
ISSUE #299 JULY 2021 WEEKENDER

www.marketingmagazine.com.my

LET 
THE GAMES 
(FINALLY) 

BEGIN



WEEKENDER

MARKETING WEEKENDER is published by Sledgehammer Communications (M) Sdn Bhd 22B, Jalan Tun Mohd Fuad 1, Taman 
Tun Dr. Ismail  60000 Kuala Lumpur, Malaysia. Tel: 603-7726 2588 ham@adoimagazine.com. www.marketingmagazine.com.my  
© All Rights Reserved By: Sledgehammer Communications (M) Sdn Bhd (289967-W) No part of this magazine may be reproduced 
in any form without prior permission in writing from the publisher. While every effort has been made to ensure the accuracy of 
the information in this publication, the publisher assumes no responsibility for errors, omissions and/ or for any consequences 
of reliance upon information in this publication. The opinions expressed in this publication do not necessarily represent the 
views of the publisher or editor. Advertisements are the sole responsibility of the advertisers.

04 EDITOR'S NOTE

09

The Salvation 
of the State is in 
Watchfulness
of the Citizen

06
Through 
the lens of the 
late Danish 
Saddiqui

15

Hello Peeping 
Tom, meet 

Curtain

We have finally arrived at “as 
soon as possible”. Just three days 
away from the first Parliament 
sitting since January 2021 and I 
am Excited...

Danish Siddiqui was a Reuters 
photojournalist and the first 
Indian alongside Adnan Abidi...

By the time you’re 
reading this, the opening 
ceremony for Olympic 
Games Tokyo 2021 – 
sorry, 2020...

‘No-fun’ Olympics 
still a playground 

for blue-chip 
advertisers

COVER STORY

https://www.theedgemarkets.com/article/agong-view-parliament-should-sit-soon-possible-enable-emergency-proclamation-be-tabled-%E2%80%94
https://www.theedgemarkets.com/article/agong-view-parliament-should-sit-soon-possible-enable-emergency-proclamation-be-tabled-%E2%80%94
https://en.wikipedia.org/wiki/Adnan_Abidi


  “ZUCKERBERG’S THREE GREATEST 
FEARS, ACCORDING TO A FORMER 
SENIOR FACEBOOK EXECUTIVE, 
WERE THAT THE SITE WOULD BE 
HACKED, THAT HIS EMPLOYEES 
WOULD BE PHYSICALLY HURT, 
AND THAT REGULATORS WOULD 
ONE DAY BREAK UP HIS SOCIAL 
NETWORK.” 
Sheera Frenkel and Cecilia Kang in 
the book, An Ugly Truth

“HALF THE 
MONEY I SPEND 
ON ADVERTISING 
IS WASTED; THE 
TROUBLE IS, I DON’T 
KNOW WHICH HALF.”
John Wanamaker

"THE WORLD WILL 
CHANGE WHEN IT MAKES 
GOOD BUSINESS SENSE."
Simon Ulrich 

“I GREW UP IN A 
PHYSICAL WORLD, 
AND I SPEAK 
ENGLISH. THE NEXT 
GENERATION IS 
GROWING UP IN A 
DIGITAL WORLD, 
AND THEY SPEAK 
SOCIAL.” 
Angela Ahrendts
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EDITOR'S NOTE

We have finally arrived at “as 
soon as possible”. 

Just three days away from 
the first Parliament sitting 
since January 2021 and I am 
EXCITED. Especially considering 
the political stunts that were 
pulled in the last few weeks, it 

seems like we are approaching 
the climax of a draggy movie 
with too many cheap plot 
twists and little to no character 
development. 

At this juncture where most of 
us are still forced to stay at home, 
we may feel helpless in changing 

The first Parliament Session of the Federation of Malaya was held on 11 
September 1959 at the Dewan Tunku Abdul Rahman. | Image credit: 
Parliament of Malaysia Official Portal

The Salvation of the 
State is in Watchfulness
of the Citizen

https://www.theedgemarkets.com/article/agong-view-parliament-should-sit-soon-possible-enable-emergency-proclamation-be-tabled-%E2%80%94
https://www.theedgemarkets.com/article/agong-view-parliament-should-sit-soon-possible-enable-emergency-proclamation-be-tabled-%E2%80%94
https://www.parlimen.gov.my/bangunan-parlimen-malaysia.html?uweb=p&lang=en
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the multitude of issues affecting 
the nation. Thankfully, many 
Malaysians aren’t grabbing their 
popcorn and lamenting about 
how politics will never change.

