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“In the end, we 
will remember 
not the words of 
our enemies, but 
the silence of our 
friends.” 
Martin Luther King, Jr.

“Never give up, 
because you 
never know 
if the next try 
is going to be 
the one that 
works.”
Mary Kay Ash

“I’d rather be a 
happy mess than an 
anxious stress case 
who’s always trying 
to hide my flaws and 
mistakes.” 
Lori Deschene 
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EDITOR’S NOTE

While it has been suggested 
by marketing scholars that 10-
15% of a company’s turnover 
be dedicated to Advertising & 
Marketing, the reality can be very 
different.   

Robust companies keen on 
a growth marketing trajectory 
may spend more, and companies 

or brands with lame marketing 
leadership will settle for 
whatever crumbs thrown their 
way by the Board.   

Then there are marketers who 
are savvy enough to optimise 
whatever they get with smart 
marketing thinking.   

And they are the rare gems. 

Are marketers brand 
custodians or budget 

custodians?
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They deserve more, and 
eventually get it through sheer 
hard earned success. 

They are the ones brands want 
to hire but can’t, because good 
marketers choose where they 
want to work. 

In my book, most marketers 
do 2 things:   
1. Seek out the best partners so 

that their marketing budgets 
make a progressive and 
positive difference in the 
marketplace for their brands. 

2. Budget hoarders who play 
God just because they sit on a 
pile of money.   

Budget custodians don’t 
belong in the marketing 
department, they are better 

justified in a procurement 
role or even in finance. And  
interestingly, they rarely switch 
jobs.

They fail to understand their 
role is not to “save money” 
already given them to do a good 
job. Hence, the agony suffered 
by their marketing partners who 
know that marketing does not 
work on fresh air and sunshine.   

Brand custodians are those 
marketers who know there’s 
no such thing as a free lunch. 
And growth does not come by 
playing safe. That sustainable 
business strategies are not 
about mantaining marketing 
investments out of whack with 
growth expectations.

So, on this batik wearing 
Friday, I raise a toast (or pop two 
sliced ones out of the machine) 
to all those brave and bold 
marketers with the tenacity and 
intelligence to not only win, but 
stay sane.   

I can see them smiling!

Respectfully,      
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2. Omicron is likely to disrupt 
life again. Be very wary. 
Remember the optimism at 
the end of 2020 which was 
grossly misplaced?

3. The Great Resignation came 
upon us in 2021. It will even 
out in 2022, as people find 
their purpose, or discover 
the fact that their purpose 
isn’t fulfilled in the job they 
thought would fulfill it.

4. Two quarters of negative 
GDP growth is technically a 
recession, if I remember my 
Paul Samuelson correctly. 
Forecasting for 2022 will 
be bleak, or like Unilever 

WORK-LIFE CHANGES
1. Malaysian office workers 

want a hybrid workstyle, 
though more than 50% 
are now back to working 
from their offices (sources: 
The Star, GWI etc). Two 
years of the pandemic have 
made them realize they can 
work from home, at least 
some days of the week. 
Companies must cater to 
that, and to all the resultant 
opportunities that flow from 
it: improved home working 
infrastructure, better 
furniture, more data plans, 
renovations and so on.

22 things 
for 2022
Blink and it’s December. Where did 2021 
go? In keeping with year-end traditions,  
here are 22 things you should explore 
and think about, as a brand marketer or 
agency, for 2022.
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has done in the past, 
companies could just choose 
to not project, but proceed 
cautiously.

CONVENTIONAL RETAIL IS 
DISRUPTED
5. Over 70% of the country has 

engaged in e-commerce, the 
number jumping from 46% 
in 2019 (Statista). Covid is 
changing retail, and every 
brand needs an e-commerce 
strategy.

6. 90% of consumers 
(Ampersand Discovery 
research) say they will 
continue to use food delivery 
apps in 2022. A new habit 
has been formed and the 
return to restaurant dining 
will be uneven.

7. FMCGs will find that 
anywhere from 5% to 30% 
of their sales comes online 
in 2022. The US benchmark 
is 30% currently, for 
reference. Expect more retail 
disruption.

HEALTH REMAINS A 
PRIORITY
8. Health remains a top priority 

for consumers. Do we even 
need data to prove this? 
Sales of masks, vitamins, 
health products will 

continue to be strong. 
9. Mental Health and wellness 

are critical. Over 22% of 
Malaysians are stressed at 
work, as per Global Web 
Index, and that’s higher 
than our stressed and kiasu 
neighbours. Brands could 
do more based on this 
knowledge.

