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WEEKENDER
 EDITOR'S NOTE

The ongoing PETRONAS media 
pitch accepted submissions from 
invited agencies on Monday. After 
making a few calls to media agencies 
whose media acumen is of note, I was 
surprised to find quite a few of them...
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in this case, we’re going to feel the 
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https://marketingmagazine.com.my/pumping-up-for-the-pitch/
https://www.youtube.com/watch?v=fxxRqG7AFh8


“Nations will endure as 
long as the morals are 
intact; but when the morals 
decay, they too will become 
decadent”.  
Egyptian poet Ahmad Shawqi Bey

“I was given the facility at a 
rehabilitation centre after 
serving more than 
10 years in 
solitary confinement, 
in lock-up, in prison.”
Opposition leader Datuk Seri Anwar 
Ibrahim at the Foreign Correspondents 
Club of Thailand, in response to those 
equating his treatment in prison with 
the former PM’s

“I have been humiliated based 
on how (some) perceive (the 
case). I was punished by the 
court of public opinion.” 
UMNO President Ahmad Zahid Hamidi, 
speaking after he was cleared of all charges 
in Foreign Visa System (VLN) case. 
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communication from the client 
was by phone and email to the 
individual agencies. 

But I can report that, 
according to Kantar and 
Nielsen, PETRONAS’ media 
adspend for 2021 in Malaysia 
was RM26,450,603 across FTA & 
Pay TV, Newspaper, Radio and 
Digital. 

Now let’s move on to the next 
big client who pays cash. The 
coming General Election. 

Everyone knows that 
GE15 will see an explosion of 
advertising and media activity 
and in particular, digital spend. 

Investigations into how much  
will be spent and who will get a 
major share of the cake yielded 
zilch. 

But I know that even state 
owned, or shall I say state linked, 

The ongoing PETRONAS 
media pitch accepted 
submissions from invited 
agencies on Monday. After 
making a few calls to media 
agencies whose media acumen 
is of note, I was surprised to 
find quite a few of them did not 
enter the tender process, or were 
simply not invited. 

Rumour has it that some 
agencies (they are holding their 
tongue on this) are toeing their 
own line on ESG requirements, 
and made a call to avoid pitching 
for fear of ESG-washing. 

I find this baffling, because 
ESG was very much the priority 
for PETRONAS.

There could be conflict issues, 
I assume, but the number of 
submissions made to a 2-part 
brief cannot be ascertained as all 

Petronas,
and the 
next 
big cash 
client. 

https://marketingmagazine.com.my/online-media-will-be-the-major-battleground-for-ge15/
https://marketingmagazine.com.my/pumping-up-for-the-pitch/
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media is not talking. Secrecy is 
the order of the day and I can’t 
blame them. 

Based on past experiences, 
funds for this come in cash to 
avoid any paper trails linking 
the spender in view of vague 
or limiting “political funding” 
parameters. It’s always a 
gamble too, and most vendors 
insist on cash payment, except 
state players, as many ended 
up not getting paid in the past 
because their ‘invisible” client 
lost. Companies involved in the 
pass-through spend to media 

and suppliers shield themselves 
through complicated processes 
worthy of a Havard marketing 
case study. 

The tracking on digital spend 
is another magic show, as hiding 
the trail can be tricky. Of course, 
Google and Facebook will be the 
big platforms, and how can we 
forget the ultimate unmeasured 
dark media - WhatsApp.  These 
platforms are the king makers. 
Two years ago, Google even 
stopped political ads during the 
Singapore elections. 

The other pivot will be 
Big Data, as evident in the 
Philippines’ elections in May. 
PKR’s Rafizi is giving his 
opponents the shivers on this, 
but he may have let on more than 
he should have.

Finally, after factoring 
“leakages”, one can never predict 
how much will be spent by 
parties and individuals in the 
coming GE. 

The wise say that being 
bold, brave and transparent is a 
double-edged sword. 

As a close friend once said,  
“A spine is an expensive erection.”

...Everyone knows 
that GE15 will see 
an explosion of 
advertising and 
media activity 
and in particular, 
digital spend. 
Investigations into 
how much  will be 
spent and who will 
get a major share 
of the cake yielded 
zilch....

https://marketingmagazine.com.my/facebook-to-monitor-india-elections/
https://marketingmagazine.com.my/google-halts-political-ads-in-singapore-as-election-looms-documents/
https://marketingmagazine.com.my/online-media-will-be-the-major-battleground-for-ge15/


https://gigple.com/signup
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Let’s paint a picture, shall we? 
Or in this case, we’re going to 
feel the picture.