This reminds me of an 
inscription that I remember 
seeing in one of the legislative 
buildings in the United States 
which said, “The Salvation of 
the State is in watchfulness of 
the Citizen” and it rings truer 
than ever. We need to voice 
out our demands, aspirations, 
challenges, grief and collectively 
see it through that the jesters 
in Parliament are successful 
in being mouthpieces for our 
concerns. Risk this and we risk 
the circus controlling us.

I liked a quote that I saw from 
a young Malaysian campaigner 

which said “Be yourself and fight 
so that others can be themselves”. 
In a simple twist of fate, one day 
you might count on someone else 
fighting for you and let’s not wait 
until that day to understand that.

So helpless as we may be, 
let us be watchful citizens and 
remind politicians that their 
antics will not go unnoticed 
and our voices will no longer be 
silenced.

You can catch the live 
parliament sessions on RTM 
Parlimen, the official Parlimen 
Malaysia Youtube Channel or via 
local media platforms.

“RISK THIS 
AND WE RISK 
THE  CIRCUS 

CONTROLLING 
US”

https://rtmparlimen.rtm.gov.my/
https://rtmparlimen.rtm.gov.my/
https://www.youtube.com/channel/UCu2I5HXcZudP59E5Ld10K_g
https://www.youtube.com/channel/UCu2I5HXcZudP59E5Ld10K_g
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Just a few months ago I 
was discussing with my Home 
Minister about the possible 
schools we could send our 
blessed fruit to seeing that he 
turned 5 in June. In a matter 
of minutes, our favorite 
peeping Tom social network 
started flooding us with ads 
for kindergartens and schools 
nearby, along with more ads for 
gifts on several platforms for 5 

year olds. We almost decided to 
stop talking about things in front 
of our phones, but honestly, I 
don’t remember doing that for 
over a decade now.

Obviously, when our favorite 
bitten fruit phone company (you 
know, the one that costs more 
than kidneys and self-respect?) 
finally came up with something 
more useful and complementary 
to their secured operating 

Hello Peeping 
Tom, meet Curtain
This isn’t a sponsored article, hence brand names aren’t 

mentioned anywhere

by Raihan Hadi
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system, which is the update 
that allows us to say no to being 
tracked by other apps we use, I 
went trigger happy. 

As a result, I can now speak 
freely around the house without 
getting targeted ads on my social 
media, which means I’m not 
being tracked and *touching 
wood* hopefully not being 
listened to.

Can you imagine what 
this update has done to those 
advertisers who relied on the 
peeping Tom’s expertise to 
infiltrate their target customers’ 
privacy? Even though the 
total percentage of the world’s 
smartphone users who use the 
bitten fruit phone is just above 
25%, more than 3 quarters of 
them have already opted out of 
being tracked and it is costing 
the advertisers who have been 
paying handsome amounts to the 
peeper. 

It’s not only that we cannot 
be tracked for targeted ads based 
on our user data, but without the 
data, peeping Tom is now also 
(and finally) finding it hard to 
figure out what a retailer’s target 
customer looks; a process that in 
the past, helped them standardise 
ads to what they call a “lookalike 
audience” (#haha). What this 

means for media buyers is, the 
data gathered from almost 20% of 
the smartphone user population 
globally, is now inconsistent and 
it cannot be used to target those 
“lookalike audiences” more 
accurately.

The peeper now is also unable 
to provide its media buyers the 
demographic statistics of target 
customers detailed down to the 
undies and beneath, hence losing 
face (which is the first half of 
Tom’s name (#lol), ergo, losses 
in media expenditures for the 
media buyers, resulting in greater 
losses for small businesses 
compared to the big fishes.

There might be ways around 
this which the social media 
giants are looking into, hopefully 
more ethical ways to circulate ads 
and not misusing the AI like they 
were all this time. Even though 
the majority of the world’s 
smartphone user population uses 
that other popular operating 
system, the one by bitten fruit 
is more popular in some of the 
most valuable consumer markets 
such as the US.

