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Culture Matters. And, Today,  
Communications Keeps it Alive.
 
Organizational culture might be best described as the shared ethos of a 
corporation. It is an expression of how employees feel about the work they do, the 
values they embrace, and perhaps most importantly, where they see the company 
going and how their work will accomplish those goals. No wonder purpose factors 
so prominently in company culture.  Great cultures often produce great brands.
 
Global jobs website Glassdoor surveyed more than 5,000 adults in the U.S., the 

U.K., France, and Germany last year to determine their priorities when it came to job satisfaction. 
According to the study, 56% of workers ranked a strong workplace culture as more important than salary, with more than 
three-in-four workers saying they would consider a company’s culture before applying for a job.
 
But where are we now? Does a company’s culture change with less physical interaction?  What about its sense of purpose?
 
Several recent Internationalist INSIGHTS Surveys over the last 8 weeks asked marketers about the future of work, the 
evolution of purpose, and the connection between brand and culture. The results have caused us to think more about the 
need for marketing communications in a work-from-home world with a new business imperative on stakeholders as well 
as shareholders. Marketing leaders understand this represents a massive shift, and our own research states that 85.7% of 
marketers worldwide now define the attributes of a purpose-led brand or organization by agreeing with this statement: 
Companies should serve not only their shareholders, but also deliver value to their customers, invest in employees, deal fairly 
with suppliers, and support the communities in which they operate.
 
As a result, The Internationalist is collaborating with Success Made to Last to create custom podcasts for the internal and 
external communications needs of organizations across the business spectrum.  Our experience—and enthusiasm for the 
medium—enable us to deliver highly differentiated, bespoke podcast series through powerful storytelling designed to build 
employee enthusiasm, unify stakeholders, and strengthen brands. Along with providing turnkey operations, we develop 
STORIES THAT MATTER to support essential communications in today’s remote working world.
 
We are neither an agency nor media provider, but experts who can help strategically with an emerging and significant 
element of how the modern corporation delivers stakeholder information.
 
The pioneering work of Success Made to Last on Blog Talk Radio and Executive Producer Rick Tocquigny who is on his 
way to recording his 3000th podcast episode, combined with The Internationalist, now in its 17th year of serving marketers 
with content, insights and thought leadership, along with Founder Deborah Malone’s industry knowledge and interview 
skills, provides expertise that can maximize brand strategies and drive innovation.
 
Deb Malone 
Founder
 



BRILLIANT,  BRILLIANT,  
TIMELY PODCAST.TIMELY PODCAST.

This series of 30 episodes examines the difficulty of determining truth 
in a Twitter-World of heightened social media information, big data, 
fake news, foreign propaganda, hacks and lies. Top communications 
professionals discuss influences of new communication technologies 

and provide useful suggestions to better determine truth. 

Produced  with Success Made To Last. Available on Apple Podcast App, Google, iHeart Spotify, Deezer, Spreaker and Castbox

“Never has the concept of ‘truth’ been so challenged. This series provides practical advice on 
how to distinguish truth from fiction.” — John Pepper, Former Chairman P&G and Disney

“Tim Love’s good and noble effort, sorely needed in this day and age. Give this series a listen 
and learn more.” — Steve Pacheco, President & CEO American Advertising Federation

“Truthfulness is the foundation on which human relationships are built.  Now more needed 
than ever.” — Paul Polman, Co-founder & Chair IMAGINE, Former CEO Unilever

“This comes at a critical time when social media is relied upon more than ever,  
but is full of lies, hate and fake news that result in political,  

as well as commercial injury.” — Wally Snyder, Executive Director, Institute for Advertising Ethics
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Advocating for an  
18th Sustainable Development 
Goal: A Meaningful and  
Safe Digital Life
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Last week, the world’s largest climate summit took place in New York City. 
While this year’s Climate Week, in association with the 75th United Nations 
General Assembly Week, focused on rebuilding after COVID-19, the series of 
over 350 virtual events also explored how we can half global emissions by the 
end of the decade and create a better global economy for people and our 
planet.

The event caused me to revisit the 2030 Agenda for Sustainable Development, 
adopted by all United Nations Member States since 2015. At the core of the 
agenda are the 17 Sustainable Development Goals (SDGs), which are an 
urgent call for action by all countries – developed and developing – in a global 
partnership. They recognize that ending poverty and other deprivations must 
go hand-in-hand with strategies that improve health and education, reduce 
inequality, and spur economic growth – all while tackling climate change and 
working to preserve our oceans and forests.