That’s the effect of 
contemporary artist Red Hong 
Yi’s series of artworks, made 
from 10 kilograms of soil sourced 
from all over Malaysia including 
the battlegrounds in East 
Malaysia.

Meaningful 
Experiences 

that makes 
people feel, 

think and act
By Raihan Hadi
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https://marketingmagazine.com.my/prudential-turns-new-norms-into-wellness-opportunities-with-creative-qr-calendar/
https://www.nagaddbtribal.com.my/portfolio/footbraille/
https://www.nagaddbtribal.com.my/portfolio/kfc-x-pmc/
https://marketingmagazine.com.my/xperience-the-xtraordinary-with-tiger-street-food/
https://www.youtube.com/watch?v=OLYTLwGVTkI
https://marketingmagazine.com.my/tiger-beer-turns-iconic-labels-into-symbols-of-courage/
https://www.youtube.com/watch?v=E35VrIwR-IQ
https://www.youtube.com/watch?v=q0uzmh33V-k
https://marketingmagazine.com.my/himalaya-vajomba-gets-people-to-swipe-right-on-a-yeti/
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As featured in the 2021 
Merdeka documentary titled 
‘Tanah Tumpahnya Darah Kita’, 
a documentary conceptualised 
by Naga DDB Tribal for 
Astro Malaysia, the artworks 
pay homage to the country’s 
veterans of all creeds and colour 
by capturing their stories and 
experiences and turning them 
into masterfully crafted art 
pieces painted in mud.

Beyond creating cross media 
storytelling as demonstrated 
above, Naga DDB Tribal has 
been on a persistent journey to 
create meaningful experiences 
for their client brands since even 
before the pandemic hit in 2020.

This includes award-winning 
campaigns such as the Digi 
Footbraille, KFC Selamba Raya, 
KFC x Pestle & Mortar fashion 
collaboration, Tiger Virtual 
Street Food Festival as well as 

Prudential Code to Wellness 
which has demonstrated 
effective real-world application 
of technology, fashion, music, 
art and entertainment into 
marketing communications, 
embedding brands into culture.

Marking their journey in 
building some of Malaysia’s 
favourite brands for over 37 
years now, Naga DDB Tribal’s 
new rally cry “We are the 
Experience Makers” is one 
that comes with a proven track 
record and a forward looking 
vision to move the agency 
beyond its legacy as one of 
the country’s most established 
independent agencies.

 I wanted to get some deep
insights into how they’ve been
doing such amazing work for
almost four decades and what 
being the ‘Experience Maker’ is 
all about. So I’ve got Kristian, 
Alvin, Clarence, Nik, Alex 
and Farrah joining me for this 
exclusive interview. 

The Evolution of the 
Experience Makers

Obviously the first thing 
we’ve all been wondering about 
is that a lot of the agencies play 
around with ‘experience”, some 
have it, some give it, some are 

...The journey 
of making an 
experience 
wholesome 
basically takes a 
lifetime and has 
its challenges...
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still gaining it. So why did Naga 
DDB Tribal decide to announce 
themselves as the makers of 
experiences?

The answer isn’t simple, 
and neither is the work that’s 
required in order to establish 
that title for oneself. Some of the 
agency’s longest standing clients, 
e.g. Digi and Nippon, who have 
been with Naga for 24 and 15 
years respectively, started with 
one brand image and throughout 
time, have grown into highly 
evolved brands that are 
connected to their customers and 
audiences alike. Another notable 
client of Naga is Astro, who have 
been with the agency for a little 
over 10 years now.

The journey of making an 
experience wholesome basically 
takes a lifetime and has its 
challenges. But when a client is 
willing to jump into that journey 
together with their chosen 
agencies, these experiences begin 
to take shape.

Great Experiences Begin 
with Great Stories

But what makes an experience 
great? Is it creative material? 
Context? Relevance?

Clarence: Naga has always 
had a reputation as a storytelling 

agency. Since my early days in 
the agency over 7 years ago, I 
immediately resonated with 
the agency’s belief that we can 
influence and shape the society 
we live in through the power of 
creative storytelling. Genuine 
storytelling with a powerful 
insight touches people’s hearts 
and builds positive relationships 
for our clients with their 
customers.

But as the marketing 
communications world has 
evolved very quickly in the past 
few years, it requires the agencies 
to evolve our service offerings 
to help client brands engage 
and sell in the new reality. We 
have quickly realised the need 
to expand our approach beyond 
‘traditional storytelling’ which 
can be a limiting script.