PAYMENTS SYSTEMS ARE 
CHANGING
10. Touch ‘n Go eWallet has 

crossed 16 million users 
and is being used widely, 
replacing cash and cards. 
Furthermore, the company 
has launched financial 
investment product Go+ 
within its app, which has 
seen great traction. Expect 
more in 2022.

11. Over 42% of investors (GWI) 
are keen to consider crypto, 
because they want to liberate 
from traditional banking. 
Expect more alternative 
systems in the future.

12. NFTs are seeing tremendous 
interest.  
Penang and Sabah lead the 
country (Google Trends) in 
this area, ahead  
of KL. 
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MEDIA HABITS HAVE NOT 
CHANGED THAT MUCH
13. TV is still relevant. 

Viewership went up then 
came back down to long 
term trend levels. While 
some affluent urban viewers 
may feel they are watching 
more streaming services 
compared to traditional TV,  
the M40 and B40 are still 
heavy TV consumers. And 
the nature of TV itself has 
changed, with Netflix and 
Disney available via Astro.

14. Traffic on the roads is within 
90-110% of normal pre-
pandemic levels. Expect Out 
of Home ad spends, battered 
in 2020 and 2021, to come 
back up. There are deals and 
opportunities galore.

15. Malaysians will remain 
amongst the most internet-
addicted countries in the 
world, spending more than 
9 hours online today, a 
figure that’s growing at 1-3% 
annually. 

SPORTS, ESPECIALLY 
FOOTBALL AND 
BADMINTON, WILL BE BACK
16. The stunning Malaysia Cup 

Final on November 30th had 
20,000 fans in the stadium, 

and resulted in a several 
viral moments.  
As the country overcomes 
Covid next year, it is 
expected that the sport 
would allow fans back into 
stadia. The fortunes of the 
Malaysian national team and 
World Cup 2022 will also be 
a marketing opportunity.

17. Badminton lovers feared no 
pipeline of heroes after Lee 
Chong Wei. The rise of Lee 
Zii Jia and Chan Peng Soon-
Goh Liu Ying shows that 
new stars are here.

ADVERTISING GETS MORE 
TECHNICAL 
18. Digital hovers at 60% of 

all ad spends in Malaysia, 
and is expected to grow. 
Traditional media like print 
has taken a severe battering, 
but the pendulum of 
credibility could swing back 
a little due to the extreme 
clutter, low memorability 
and ad fraud online. Digital 
technicalities will grow and 
get more complex.

19. Influencer marketing has 
boomed in the pandemic, 
partly due to film-making 
restrictions and also due to 
the success of bare-chested 
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handsome men going live 
online to sell fish. Brands 
want the credibility and 
connect that influencers can 
bring, but the industry will 
need better professionalism, 
metrics and more process 
efficiencies.

20. The rise of the metaverse, 
AR and VR will continue, 
and these efforts will become 
more mainstream vehicles 
for brands trying to engage 
their audiences. This is 
a huge opportunity for 
creative and media agencies.

LUXURY IS BEING 
REDEFINED
21. 51% of luxury consumers in 

Asia (including Malaysia, 
according to Tatler) have 
shifted their definition of 
luxury, valuing personalised 
products and experiences. 
85% of luxury consumers 
believe wellness is a luxury, 
as they become more health- 
conscious and focus on 
sustainable alternatives.

SUSTAINABILITY UNDER 
THE MICROSCOPE
22. A host of companies 

have efforts ongoing in 
sustainability, but in the 
eyes of more eco-conscious 
consumers, they are still 
not doing enough. Expect 
more awareness and efforts 
from corporates to burnish 
their green credentials, and 
for affluent T20 consumers 
to demand more. Again, 
a massive opportunity for 
brands and agencies who 
“get” it. 

Compared to 2020 and 2021, 
2022 will be easier. But it’s a road 
filled with potholes and pots of 
gold.

Sandeep Joseph is the CEO and co-
founder of Ampersand Advisory, 
a strategic media and data-driven 
consultancy. The company’s mission is 
“business results now!” and it has won 

numerous local 
and international 
awards.  The views 
expressed here are 
the author’s own: 
you can debate with 
him at sandeep@
ampersand-
advisory.com

...road filled with potholes 
and pots of gold...
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E    U    L    O    G    Y

Datuk Abdullah Jonid, better 
and affectionately known as Che 
Lah to his friends -- especially 
and proudly me who has known 
him now for more than 50 years 
-- is a veritable legend.