I’m eagerly looking forward to 
seeing how Tom uses his brains 
to figure out how personalized 
ads and privacy can coexist, are 
you with me?



Talk ing  to  one  another  
only  conf i rms  tha t  you  are  a l ive  
and  wel l .  I f  you ' re  here  jus t  for  

the  W i f i ,  please  ge t  a  l i fe .

https://www.thebritishraj.com
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‘No-fun’ Olympics 
still a playground 
for blue-chip 
advertisers
The ultimate case study: Olympic Games 
Tokyo 2020 powers through doubts 
and reproval

by Vasuki Rao
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By the time you’re reading 
this, the opening ceremony for 
Olympic Games Tokyo 2021 – 
sorry, 2020 – would have aired 
just a little over 12 hours ago. Yet, 
diehard Olympic fans are feeling 
slightly disenchanted despite 
the fact the quadrennial event is 
finally taking place after over a 
year of unprecedented hurdles. 

No fans, no sex, no fun 
The grandeur of the Olympics 

has been hampered by cardboard 
beds, the reality that there will 
be no spectators for 97% of 
the Games and the fact that 
cheering on athletes will be 
done through a virtual screen. 
News organisations have also 
cheekingly labeled the situation 
as Tokyo hosting the “first no-fun 
olympics.”

According to Ciaran 
Lawler, a lecturer at the Tokyo 
Institute of Tourism, over the 
past few months, there has 
been a feeling of acceptance 
throughout the tourism sector. 
“The comparatively very slow 
vaccination rollout compared to 
the West is compounding these 
feelings,” he explained. 

“The 
comparatively 
very slow 
vaccination 
rollout compared 
to the West is 
compounding 
these feelings.”

CLICK IMAGE TO VIEW TO THE VIDEO

https://apnews.com/article/japan-coronavirus-vaccine-coronavirus-pandemic-sports-business-04eaae220abeff6cb30ee4f0e0fc58f8
https://apnews.com/article/japan-coronavirus-vaccine-coronavirus-pandemic-sports-business-04eaae220abeff6cb30ee4f0e0fc58f8
https://www.forbes.com/sites/edwardsegal/2021/05/26/as-covid-continues-calls-are-mounting-to-cancel-the-tokyo-olympics/?sh=687610fc1cc6
https://apnews.com/article/japan-coronavirus-vaccine-coronavirus-pandemic-sports-business-04eaae220abeff6cb30ee4f0e0fc58f8
https://apnews.com/article/japan-coronavirus-vaccine-coronavirus-pandemic-sports-business-04eaae220abeff6cb30ee4f0e0fc58f8
https://apnews.com/article/japan-coronavirus-vaccine-coronavirus-pandemic-sports-business-04eaae220abeff6cb30ee4f0e0fc58f8
https://www.youtube.com/watch?v=sHXcWvZr-9c


ISSUE299JULY2021 | WEEKENDER
11

COVER STORY

Less than two weeks ago, 
Tokyo entered its fourth 
COVID-19 state of emergency 
as the capital  faced a rise in 
cases and the more contagious 
Delta variant. Just eight days 
ago, it recorded 1,308 cases, 
the city’s highest daily number 
since January. According to 
the International Olympic 
Committee (IOC), as of 21 July, a 
total of 91 Covid cases linked to 
the Olympics had been recorded 
since 1 July. While these numbers 
may seem like just another set 
of COVID-19 data, it is in fact 
important context for how the 
Japanese public has been feeling 
about the Games. 

What was supposed to be a 
symbol of recovery is causing 
many Japanese feelings of worry 
as the country is still working 
towards lowering the number of 
COVID-19 infections. 

According to the New York 
Times Tokyo bureau chief, 
Motoko Rich, less than 10 percent 
of the population is vaccinated 
and in polls, about 85 percent 
of people say they fear that the 
Olympics will cause a rebound of 
the virus in Japan.

“I think there is going to be a 
certain proportion of the public, 
both in Japan and outside, who 
will definitely think that this was 
a colossal waste of energy and 
money,” Motoko said. “But in 
fairness, I don’t think we should 
discount what the Olympics 
mean to a certain component 
of the public that loves them 
and (there is this) sense of 
‘international coming together’, 
the national pride of any country 
for the medals that it wins, and 
for the athletes themselves to be 
able to put themselves in this 
competition that they’ve worked 
all their lives for. All of that will 
still be present, but I think it will 
have been tainted by all that has 
come before.”