At the core of it, our work 
will still be built on insights and 
human-centric stories people can 
resonate with. What has changed 
is in the approach we design our 
creative solutions for our client 
brands - harnessing the power 
of collaboration with partners 
who will enrich our storytelling 
through refreshing experiences, 
and ensuring we continue to 
engage our audiences through 
the communications funnel.
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Quoting Clarence on what 
makes an experience even more 
wholesome; “The marketing 
world has changed so much, we 
simply cannot only focus on the 
top funnel. We constantly work 
on shifting mindsets through 
our work, and we should take 
pride in creating worthwhile 
experiences for people even in 
the middle and bottom funnel 
- even if it’s something as small 
as a banner, or the experience on 
the landing page of a website. 
Creating the sort of work that 
people want to spend time with 
is what matters most.”

Being an Experience Maker, 
reminds us that we should 
be able to create purposeful 
experiences at any given 
consumer touchpoint, designed 
and customised for our audiences 
to achieve the best engagement, 
resonance, impact and desired 
outcome for our campaigns.

Farrah: As an established 
agency with a long history 
of building brands, Naga 
has built a stellar portfolio of 
clients, some of which have 
been with the agency for over 
two decades. While I have just 
joined the agency earlier this 

Clarence
Chief Operating Officer
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year, I can clearly see that the 
‘Experience Maker’ mantra 
has given the agency a unique 
flavour that impresses clients, 
old and new. Not only have we 
recently celebrated the return of 
Nippon and Munchy’s, we have 
onboarded new clients such as 
LUNO and Genting SkyWorlds.

The management team 
is mindful that ‘Experience 
Maker’ must not be just a fancy 
‘positioning statement’ that sits 
in our credentials deck. To be a 
true experience maker, the work 
starts from within the agency. 

As such we have committed 

to a series of revitalization 
initiatives which will roll out 
soon including the reintroduction 
of DDBU - an internal training 
program designed with four key 
training pillars: Core Creativity, 
New Skills, Collaboration and 
Leadership, phase 2.0 of our 
digitalization which will see 
the introduction of new tools 
to improve collaboration and 
efficiencies, upgrading of the 
company’s hardware and 
software, new strategic alliances 
to complement our suite of 
services, as well as more wellness 
initiatives to create a conducive 

Farrah
Chief Growth Officer
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and positive work environment 
for our talents.

 
The “OOMPH” factor that 
Clients Love

Let’s face it, our world isn’t 
perfect. Especially in an agency 
setting, you can be the absolute 
best at what you do, and even 
then you might have some 
falling out with your clients. 
So what really keeps Naga’s 
clients sticking to them for over a 
decade and then some?

Kristian: It takes two parties 
to make a relationship work and 

honesty is the magic ingredient. 
We love spending time with our 
clients to understand who they 
are, where they’d like to take 
their brands to, what are the 
challenges they are facing and 
offer them genuine consultation 
with long-term goals considered 
from our professional view.

Kristian: Take a look at the 
body of work we have created 
for Digi over the past two 
decades and you would notice 
the evolution of our transition 
into the Experience Maker 
narrative. While the Digi Yellow 

Kristian
Chief Executive Officer
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Man has become a national 
household name till this day, 
our work continues to strive 
winning over the hearts and 
minds of our audience through 
storytelling powered with 
innovations outside of the realm 
of what is considered traditional 
advertising.

 Digi Neck Check and Digi 
FootBraille are examples of a 
creative product born out of the 
desire to tell stories that matter 
while creating experiences that 
people can actually interact with 
and benefit from. It is a challenge 
we take upon ourselves to give 
tangible meaning to Digi’s 
mission to connect people to 
what matters most.

According to Alvin Teoh, the 
Chief Creative Officer of Naga 
DDB Tribal, it all boils down to 
an agency’s relationship with 
their client, their openness to 
explore a wide range of ideas 
that resonate with the brand 
as well as its customers, and 
true grit to follow through with 
decisions.

 Alvin: I think the key word 
here is relationships, and 
relationships are hard to define. 
I think maybe the first key to 
building a relationship is just 
being human.

We’ve always gone into 
the room with our ears open, 
as collaborators. Because it 
is through collaboration that 
you’re given the trust to seek 
out opportunities in untapped 
spaces and seek out what is 
not commonly seen so we can 
create something refreshing for 
our audiences. If these sorts of 
relationships are not built, we 
will end up working in fear and 
end up confining ourselves to 
only doing what’s safe instead of 
what’s inspiring. A bold client in 
partnership with a like minded 
agency team can do wonders.