I wanted to eulogize him in 
so many ways and in so many 
words but realize I should not 
mar his persona with diatribe. 

So, I shall just honor the 
memories of the first time I 
met him as a Tourism officer 
in the then Osman Siru’s Kuala 
Lumpur Tourism Association 

office at the old Shell building 
to the four different times 
my agency and I serviced his 
position.

Including as the Marketing 
Director of the former Tourism 
Development Corporation in the 
now gone Ampang Shopping 
Center to his Deputy Director 
General’s post of the former TDC 
at Wisma MPI, which evolved to 
that of the Malaysian Tourism 
Promotion Board of a new 
Ministry of Tourism at the Putra 
World Trade Centre.

To then his tenure as the first 
Executive Director of the ASEAN 
Tourism Information Center 
and then as the recalled-from-
retirement Director General and, 
finally, Chairman of the MTPB or 
Tourism Malaysia.

We worked together, fought, 
laughed and basked in our 
respective successes, mainly 
concerning three unforgettable 
episodes:

The very first undeniably 
memorable episode was the 
still until today record turnout 
of nearly 3,500 delegates for 
Malaysia’s hosting of the 1986 
Pacific Asia Travel Association 
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(PATA) annual conference 
and workshop -- which 
featured the Penyu mascot and 
thematic “To Know Malaysia 
is to Love Malaysia” song by 
specially-commissioned award-
winning American songwriter, 
lyricist Carol Connors.

The second was the launching 
of ASEAN’s first-ever “Visit 
ASEAN Year” as the then only 
6-in-1 destination ever promoted.

And the third was the launch, 
start and resounding success of 
the now 22-year-old “Malaysia: 
Truly Asia” worldwide 
campaign for Tourism Malaysia 
-- under then Tourism Minister 
Tan Sri Kadir and during Che 
Lah’s recalled tenure as Director 
General and then Chairman of 
the MTPB.

But he also had an incredible 
joie de vivre. He could party 

all night, yet be on time for 
any early breakfast meeting 

or rehearsal. And he 
drove himself to the 

wee hours of the 
morning pouring 
over detailed 
reports or plans 
or competitive 
costings.

For now, I shall 
just have to grit my 

teeth and swallow my 
sadness at not being able 

to have our planned luncheon 
reunion before this year-end 
holidays.

Friend, it was a pleasure and 
an honor to have known you, 
worked with you and served 
you. You are, indeed, one of a 
kind. 

And your family, both past 
and present, can hold their heads 
high for having had you live and 
work so well -- and so honestly 
too -- on their and Malaysia’s 
behalf.

Rest well, dear friend, and I so 
look forward to seeing you again, 
and to sharing your infectious 
laughter once more.

Austen Zecha   
Founder & CEO
ISC International Sdn Bhd
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And the
Young Champions 

prevail!
By Raihan Hadi

The Young Spikes Malaysia Competitions of 2021 has 
finally ended, and I’m so proud to say that we had a blast 

this year. I could go on once again about how the pandemic 
has hindered things etcetera etcetera, but seeing how so 

much was accomplished, even in a virtual world, it would 
suffice to say that our minds have been “proper blown”.  

ASSOCIATION 
PARTNER

SPONSORS ORGANISER
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We took yet another 
opportunity and asked our 
judges to let our beloved 
readers know what inspired and 
WOW-ed them in this year’s 
competitions...so here we go!

or the technology the content 
is served on. Creative + Media 
should indeed co-exist. 

However, for content to truly 
convert, the idea needs to be at 
the heart and transcend across 
the multiple points of viewer 
and engagement experience 
across media. As we plot out 
the mechanics and the tactics 
– hopefully we shouldn’t lose 
sight of what is most important. 
THE creative idea behind it all. 
Beyond just a clever campaign 
masthead name. 

Much thanks to all the teams 
who have entered.

Andrew Low, 
Group CCO, Dentsu

It’s been great judging the 
work to see how creativity is 
expressed across the campaigns 
presented. The presentations 
that do jump out are the ones 
with a clear, simple creative idea 
with huge potential for seamless 
scalability. Almost effortless. 