So, does the sense of 
discontentment from the general 
Japanese public impact the 
plans of a multibillion dollar 
committee? 

“I think there is 
going to be a certain 
proportion of the 
public, both in Japan 
and outside, who will 
definitely think that 
this was a colossal 
waste of energy and 
money.” 

https://gtimg.tokyo2020.org/image/upload/production/qwziyobpn4hs3jmh6vmz.pdf
https://gtimg.tokyo2020.org/image/upload/production/qwziyobpn4hs3jmh6vmz.pdf
https://gtimg.tokyo2020.org/image/upload/production/qwziyobpn4hs3jmh6vmz.pdf
https://gtimg.tokyo2020.org/image/upload/production/qwziyobpn4hs3jmh6vmz.pdf
https://www.theguardian.com/world/2021/may/26/tokyo-olympics-asahi-shimbun-newspaper-games-must-be-cancelled-covid-outbreak-japan
https://www.theguardian.com/world/2021/may/26/tokyo-olympics-asahi-shimbun-newspaper-games-must-be-cancelled-covid-outbreak-japan
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Brands avoiding damage by 
association

What is the role of brands in 
the Olympics if not to reach out 
to its fans? Earlier this week, 
Toyota, one of the event’s key 
sponsors and one of Japan’s 
most influential companies, 
announced that it will be 
cancelling all Olympic-related 
advertising in Japan. 

This was followed by two 
other key Japanese sponsors, 
Nippon Telegraph & Telephone 
Corp. and NEC Corp.

According to the Wall Street 
Journal, Nippon Telegraph 
& Telephone Corp. had 
even planned to show off its 
augmented-reality technology 
so spectators could watch a boat 
race as if they were on the water 
near the competitors.

Asahi Group Holdings on the 
other hand may not have pulled 
out of the Games but when the 
Group signed to be one of the 
15 Tokyo 2020 Gold Partners 
- which is the most expensive 
tier of sponsorship - it certainly 
didn’t expect the ‘drinking’ 
aspect of its marketing campaign 
to be removed.

Instead, according to a 
statement released by the Group, 
“it was working on promoting 

its products to people watching 
the Olympics at home and 
elsewhere.”

For some, the show must go on 
It’s of course no surprise 

that especially Japanese 
brands would want to distance 
themselves from any connection 
to the Games given the sentiment 
on the ground towards it. 

But for other brands who 
are continuing their Olympic 
2020 advertising plans, do their 
investments risk turning flat?

“If a brand was relying upon 
their ability to activate in the host 
city for over 16 days or even an 
expanded period post-Games, 
they probably didn’t make the 
right investment,” said Woody 
Thompson, the Executive Vice 
President for sports-marketing 
firm, Octagon.  “Yet sponsors 
are still lured to the Olympics, 
largely because it allows them 
to use the Olympic logo in 
their advertising and product 
labels (and) they also are able 
to capitalize on the goodwill 
and patriotism engendered by 
athletes setting records and 
winning medals.” 

An article by the New York 
Times titled ‘Skipping the 
Olympics Is ‘Not an Option’ for 

https://www.wsj.com/articles/the-2021-olympics-will-be-going-5g-11586555999?mod=article_inline
https://www.wsj.com/articles/the-2021-olympics-will-be-going-5g-11586555999?mod=article_inline
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Many Advertisers’, explains how 
in the United States, Olympic-
related marketing plans are 
mostly moving ahead.

While the author did not 
bother contextualising this with 
the crucially different vaccination 
rate between Japan and the 
US, she does however explain 
that some of these brands have 
simply invested way too much at 
this point. 

“For NBCUniversal, which 
has paid billions of dollars for 
the exclusive rights to broadcast 
the Olympics in the United 
States through 2032, the event is 
a crucial source of revenue,” the 
article states. 

Similarly, US beer company, 
Michelob Ultra even teamed up 
with sprint legend, Usain Bolt, 

for its Olympic ad. 
Another sponsor, Visa, on 

the other hand, has stated that 
while the company’s commercial 
will be broadcasted during the 
opening ceremony, it will not 
hold promotional gatherings and 

client meetings in Tokyo and will 
not send any senior executives. 

