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“Why is it that we are born into the world 
with clenched fists and leave it with 
outstretched fingers?”
Talmud

“I wanted to 
learn everything, 
so I could be 
anything.”
Anna Sorokin, Inventing Anna

“An attitude not 
only of defense 
but defiance”  
Thomas Gillespie, 
“The Mountain Storm”

“There are many 
wise men, that 
have secret hearts, 
and transparent 
countenances”
Francis Bacon
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EDITOR’S NOTE

First, it was the great reset 
with the onset of Covid. Now we 
are busy falling over each other 
in its wake. 

Established tracking methods 
and all other signals say 
advertising expenditure has gone 
through the roof, and we haven’t 
even factored in digital yet.  

Chinese New Year is already 
in the rear view window, while 
Raya and Merdeka are quickly 
looming on the horizon. 

Bundle that with a coming 
General Election, and we are 
looking at a boom year for the 
industry.

Marketers are understandably 

THE 
GREAT RUSH 

Fasten your seat belts
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restless and everything is wanted 
last year. Nothing new here. 

While things are looking busy, 
crazy and probably rosy, I want 
to say this is the right time to 
craft our work. 

Riding on the tide of countless 
creative possibilities, let’s not 
settle for “wallpaper advertising” 
or marketing mediocrity. 

Let’s use this overarching 
wave of opportunities to bring 
back the shine in Malaysian 
creativity. 

Spare a little more time 
thinking about your work, to 
make it meaningful, different and 
lasting. 

Let’s not rush or get lazy - 
volume can never replace value. 

Because no matter how many 
hundred times you alternate 

your messages on Facebook or 
Twitter (every 3 secs I hear, just 
to stay in the loop), don’t be 
caught up catching up. 

Because the newly awakened 
consumer will sense your 
desperation. 

And they are tired of being 
told they are first (they know 
marketing is about making 
money). 

Advertising does not make the 
world go round. 

Ideas that touch lives do. 

Respectfully,  

... Advertising does not make the world go 
round. Ideas that touch lives do...
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GIG IT RIGHT
Find freedom in doing 

what you love

Already one of Malaysia’s 
fastest growing gig platforms, 
Gigple (Gig & People) is 
dedicated to professionals in the 
marketing and communications 
field as well as companies 
looking to grow their capabilities 
in this domain.
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The presence of a reliable 
digital platform is the key to a 
thriving Gig economy. While the 
likes of Grab and Food Panda 
have become household names 
in their respective verticals, 
a new player has emerged, 
committed to connecting 
Malaysia’s talent to high value 
gigs. Interestingly, the marketing 
and communications industry is 
the fastest growing sector for Gig 
work globally. With Malaysian 
universities and companies 
continuing to produce world-
class Digital Marketing talent, 

Malaysia is well placed, to take 
advantage of this trend.

Since its launch, Gigple 
already lists over 2,000 giggers 
and close to 1,000 companies. 
To date, Tier 1 brands who 
have leveraged Gigple for their 
staffing needs include Media 
Monks, Aiken Digital, Invictus 
Blue Group and Ampersand- 
which is a testament to a real 
need in the market. 

Let’s hear it from Keith 
Miranda, Gigple’s Founder, with 
whom we recently had a quick 
conversation.

Keith Miranda
Gigple’s Founder

“Workers 
in today’s 
economy want 
a breadth of 
experience, the 
ability to work 
with various 
brands and 
crucially live 
according to 
their pace and 
schedule.”
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What is the inspiration behind 
Gigple?

Gigple was founded with the 
fundamental belief that work 
is something we do rather than 
somewhere that we necessarily 
go to. Workers in today’s 
economy want a breadth of 
experience, the ability to work 
with various brands and crucially 
live according to their pace and 
schedule. At its core – that is 
what the ‘Future of Work’ means.

We at Gigple are fully 
committed to assisting both 
companies and talents to fully 
maximize their potential within 

the digital economy. We also 
think that if we get this right 
– we will help the economies 
within which we operate. 

How’s the response coming 
along from the market?

