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As we have officially entered the 
open season as I like to call it, it goes 
without saying that a rat race is afoot. 
With 2022 just around the corner and a 
great deal of lost time...
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consecutive Deepavali amidst 
the ongoing pandemic. Sure a lot 
of businesses have opened up 
and things are seemingly getting 
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“Do your best 
and be okay 
with that.”  
Ursula Wharton

“Don’t worry 
so much about 
someone stealing 
your ideas. In fact, 
it’s probably worth 
working harder 
to get people 
imagining that they 
might.”
Seth Godin

“You must put your 
happiness and 
health first before 
you can be of use to 
anyone else.” 
Simon Sinek
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EDITOR’S NOTE

As we have officially entered 
the open season as I like to call it, 
it goes without saying that a rat 
race is afoot. 

With 2022 just around the 
corner and a great deal of lost 
time to make up for, the speed 
at which businesses have been 
working will now be quadrupled 
to say the least.

And of course, there are the 
festive seasons that will drive 
more customers to shops, making 
the competition fiercer than ever 
before.

With Christmas and CNY 
coming up, the surge in traffic, 
both online and offline, ending 

the year and beginning the 
new one will definitely be a 
great challenge and businesses 
will surely need to advertise 
aggressively.

Growth in e-commerce has 
been remarkable this year, but 
shopping itself doesn’t feel the 
same anymore, on which point 
I wanted to quote Mohammed 
Sirajuddeen (Growth & Digital 
Commerce Lead, Growth 
Markets, Accenture Interactive):

“Shopping festivals like Singles 
Day with massive discounts are not 
making it easier for consumers to 
live out their reimagined purpose 
and values. Despite knowing that 

The Rat Race 
begins…
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more consumption is a problem and 
saying that sustainability matters, 
only a quarter of consumers are 
putting money where their mouth 
is.”

“With 73% of consumers in 
the Asia Pacific saying that brands 
should do more to make it easier for 
them to buy or consume sustainably, 
a unique opportunity exists for 
brands to drive change. And as 
online marketplaces and shopping 
festivals become increasingly 
homogenous, there is no better time 
than now to rethink the value of 
these e-commerce events and the 
value they deliver for consumers.”

“Digital commerce may 
have created a tension between 
convenience and sustainability, but 
it can also relieve that tension in the 
same ways through the smart use 
of data, creativity, and technology. 
Brands leveraging the shopping 
season are in great positions to help 
consumers make sustainable choices 
and create options to match that for 
long-term brand value.”

“Those that will thrive are the 
ones that leverage deep insights 
combined with technology to 
augment the shopping festival 
experience for consumers, offering 
enhanced personalisation and better 
support for consumers in their 
pursuit of purpose.”

It is mandatory to remember 
to not get lost in this rat race 
and forget all about the safety 
measures that need to be 
maintained whilst uplifting your 
businesses to their previous 
glories and achieving new 
milestones. 

But these are things that you 
already know, what you don’t 
know yet is that our team is 
gearing up for greater things as 
well.

The exciting new products 
and services that MARKETING 
Magazine will be offering to 
our respected clients soon is 
definitely something to look 
forward to and we won’t 
disappoint.

You will know soon enough :)

So bear with us and let us 
keep on being your trusted friend 
in publishing and promotions.

Now tighten your shoelaces 
and get back in that race, as 
always, the best of our wishes are 
with you.

By Raihan Hadi
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This year we celebrated a 
second consecutive Deepavali 
amidst the ongoing pandemic. 
Sure a lot of businesses have 
opened up and things are 
seemingly getting better, but 
the losses of the past year 
continue to be that grey cloud 
over a lot of our heads.

Deepavali, the festival of 
lights, is meant to bring a 
breath of fresh air to our lives, 
and this year in particular, I 
believe we all needed an extra 
bit of uplifting.

To that end, the various 
popular brands of the country 
along with the creative 
powerhouses produced 
several heart warming 
Deepavali themed short films.

I’m sure you will love these 
tear jerking stories as much as 
I have.

Bringing 
Lumos Maxima 
to Deepavali
By Raihan Hadi
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Maybank MYStories – “Guiding 
Light”

Guiding Light is the story 
of Pallavi Tarun Mohan, a 
restaurateur with a big heart. 
Pallavi and her family are 
generous people who work hard 
in any way they can to help those 
in need. Her restaurant “Palluz” 
caters to both paying and non-
paying customers, and with the 
intention of feeding people her 
family has been doing this for a 
while.