...Each brand 
requires being 
catered to in 
specific ways 
so it can cater 
to the different 
segments of 
customers 
they serve...
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Alvin Teoh
Chief Creative Officer

It’s okay to tell people 
I don’t know everything, I 
know a lot, but I don’t know 
enough. And I’m here to 
listen. And we’re here to 
discover each other’s ideas 
and we will evolve as we go 
along and perhaps co-create 
the next best thing.
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 With Alvin at the helm of 
their creative work, and with 
Nik Radzi alongside him for 
several years now, Naga has 
indeed created many experiential 
journeys that have certainly 
pulled audiences towards getting 
to know more about various 
brands across diverse industries 
in the country.

But Experience is such a 
broad word! And it’s not easy to 
define it under a set formula for 
every client. Each brand requires 
being catered to in specific ways 
so it can cater to the different 
segments of customers they 
serve.

So where do the experience 
makers begin their task?

 Alex: Experience can be a 
product or a service but our aim 
is to always swivel it back to the 
consumer experience - what a 
consumer thinks, does, or feels 
around the brand. The idea of 
a brand is not what’s on a box. 
A brand is what a consumer 
feels about it. So it’s important 
for us in terms of our approach, 
rather than just creating more 
advertising products, think about 
what do we want our audience 
to think, feel or do with the 
experience we are creating for 
them.

Alvin and Nik signify 
Naga DDB Tribal’s 
creative vision to 
help brands become 
legacies
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Nik: To create experiences you 
need empathy. Things change, 
people evolve, and you need 
to identify that to create a good 
experience. Now experience is 
not new, it’s always been there. 
And with time we’ve become 
more familiar with words like 
engagement, CTR, VTR etc. But 
the empathy part has always 
been a strong component to 
create the best experience for 
everyone.

 Chief Strategy Officer 
Alex Goh believes that 
despite the consumer mindset 

shifting towards more digital, 
experiences aren’t restricted to 
just the digital world. There’s 
also a lot being done to create 
experiences in the retail space as 
well. 

Is it easy to establish that 
experience through one 
campaign?

Clarence: Most certainly 
not. Brands are built overtime. 
One-off campaigns rarely shift 
the consumer experience for a 
brand overnight. Take a look at 
the evolution of our work for 

Nik
Executive Creative Director
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KFC over the last 7 years and 
you would notice that change, 
because the audience from 7 
years ago is no longer the same 
person.

Alex: Let’s look at the 
qualitative feedback we get from 
the consumers and the viewers 
out there on some of the work 
we do. I’m talking about 200 
people saying, “For once, I’m 
not skipping the ad. Thank you 
Digi.”

We were quite amazed at the 
beginning, with that response, 
because we know that it’s not 

planted. When your work 
actually creates a positive 
experience like this, where the 
audience cares enough to spend 
time watching it, to engage with 
the brand and write feedback 
then sharing it with a friend 
because they feel so good about 
the whole experience. And that 
gives us a lot of satisfaction.

Experience is always a long 
term thing. It’s also not just 
about campaigns, it’s also about 
the experience that the team 
had, that ended in producing 
something great for the audience 

Alex
Chief Strategy Officer



ISSUE346 SEPTEMBER 2022 | WEEKENDER
19

COVER STORY

out there. It must be mentioned 
here at this point that the 
Chairman of the agency, the 
man who founded the journey of 
experience making, TS Vincent 
Lee, has always emphasised 
on the need to be friends with 
everybody, even competitors 
within the industry, rival 
agencies and so forth, to work 
together for the betterment of 
the industry, towards building 
an infrastructure for the 
industry solely for the benefit of 
clients.
 
And the results are…

To put it simply - resonance 

of love and appreciation. 
When creative work creates 
an experience like this, the 
audience cares enough to spend 
time watching it, to engage with 
the brand and write feedback 
then sharing it with a friend 
because they feel so good about 
the whole experience. When you 
turn audiences into advocates, 
then you know you’ve created 
an experience for them that will 
stay with them.