A creative idea that isn’t 
disguised or hidden under thick 
layers of media tactics, contextual 
content views, Dynamic Creative 
Optimisation (DCO) media plays 

Farrokh Madon, 
Chief Creative Officer, PIRATE

One disturbing trend I 
observed during the judging 
is that tactics are being 
misconstrued to be ideas. Tactics 

MALAYSIA 2021

https://marketingmagazine.com.my/ys2021/
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are not ideas. Ideas are the magic 
dust that light up the darkest 
market conditions. An idea is 
often a simple yet irreverent 
thought that can be expressed in 
1 sentence.

Engaging KOLs, doing 
Dynamic Creative Optimisation 
and using other such tactics are 
just that: tactics. Clients know 
these tactics and media agencies 
are already delivering them 
effectively. My advice to teams in 
the creative agencies would be to 
focus on finding that provocative 
idea and not settle for just tactics.

Excellent presentation skills too. 
If they were fearful or anything, 
they hid it well. All in, everybody 
did a marvellous job. The effort 
you put in didn’t go unnoticed. 
Well done. If you allow, I have 
three pieces of advice:

1. Get exposed to great work
Some of the best work I saw 

were ideas that, unfortunately, 
had already been done. I don’t 
think you copied the work- you 
were simply unaware of its 
existence. Find out/ study great 
work and let it inspire you to do 
better. Or at least, know what not 
to show during a creative awards 
competition. 

2. Think bigger
The client did not provide 

a budget in the briefs. Most 
ideas were rather modest I felt. 
I was looking for big ideas, i.e. 
extravagant sets, engaging celebs 
and global influencers, tapping 
experimental technology, work 
that reached for the moon- 
literally. Not for the sake of 
doing big budget campaigns- but 
to show how far you can take the 
work given the opportunity. 

3. Wear the client’s hat
That said, everything we do 

needs to be judged in the light 
of whether it’s relevant and 

Edward Ong, Founder and 
Creative Director, Borderless 

The teams had good insights 
about their audience and the 
thought flow was properly 
structured. There was a 
beginning, middle and end. 

MALAYSIA 2021

https://marketingmagazine.com.my/ys2021/
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makes business sense. Here’s the 
secret and this may come as a 
shocker to some people: Clients 
are technically not interested in 
advertising. 

No client was ever promoted 
because their agency delivered 
a highly creative campaign. 
Clients are promoted because 
we helped them improve market 
position, find new markets, 
expand market share, make the 
competition irrelevant. That’s the 
end goal. That’s why we make 
ads. We don’t make ads for the 
sake of making ads or completing 
a checklist. 

Every work presented needs 
to be able to solve a business 

problem. To me, that’s the 
ultimate benchmark of whether 
the work works.

Judges for Group A

Chan Woei Hern, Executive 
Creative Director, Malaysia & 
SEA at VMLY&R Commerce

I think the most inspiring 

MALAYSIA 2021

https://marketingmagazine.com.my/ys2021/
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thing was being able to connect 
with fellow judges. It’s been a 
while since we’ve goofed around, 
laughed and checked in on one 
another. So it was great to be 
reminded we’re part of a larger 
community. 

The WOW factor. We were 
looking for more instances of 
it throughout the day. A lot of 
teams played it safe, did all the 
right things and checked all the 
boxes. Would have loved to see 
more risk-taking. 

There were a couple of 
standouts. And it was inspiring 
to see ideas coming from all 
sorts of professionals, not just 

creatives. And that 5 minute 
preso blitz. 

Kudos to the teams for having 
such a tight game given the 
presentation limitations. Don’t 
think any of us could’ve pulled it 
off. 

Judges for Group B

... There were a couple 
of standouts. And it was 
inspiring to see ideas 
coming from all sorts of 
professionals, not just 
creatives. And that 5 
minute preso blitz...
Woei Hern

MALAYSIA 2021

https://marketingmagazine.com.my/ys2021/
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Tak Shune Lee, 
Co-founder, Your Maker

I was looking forward to 
seeing clever simplicity in the 
work. 

And I was pleased to see one 
or two duos with efforts that 
resisted the urge to be too much. 

Because we can all get carried 
away when awards are on the 
line. 

Some kids considered fancy 
media mixes to be ideas, and 
it’s really on us all, clients and 
agencies alike, to remind them 
that putting a bunch of tools 
together does not constitute a 
great idea.