Since its launch, Gigple 
has acquired a strong number 
of quality Gig Seekers and 
Employers – given the strong 
partnerships we have with global 
corporates, the average income 
for our Giggers is one of the 
highest and we will look to add 
and maintain this key metric 
going forward. A strong average 

... Interestingly, 
the marketing and 
communications 
industry is the 
fastest growing 
sector for gig work 
globally...
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Gig amount is also helpful to get 
our economy get back on track, 
which is one of our key priorities. 

What makes Gigple the go-to 
platform for giggers? 

Unlike most Gig 
platforms, we are focused 
on one of the most exciting 
verticals:  Marketing and 
Communications. Our unique 
relationship with some of the 
largest communications brands 
such as Invictus Blue, M&C 
Saatchi, Ampersand Advisory 
and Media Monks allows us 
to really break away from the 
mould. 

Functionally - Gigple also 
allows companies to connect, 
interview, on-board and pay 
independent contractors without 
ever leaving the platform.

When dealing in the Gig 
space, clarity on deliverables, 
milestones and expectations are 
key. We feel we’ve created a 
system that offers security and 
peace of mind for both talent 
and company. 

We also recognize the value 
that independent contractors 
can offer to Malaysia’s SMEs. 
With that in mind, Gigple has 
expressed its desire to serve 
as a partner for SMEs in their 

digitalization journey. 

Are there any added values 
that differentiate Gigple in 
comparison to others?

Our aim is to create the 
proverbial ‘Win-Win’ – Win for 
the Gig Seekers by giving them 
quality high end work and win 
for companies looking to access 
talent to grow their brand and 
sales.

Gigple provides companies 
who hire on the platform, access 
to very useful digital marketing 
tools, such a complimentary 
one-time website SEO audit, 
complimentary analytics 
checklist and rebates of up 
to 30% on digital marketing 

... When dealing in 
the Gig space, clarity 
on deliverables, 
milestones and 
expectations are key...
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services provided by strategic 
partner AdMatik, which helps 
brands create and place rich 
media content into its publisher 
network that reaches over 12 
million monthly unique readers 
across Malaysia.

We are revolutionizing the 
staffing industry in Malaysia and 
taking it to the next level with 
high value, high paying gigs that 
do justice to the abundant talent 
in this country.

Would you say Gigple made 
things better for giggers here 
during the pandemic?

The fact is pandemic-
induced telework has changed 
professional life as we know it 
forever. 

In actuality, these changes 
only accelerated the emergence 
of a new mindset that had 
already been brewing among 
Millennials and Gen Z’ers; one 
that embraces flexibility and is 
more focused on making tangible 
contributions to an organization 
or a specific project. Today’s 
talents are less enamoured by 
roles and status, rather, they are 
more drawn to new challenges 
and “making a difference”.

Consequently, workers today 
are more specialized, mobile, 

independent and connected than 
ever. We now live in a world 
where an individual can be hired 
and on-boarded without ever 
having met colleagues face to 
face. A clear paradigm shift is 
upon us.

The “Great Resignation” 
in the United States saw 4 
million workers quit their jobs 
in 2021, illustrating the change 
in mindsets that is occurring 
among workers. The reality is 
that companies are forced to re-
evaluate how to hire and retain 
talent. 

For their part, companies 
also increasingly see the need to 
control unnecessary spending, 
while maintaining consistent 
productivity, and the level of 
agility that is required for them 
to navigate the current turbulent 
market conditions. Having to 

8 international companies committed to 
equal pay and offer flexible jobs globally.
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find the delicate balance between 
growth and spending, many 
companies are taking notice of 
the advantages of strategically 
leveraging freelancers, 
consultants and independent 
contractors, which includes 
tapping into highly specialized 
skills that current full-timers may 
not possess.

Enter the Gig economy
According to the UK 

government, “the Gig economy 
involves the exchange of labour 
for money between individuals 
or companies via digital 
platforms that actively facilitate 
matching between providers and 
customers, on a short-term and 
payment-by-task basis”.

Here in Malaysia, officials 
have recognized the rise of the 
Gig economy, while identifying 
the positive contribution it can 
make towards uplifting workers’ 
lives and the country’s overall 
GDP. The government’s recently 
unveiled 12th Malaysia Plan 
2021-2025 (12MP) proposes the 

creation of an adapted ecosystem 
that will support the Gig 
economy and encourage people 
to take full advantage of the 
opportunities before them.