According to the UN Global Compact, more than 80% of its 9,500 corporate 
members have committed to advancing one or more of these goals.

However, it became clear to me that as we live in 
a digital-first, work-from-home world, yet not one 

of the 17 Sustainable Goals addresses a fair, more 
livable digital future for our fast-evolving and 

technology-driven world. 
TODAY, WE DON’T JUST GO ONLINE,  

WE LIVE ONLINE.

by Sebastian Vedsted Jespersen, 
Sebastian Jespersen is CEO and 
founder of Vertic

More than 4.5 billion people now use the internet, while social media users 
have passed the 3.8 billion mark. Nearly 60 percent of the world’s population is 
already online, and the latest trends suggest that more than half of the world’s 
total population have used social media this year. The average internet user 
now spends 6 hours and 54 minutes online each day. That equates to more 
than 100 days of connected time per internet user per year – meaning we 
spend roughly 40 percent of our waking lives using the internet.

People have more experiences online each day than they do offline. Instead 
of speaking face-to-face with co-workers, we send emails or chat. Rather than 
paying someone in person, we send it through Venmo. When we book a trip, 
we use travel websites, not travel agents. When we want to listen to music we 
love, we ask Alexa or Google to play it for us.

https://www.climateweeknyc.org/climate-week-nyc-2020
https://sdgs.un.org/goals
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We increasingly do more of our shopping, more of our dating, more of our 
friendship-making, more of our learning, more of our news-seeking, more of our 
chatting and more of our buying or selling things at a touch or a click online. What 
we do in cyberspace goes deeply into almost every part of our life. We are starting 
to see the first applications using deep machine learning, deep facial recognition, 
deep voice automation, deep data insights and deep computing enrichment, but 
we are entering into untouched areas were corporations will start to know more 
about us than our most dear loved ones – and perhaps ourselves. 

The messy privacy law area

Technology has given brands a global platform and the ability to interact with 
people at scale. It has fundamentally changed how people get information, 
communicate, and engage with one another. In other words, digital technology 
has not only changed the relationship between brands and people, it is also 
changing how we interact with the world at large. People have started to Share 
their Lives with these companies.

The push for data privacy has exploded in recent years, with regulations such as 
the EU’s General Data Protection Regulation (GDPR) and the California Consumer 
Privacy Act (CCPA) leading the charge. This means consumers around the globe 
are gaining rights regarding how their data is collected, stored, and sold, as well as 
more ways to hold companies accountable when poor data security practices lead 
to data breaches involving their personally identifiable information (PII).

Some of these laws and standards enhance the scope of others or clarify grey areas. 
However, others can fall short, weaken rules and fines, or even exempt certain 
industries entirely.

With all these digital interactions, brands have more data than ever about the 
people they serve. However, data is of little value if it’s primarily used to harass 
people and intrude upon their online experience. This information is only mutual 
valuable when it is interpreted and used to understand people and enable a 
meaningful relationship with them. Through this understanding, brands have the 
potential and capability to create something magical and accessible. Consumers, 
at the same time, have learned the difference between privacy and security—and 
expect value in return for their data.

Using data to identify how to deliver value to what customers find meaningful and 
for brands to understand what is authentic is also committing to helping customers 
live their best (digital) lives. 

The Opportunity

What if companies could commit to providing customers with a richer and 
protected online future through a more enriched and acceptable life with 
data? What if we could experience significant impact to quality of life with an 
addition to the UN Sustainable Development Goals where companies use data 

https://vertic.com/share-of-life
https://vertic.com/share-of-life
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for mutual benefit rather than for unwelcomed intrusion or manipulation? 
Companies that use data as a means to “zero degrees of separation” will 
replace doing business at arm’s length and replace engagement with deep-
seated entanglement between the company and the customer. It will take 
a mindset change from a “doing to and targeting” to a one-with-one digital 
empowerment mantra.

We need our digital world to be as safe and livable, as with our physical world. 
We need a place where global corporations are acting responsibly both 
online as they do offline. As with all the other SDG areas, we need universal 
and global laws that protect the users and their data, while enabling tech 
companies, governments, industry, civil society and researchers alike to unlock 
the beneficial potential of new technologies and making the world a better 
place than when they leave it.