The briefs were really 
interesting and extremely 
thorough. I’m sure the Gold 
winners will kick some ass when 
they take on the briefs to come at 
Spikes Asia.

Gigi Lee, Chief Creative Officer, 
TBWA\Group Malaysia - 
Judged digital and young 
marketer. Was glad to see some 
truly refreshing ideas that came 
out within 24 hours - never 
underestimate the young & 
furious! 

I looked for 3 WOWs in the 
work I judged. Regardless of 
platform and category, insight-
driven ideas always get my vote 
for the first WOW. 

Trends, new technology, and 
new media are all very nice and 
good to have. When these things 
are properly and creatively-
harnessed to solve a business 
issue - that becomes a WOW for 
me. 

And finally, a well-thought 
plan is the 3rd WOW. One thing I 
noticed in the digital category: It 
would be good if participants can 

MALAYSIA 2021

https://marketingmagazine.com.my/ys2021/
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present their decks. Some of us 
find it hard to read off the screen. 

Anyhow, congratulations to 
all participants. No matter the 
outcome, you’re all champions in 
my book. 

NEXT STOP: Spikes Asia!  

CATEGORY PRESENTERS AWARD

INTEGRATED Soo Soon Foon & Lee Bao Jin GOLD

INTEGRATED Jocelyn Yong Shu Chyi & 
Kavinish Nair A/L Chanran GOLD

INTEGRATED Hong Kah Yan & Fatin Nabilah Binti Harun SILVER

INTEGRATED Vicknesh Raj & Edmond Pang Chun Hoa BRONZE

MEDIA Choong Chii Hong (Edwin) & 
Serene Tan Wei Jiun GOLD

MEDIA Uzair Asif & Mohamad Amirul Abd Manan SILVER

MEDIA Putri Hazirah Ayuni binti Megat Zainal & Ang Ching 
Wen BRONZE

DIGITAL Low Jwen Kiet (Brendan) & Khor Eng Giap (Ralve) GOLD

DIGITAL Chiew Chun Kai (Thomas) & 
Wesley Murang Jon GOLD

DIGITAL Hannah Suraiya Binti Feisel & 
Muhammad Arifin Abdul Razak SILVER

DIGITAL Mohammad Shazwan Zulkiffli & 
Sarah Haris Moi BRONZE

Congratulations to all the winners from the MARKETING MAGAZINE team,  
we’re eagerly waiting to see the Gold winners shine at Spikes Asia 2022!

WINNERS OF YOUNG SPIKES MALAYSIA COMPETITIONS 2021

Before announcing the winners, 
on behalf of the MARKETING 
Magazine crew, I would once 
again like to express our sincere 
gratitude to our sponsors and 
supporters who have helped in 
making Young Spikes Malaysia 
2021 such a great success.

MALAYSIA 2021

ASSOCIATION 
PARTNER

SPONSORS ORGANISER

https://www.spikes.asia
https://marketingmagazine.com.my/ys2021/
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GOOGLE, 
FACEBOOK

HIDING
BEHIND SKIRTS

OF SMALL 
BUSINESS

There is a struggle going 
on in the European Parliament 
over tracking. While many 
in Parliament want to enact 
regulations limiting the ability 
of advertisers and media to 
spy on people and follow them 
around the web, there is also a 
group who want to protect the 
status quo.

BOBHOFFMAN.COM
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 It’s good to see some 
European lawmakers waking 
up and fighting for a ban on ads 
that are based on tracking people 
around the web. As recent events 
have unambiguously shown, 
tracking has done enormous 
damage to individual rights and 
to the integrity of democratic 
institutions.

Just days ago, Facebook’s 
parent company, Meta, as 
good as admitted the damage 
tracking has done to society 
by announcing the elimination 
of advertisers’ ability to target 
consumers based on their 
interactions with thousands of 
topics. They’ve gone a small 
part of the way. It’s time for 
regulators and elected officials to 
take us the rest of the way.

Tracking, which is just a 
prettier word for surveillance, 
has become a frightening, 
omnipresent, and unnecessary 
part of online advertising. It has 
been reported that by the time 
an average child is thirteen years 
old, the adtech industry has 
amassed 72 million data points 
on that child.