Unfortunately like many 
others, Pallavi faced the wrath 
of the pandemic and faced 
numerous struggles due to which 
poles had shifted and she became 
the one desperately in need 
of help. This film is all about 
how Pallavi and her family got 
through life’s hardships and how 
Maybank played a part alongside 
her.

RHB Group – The Inner Light 
Based on the true story 
of the inspiring Dr Nisha 
Thayananthan, a doctor who 
pursued a different path to 
achieving her dreams. 

In the film, we see Dr. Nisha 
at present and in her flashbacks 
as a teenager, becoming inspired 
on Deepavali by the work of her 
humanitarian mother who is seen 
donating her favourite saree to 
charity. 

Though upset by it initially, 
seeing how happy another 
girl was by her donation, 
she achieved inner light and 
dedicated her life to serving 
people as a doctor.

With “The Inner Light”, 
RHB Group and FCB Malaysia 
pay homage to the medical 
professionals that have been 
tirelessly working on the 
frontlines during the pandemic.
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https://www.youtube.com/watch?v=_0PoTaPcQy8
https://youtu.be/Xx3nYZ1JUJQ
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PETRONAS – Akka
PETRONAS ushered in this 

year’s Deepavali celebration 
with the release of its fully 
animated webfilm Akka, a tale 
that presents the message of 
embracing love and finding light 
during these trying times. 

This loose adaptation of the 
ancient Indian epic of Ramayana 
draws parallels between the 
experiences Malaysians are 
facing during the COVID-19 
pandemic with the battle against 
darkness. It urges us to have 
faith and own our power in this 
journey towards recovery. 

In the webfilm, the main 
character Dheeya goes on a 
journey of self-discovery. Along 
the way, she learns valuable life 
lessons and that love is also an 
act of responsibility. Dheeya 
also learns to turn her anger 
and frustrations into love and 
acceptance.

TNB – Seed-Sational Deepavali
This film tells the story 

of Samy, an avid grower 
and the green thumb of 
the neighbourhood who is 
overprotective of his little patch.

Because of his fresh, healthy 
plants and herbs, his neighbours 
would often help themselves to 
these, for their own cooking.

Bothered by their 
shenanigans, Samy sets up a 
barricade as a way to ward off 
his neighbours.

Unfortunately, a violent storm 
then destroys his barricaded little 
patch, leaving him heartbroken.

Through “Seed-Sational 
Deepavali” TNB shows how the 
light of good deeds can bring 
everyone closer together and 
brighten Deepavali celebrations 
during these trying times.
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https://youtu.be/Tj_DJkXzUX0
https://youtu.be/90qVTQMhYPA


ISSUE310NOVEMBER2021 | WEEKENDER
11

COVER STORY

Maxis – The Most Influential 
Influencer

The film follows the mishaps 
of Arvind, an aspiring social 
media influencer, who just can’t 
seem to get his videos right. 

Between being jobless for a 
year, the negative comments he 
receives online and the growing 
tension with his Amma, Arvind 
has a breakdown. 

With Amma’s wisdom on 
personal growth, her love 
and the proper recipe to make 
laddu, Arvind finds strength 
and inspiration in ways he least 
expects, and the light that brings 
them closer together during 
Deepavali.

Etiqa – Clay Pot, Golden Pot
On the eve of Deepavali, we 

see a tension growing between 
Devi and her mother-in-law. 

Devi just can’t get anything 
right in the eyes of her mother-
in-law, and the bitterness pushes 
them apart when the family sits 
to create a beautiful alpana.

Clay Pot, Golden Pot is the 
story of how a mother-in-law 
learns to become a mother to 
her daughter-in-law, and how 
their friendship eventually 
brings peace to their home on 
Deepavali.
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ATCH THE VIDEO

https://youtu.be/umfI97crJ_8
https://youtu.be/jX0d3vIQDP0
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Digi Telecommunications – The 
Inspiration

Inspired by everyday people 
who go the extra mile, Digi 
released its Deepavali short film 
aptly titled “The Inspiration”, 
telling us the story of a middle-
aged teacher, who puts in the 
extra efforts to learn new skills 
in pursuit of creating a better 
learning experience for his 
students.