The solution to many of the other Sustainable Development Goals relies 
on use of technology and corporations leveraging Artificial Intelligence, 
Big Data and Machine Learning etc. to convert insights into big 
opportunities. We simply need to find solutions to coexist and define 
common rules as many technology companies are now so embedded in 
people’s digital lifestyle that you can talk about an intertwined existence 
– an entangled relationship. People and technology connect reflexively. 
Searching on Google or watching Netflix streaming or ordering goods 
with one click from Amazon have become reflexive.

Defining such global guidelines will involve funding, resources, and 
expertise while companies need to find new ways of working and 
innovating with people. It can be done if companies commit to 
collaborate with their customers in identifying new solutions, yet it will be 
close to impossible if it’s not guided by a new Sustainable Development 
Goal number 18 – A Meaningful and Safe Digital Life. 
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Yin Rani’s career has been built on bold strategies, coupled with breakthrough communications. Last October, she 
accepted the role as Chief Executive Officer of MilkPEP or The Milk Processor Education Program, where she started 
to address the challenges of the milk industry by using marketing to make a positive impact. Less than six months in 
her new position, COVID-19 interrupted some of her plans—but certainly not all! 
 

The Internationalist Trendsetters 
is written by Deborah Malone, 
founder of The Internationalist.

During lockdown, milk sales in-
creased at rates not seen in years. 
Across the U.S., milk sold at retail 
climbed about 4 percent year-to-
date from January 1-June 12, 2020. 
Interestingly, in our stay-at-home 
world, milk lovers also found new 
ways to share their much-loved 
drink on social media, which 
inspired Yin Rani and her teams to 
create a new “Got Milk?” cam-
paign for these times.

While the original “Got Milk?” 
campaign of the 1990s highlighted 
celebrities and their milk mous-
taches, today’s campaign turns to 
those every-day consumers who 
are sharing their fondness for milk 
by making it an online superstar 
through their posts, games and 
pictures. Today’s MilkPEP cam-
paign is reframing the iconic “Got 
Milk?” tagline to literally “Show 
Us What You Got” for an energetic 
and enthusiastic social media-lov-
ing generation. 
 
 

To hear more from Yin Rani, tune 
in to our Trendsetters podcast as 
she discusses the origins and goals 
of the campaign and how her 25 
years of integrated marketing 
experience have prepared her 
for today’s MilkPEP role.  CLICK 
HERE. 
 

Yin Woon Rani, CEO of MilkPEP

Yin Woon Rani, CEO of MilkPEP, Introduces a New  
“Got Milk?” for These Times...

https://www.spreaker.com/user/12164524/ts-yinrani_1
https://www.spreaker.com/user/12164524/ts-yinrani_1
https://www.spreaker.com/user/12164524/ts-yinrani_1
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following:

•  The mission of MilkPEP and the 
role of its CEO.

•  Why the “Got Milk?” campaign is 
being brought back.

•  While milk sales to homes 
increased during the early weeks 
of COVID-19, does this represent 
a sustained lift?

•  How the campaign will use media 
now versus the past, as well as 
new influencers and partners. 

•  The insights about milk during 
the COVID era.

•  How the dairy industry will keep 
consumers interested after the 
pandemic subsides. 

___________________________________

Prior to joining MilkPEP, Yin Rani 
was VP, Chief Customer Experience 
Officer for the Campbell Soup 
Company, where she was 
instrumental in modernizing 
the company’s marketing across 
content, media, design, martech 
and digital – as well as improving 
the business trajectory for 
important core brands and new 
launches. Before joining Campbell 
Soup, Rani was president, North 
America of Universal McCann, the 
largest operating unit within IPG’s 
Mediabrands group.

Yin Rani earned a Bachelor of Arts 
from Yale University and a Master 
of Business Administration from 
the Stern School of Business, New 
York University. She is active and 
respected within the marketing 
industry, earning recognition 
from a range of industry awards, 
both as a marketer and as an 
advocate for diversity – including 
YWCA’s Women of Year, SheRunsIt 
“Working Mother of the Year,” 
Brand Innovators Top 50 Women 
in Marketing, Path to Purchase 
Institute “Who’s Who in Shopper 
Marketing,” among others. She 
was also named an Internationalist 
of the Year by The Internationalist 
in 2015.
___________________________________
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From Top Marketer to Founder, Luis Gallardo 
Proves the Power of Brand Building

While transformation is 
unquestionably a critical business 
survival skill, Luis Gallardo has 
pioneered the transition from global 
marketer for one of the world’s top 
professional services companies 
to Founder of the largest forum of 
happiness and well-being experts and 
thought leaders that now reaches 10 
million people across the globe.  And 
he admits he never could have done 
it without relying on his strategic 
marketing and brand building skills.