And that, ladies and 
gentlemen, in my humble 
opinion, is a testament to the 
excellence of the makers of these 
experiences.

https://www.youtube.com/watch?v=S7Xb3NeBE8M
https://www.nagaddbtribal.com.my/portfolio/kfc-cara-kita/
https://marketingmagazine.com.my/naga-ddb-tribal-expands-its-agency-portfolio-with-new-and-returning-clients/
https://www.nagaddbtribal.com.my/portfolio/tesco-raya-2020/
https://marketingmagazine.com.my/tiger-beer-turns-iconic-labels-into-symbols-of-courage/
https://youtu.be/Z5UU6bLw5k8
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Sehati, Sejiwa, Sekata
Client
Etiqa
Production House
Mastermind Group

Gemilang Bersama
Client
Astro
Agency
NagaDDB Tribal
Production House
Directors Think Tank

Teguh Bersama
Client
RHB Bank
Agency
FCB SHOUT 
Production House
deTOUCHE Post

The Turning Point 
Client
Axiata
Agency
ADA Malaysia Sdn. Bhd. 
Production House
Light Flux Sdn. Bhd.

The Bucket Sessions
Client 
KFC
Agency
Naga DDB Tribal 
Production House
Fastman Studios

Etiqa Merdeka 2022 

Astro Merdeka

RHB Merdeka

Axiata Hari Kebangsaan & Hari Malaysia 2022

KFC 

https://www.youtube.com/watch?v=fxxRqG7AFh8
https://www.youtube.com/watch?v=q0uzmh33V-k&t=1s
https://www.youtube.com/watch?v=cOnNzsokLdo
https://www.youtube.com/watch?v=Y0ts2yNVScM
https://www.youtube.com/watch?v=SNzWrJoy_K4
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The Malaysian Story
Client 
Mitsubishi
Agency
Cogent Ideas (South East Asia)
Production House
Awesome Studios

Leman Loudspeaker
Client 
Takaful Malaysia
Agency
Symon Patryck Creative Sdn Bhd
Production House
Mastermind Group Sdn Bhd

The Future of Malaysia
Client 
KPJ Healthcare Berhad
Agency
Dentsu (Malaysia) Sdn Bhd
Production House
Tic Studio

Celoteh Merdeka
Client 
Air Selangor
Agency
Hogarth Worldwide 
Production House
Seni Lab

Ibu‚ AL-Kisah Seorang Tokoh 
Kemerdekaan
Client 
TM
Agency
VMLY&R Malaysia
Production House
Mojo Films

Mitsubishi 

Takaful Malaysia

KPJ Healthcare Berhad

air selangor

TM

https://www.youtube.com/watch?v=GezdM78MOUw
https://www.youtube.com/watch?v=ThzcLu6hJX0
https://www.youtube.com/watch?v=8Y5tS3lCnaY
https://youtu.be/wAhMreiT6JE
https://www.youtube.com/watch?v=4gEpm-7TBfY
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Malaysian Hospitality with 
Malaysia Airlines

A reminder of what the 
Malaysia Airlines brand is all 
about is reflected in their new 
campaign which is centred 
on what all Malaysians have 
instilled in them, often from an 
early age – hospitality.

Themed ‘This is Malaysian 
Hospitality’, the ad had the 
ambition of ‘creating something 
that could stand on the world 
stage’ according to Adam Chan, 

creative director at Imaginary 
Friends, who collaborated with 
Directors Think Tank and Bonsey 
Jaden to produce Malaysia 
Airlines’ latest campaign

Wanting the ad to reflect 
clearly on Malaysian hospitality 
as a natural trait of Malaysians, 
Lau Yin May, Group Chief 
Marketing and Customer 
Experience Officer, Malaysia 
Airlines said: ”We wanted to 
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show how Malaysia Airlines 
delivers services. That Malaysian 
hospitality begins with us.”

“As the national airline, we 
represent Malaysia to the world. 
First impressions are important. 
We want this ‘hospitality’ trait to 
define us as Malaysians. That this 
hospitality is ingrained in us and 
not choreographed,” she added.

The Creation of the Hospitality 
message

Adam said every means was 
availed of – from a robotic arm, 

intricate sets, an original song by 
local artistes to an actual cabin 
crew member, Shazni, to produce 
the Malaysian Hospitality 
experience.

Adam also described the 
campaign spot as ‘surreal and 
whimsical’ and as an ode to the 
people of Malaysia. Something 
that involved pooling together 
the best local talents and 
expertise where everyone “knew 
they were doing it for something 
bigger than themselves”.

Describing the making of the 

https://www.youtube.com/watch?v=Q9MWJArxl4U&t=6s
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ad as dramatic, Adam went on to 
say that unforeseen issues caused 
the shoot to be extended by an 
extra day – a step that he said 
was fully supported by the client 
who clearly understood ‘the 
intentions behind it’.