Pivoting focus
Certain brands who may 

have finalised the Olympic ad 
prior to March last year, have 
had to scrap the whole idea and 
start from scratch to avoid being 
irrelevant or worse, tone deaf. 

However, adversity, especially 
unprecedented adversity, in 
itself provides a whole host of 
advertising opportunities. 

“A year ago, the idea 
of a brand activating in an 
international way like the 
Olympics, at an event where 
historically, the stories are the 
individual athletes would really 
come to light, I would have 

CLICK IMAGE TO VIEW
 TO THE VIDEO

 “A year ago, the idea 
of a brand activating 
in an international 
way like the Olympics, 
at an event where 
historically, the stories 
are the individual 
athletes would really 
come to light, I would 
have been very 
bearish.”
Marc Beckman

https://www.nytimes.com/2014/05/08/sports/olympics/nbc-extends-olympic-tv-deal-through-2032.html
https://www.youtube.com/watch?v=58jY81L2_dI
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been very bearish,” said Marc 
Beckman, the CEO and founder 
of advertising agency, DMA 
United. “Now I think it’s the 
opposite; the spirit of community 
coming together to overcome 
obstacles is there in storytelling.”

Whether or not brands will see 

green for their investment in the 
2020 Olympics, depends on the 
perseverance of the consumers’ 
enthusiasm despite the “no-fun” 
elements. All brands can do is 
have hope that some consumer 
behaviours have in fact remained 
intact since 2016. 

No fun, just games 
- Athletes will be 
using these ‘anti-
sex’ recylable beds 
at the Olympics. 
It is made from 
cardboard that 
is only designed 
to withstand 
the weight of 
one person and 
reportedly will 
break if there 
are any sudden 
movements.

April 16, 2021 Tokyo, 
Japan. Silver medal at 

the XXXII Summer 
Olympic Games 

Tokyo 2020 im
ag
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https://www.123rf.com
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Danish Siddiqui was a Reuters 
photojournalist and the first 
Indian alongside Adnan Abidi, 
to win the Pulitzer Prize for 
Feature Photography for his 
documentation on the Rohingya 
Refugee Crisis. On July 15, 2021, 
Danish was shot to death in a 
crossfire while documenting the 
Taliban Offensive in Afghanistan. 

His death is a reminder of 
how dangerous photojournalism 
can be. Yet there is indisputable 
value in a profession of 
“silent speakers” who capture 
photographs that transcend 
language and culture, to 
cast a lasting image into our 
consciousness.  

Indian editorial-cartoonist, Satish 
Acharya, posted this photo on his 
Twitter. 

While the ethics of 
photojournalists have been 
questioned and raised as a 

Through 
the lens of the 

late Danish 
Saddiqui

Danish Saddiqui
Reuters Photojournalist

https://en.wikipedia.org/wiki/Adnan_Abidi
https://www.quitegreat.co.uk/blog/silent-speakers-how-photographs-transcend-language/
https://twitter.com/satishacharya/status/1416005015089520646/photo/1
https://www.dw.com/en/ethical-lapse-photoshop-scandal-catches-up-with-iconic-photojournalist-steve-mccurry/a-19296237
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concern, advocates have stressed 
its “distinct and important ability 
to indisputably represent the 
truth.”

Art and photo director, 
Molly Gottschalk, avowed that 
despite questions surrounding 
the integrity of journalists, 
“images of visceral power, ones 
which present unquestionable 
truths, will play an increasingly 
important role in not just 
accompanying a story but 
serving as the document 
that allows it to resist being 
summarily rejected with a 
buzzword.” 

Below is our pick of some 
of Danish’s finest images taken 
throughout his career. Read the 
captions for full appreciation. 

German-Iranian 
journalist described 
Danish as ‘the man who 
captured humanity.’ The 
Guardian’s tribute to 
him writes that Danish’s 
breath-taking body 
of work for Reuters 
“spanned some of 
the world’s most era-
defining crises.”