In fact, ten years ago, The 
Internationalist profiled Luis Gallardo 
when he was Global Director of Brand 
& Marketing at Deloitte and launched 
the “Always One Step Ahead” initiative 
in 175 countries.  Often called “the 
green dot” campaign, all advertising 
cleverly incorporated a single green 
dot to represent images as diverse 
as a globe, a sun, a doorknob, or 
a bead on an abacus.  Not only 
did it illustrate how Deloitte was 
always one step ahead on key issues 
and opportunities, but the visuals 
transcended boundaries, cultures and 
sectors while avoiding the traps of 
semantics or language.  And it is still 
running in many parts of the world.

Today, he is the Founder of world’s 
largest, most diverse, polycentric and 
comprehensive forum of happiness 
and well-being experts, thought 
leaders, activists, shapers, and game-
changers, which came about because 
he saw an unmet marketing need to 

present a human-centric view of the 
world. Called the World Happiness 
Foundation, the organization helps 
build the capabilities of individuals, 
communities, associations, 
corporations, and governments to 
increase personal wellbeing, and 
ultimately, happiness. This is done 
through education and training, 
transformational experiences, 
community building initiatives, 
public policy forums and round 
tables. 
 
To hear more from Luis Gallardo 
and his incredible journey, tune in 
to our Trendsetters podcast as he 
discusses his commitment to change 
a University of Chicago statistic that 
only 14% of people are happy at 
work. Whether called mindfulness, 
mental health, wellbeing, or even 
an individual’s purpose, more 
companies are taking the emotional 
needs of their employees seriously, 
and Luis could not be happier. CLICK 
HERE.

Luis Gallardo

https://www.spreaker.com/user/12164524/ts-luisgallardo
https://www.spreaker.com/user/12164524/ts-luisgallardo
https://www.spreaker.com/user/12164524/ts-luisgallardo
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In our conversation, we discuss the 
following:
•  The transition from being a global 

marketer for one of the world’s top 
professional services companies to 
creating an organization based on 
happiness.

•  The origins of the World Happiness 
Foundation and the World 
Happiness Fest.

•  Determining how the organization 
was on the right track and viable.

•  The role that marketing played in 
creating a global organization in a 
short time.

•  How the need for wellbeing and 
happiness has intensified amid the 
COVID-19 crisis.

•  The adaption to a WFH model.
•  Why connecting to the UN’s 17 

Sustainable Development Goals is so 
important.

___________________________________

Originally from Spain, Luis 
Gallardo is a social innovator and 
entrepreneur with the higher 
purpose of elevating the vibration 
of the planet by developing ideas, 
connecting thought leaders, 
activists and communities and 
increasing awareness on the science 
of happiness, holistic education and 
smart innovation.

He is also the author of Brands & 
Rousers, a book that expands upon 
the theory that one should “Think 
Holistic; Act Personal,” which is an 
emotional update to “Think Global; 
Act Local.”

Over the years Luis has been an 
advisor to CEOs, thought leaders, 
entrepreneurs, Nobel Laureates, 
political and institutional game 
changers on strategic personal 
positioning and brand building. 
That access to the brightest and 
most conscious individuals has 
inspired him to understand that the 
world needs new lenses to realize 
growth and how humans and 
societies can thrive.

For Luis, Happiness is a human 
right and a life choice, an enabler 
of human development and social 
innovation. 
___________________________________
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Michael Moszynski, LONDON Advertising CEO, 
Demonstrates with an Agency Ad Campaign that 
the Size of the Idea is What Matters

Michael Moszynski believes that 
an ad agency—at the very least-- 
should provide businesses with 
the inspiration to advertise. As 
CEO of independent creative shop, 
LONDON Advertising, he is keenly 
aware that right now every agency 
is reminding their clients that “those 
who advertise in a downturn will 
gain market share over those who 
do not.”  However, he has gone one 
step further.  
 