Since 2020, a significant 
number of Malaysians have 
turned to food delivery, last 
mile logistics and ride-sharing 
platforms to make ends meet 
in the absence of full time 
employment. That said, the Gig 
economy is not limited to only 
low-skill, low pay, blue collar 
work. 

If there is one thing the last 
two years has taught everyone, 
it’s that the world is capable 
of adapting to drastic changes. 
Movement restrictions during 
the COVID-19 pandemic forced 
both employers and employees 
all over the world to rethink 
how they view productivity and 
the workplace tied to it. With 
that in mind, Gigple is poised to 
redefine the concept of work in 
Malaysia.

www.gigple.com

...the Gig economy is not limited to only 
low-skill, low pay, blue collar work...

http://www.gigple.com
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2022 YTD MALAYSIA TOP 10 WINS

2022 ASIA PACIFIC TOP 10 WINS

Creative Agency Month Account Area

M&C Saatchi Group Jan Hong Leong Bank Malaysia

M&C Saatchi Group Jan MDEC Malaysia

Media Agency Month Account Area

OMD Jan Edaran Tan Chong 
Motor Malaysia

Creative Agency Month Account Area
BBH Jan STB Singapore
DDB Jan DoorDash Australia
Saatchi & Saatchi Jan Siemens Global
DDB Jan Airtel Project India
Ogilvy Jan Nippon Paint Holdings China
Ogilvy Jan Huawei China
Ogilvy Jan Bank of China China
M&C Saatchi Group Jan TikTok Project Indonesia
BBDO Jan EBM Insurance Australia
DDB Jan Oroton Australia

Media Agency Month Account Area
Mindshare Jan Dyson China
PHD Jan Chanel China
Zenith Jan STB Singapore
Mindshare Jan Britannia India
Mindshare Jan Zegna China

IPG Team Dynamic Jan BMW, Mini ANZ AP ZA 
ME

MediaCom Jan Vinamilk Planning & 
Digital Vietnam

Mindshare Jan PT. Paragon Technology 
And Innovation Indonesia

Mindshare Jan Meesho India
OMD Jan L’Oreal Porject Hong Kong
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When I spoke about thefts in 
OpenSea last week I really didn’t 
realise how I got deviated to 
elephant-sized questions that a 
layman and noob such as myself 
shouldn’t be addressing before 
thinking about the most basic 
concerns regarding NFTs.

You must be thinking why 
I’m obsessing over the same 
topic over and over again right? 
Well at least half the world’s 

population is so why not?
So here’s my plethora of 

wonderments of the week, 
bubble wrapped for you since I 
don’t make enough to buy them 
fancy wraps and bows…

Why do NFTs need to be sold 
on a blockchain platform? 

Why can’t I buy NFTs with 
cash or a debit card?

Do You Do 
NFTs?

Here are some more 
questions to ask 

yourself

by Raihan Hadi
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Can you eat NFTs?

Can you take shelter under an 
NFT when it rains?

Can NFTs cure cancer?

Does a person need a college 
degree to understand how NFTs 
work?

Does talking about NFTs 
make me seem smarter?

If I were an NFT, how much 
would I sell for?

Are my questions too ringarde? 
(You can either look it up or 
watch Emily in Paris for the best 
understanding, you might end 
up learning a thing or two about 
how marketing works nowadays)

Okay I’ll be a bit more serious 
now.

If it takes more power to 
mine cryptocurrencies as 
opposed to what’s required to 
light up a small village, should 
cryptocurrencies be the only 
medium used to purchase 
anything at all?
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Sometimes I feel that we’re 
actually going backwards as a 
species (wait, I addressed that 
concern before…didn’t I?). 
Anywho, not the point here. The 
point is, NFTs are in my belief 
very powerful intangible objects 
that are and will be beneficial 
to only a handful of people 
(compared to the sum total of 
7 billion+++) and until and 
unless those earning gazillions 
of money that also require 
gazillions of kilowatts to create in 
the name of eco friendliness and 
what not, begin to share their 
knowledge with the gen-pop, in 

a much more feasible way, how 
can we ever be certain that this 
is not just some BS meant for the 
rich to stay richer and poor to 
remain broke?