Krishna, 11, at a marriage ceremony at her new husband’s home in a village 
near Kota, in the northwestern state of Rajasthan, in 2010. The legal age for 
marriage in India is 18, but weddings like these are common, especially in 
poor, rural areas where girls in particular are married off young. Some 47% 
of women aged between 20 and 24 are married before the age of 18, according 
to the government’s latest national family health survey.
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“I shoot for the common man 
who wants to see and feel a 
story from a place where he 
can’t be present himself.”
Danish Sidiqqui
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The worn-out socks of Ram Pratap Verma, an aspiring Bollywood actor, on 
a beach in Mumbai in 2013. Like many others attracted by the Indian film 
industry, Ram Pratap Verma made the journey from his small village to the 
city in 2005

Ropes weighted down 
with water bottles are 
used to apply traction 
to the fractured legs 
of an injured girl 
after an earthquake 
at a hospital in 
Kathmandu, Nepal, 
in 2015
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A man feeds seagulls on a beach along the Arabian Sea in Mumbai, India, 
February 9, 2016.

People wait to 
cremate victims 
who died due to 
COVID-19, at 
a crematorium 
ground in New 
Delhi.
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The Pulitzer prize winning photograph of Danish Siddiqui | Above: An 
exhausted Rohingya refugee woman touches the shore after crossing the 
Bangladesh-Myanmar border by boat through the Bay of Bengal, in Shah 
Porir Dwip, Bangladesh September 11, 2017

Members of the Afghan 
special forces tend to an 
Afghan soldier wounded 
during a firefight with 
the Taliban in Kandahar 
province, Afghanistan, 
on 12 July 2021. The 
picture was taken three 
days before Danish 
Siddiqui was shot dead 
by the Taliban
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A new space race 
begins

When the world’s 
richest person, Jeff 
Bezos, blasted into the 
atmosphere, critics 
were gearing up on 
his return to worldly 
altitudes with a barrage 
of opinions juxtaposing 
matters here on Earth 
with mankind’s latest 
commercial conquest. 

One particular 
tweet read: “Jeff Bezos 
is going to space 
tomorrow. Yesterday, 
on earth, I saw a man 
search for food in a 
trash can.”

The Road to 
Heaven is Paved 
With Crude 
Emissions
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Bezos responded to critics by 
agreeing that matters on Earth 
needs to be addressed as well.

“We have to do both. We have 
lots of problems here and now 
on Earth and we need to work 
on those and we also need to 
look to the future, we’ve always 
done that as a species and as a 
civilization. We have to do both,” 
he said.

Bezos was particularly chided 
as the ex-CEO of Amazon where 
disgruntled employees cite 
abhorrent working conditions 
that have left them overworked 
and underpaid. 

Perhaps, such are the cost of 
delivering that new Playstation 

5 on time that drivers have 
reported to have urinated into a 
water bottle for fear of missing 
delivery schedules.

From the cockpit of our homes 
in Malaysia, we can’t help but 
render the duality of issues close 
to home versus the spectacle of 
a galactic enterprise. This time it 
wasn’t NASA or China’s CNSA 
nor was it Russia’s Roscosmos. 

This was one of us! Okay fine, 
Jeff Bezos isn’t really one of us, 
but from the perspective of the 
business community, space is 
now a new frontier that can be 
trespassed. Even though space 
travel has been taking place at a 
higher frequency of late, it still 
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takes the wind out of you for a 
second every time it happens, 
doesn’t it? 

Evidence to this is that 
some of the biggest screens in 
North America were dedicated 
specifically to the event, 
including New York’s Thomson 
Reuters digital billboard, Las 
Vegas’s Harmon Corner digital 
billboard and Toronto’s Yonge-
Dundas at Eaton Centre.

And for Jeff Bezos the brand, 
the messaging is slightly more 
spectacular. This isn’t just Elon 
Musk endeavouring to be 
humanity’s first alien, or Richard 
Branson taking to “greater skies” 
in his latest aviation project but 
rather an affirmation that the sky 
is not the limit.

Anything you can do, I can do 
it better. I can do anything better 
than you.

The difference between SpaceX, 
Virgin Galactic and Blue Origin

Blue Origin, the name for 
which Bezos’ space travel 
business operates under, is not 
the first to charge a commercial 
fee for space travel. In 2013, 
Musk’s SpaceX launched the first 
commercial mission for a private 
customer. Richard Branson 
marked the first time as a 

founder of a spaceflight company 
when he travelled on his own 
space vessel less than two weeks 
ago on July 11. 