Realizing that ad agencies rarely 
advertise themselves, while other 
professional services certainly do, 
he has created an ad campaign for 
LONDON Advertising by doing 
exactly what he tells his clients to 
do: “Make it simple; cut through 
the clutter; get noticed.  And, 
most importantly, be sure that 
people remember the name of the 
advertiser.”  
 
The LONDON Advertising campaign 
was created by the agency for the 
agency in lockdown and is now 
running across the UK this July 
and August with 9,000 spots on 
Sky News featuring 10 different 
executions, dozens of premium 
digital outdoor locations showing 
varied poster creative, as well as 
digital messaging on LinkedIn.  
 
The highly recognizable voices of 
both Helen Mirren and Liam Neeson 

provide the voiceovers for the 
campaign.  
 
LONDON was founded over a 
decade ago on the premise that 
a brand did not need to hire an 
agency network to deliver global 
campaigns. While its pioneering 
model of quality ideas from one 
central headquarters without 
expensive overseas bases has 
become more feasible, Michael 
Moszynski continues to work at 
being a catalyst for industry change. 
 
To hear more from Michael 
Moszynski, who believes his 
company must lead by example 
if businesses are going to get the 
economy moving again, tune in 
to our Trendsetters podcast as 
he discusses his commitment to 
advertising and how it’s the size of 
an idea that matters, not the size of 
a production budget. CLICK HERE.

Michael Moszynski

https://www.spreaker.com/episode/39847140
https://www.spreaker.com/episode/39847140
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In our conversation, we discuss the 
following:

•  Why the LONDON Advertising 
campaign was created and the 
goal of its media choices.

•  How Helen Mirren and Liam 
Neeson agreed to be part of it.

•  The significance of how the 
campaign was funded

•  Why creativity matters more now 
than ever.

•  The future of the agency world—in 
terms of new models and the move 
to in-housing. 

•  The key priorities for global 
marketers now.

•  Why business should look to 
measure what’s important, rather 
than what’s measurable.  

•  How businesses will change and 
adapt over the next year.

The purpose of the Institute for 
Advertising Ethics (IAE) is to 
inspire advertising, public relations 
and marketing communications 
professionals to practice the highest 
personal ethics in the creation 
and dissemination of commercial 
information to consumers.  

___________________________________

LONDON Advertising is a global 
agency with just one office. It was 
set up in 2008 (two weeks after 
the collapse of Lehman Brothers) 
to disrupt the traditional network 
agency model. Since then it has 
worked with clients based on every 
continent and run campaigns in 
more countries than WPP has offices. 
The agency’s iconic “I’m a fan” 
campaign for Hong Kong-based 
Mandarin Oriental has proven to 
achieve the highest ad recall ever 
recorded by Ipsos Mori.  
 
LONDON Advertising has been 
voted Agency of the Year for six out 
of the last seven years.    
 
The Agency bought and 
redeveloped its global HQ, LONDON 
House, winning the RIBA Award for 
the Best Office in the UK.  
 
After the last downturn it funded a 
£100,000 prize to identify the best 
digital talent and got the Prime 
Minister to launch it. The agency 
incubated the winning idea and 
secured £4m in funding to make it 
the most funded tech start-up in 
Europe.  
 
In September 2019, the Agency’s 
two Founders and owners sold the 
company to its staff in the form of an 
Employee Owned Trust.
___________________________________



t h e  i n t e r n a t i o n a l i s t

15

internationalist

LOGO2 — news gothic

the

internationalistthe

internationalistthe

GSK’s Julie Chan Discusses the Need for Fluidity in 
Communications Planning Today

Julie Chan believes that now, 
more than ever before, it is 
important for marketers to 
understand “fluidity.” A global 
media expert who is GSK’s 
Communications Planning Lead 
for the Pain and Respiratory 
business categories, she 
recognizes that the ability to 
change rapidly must be built into 
our communications today. 
 
She has drawn these conclusions 
after watching the charts that 
illustrate three different future 
scenarios for COVID-19: recurring 
small outbreaks, a gigantic second 
surge, or an on-going persistent 
crisis.  And while healthcare and 
government officials have talked 
about “flattening the curve” of 
the disease for many months, Julie 
Chan simply can’t stop thinking 
about the various predictive 
curves and their implications for 
Communications Professionals.  
 