I understand that 
cryptocurrencies, NFTs, the 
Metaverse are all meant to 
“create more freedom” by giving 
more “power to the people”, 
but have you wondered how 
much more free and powerful 
you really want to be compared 
to your current status? It’s not 
like you’re going through what 
Ukrainians or Palestinians are 
going through…
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Final word? centimeters, 
smart 
marketers 
are creating 
breakthroughs 
– taking 
great human 
insights, 
honing it with 
data, and 

combining it with technology to 
create and distribute powerful 
stories which are delivering real, 
measurable business results.

Data and technology are not 
killing creativity, but making 
it more powerful and giving it 
wings. It is helping consumers 
and brands have a conversation, 
turning consumers into content 
creators, and unlocking new 
ways to tell a story for creative 
people.

In my view, people who 
are making such art vs science 
marketing arguments should 
get out of their ivory tower 
and spend some time with the 
consumers. The answer will be 
evident.”

Anurag has been in leadership roles at Wunderman, Team P&G 
Asia, DDB Mudra Max, Geometry India (Ogilvy Action), Draft 
Worldwide East Africa, and worked with clients like Unilever, 
P&G, BP, Samsung and Vodafone. With more than 300 local, 
regional and international awards under his belt, including 
Cannes Gold, and AME Asia Gold for activation and integrated 
communication, we welcome his thoughts on a topic many CMOs 
are discussing across our pages.

Anurag Gupta, COO and 
Head of Agency Practice at ada, 
Asia’s digital agency network, 
was late for our cover feature 
last week about Marketing 
intuition…his response arrived 
at 10pm. Better late than never, 
we publish his thoughts in this 
issue….

“I am surprised this topic is 
still being discussed. Whether 
marketing is a science or an art 
is an argument mostly made by 
individuals/companies who are 
either hyper-specialized in the 
science or art of marketing and 
trying to prove their method 
is the best, or marketing “has-
beens” who are reminiscing 
about the good old days where 
one print and one TV campaign a 
year was sufficient to do the job.  

While this argument is raging 
and consuming precious column 

https://my.linkedin.com/in/anurag03
https://marketingmagazine.com.my/ada-appoints-anurag-gupta-as-chief-of-agency-practice-and-coo/
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THE INVINCIBLE 
ARROGANCE OF 

TECH CEOs  

There’s a uniquely nauseating 
type of arrogance we have gotten 
used to from tech CEO’s. It has 
been on display since technology 
became the entertainment 
industry of the 21st century.

It’s not enough for these 
creeps to be outrageously 
wealthy, they also regard 
themselves as gurus and 
celebrities.

We’ve had to endure the self-
aggrandizing horseshit of ferrets 
like Travis Kalanick, former CEO 
of Uber, and Adam Neumann the 

insufferable former CEO of 
WeWork. Then of course there 
are the Junior Space Rangers, 
and don’t even get me started on 
Zuckerbag.

This week the ad industry 
got a large dose of tech CEO 
douchebaggery from the CEO of 
Coinbase. You may remember 
last week in writing about Super 
Bowl advertising,  I said, “Three 
years from now the one spot we will 
all remember... was the one with 
the floating QR code.” That spot 
was for Coinbase (btw, nobody 

https://www.bobhoffmanswebsite.com
https://www.bobhoffmanswebsite.com
https://createsend.com/t/d-530D38AD44F888392540EF23F30FEDED
https://createsend.com/t/d-530D38AD44F888392540EF23F30FEDED
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outside the ad industry has any 
idea who it was for.)

The spot got a lot of press, 
and this week Brian Armstrong, 
CEO of Coinbase, tweeted out 
a magnificently awful CEO-
worthy 12-part tweet in which 
he praised his unique brilliance, 
acumen and discernment – “no 
ad agency would have done this 
ad.” Bullshit.