To justify this scandalous 
intrusion on personal privacy, 
Facebook, Google and the rest 

of the adtech industrial giants 
— who have become fabulously 
wealthy through the buying 
and selling of personal, private 
information about us — now 
claim that they are doing this for 
the benefit of small business. This 
is bullshit.

Let’s be clear. Advertising is 
essential for small and medium 
size businesses, but tracking is 
not. The claim that eliminating 
tracking will destroy small 
businesses’ ability to reach 
their audiences is thoroughly 
disingenuous. Facebook, Google 
and other online media can use 
safe methods for targeting that 
do not rely on tracking. The 
advertising industry has done 
this for decades on TV, radio, 
and the press. There is no reason 
it cannot be done online.

One of the great advantages 
of the internet has been that it 
made the benefits of advertising 
much more accessible to 
smaller businesses. Reforming 
the current model of online 
advertising will in no way make 
access to online advertising 
any more difficult for small 
businesses. They can still use 
Facebook, Google or any other 
online medium they want. The 

BOBHOFFMAN.COM

https://adcontrarian.blogspot.com/2021/09/how-adtech-helped-to-radicalize-us.html
https://adcontrarian.blogspot.com/2021/09/how-adtech-helped-to-radicalize-us.html
https://www.bobhoffmanswebsite.com
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only difference is that their 
targeting will not be based on 
surveillance. The advertising 
industry is, and always has 
been, highly adept at identifying 
prospective audiences without 
spying on individuals.

I promise you, the minute 
tracking is outlawed, Facebook, 
Google and the rest of the adtech 
giants will claim that their new 
targeting mechanisms (whatever 
they turn out to be) are superior 
to tracking.

Ten years ago most 
advertisers were embracing 
a glorious vision in which 
tracking people around the 
web would enable us to serve 
each individual personalized 
advertising that would be more 
relevant, more timely, and more 
likable. Sadly, this vision has 
gone terribly wrong. Advertising 
has gotten worse, not better. 
It has gotten less effective, not 
more. According to industry 
research, the ad industry is less 
trusted than ever.

Rather than creating 
advertising that is more relevant, 
more timely and more likable we 
are creating advertising that is 
more annoying, more disliked, 
and more avoided.

Consumers clearly hate this 
form of advertising. As The New 
York Times observed in a headline 
last year, “The Advertising 
Industry Has a Problem: People 
Hate Ads”. Over 42% of internet 
users currently report using 
ad blockers. If true, this means 
over 2 billion people are using 
them. Recently Apple offered its 
iPhone and iPad users the choice 
of whether or not they want 
to be tracked for the purpose 
of receiving “more relevant 
advertising.” Overwhelmingly 
people said, “get outta here.” Here 
in the U.S., in a survey of over 
5,000 adults, 96 percent agreed 
that more should be done to 
ensure that companies protect 
consumer privacy.

BOBHOFFMAN.COM
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While the dream of 
“personalized” ads has turned 
out to be mostly a nightmare, 
adtech has built some of the 
wealthiest companies in the 
world based on tracking us. 
It’s no surprise to me that as 
Members of the European 
Parliament contemplate tackling 
these many harms, Big Tech 
is throwing millions of Euros 
behind a “necessary evil” PR 
defense for its business model.

But tracking is an unnecessary 
evil. Even in today’s tracking-
obsessed digital ecosystem it’s 
perfectly possible to target ads 
successfully without placing 
people under surveillance. 

In fact right now, some of 
the most effective and highly 
valued online advertising is 
contextual -- based on search 
terms, other non-tracking based 
data, and the context of websites 
rather than intrusive, dangerous 
surveillance.

As an ad weasel, I have 
to grudgingly admit that the 
adtech giants have a very clever 
strategy. They are using small 
business owners as their shills 
to influence MEPs (Members of 
the European Parliament.) It’s 
a stroke of genius. Who doesn’t 
love small business? But the 

adtech giants know something 
that many naive small business 
owners don’t. They know that 
using clean and decent methods 
for targeting can be just as 
effective as tracking — maybe 
not as profitable to them, but just 
as effective for advertisers.

The only entities that 
definitely do benefit from 
tracking are the adtech crowd 
-- Google, Facebook and the 
invisible assortment of platforms, 
intermediaries and fraudsters 
who cream off a cut. 