“The curves,” she says, “help me 
visualize what we as Comms 
Planners can do. For example, 
what if we had one set of 
messaging for peaks and another 
for valleys? Would this cause us to 
look at competition differently? 
The skill sets needed for our 
current environment are not 
the traditional ones we’ve been 
using for years. While advertisers 
have incessantly talked about 
‘agility;’ now is the time to apply 

it—perhaps in ways we’ve never 
considered before.”  
 
To hear more from Julie Chan, 
tune in to our Trendsetters 
podcast as she talks about the 
links between human behavior 
and comms planning. . . and why 
we should not use a term like “the 
new normal.” CLICK HERE.

In our conversation, we discuss the 
following: 
 
•  Why Julie Chan is “obsessed with 

the curves.”
•  How brands should consider 

moving forward.
•  Whether the rules of efficiency 

apply during a pandemic, or if they 
should be recalculated.

•  What messaging should be 
communicated now.

•  What’s on the horizon?  
•  Will the behavior changes created 

during the pandemic remain with 
us?

Julie Chan

https://www.spreaker.com/episode/40251851
https://www.spreaker.com/episode/40251851
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___________________________________

Prior to her role at GSK, Julie 
Chan was Global Consumer 
Engagement Lead at Pfizer 
Consumer Healthcare, where she 
was responsible for developing 
advertising strategies to drive 
growth for Pfizer’s global 
consumer brands, including Advil, 
Centrum, Caltrate, ChapStick and 
Nexium24HR. 
 
She also spent 13 years at Johnson 
& Johnson, where she led a team 
of media professionals responsible 
for integrated communications, 
agency oversight and digital 
marketing for the company’s 
consumer, pharmaceutical and 
medical device businesses. 
 

Her extensive communications and 
digital expertise, gained through 
management responsibilities in 
North America, Asia, Europe, and 
Latin America, combined with her 
passion to drive innovation, have 
enabled her to successfully help 
build brand value. 
 
Julie Chan was also named an 
Internationalist of the Year by 
The Internationalist in 2009 and 
participated in the ANA’s first 
playbook on purpose entitled 
Defining Brand Purpose, which 
has been downloaded more 
than 14,000 times. She is a board 
member of the World Federation 
of Advertisers as well as the Mobile 
Marketing Association.
___________________________________
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Who hasn’t lied?

What child hasn’t lied because of fear of 
punishment?

We have accepted that there are good 
lies and bad lies. Telling someone they 
“look nice” or saying “aren’t you clever” to 
make them  feel good,  Maybe it is a lie by 
omission: not telling someone they have 
spinach stuck in their teeth or a doctor 
choosing to give a patient hope despite a 
bad prognosis although these days that’s a 
potential malpractice suit.

Over the last 12 months, my podcast 
series, Discovering Truth, has examined 
the difficulty of determining truth in a 
Twitter-World of heightened social media 
information, data, fake news, foreign 
propaganda, hacks and lies. The series 
features top communications professionals 
who discuss the influences of new 
communication technologies and provide 
useful suggestions to better determine 
truth. The Discovering Truth series is 

designed to advance critical thinking and help people better assess the 
information they use in forming their opinions and beliefs about truth.

This is the “Season One Finale,” what I have learned from the past year’s 30 
interviews which can be accessed on all major podcast carriers (under “Tim 
Love’s Discovering Truth”).

 Discovering Truth:  The Life of a Lie                 

How many times can a man turn his head 
and pretend that he just doesn’t see? — “Blowin in The Wind” by Bob Dylan

Based on Chain of Gossip illustration © SEPS licensed by Curtis Licensing Indianapolis, IN.

Illustration concept modification Harrison Love

by Tim Love
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OVERVIEW: Distinguishing between truth or false 
information is difficult in an open media market. New 
communications technologies are causing a modern-
day Reformation over who has authority for the truth. It 
is a Cyber Reformation and it’s as fundamentally divisive 
and controversial as two prior historic Reformations also 
initiated by advances in communication technology. 
These were the Protestant Reformation of the 16th 
century and what I call the Acoustic Reformation that 
occurred between the late 19th Century through the end 
of WWII. Each time there has been confusion over who 
has the authority for truth. Each raised the issue of trust 
over information.