Despite the challenges 
faced in picking up new skills, 
he perseveres and in turn, is 
appreciated and admired by 
his students and his wife for his 
determination. 

“The Inspiration” teaches us 
that, regardless of our age, when 
we ignite a light inside of us, we 
will surely inspire those around 
us.

Astro – Be The Light
Despite being a short ad, 

Be The Light sends a powerful 
message to all of us through Dr. 
Kugan, who despite his best 
intentions, is misjudged and 
treated with suspicion by people 
he tries to help out on the way to 
his clinic.

We are part of a world 
where it’s impossible to tell the 
intentions of others we pass by 
on the walk of life, but we can 
only change that by keeping our 
intentions pure at all times and 
helping people out to the best 
of our capabilities, thus being 
the light that brightens the lives 
of those around us and inspires 
them to do the same.
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ATCH THE VIDEO

https://youtu.be/YvkljSCyr10
https://youtu.be/aHpjv3O20sw
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Taylor’s University – The Thief
Perhaps the most touching 

short film of this Deepavali, 
The Thief is a story of kindness, 
respect and encouragement, 
and the results of combining the 
three.

Raju attempts to steal a cell 
phone from a store and gets 
caught by the store’s owner. 
Hearing his story about how 
he cannot afford a cell phone to 
carry on with his online classes, 
the store owner, later referred to 
as ‘Uncle’, conditionally offers 
one to Raju and allows him to 
study at the shop.

Seeing his dedication to his 
studies and listening to the 
hardships that the youth face in 
the country, eventually turning 
into criminals, Uncle gives Raju a 
laptop to study better.

Years later, Raju is seen as a 
successful entrepreneur being 
awarded for establishing a youth 
learning center, and he thanks 
Uncle’s kindness as the most 
important contributing factor 
towards his success.

Tune Talk - Ray of Light
This one’s the last, but 

definitely one that provokes us 
to think about how we can use 
our reach on social media to help 
out even a stranger in the most 
unexpected of ways.

Pandemic or not, we will 
always find people who are 
going through tough times due 
to pure bad luck. With a touch 
of kindness, and a call for help 
from our friends, we can always 
become that ray of light that 
someone desperately needs.

Here’s to another year of 
victory of light over darkness, 
good over evil, and knowledge 
over ignorance!

CL
IC

K 
TO

 W
AT

CH
 TH

E 
VI

DE
O

CLICK TO W
ATCH THE VIDEO

https://youtu.be/PJLS0H_cHjc
https://youtu.be/LZf6lsi63LI
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Exploding Content with 
REV Media Group

By Raihan Hadi

out all the details about their 
content and audience learnings, 
highlights of outstanding case 
studies of client campaigns 
from the year in line with the 
learnings, followed by which 
they introduce and highlight new 
and innovative digital media 
solutions to their partners in the 
marketing and media industry. 

The number of attendees of 
Exploding Content has been 

REV Media Group (RMG), 
Malaysia’s number one digital 
publisher, brought back their 
annual Exploding Content event 
once again this year.

Like every year since they 
began the event series in 2017, 
RMG showcased a new angle to 
this year’s edition. In case you 
haven’t been following it closely, 
Exploding Content is RMG’s 
annual event where you can find 
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increasing incrementally every 
year, successfully drawing a 
crowd of 400 attendees most 
recently in 2021 for their virtual 
session. The success of this 
series of events has also led to 
an annual Raya-themed spin off 
called Exploding Ketupat, which 
goes to show how using the 
series RMG is capable of catering 
to different types of audiences on 
various occasions as well.

A history of exploding content
As mentioned earlier, the 

Exploding Content series had 
begun in the year 2017, and 
here’s a recap of the topics RMG 
has been working with every 
year since then:

1. 2017 - EC 1.0 “Owning A 
Complete Consumer Journey 
on Digital through Content” 
The pilot Exploding Content 
was held on-ground, and 
much emphasis was put on 
the importance of content, and 
how content shapes the way 
people think, discover, and 
develop interest for a topic or 
product.  