It is now estimated that ad 
fraud may be stealing as much 
as $60 billion annually from 
advertisers. Ad fraud, like so 
many problems in the digital 
world, is substantially enabled by 
tracking

The tracking-based online 
advertising ecosystem is so 
opaque that it’s far from clear 
that small and medium size 
businesses even get a decent 
return on their advertising 
dollars. Documents released 
under court order revealed 
an internal memo in which a 
Facebook executive said, “...more 
than half the time we’re showing 
ads to someone other than the 
advertisers’ intended audience. And 
it is even worse internationally.” 
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Last year, a study by the 
UK’s ISBA (Incorporated Society 
of British Advertisers) found 
that half of every advertising 
dollar spent on tracking-based 
programmatic advertising 
disappears in the adtech 
ecosystem before it reaches a 
publisher. And that was for the 
most sophisticated advertisers. 
One can only imagine how much 
of a small business’ ad dollar 
disappears in the invisible adtech 
sinkhole.

Publishers also lose business 
as their audiences get arbitraged 
and a huge chunk of what should 
be their ad revenue is carved up 
between Facebook, Google, and 
the  adtech middlemen.

Many of the arguments being 
made now by the adtech industry 
to block the implementation of 
tracking reform are the same 
arguments they made to try to 
block GDPR. The sky didn’t fall 
when GDPR was enacted and it 
won’t fall when tracking reform 
is enacted.

Online advertising supports 
many good things that we 
enjoy and appreciate about 
the web. It provides us with 
free entertainment and free 
information. It allows us to find 
friends we would otherwise 

never meet. Revenue provided 
by advertisers is essential to 
the health of the free web. But 
tracking isn’t.

We must not allow some of 
the world’s most profitable, 
powerful businesses to obfuscate 
and confuse the issue by 
claiming that the dreadful harm 
they are doing is justifiable as 
some imaginary philanthropic 
initiative to support small 
businesses. You really have to 
have your head up your ass to 
buy that horseshit.

Recently, headlines around 
the world have demonstrated 
the damage that Facebook 
and friends are doing to 
individuals and societies. Ending 
surveillance is not a panacea for 
all the problems of the digital 
world, but it is a great place 
to start. We need to get rid of 
tracking – not advertising – to 
help make the web what it ought 
to be.

Bob Hoffman 
is author of 
"Advertising For 
Skeptics", "BadMen: 
How Advertising 

Went From A Minor Annoyance To 
A Major Menace" and several other 
books about advertising.
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The Most Contagious 
Campaigns of 2021: 

part 5
Every year the Contagious team reviews thousands of campaigns 

in search of the best examples of commercial creativity from around 
the world. This list represents the best of the best – the 25 most 
innovative, effective and attention-grabbing campaigns that we 

encountered in 2021.

Distance / Outlaw Runners / 
BETC Paris /

There’s a certain romance to 
great guerilla marketing and a 
kind of purity to great poster 
advertising. The Outlaw Runners 
campaign for boutique running 
store Distance earns its place on 
our Most Contagious list because 
it combines the virtues of both.

After Paris introduced a 
blanket 30km/h speed limit to 

CLICK TO W
ATCH THE VIDEO

its streets in August, Distance 
recruited professional athletes to 
wear its gear and then run past 
speed cameras fast enough to 
trigger the flash.

The campaign, which 
was created by BETC Paris, 
piggybacked on the controversy 
surrounding Paris’ new speed 
laws to secure more than 100 
pieces of press coverage, but it 
also produced images that were 
attention-grabbing adverts in 
their own right – a real one-two 
punch.

Oh, and unless you can run 
100m in about 12 seconds, the 
answer is no, you’re not fast 
enough to set off one of Paris’ 
speed cameras.

https://www.contagious.com/news-and-views/the-most-contagious-campaigns-of-2021-part-5?utm_campaign=Contagious%20Edit%20&utm_medium=email&_hsmi=189387720&_hsenc=p2ANqtz-_Y1oWpocZZAVkvQpKYV5iY8npNHcsdZ6W1lXORPRXN7yzmFCATdSjUgULikKbqphQdoLXpckXH9rq5N3KLeG4KqxW1Ug&utm_content=189387672&utm_source=hs_email
https://www.youtube.com/watch?v=8y9q6Qxv_hs&t=6s
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million people in just two 
weeks, with thousands of people 
replicating the iconic kisses 
organically on social media. It 
pays to be brave.