The Protestant Reformation occurred from 1517-1648 
when the printing press with moveable type disrupted 
the prior authority for truth: the Vatican’s control over the 
interpretation of the Bible and doctrine. The printing press 
enabled others to interpret the Bible differently.  

The next equally disruptive Reformation occurred from 
1897-1945, initiated by Marconi’s development of the 
wireless communication system. I call this the Acoustic 
Reformation because it came from a confluence of 
acoustic inventions — wireless telephony, radio and the 
public address system. It gave tremendous power to 
individual control over ideas through live direct voice 
and sound and prerecorded transmission.

Our current Cyber Reformation has been sparked by 
communication technology advances that enable 
any individual with access to the internet to create 
their own content, to express their own perception of 
truth.  Furthermore, the evolution is enabling artificial 
intelligence (AI) by Bots to create and disseminate true 
and false information.

The process of reformative thinking can bring 
significant negatives and socioeconomic disruption. 
Each Reformation brings into question the prior 
authority for truth. In the Protestant Reformation, 
it was the religious thought leaders. In the Acoustic 
Reformation it was the governing principles and 
leaders in a more connected world. In our Cyber 
Reformation questions about the ethics of journalism, 

media and government servants have been raised. 
Like earlier Reformations, the disruptions help us learn, 
eventually, how to harness the technologies, to move 
mankind forward and improve life. I am confident this 
will hold true if we are not fearful of what we can learn 
from what we are experiencing now.

LEARNING: In the search for truth, there have naturally 
been some revelations about lies and the fine line 
between truth and lies. The key determining factor 
is how each of us choose to perceive information. 
Perceptions are subjective. They can unwittingly betray 
us, as information is neither truth or lie until you decide 
how to perceive it.

Certified fraud examiner Pamela Meyer is described 
by Reader’s Digest as America’s best known expert 
on lying.  She authored the book Liespotting  and her 
2011 TED talk is one of the 20 most popular of all time. 
Meyer says lying is a “cooperative act”.       

It takes someone to believe the lie in order for it to occur. 
Likewise, truth is a perception and also a cooperative act. 
Information must have your permission to be perceived 
and embraced as truth or lie.

One revelation is the disproportionate power of lies 
and why lies are more readily accepted by people. 
Cyber researcher, Dr Augustine Fou confirmed in 
Episode #13 of this podcast series something said by 
former analyst from the Central Intelligence Agency, 
Yael Eisenstat, after spending six months working 
with Facebook: “As long as (social media) algorithms 
goals are to keep us engaged, they will feed us the 
poison that plays to our worst instincts and human 
weaknesses.”  Fou also helped us understand how 
advertiser investments on social media are being 
hijacked (he calls it “AdFraud”) by criminal and foreign 
bad actors to fund and sustain their infiltrations into 
our minds.

The life of a lie today in social media is a significant 
threat to all of us, to our democracy and our way 
of life. Conspiracy theories like QAnon and online 
bullying impact people’s perceptions and psyches. This 
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is disturbingly exemplified by right-wing conspiracy 
theorist, Alex Jones, whose InfoWars website 
reportedly was viewed by 7.5 million unique readers 
per month in 2018, and whose radio content was 
at one time syndicated by 160 radio stations.  Jones 
advocated a number of extremist and unproven 
conspiracy theories, like the bizarre falsehood that 
the mass shooting in Newtown Connecticut (2012) 
was a “giant hoax” invented by government-backed 
“gun grabbers.” He accused the victims’ parents of 
lying about what happened and conspiring with the 
media to create fake news coverage. The parents of 
the tragedy eventually sued him for defamation and 
won the case and also Jones’ appeal over sanctions 
imposed.  He was banned from several platforms like 
Facebook and Twitter in 2019, but still remains active 
and maintains a strong following.  

Other conspiracy pundits, online news sites and even 
cable news continue to flourish, untethered by any 
accountability. For example, Pew Center research this past 
spring showed that 79% of FoxNews viewers believed the 
Covid19 pandemic was an exaggeration of “fake Media” 
after several of FoxNews personalities called the pandemic 
a “hoax” designed to destroy the President.

Despite over 220,000 deaths projected by December, 
some people still believe it is a political tool.  Pew 
Center surveys during the three months when the 
pandemic dominated the national news, showed 
Republicans who believe “the outbreak was 
“overblown” increased from 47% in April to 63% in 
June, while Democrats went from 14% to 18% over 
the same period. This despite deaths increasing 
precipitously.