2. 2018 - EC 2.0: The Malaysian 
Edition  “Going Wide & 

Going Deep With Content 
Marketing” The topic was 
about combining Going Wide, 
& Going Deep - building 
interest groups within the 
audience over time through 
evergreen content with 
AirAsia throughout that year 
(Going Deep). 

Stretching across different 
channels and formats, RMG 
introduced closing the 
marketing loop with Content 
Retargeting with Ecoworld 
(Going Wide).  

3. 2019 - EC 3.0: POW KA LIAO 
“Cont. Going Wide & Deep 
& The Content Quadrant” As 
an expansion from the concept 
of Going Wide & Going Deep 
through content, in 2019 RMG 
explored more ways to go 
wide and deep. 

This was also the year that 
RMG introduced the Content 
Quadrant, which aims to help 
brands and media agencies 
visualise their content plan for 
the year.

The four quadrants consisted of: 
●	 Branding & Education
●	 Deep Consideration
●	 Sustenance
●	 New Launch
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4. 2020 - EC: The Big Bang 
Edition - “What 31,000 
Malaysians Told Us” - 
In the 2020 edition, the 
theme was coined “The 
Big Bang” Edition, named 
after the explosion of the 
RMG universe where they 
expanded to include more 
digital properties across the 
Media Prima umbrella.

A group-wide audience 
survey about the content 
preferences and spending 
priorities of their audience, 
which garnered 31,000 
respondents, and shared their 
findings about the general 
spending habits and content 
preferences of Malaysians, with 

an emphasis on a comparison of 
Millennials and Gen Zs.

This was also the year where 
RMG introduced SPARK, which 
is their commercial social media 
arm. SPARK houses all of Media 
Prima’s social products and 
influencer marketing for brand 
solutions.

The evolution of news...
In 2021’s version of Exploding 

Content, RMG will be exploring 
the importance of news, and how 
it has evolved over the last few 
decades. 

They have identified the 
different types of news; hard, 
soft, and social news. 

Hard news has been defined 
by RMG as urgent and important 
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news that is to be reported to the 
general public about noteworthy 
events that would impact society. 

Soft news, on the other hand, 
encompasses entertainment, 
sports, and other non-urgent 
news which audiences will still 
be interested to catch up on. 

Social news has been around 
for about a decade or so from 
the emergence and high uptake 
of social media. Social news 
points to stories that have been 
circulating in social media which 
have garnered enough public 
attention, that news portals 
pick up on as well following 
verification. 

In EC 2021, RMG pointed out 
that news is no longer limited to 
just typical broadcasting stations 
and reports, but has transcended 
across different types of 
platforms in the form of articles, 
videos and a plethora of social 
media formats.

News Reader Personas

The Kepochi
Kepochis are consumers of 

content who would prioritize 
finding out about news in the 
quickest, and easiest manner. 
This is because they want to be 

seen as the first ones to discover 
and share news to their peers.

They would have frequent 
updates from news aggregators 
and push notifications from their 
content sources, and often would 
want to consume news in quick 
and bite-sized formats.

The Initiator
Initiators are consumers of 

content who shape their news 
consumption around their 
schedule. 

By nature, they might simply 
prefer structure to using their 
time, and as their intentions are 
already set to utilize their time in 
that way, they are the types who 
are open to long-form content.

The Passerby
Passerbys are consumers 
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of content who are likely 
to consume news content 
unknowingly, and simply just 
“pass by” the content they see 
while scrolling down social 
media, or through people sharing 
news with them, as they go about 
with their day. 

They do still want to be in 
the know of current affairs 
and happenings, but may not 
necessarily read into the topic in 
high detail.

CASE STUDIES

foodpanda
In 2021, foodpanda was 

set on a mission to share joy 
with Malaysians. 

Understanding that 
Malaysians consume content 
differently, RMG curated 
different forms of content 
across articles, videos and 
social media postings to 
reach out to them through 
both lifestyle & hard news, 
all still revolving around the 
themes of fun & joy. 

To date, the campaigns 

have garnered over 18.5 
million reach on social 
media, over 1.1 million video 
views, 631K article reads and 
610K social engagements. 

Click here for more 
information.

https://says.com/my/seismik/ini-5-perkara-orang-selalu-order-makanan-online-je-yang-faham-boleh-relate


ISSUE310NOVEMBER2021 | WEEKENDER
19

CONTENT MARKETING

Maxis
In a similar approach, 

Maxis aimed to lift the spirits 
of the B40 community. 