New Iconic Kisses / Mercado 
Livre / Gut, São Paulo /

‘Be brave’ is one of 
Contagious’ commandments for 
achieving great commercial 
creativity. Brazil’s online 
marketplace Mercado Livre 
expressed this fundamental 
principle beautifully by 
reimagining iconic kisses from 
history and pop culture with 
LGBTQ+ couples.

Public displays of affection 
are still risky for members of 
Brazil’s LGBTQ+ community, 
who are frequent targets of 
abuse. As the largest online 
retailer in the country, Mercado 
Livre had plenty to lose by 
championing this cause. Still, the 
brand stepped beyond its usual 
Pride sponsorship to deliver a 
sumptuous ad on prime-time 
TV and out-of-home media that 
celebrated progress and freedom. 
According to the agency behind 
the campaign, Gut, New Iconic 
Kisses reached more than 300 
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Degree / Degree Inclusive 
/ Wunderman Thompson 
Argentina, Buenos Aires /

One in four adults in the US 
has a disability but there was 
no deodorant product on the 
market designed for people who 
struggled to twist a cap, turn 
a stick or operate a spray can 
until Degree (known as Sure 
or Rexona in other marketers) 
unveiled its latest product: a 
deodorant created exclusively for 
people with visual impairments 
and upper limb motor 
disabilities.

The brand teamed up with 
200 occupational therapists, 
engineers, consultants and 
people living with disabilities 
from across the world to create 
the deodorant, which has a 
hooked design for one-handed 

CONTAGIOUS.COM

https://www.youtube.com/watch?v=15ic6kyS97I&t=22s
https://www.youtube.com/watch?v=golfWWgB18s
https://www.contagious.com/news-and-views/the-most-contagious-campaigns-of-2021-part-5?utm_campaign=Contagious%20Edit%20&utm_medium=email&_hsmi=189387720&_hsenc=p2ANqtz-_Y1oWpocZZAVkvQpKYV5iY8npNHcsdZ6W1lXORPRXN7yzmFCATdSjUgULikKbqphQdoLXpckXH9rq5N3KLeG4KqxW1Ug&utm_content=189387672&utm_source=hs_email
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use, magnetic closures and an 
enhanced grip. Not only does the 
product align with the brand’s 
purpose to get everyone moving, 
it also won an Innovation 
Grand Prix at the Cannes 
Lions International Festival of 
Creativity. The product is set to 
roll out in the US in 2022.

a Heinz bottle and Mike Dubrick, 
the managing partner and ECD 
at Rethink, told Contagious that 
these salience boosting stunts 
are necessary for Heinz Ketchup 
to remain distinctive: ‘There’s 
certainly a danger for any iconic 
brand to fade into nostalgia and 
we’re trying to find ways to be 
relevant.’

CLICK TO W
ATCH THE VIDEO

Heinz / Draw Ketchup / 
Rethink, Toronto /

There are only a handful of 
branded products so universally 
recognisable that anyone could 
pick up a pencil and draw it from 
memory – Heinz’s glass Ketchup 
bottle is one of them. But what if 
the brand asked random people 
across five continents to simply 
draw ‘ketchup’? Would people 
sketch the unmistakable 57 on 
the Heinz bottle neck, the green 
vine stalk on the label and even 
include the brand name?

The answer, Heinz 
discovered, was yes, yes and yes. 
Around 97% of participants who 
took part in its experiment drew 

Mastercard / Roadside Markets / 
McCann Bucharest /

According to the Global 
Labour Organisation, two billion 
people work within the informal 
economy, earning money from 
jobs that are neither taxed nor 
regulated. Mastercard wanted to 
make inroads with these invisible 
breadwinners in Romania by 
giving small informal business 
owners access to cashless 
payment terminals – a big deal 
in a country where 70% of 
payments are made with physical 
currency, one of the highest rates 
in the world.
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https://www.youtube.com/watch?v=qOJrV06Po4Y
https://www.youtube.com/watch?v=2zJnMtNIHU4
https://www.contagious.com/news-and-views/the-most-contagious-campaigns-of-2021-part-5?utm_campaign=Contagious%20Edit%20&utm_medium=email&_hsmi=189387720&_hsenc=p2ANqtz-_Y1oWpocZZAVkvQpKYV5iY8npNHcsdZ6W1lXORPRXN7yzmFCATdSjUgULikKbqphQdoLXpckXH9rq5N3KLeG4KqxW1Ug&utm_content=189387672&utm_source=hs_email