The business modality 
differs slightly among all three 
players, however, it’s the vision 
of the three companies that 
provide them the confidence 
that their projects would not be 
cannibalized by each other. 

Branson’s Virgin Galactic 
is touted to be the cheapest 
among all three, with plans for 
commercial flights as soon as 
2022. Excuse me for using the 
word ‘cheap’ but let me create 
the obvious parameter that 
this is definitely catered to the 
millionaires, if not, billionaires 

... The business 
modality differs 
slightly among 
all three players, 
however, it’s the 
vision of the three 
companies that 
provide them the 
confidence that their 
projects would not be 
cannibalized by each 
other...
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club. Galactic has already sold 
600 tickets for USD $200,000 to 
250,000 a piece. 

Virgin Galactic takes off from 
the ground like a normal airplane 
before a near vertical ascent 
to about 300,000 feet. When it 
reaches this suborbital altitude, 
passengers can spend several 
minutes floating around the 
luxurious cabin and gaze at the 
pale blue dot from where they 
took off. Then, it makes its way 
back nearly the same way as it 
had taken off.

SpaceX on the other hand is 
more focused on the reusability 
and cost efficiency of its vessels 
which piques the interest of 
national space agencies that 
do not wish to spend billions 
in its own development. It has 
also acquired several contracts 
from NASA, which has since 
plugged out funding for space 
transportation. 

The eventual goal is to land on 
Mars and allow the colonization 
of at least a million people to 
form a sustainable colony on the 
red planet.

Blue Origin, seeks a mix of 
both. It has plans for a higher 
altitude suborbital trip, with 
future plans for landing the space 
vessel on the Moon and even 

Mars. They have not disclosed 
the pricing structure for its 
commercial flights, however, the 
winning auction for a seat in the 
maiden voyage with Bezos was 
reportedly worth $28 million.

Undoubtedly, Blue Origin, 
thanks to Amazon, has a much 
larger operating budget and 
sees its recent flight as a series of 
tests for what the company can 
eventually offer. 

Christina Bezos, Jeff’s sister, 
had recounted a childhood 
dream to brothers Jeff and 
Astronaut Mark before the rocket 
took off.

... They have not 
disclosed the 
pricing structure 
for its commercial 
flights, however, 
the winning 
auction for 
a seat in the 
maiden voyage 
with Bezos was 
reportedly worth 
$28 million...
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 “As you buckle in, I’m 
reminded of when Jeff was 
Captain Kirk, Mark, you were 
Sulu, and I took the role of 
Uhura, we would battle Klingons 
while firing torpedoes, all the 
while dodging in and out of 
traffic and praying that we make 
it to our destination safely,” she 
said.

If it’s possible that at this 
juncture I may return our readers 

to the sobering realities of the 
events in our world today, then, 
I would like to mention that one 
does not need to be stuck in the 
fate caused by a microscopic 
virus nor does one need to drift 
away in dreams of space voyage, 
exclusively. 

I fully agree with Bezos when 
he said we need to take care of 
the now and look to the future 
for possible solutions for the 
now, and the two can happen 
simultaneously. 

To the critics of the billionaire 
space club, keep at it. If Amazon 
isn’t paying their employees a 
responsible amount, then, keep 
up the work at resonating that 
message to the levels where it 
stresses policymakers to change 
that. 

Certainly, this attitude is 
derived more from recent events 
(or lack thereof) from our own 
country and not confusing envy 
with jubilation for the greater 
good of mankind.

It’s only fitting that I end this 
article with a quote from Star 
Trek:

“I am pleased to see that 
we have differences. May we 
together become greater than the 
sum of both of us.”



According to Area 23, the goal of this campaign was to inject immediacy, 
even a little concern into these customers so they themselves would get their 
flu shot. To accomplish this, they gave gross flu-like symptoms to everyday 
objects like an office phone and water cooler.

In order to portray this grotesque universe, they collaborated with Romanian 
artist, Raluca Bararu. Matching a spectacular sense of depth and texture with 
a spooky and unique stylized art, Raluca was able to achieve these incredible 
and grotesque results.

Brand: Walgreens Pharmacy, USA
Agency: Area 23
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