By partnering with 
RMG, they took on a tactical 
approach in amplifying 
how and what Maxis was 
doing to help the society, 
introducing the B40 Jaringan 
Prihatin Programme 
across our social platforms 
via articles, social media 
postings and display 
formats. 

Maxis also maximized 
their brand exposure 
through a roadblock on 
the Buletin TV3 YouTube 
Channel as they took 
over and injected their 
branding onto Buletin 
TV3’s mastheads, playlists, 
hashtags and more. 

Altogether, this campaign 
achieved over 12.6 million 
banner impressions, 1 
million social media reach, 
214K article reads and 145K 
social engagements.

Building up as a noteworthy 
venue of knowledge, RMG’s 
exploding content series is at a 
point where direction or data 
gathering is not a problem 
anymore. 

What started as a pilot has 

now become a hit series and 
with their expertise and versatile 
approach, RMG will surely keep 
making more success stories in 
the coming days.

To advertise with RMG, 
contact advertise@revmedia.my.

mailto:advertise@revmedia.my
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CATEGORIES

TIME TO RECOGNISE 
MALAYSIA’S BEST 
MARKETERS!

BEST MARKETER IN B2B MARKETING
This category recognises the marketer who has 
transformed a space where marketing is usually 
considered as ‘boring’ to one that is creative and 

generates positive ROI.

BEST MARKETER IN SME MARKETING
Limited budgets and resources are not a deterrent 
for our marketer in this category. This category 
recognises the marketer who has grown their 

brand in the ever evolving SME landscape.

BEST MARKETER IN OMNI-CHANNEL 
MARKETING

This category recognises the marketer who 
understands all touch points and has effectively 
created a seamless Omni-channel marketing 

customer journey for his or her brand.

BEST MARKETER IN MILLENNIAL MARKETING
It is not easy to understand today’s Snapchat 

generation but the Marketer who will take home 
this award knows exactly what makes Millennials 

tick.

BEST MARKETER IN E-COMMERCE MARKETING
This category recognises the seasoned 

e-commerce marketer who has successfully 
generated profitable interest for their e-commerce 

brand in a borderless world.

BEST MARKETER IN TRAVEL & HOSPITALITY 
MARKETING

The travel industry today is more than a glossy 
ad in a magazine. This category recognises the 
marketer who understands the travel industry 
and has produced cutting edge, multi-platform 

campaigns to inspire today’s travellers. 

BEST MARKETER IN SUSTAINABLE BRAND 
MARKETING

This award pays tribute to the marketer who 
understands and demonstrates the role of brands 
in pursuit of the definition of a fair and sustainable 

future.

BEST MARKETER IN EDUCATION & TRAINING 
MARKETING

This category applauds the marketer who has 
raised the bar in today’s education and training 

industry with messages that inspire today’s 
learners to empower their careers with the right 

education and direction.

BEST MARKETER IN MEDIA & CONTENT 
PARTNERSHIP MARKETING

This category accolades the marketer who has 

utilized the powerful tools of media and content 
in their campaign executions through smart and 

valuable partnerships.

BEST MARKETER IN CUSTOMER EXPERIENCE 
MARKETING

The essence of good marketing lies in how 
you make your customer feel. This category 
recognises a marketer who understands this 
golden rule and has implemented the right 
strategies to give their customers the best 

experience.

BEST MARKETER IN EVENT & EXPERIENTIAL 
MARKETING

This category recognises a marketer who blends 
experiential marketing with campaign success. 

Including landmark events, memorable experiential 
campaigns with strong ROI results. 

BEST MARKETER IN RETAIL & PROMOTIONS 
MARKETING

This category recognises a marketer whose sound 
insight in the retail industry has led to the success 
of their retail brands while harnessing the power 

of online retail.

BEST MARKETER IN FESTIVE 
COMMUNICATIONS MARKETING

There is nothing that pulls the heartstrings like a 
Malaysian festive ad. This category recognises 
a marketer who has been able to make a lasting 
impact for their brand through their festive ad 

campaign.

BEST MARKETER IN DATA & TECHNOLOGY 
MARKETING

This category recognises a marketer who is 
driven by data and unafraid of exploring new 

technologies to power their campaigns.

