why is Google stealing my articles 
and passing them off as “content” 
without any benefit to me?

This is the crux of the issue 
in Australia’s proposed News 
Media Bargaining Code law, 
which is currently in draft stage 
and targets Facebook alongside 
Google. It follows an inquiry that 
found tech giants to be taking a 
disproportionately large share of 
online advertising revenue, even 
though much of their content came 
from media organisations. 

The Australia government has 
said it will adopt a mandatory 
code to require tech giants such 
as Google  and Facebook to pay 

https://crunchbase.com/organization/google
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local media for reusing their 
content. 

The landmark measures would 
include fines worth millions of 
dollars for non-compliance and 
force transparency around the 
closely guarded algorithms firms 
use to rank content. 

Oh course, when revenues 
running into billions are affected, 
the retort and response from 
Google was expected. And expect 
fear and suspicion to be in the 
forefront!

ABC news reported: Google 
Australia and New Zealand 
managing director Mel Silva 
said the code would severely 
impact Google and its subsidiary 
YouTube.

… the proposed law, would force 
us to provide you with a dramatically 
worse Google Search and YouTube, 
could lead to your data being handed 
over to big news businesses, and 
would put the free services you use at 
risk in Australia. The law would force 
us to give an unfair advantage to one 
group of businesses — news media 
businesses — over everyone else who 
has a website, YouTube channel or 
small business.”

Unfair advantage to one group? 
Bunkum! How much has Google 
profited from unauthorised use of 

content from news organisations 
around the globe? My question 
is: Who gives you the goddamm 
right to steal my work for you to 
prosper?

I cannot speak for news 
organisations and conglomerates 
who have private arrangements 
with the tech giants, but for 
independent contractors like 
me, aren’t I expected to be 
compensated because you are 
prospering on my hard work.

So, with all the hullabaloo 
about the Press Council and the 
dire straits the newspaper industry 
is in, why aren’t Malaysians 
pushing for law a’la Australia so 
that we can all claim for our share?

Of course, the tech giants with 
powerful lobbyists all over the 
world are going to pooh-pooh this 
and use their might including the 
US government to staveoff any 
such efforts. They will arbitrarily 
dismiss Malaysia although they 
get billions of ringgit in revenue 
from our shores.

But then again, can we expect 
anything from our Multi-Media 
ministry which is more apt at 
censorship and curbing the 
rights of journalists? Or should 
journalists collectively sue for 
copyright infringement?
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There was a time, not that 
long ago, when advertisers 
could reach just about everyone 
pretty easily. All it took was a lot 
of money and a simple media 
buy on a handful of TV, radio, 
and print outlets. Back then, 
harnessing the power of mass 
media was not a guarantee of 
success, but it was almost always 
a key component.

It helped create enormous 
brands like McDonald's, Coke, 
Pepsi, Nike, Apple, Ford, Chevy, 
AT&T, Tide, Crest, Bank of 
America, Visa, MasterCard, 

The Mystery 
Of Modern Media

Toyota, Tylenol, Kleenex, 
Budweiser... OK, I'll stop.

Things are a lot more 
complicated these days. Media 
has fractionalized into much 
smaller entities while media 
consumption has increased 
significantly. It is not nearly 
as easy as it once was to reach 
mass audiences. While you once 
only had to choose among 3 
or 4 video (TV) options, today 
you have hundreds. While you 
once had a few dozen print 
options to analyze, today there 
are literally millions of websites 

https://www.bobhoffmanswebsite.com
http://adcontrarian.blogspot.com/2020/09/the-mystery-of-modern-media.html
http://adcontrarian.blogspot.com/2020/09/the-mystery-of-modern-media.html
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serving a similar function. A 
media strategist's job is far more 
daunting.

One of the results of this 
change in media reality has 
been a change in media strategy. 
Whereas brand builders once 
believed that wide reach was 
essential to building a dominant 
brand, this belief has gone out of 
fashion. It has been replaced by 
the belief that the most effective 
use of media is one-to-one, 
personalized messages. 

I would like to offer, for your 
consideration, an alternative 
point of view.

It is beyond question that it is 
much harder for brand builders 
to reach mass audiences these 
days. But I would like to question 
the presumption that because 
reaching mass audiences has 
become more difficult, pivoting 

to a personalized, one-to-one 
media strategy is the correct 
response.

In other words, have 
we recognized the disease 
but prescribed the wrong 
medication? The fact that online 
media technology now allows us 
to tailor messages to individuals, 
doesn't necessarily mean it's a 
better idea. The fact that it's more 
convenient doesn't necessarily 
make it more suited to the job of 
building brands. 

And the fact that mass reach 
is much harder to achieve does 
not mean that it is a bad strategy. 
It just means that it takes more 
work and perhaps it takes a more 
sophisticated strategy - and more 
sophisticated strategists - to 
execute properly. 