“Initially we were tentative 
about it. There were talents on 
standby and some of our staff 
had been there for fourteen 
hours. But we understood 
the difficulties involved and 
appreciated the professionalism 
shown by everyone,” Yin May 
told Marketing Magazine.

She explained: “We looked 
at the extra day of shooting in 
a positive light given various 
circumstances including the use 

Creative Agencies
Bonsey Jaden x Imaginary Friends
Creative Director
Adam Chan
Associate Creative Directors: 
Jing Wei, Gary Hor
Business Director
Jay Murali
Head of Operations
Ian McMullan
Creative Services Manager
Phyllis Chow
Production House
Directors Think Tank
Executive Producer
Heng Tek Nam
Film Director
Rajay Singh
Co-director
Hyeon x Aoi Pro, Chevie Law
DOP
Anu Moothedath
Editor
Affandi Jamaluddin
Producer 
Suraya / Don Wong
Line Producer
Novis / Ain Nasir

Production Asst
Arman / Ipson
Bolt Operator
Nook
Production Designer
Budi Gareng
Art Director
Rachel Chong
Wardrobe
Wardrobe Room
Post Producer
Vinie / Sivagamy
Colorist
Ben Conkey
Online Editor
Chris Cheng / Akira
Sound Director
Rodney Thomas
Music
Pitch Audio Magic
Music Producer
Rath
Music Director
Kimberly
Client
Malaysia Airlines
Group CEO
Izham Ismail

Group Chief Marketing & Customer
Experience Officer
Lau Yin May
Global Head of Marketing
Wong Wai Kuan
Head, Brand, Strategy & Creative
Sagar Paranjpe
Head, Social Media
Sherry Woo
Head, AV Production
Travis Loh
Head, Art - Digital
Chow Chuan Yean
Senior Copywriter
Charlotte Lam
Senior AV Producer
Admad Ezzat Hakimi Ahmad Kamil
AV Producer
Cheok Mok Yee
Senior Art Director
Clarice Yong
Copywriter
Amanda Wong
Executive
Norzillah Hashim 
Senior Officer
Azla Muhamad

of new technology.”
Even post production took 

a mammoth effort, revealed 
Adam, as every intricate 
detail had to be pored over 
and scrutinised to ensure the 
continuity of the single shoot to 
produce a surreal effect.

“Whimsical took the form 
of Shazni, an actual cabin crew 
member, ‘appearing’ at specific 
points in the ad. This was done 
to reflect the charm of Malaysian 
hospitality.”

“It was definitely satisfying 
and it wasn’t just about the 
output. It was also very much 
the journey, the process 
of getting there,” Adam 
emphasised.
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metrics like CPMs are dumb 
because not all media exposures 
are created equal and metrics like 
CPMs don’t take into account 
the fact that some types of media 
evince much more attention than 
others.

The counter argument is that 
the important thing about media 
is to be in it all the time, and that 

There’s nothing we creative 
department rats like better than 
to sit back and watch marketing 
experts duke it out.

Recently, some of the 
industry’s smartest marketing 
brains have been bumping heads 
over the issue of attention.

Here’s the situation. 
According to some, traditional 

BEST MEDIA 
STRATEGY IS A 

GREAT IDEA
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after a certain point additional 
attention isn’t worth paying for.

The argument among these 
smart people is a lot more 
sophisticated than I’m making it 
out to be. It involves things like 
“fixation” and “dwell-times” and 
a lot of other esoteric factors that 
are well above the pay grade of a 
dumbass blogweasel.

I know the world is 
breathlessly waiting to hear what 
an ad ferret has to say about all 
this. I’m going to skip all the 
scientific arcana that the brainiacs 
enter in evidence. Instead I’m 
going to rely on the bedrock of 
my success in the ad business 
-- strongly-held, ill-informed 
opinions.

I am concerned that in this 
debate my marketing  friends 
are assiduously avoiding a 
discussion of what the media 
are delivering -- the message. I 
know it is supremely déclassé 
these days to contend that the 

most important part of an ad 
is the message, but I can’t help 
believing that my successful 
recording career is not nearly as 
dependent on how many songs I 
release and where I release them 
as it is on whether or not I have 
any hits.

By having a hit I’m getting the 
best of both worlds. I’m getting 
a lot more attention and I’m not 
paying for it! 

Like I always say, the 
marketing industry can 
complicate the shit out of a 
salami sandwich.

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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