BEST MARKETER IN LOYALTY & ENGAGEMENT 
MARKETING

Today’s consumers are able to choose between 
one brand from another in a heartbeat thanks to 
the rapid evolution of technology. This category 
recognises a marketer who is able to capture 

brand loyalty with today’s fickle consumer using 
path-breaking strategies.

BEST MARKETER IN INFLUENCER MARKETING
KOLs have quickly become an important, 

sometimes necessary platform for almost every 
marketing campaign. This category recognises 
the marketer who has creatively engaged with 
influencers in campaigns and leveraged their 

power to produce results.

BEST MARKETER IN SOCIAL MEDIA 
MARKETING

This category recognises the marketer who has 
been consistent in driving buzz-worthy campaigns 
on social media. While achieving results that defy 

the norm.

BEST MARKETER IN MOBILE MARKETING
Today’s consumers are able to choose between 
one brand from another in a heartbeat thanks to 
the rapid evolution of technology. This category 
recognises a marketer who is able to capture 

brand loyalty with today’s fickle consumer using 
path-breaking strategies.

MARKETING TRAILBLAZER AWARD
The award will be bestowed on the marketer 
who is never afraid to push the boundaries of 
innovation within their category. This award 

will go to the brave marketer who has made a 
difference with fresh thinking and breakthrough 

work.

Marketing Trailblazer – Telco
Marketing Trailblazer – Financial Services

Marketing Trailblazer – F&B
Marketing Trailblazer – Digital
Marketing Trailblazer – FMCG

Marketing Trailblazer – Media & Entertainment

RISING MARKETING STAR
(Free entry for this category)

The Rising Marketing Star is awarded to the 
most promising young marketer under 30 who is 
making waves in the local industry with ground-
breaking ideas, strong strategic skills and has a 

tenacious will to grow in this industry.

RISING MARKETING STAR – FINANCIAL 
SERVICES

Rising Marketing Star – Telco
Rising Marketing Star – F&B

Rising Marketing Star – Digital
Rising Marketing Star – FMCG

Rising Marketing Star – Media & Entertainment

MALAYSIAN CMO OF THE YEAR 2021
(No entries required)

There can only be one! This coveted award 
honors the marketer who checks all the boxes. 

The judges will be selecting the deserving winner 
for this award and will be looking for a leader who 
has pushed the boundaries and shown the way for 

new posssibilites. The true game-changer!
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The Problem With 
Facebook Is Fraud
Disinformation and calls for corporate censorship are a distraction. 

The social media company violates the law all the time.

BY DAVID DAYEN

Virtually the entire media 
world is picking through 
reams of internal Facebook 
research, writing stories 
about company insiders’ 
foreknowledge about harmful 
effects of social media, their 
willingness to relax terms of 
service for major accounts, 
and their inability to police 
content beyond U.S. borders. 
A company in a near-perpetual 
state of backlash for the last half-
decade was so rattled by the 

pressure that it changed its name 
to Meta and decided to focus 
on building a second version of 
Second Life for the purpose of 
holding small-group business 
meetings.

But with substantially less 
fanfare, the American Economic 
Liberties Project laid out what 
we should all be focused on 
with Facebook: the growing 
set of allegations that it’s a 
transnational criminal enterprise 
that will continue to break the 

It’s beyond clear that there 
are a number of possible 
Zuckerberg and Sandberg 
criminal offenses worth 
investigating.

CLICK  FOR THE 
ORIGINAL SOURCE

https://prospect.org/power/problem-with-facebook-is-fraud/
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law unless its leadership is held 
accountable.

Notably, AELP’s letter to 
Biden administration regulators 
and law enforcement describing 
Facebook’s criminal activities, 
released on Friday, has almost 
nothing to do with what we’re 
commonly told about the 
dangers of social media. It’s not 
about mainstreaming hate or 
using its algorithm to present 
divisive material and rile up 
users. Rather, Facebook is just a 
garden-variety fraud scheme that 
breaks the law for its own self-
enrichment. In other words, the 
mass moral panic whipped up 
by the media about social media 
speech, complete with demands 
for censorship, is precisely 
the wrong way to look at this 
institution.