Sadly, we have taken media 
strategy in the opposite direction. 
Despite the extraordinary 
complexity of the digital 
media ecosystem we have 
substantially tethered our media 
strategists to the most crude 
and unsophisticated aspirations 
-- high click rates and low 
CPMs. You can sit in media 
meetings for months listening 
to highfalutin' jargon, you can 
suffer endless data analyses, you 

.... The fact that online 
media technology 
now allows us to tailor 
messages to individuals, 
doesn’t necessarily mean 
it’s a better idea. The fact 
that it’s more convenient 
doesn’t necessarily make 
it more suited to the job 
of building brands...

https://www.bobhoffmanswebsite.com
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can scrutinize this-ographics and 
that-ographics, but in the end 
when the reports come in and the 
chips are on the table, most likely 
it's going to come down to the 
crudest, least sophisticated and 
least challenging of outcomes -- 
clicks and CPMs.

This is evidence that the 
principles of brand building have 
been subsumed by the practices 
of the direct marketing industry.

The fact that brands that were 
built in advertising's era of wide 
reach like the aforementioned  
McDonald's, Coke, Pepsi, Nike, 
Apple, Ford, Chevy, AT&T, 
Tide, Crest, Bank of America, 
Visa, MasterCard, Toyota, 
Tylenol, Kleenex, Budweiser...
still dominate their categories a 
couple of decades after digital 
personalization became a "thing," 
ought to at least give us pause to 
consider that perhaps we have 
misdiagnosed the situation. 

There is also evidence outside 
advertising that mass reach is 
an essential ingredient to brand 
dominance. Newer mega-brands 
like Google, Facebook, Amazon, 
and Tesla, who were launched 
without huge advertising 
budgets, have profited from 
widespread media attention. 

They've achieved wide public 
recognition through PR, news 
stories worth billions, the 
shenanigans of ceo's, and the 
actions of investors and business 
commentators. Although not 
necessarily tied to advertising, 
their successes are also evidence 
of the power of mass attention in 
media.

One of the key ingredients 
in creating a dominant 
brand is fame. As I suggested 
in Advertising For Skeptics...

"There are several ways for 
brands to achieve fame. Some do 
it by being clearly superior and 
generating exceptional word of 
mouth. This is obviously the best 
way to become famous. Some get 
lucky. They’re good copy. In their 
formative years these brands spent 
very little on marketing but (it was) 
hard to open the business section 
without finding references to them. 

.... Newer mega-brands 
like Google, Facebook, 
Amazon, and Tesla, 
who were launched 
without huge advertising 
budgets, have profited 
from widespread media 
attention...

https://www.bobhoffmanswebsite.com
https://www.amazon.com/dp/B085T5V6NC/ref=sr_1_2?crid=VB2TIBVHF5AE&keywords=advertising+for+skeptics&qid=1583971512&s=digital-text&sprefix=Advertising+For+,digital-text,213&sr=1-2
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Others become famous through 
imaginative PR initiatives, clever 
stunts, the charismatic personalities 
of their leaders, or a combination of 
these things. There are many ways 
to achieve fame. Sadly, positive word 
of mouth is wonderful, but rarely 
manageable. The likelihood of the 
press falling in love with you is one 
tick above zero. Imaginative PR is 
invaluable but very hard to come 
by. And charismatic leaders are one 
in a thousand and, let’s be honest, 
usually assholes. The most expensive 
way to become famous is through 
advertising. It is the most expensive, 
but also the most reliable. It is the 
only avenue to fame that you can 
buy your way into."

It may be that mass reach 
is still the key to building a 
dominant brand, but we need 
more sophisticated marketers 

and more sophisticated media 
strategists to show us how to 
achieve wide reach economically 
in an era of media fragmentation. 

What we have a hard time 
finding are huge dominant 
brands who have achieved their 
stature through one-to-one, 
personalized media.  

Instead of giving up on mass 
media because it is expensive 
and difficult to achieve, and 
defaulting to a problematic 
and largely unproven theory of 
personalized media, perhaps 
we need some smart people to 
create a better model of what mass 
reach in the modern advertising 
world looks like.

The essence of building a 
dominant brand has not changed 
-- because human nature has not 
changed. We are still far more 
likely to purchase products we 
are familiar with and we believe 
are socially acceptable. 

To those who think narrowly-
focused, targeted media are 
more powerful than mass reach 
in building dominant brands, 
I would continue to pose this 
question: Do you think Donald 
Trump would be president if The 
Apprentice had been a webinar?

.... Do you think 
Donald Trump would 

be president if
The Apprentice

had been a 
webinar?...

https://www.bobhoffmanswebsite.com
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On National Blood Donation Day, COVID-19 survivors were denied 
from donating their blood rich in antibodies due to their sexuality. 
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