Armstrong got a good 
healthy telling off from my 
new hero – Martin agency CEO 
Kristen Cavallo. It turns out 
the Martin agency had pitched 
this idea to Coinbase back in 
August. In reply to Armstrong’s 

arrogant “no ad agency would 
have done this,” Cavallo tweeted 
back,”except an ad agency did do 
that” and she referenced the deck 
which Martin had presented to 
Coinbase in August in which 
they had pitched the floating QR 
code idea.

Later in the week, Coinbase’s 
CMO - who had fired the 
Martin agency - reacted with 
some mealy-mouth nonsense 
about “none of the ideas from any 
of our partners were conceptually 
what we were looking for...” Some 
people are so dumb they can’t 
even shut their stupid mouths 
when they’re caught red-
handed.

For what it’s worth, the 
Coinbase ad was rated dead 
last by consumers in the USA 
Today Super Bowl AdMeter.

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.

... “no ad 
agency would 
have done this 
ad.” Bullshit...

https://www.bobhoffmanswebsite.com
https://www.bobhoffmanswebsite.com
https://www.amazon.com/Advertising-Skeptics-Bob-Hoffman-ebook/dp/B085T5V6NC/ref=tmm_kin_swatch_0?_encoding=UTF8&qid=&sr=&pldnSite=1
https://www.amazon.com/Advertising-Skeptics-Bob-Hoffman-ebook/dp/B085T5V6NC/ref=tmm_kin_swatch_0?_encoding=UTF8&qid=&sr=&pldnSite=1
https://www.amazon.com/Advertising-Skeptics-Bob-Hoffman-ebook/dp/B085T5V6NC/ref=tmm_kin_swatch_0?_encoding=UTF8&qid=&sr=&pldnSite=1
https://www.amazon.com/BadMen-Advertising-Minor-Annoyance-Menace-ebook/dp/B075Y46TRN/ref=pd_sim_351_2?_encoding=UTF8&pd_rd_i=B075Y46TRN&pd_rd_r=0d3caa50-0d38-11e9-b54d-a3f4d08ced8f&pd_rd_w=cuExu&pd_rd_wg=eJe7o&pf_rd_p=18bb0b78-4200-49b9-ac91-f141d61a1780&pf_rd_r=6703H150QAVJJP4ZNKVZ&psc=1&refRID=6703H150QAVJJP4ZNKVZ
https://www.amazon.com/BadMen-Advertising-Minor-Annoyance-Menace-ebook/dp/B075Y46TRN/ref=pd_sim_351_2?_encoding=UTF8&pd_rd_i=B075Y46TRN&pd_rd_r=0d3caa50-0d38-11e9-b54d-a3f4d08ced8f&pd_rd_w=cuExu&pd_rd_wg=eJe7o&pf_rd_p=18bb0b78-4200-49b9-ac91-f141d61a1780&pf_rd_r=6703H150QAVJJP4ZNKVZ&psc=1&refRID=6703H150QAVJJP4ZNKVZ
https://www.amazon.com/BadMen-Advertising-Minor-Annoyance-Menace-ebook/dp/B075Y46TRN/ref=pd_sim_351_2?_encoding=UTF8&pd_rd_i=B075Y46TRN&pd_rd_r=0d3caa50-0d38-11e9-b54d-a3f4d08ced8f&pd_rd_w=cuExu&pd_rd_wg=eJe7o&pf_rd_p=18bb0b78-4200-49b9-ac91-f141d61a1780&pf_rd_r=6703H150QAVJJP4ZNKVZ&psc=1&refRID=6703H150QAVJJP4ZNKVZ
https://www.amazon.com/BadMen-Advertising-Minor-Annoyance-Menace-ebook/dp/B075Y46TRN/ref=pd_sim_351_2?_encoding=UTF8&pd_rd_i=B075Y46TRN&pd_rd_r=0d3caa50-0d38-11e9-b54d-a3f4d08ced8f&pd_rd_w=cuExu&pd_rd_wg=eJe7o&pf_rd_p=18bb0b78-4200-49b9-ac91-f141d61a1780&pf_rd_r=6703H150QAVJJP4ZNKVZ&psc=1&refRID=6703H150QAVJJP4ZNKVZ
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