The letter lists five distinct 
criminal actions taken by 
Facebook and its top officers 
Mark Zuckerberg and Sheryl 
Sandberg, none of which rely 
upon the trove of documents 
unearthed by former company 
data engineer Frances Haugen. 
In fact, we’ve known about these 
actions for some time.

For several years, advertisers 
have alleged that Facebook 
overestimated video views and 

user engagement on its social 
media sites. The company 
would count video ads watched 
for less than three seconds, 
which are clearly mistaken 
clicks, as a “video view,” 
overestimating the reach of 
video by up to 900 percent. 
And Facebook knew about 
this error without disclosing it 
to advertisers for more than a 
year, enabling higher ad sales 
rates and inducing a “pivot to 
video” among media companies, 
based on Facebook’s inflated 
claims.

Facebook would also 
knowingly count duplicate and 
fake accounts in describing 
potential reach for advertisers. 
At one point, Facebook promised 
access to more teenagers on their 
site than existed in the United 
States at that time. These lies 
were called a “deliberate product 
decision” in an internal email 
from chief marketing officer 
Alex Schultz. Sandberg was 
also aware of the deception, and 
there are numerous quotes from 
other top executives showing 
foreknowledge. (As Matt Stoller 
notes, if the government was an 
advertiser on Facebook in this 
period, and it almost certainly 
was, it could file suit against 
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Facebook under the False Claims 
Act for overbilling based on lies.)

I wrote about both of 
these examples in my 2020 
book Monopolized. In both cases, 
the goal was to bilk advertisers 
for more money by inflating the 
potential customer base. It’s just 
fraud. And when companies 
fail to alert investors that they 
knew about a scheme to rip 
off business partners, they’re 
committing securities fraud. 
Facebook never disclosed these 
lies they were indisputably 
aware of, and even affirmatively 
declined to address the matter in 
a November 2017 earnings call. 
The Haugen documents reinforce 
this.

A court case brought by a 
pension fund in Rhode Island 
in August adds to the litany 
of alleged Facebook crimes. 
The litigation demonstrates 
that Mark Zuckerberg was 
aware of the data breach of 87 
million users’ information to 
Cambridge Analytica at the 
time he told Congress that users 
have “complete control” over 
their own data. More important, 
after being made aware of the 
Cambridge Analytica situation 
in 2016 but before the breach 
was known to the public, 

Zuckerberg sold $10 billion 
in Facebook stock, in a series 
of transactions that should be 
investigated for insider trading.

Not mentioned in the 
AELP letter are the allegations 
made in state attorney general 
antitrust suits against Facebook 
of an ad market price-fixing 
scheme with Google. There’s 
been pretty robust reporting of 
this through various disclosures; 
the gist of it is that the two 
companies began using the same 
bidding and management system 
for online ads, with Google 
offering better ad rates and 
placement than Facebook, while 
Facebook agreed to not build its 
own competing adtech platform 
(which it had under way). 
The partnership, code-named 
Jedi Blue, cemented the online 
advertising duopoly between the 
two firms; it was signed off on by 
Sandberg personally. Price-fixing 
schemes are just about the only 
antitrust violations that lead to 
prison time.

You’ll notice that nowhere in 
these recitations of Facebook’s 
criminal actions is anything 
regarding giving teenagers 
body issues on Instagram or 
having Facebook be used as 
an organizing platform for 



ISSUE310NOVEMBER2021 | WEEKENDER
25

MONEY AND POWER

the January 6 Capitol Riot. 
These are sideshows in relation 
to Facebook’s pretty well-
demonstrated efforts to lie and 
cheat and rig markets for profit.

The truth is that hate 
speech and disinformation 
have traveled along whatever 
social distribution channel was 
available, from Pony Express 
to telegraph wires to email 
forwards, since the dawn of 
time. The Ku Klux Klan never 
needed Facebook, and neither 
did your proverbial crazy uncle 
armed with talking points from 
Ron Paul’s newsletter. Facebook 
added reach to these activities, 
but more importantly, it made 
them visible to elites who hadn’t 
noticed them previously. And 
because the media is both waking 
up to their lost grip on the 
public discourse and (justifiably) 
enraged about Facebook’s role 
in taking away their business 
model, they focus on this, call for 
booting people off the platform 
and other forms of corporate 
censorship, and generally throw 
themselves into hysterics.

The reason to be distressed 
about Facebook is not whether 
it allows angry conservatives 
to be angry in public, and to 
obtain the bad information 

they would have obtained in 
some other way. The reason 
to be distressed is its series of 
business practices that appear to 
flagrantly violate the law. Even if 
you’re looking at how Facebook 
relentlessly tracks people across 
the internet and violates their 
privacy, the danger there is in 
part the attention imperative 
that feeds people more and 
more provocative content, but 
in greater part the perverse 
ways this business model 
enables things like targeted 
harassment and racial and 
gender discrimination.

There are potential legal 
violations still occurring 
today, like the attempt to 
corner the market on virtual 
reality technologies. (Given 
the FTC’s new directive to 
presumptively block acquisitions 
by companies that engage in anti-
competitive mergers, virtually 
every one of these Facebook 
purchases should be scrutinized 
and perhaps restricted.)

On whether any of this will 
matter to the law enforcement 
officials empowered to put 
serial offenders in prison, 
nobody should be too 
optimistic. Last week, the Justice 
Department introduced policy 
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changes purporting to put 
individual criminal prosecutions 
at the forefront of its white-collar 
crime efforts, including requiring 
companies to list individuals 
involved in misconduct 
as a requirement for those 
companies getting credit for 
their cooperation, and weighting 
a company’s full record of past 
violations when determining 
punishment. Officials even 
announced a new FBI criminal 
fraud squad to investigate 
financial crimes.

But the announcement 
contrasts with a long history 
of backing off criminal 
prosecutions, from the financial 
crisis to today. We don’t have 
a culture of accountability 
in America, and attempts to 
build one should be met with 
skepticism absent real results. 
It’s beyond clear that there are a 
number of possible Zuckerberg 
and Sandberg criminal offenses 
worth investigating. But this is 
a company that paid the Federal 
Trade Commission $5 billion just 
to keep their CEO from being 
deposed. Until that structure of 
unaccountability is broken, and 
individual lawbreakers believe 
that they might face sanctions 
for their own ruthlessness, 

expecting any legitimate change 
is foolhardy.

And yet there is importance 
in recognizing what Facebook’s 
harms to society are all about. 
This is an enterprise that has 
capitalized on the lack of a rule 
of law to consolidate power, 
reap illegal profits, and engage 
in personal enrichment for its 
executives. Misinformation in 
the News Feed is a distraction. 
Criminal misconduct is the real 
issue, and only by putting that 
front and center can real pressure 
be created to force the Justice 
Department to live up to its 
name.

David Dayen is the Prospect’s 
executive editor. His work has 
appeared in The Intercept, 
The New Republic, HuffPost, 
The Washington Post, the 
Los Angeles Times, and 
more. His most recent book is 
‘Monopolized: Life in the Age 
of Corporate Power.’

... Facebook is 
just a garden-
variety fraud 
scheme that 
breaks the law 
for its own self-
enrichment...
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2021 YTD MALAYSIA TOP 10 WINS

Creative Agency Month Account Area

Grey Group Mar Bangledash Navy Malaysia

FCB Apr Genting Skyworlds 
Theme Park Malaysia

The Chariot Agency Jun Costa Coffee Malaysia

Grey Group Mar Malaysian Heath Board 
Project Malaysia

Ogilvy Jan Dairy Farm Malaysia

Ogilvy Jul Mondelez Malaysia

VMLY&R Sep Shell Malaysia Malaysia

FCB Jun Quaker Oats (PepsiCo Malaysia

FCB Mar SunLife Project Malaysia

M&C Saatchi Group Jul Ministry of Finance 
Project Malaysia

Media Agency Month Account Area

PHD May Paragon Tech Malaysia

PHD Mar Subway SG, MY

PHD Apr Ikano Malaysia

PHD Apr IKEA MY, VN, TH, 
SG, PH

Initiative Mar Tesco Malaysia

Initiative Jan Astro Go Malaysia

Universal McCann Jun Pizza Hut Malaysia

Carat Mar S P Setia Berhad Malaysia

Mindshare May Tyson Foods Malaysia

m/SIX Jan Tune Talk Malaysia



READ MORE

Your chance to 
rule Asia-Pacific 

in 2022!
Submit  your best campaigns for 

APPIES APAC 2022 NOW!

https://contenders.weekender.marketingmagazine.com.my
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