Lying face to face is more difficult to manage than a 
lie made virtually. People say and repeat things on 
social media that they would never say to someone 
in a direct encounter. The pandemic has forced us to 
live in even more isolation relying less on face-to-face 
communications, potentially increasing the amount 
of lying we are exposed to on the communication 
platforms we are more dependent on. With practically 
no oversight, and more reliance on “anonymous 

sources,”  the news media has evolved from news 
to commentary to attract audiences. This makes it 
necessary to be suspect of information intake and 
more circumspect about what we share. 

We are suffering from information overload. The 
attendant decline in trust over information causes 
people to consciously and unconsciously restrict intake  
of ideas and commentary that does not challenge their 
preconceived perceptions and beliefs.  This is called 
“Echo Chamber” or “Rabbit Hole” thinking which 
avoids the feelings of discomfort from uncertainty. 
When it becomes habitual it results in what I call 
“Intellect Anorexia”, an intransigence evident on both 
sides of the so-called aisle.

A 2018 study by Massachusetts Institute of Technology 
(MIT) found that false stories spread more rapidly 
on the social network Twitter than true stories and 
false stories are 70% more likely to be retweeted 
than true stories.  A true story on Twitter took an                                                         
average of 60 hours to reach 1,500 people, while false 
stories achieved the same reach in only 10 hours.

What is particularly revealing in this research is that 
it measured the pattern of sharing and cascading of 
information, by humans rather than by AI or Bots. The MIT 
scholars said it is possible the same phenomenon occurs 
on other social media platforms, including Facebook.  The 
study concluded that false stories and fake news have 
a +35% advantage in building audience size over true 
stories and true news. 

MIT hypothesized that we are naturally drawn to 
novel stories over normal information. Most people in 
advertising and marketing communications  can confirm 
this is the case. Novel ways of looking at a brand or service 
attract more attention. With data mining it is possible to 
target messages with hard to detect algorithms tailored 
to individuals, because AI can read each person’s interests 
and biases based on online behavior.

Neuroscientists confirm that the brain detects patterns in 
our experience with information and nature. Our ability 
to detect patterns may mean that we are more likely 
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to notice aberrant patterns, or abnormal information 
from preconceived perceptions. Novel stories are more 
memorable and more likely to be shared.

Couple this human tendency to seek novelty in ideas 
with the simultaneous explosion of information and 
data bombarding us each day in the public and social 
media. The average person today in the US spends 
11.5 hours per day watching a screen or monitor with a 
massively expanded variety of information providers. 
This presents a greater opportunity for misinformation 
or novel information.

In Episode #4 of the Discovering Truth podcast series we 
interviewed a management representative of Facebook. 
He revealed that Facebook can tell where information 
is coming from. Facebook specifically could tell that the 
Internet Research Agency in St. Petersburg, Russia was 
the source of significant information showing up on 
Facebook and shared by Facebook followers leading 
up to the 2016 elections.  It is naïve to deny that this is 
currently happening again, with similar intentions to 
stir disruptions. In fact, Microsoft has warned that it is 
happening with the upcoming election and specifically 
identifies the interference is most prevalent from 
Russia, China and Iran. 

NETWORK EFFECTS: Considerable focus and 
investment has been placed on the value of 
communities that are connected by information 
technology.  A network of people able to communicate 
with each other has increasing value as the 
connections to additional people increases.

Metcalfe’s Law, as in Robert Metcalfe, co-inventor of 
the Ethernet (1980), applies to both the growth in the 
number of connections as well as the value. Metcalfe’s 
Law precedes the modern internet as it had to do with 
the value of devices in general. For example, owning a 
single fax machine is useless, with two fax machines you 
can communicate with another person, but when there 
are more fax machines the devices have greater value. 
Network Effects in business concerns how a network 
provides both value and competitive advantage. The 
mathematical justification for Metcalfe’s law measures 

only the potential number of contacts, i.e., the 
technological side of a network. It postulates that the 
effect of a telecommunication network is proportional 
to the square of the number of connections. Network 
Effects is illustrated by the following diagram:
                        

 

Network Effects may also impact the conviction one 
has in their perceptions of true or false information. 
The more a truth or lie is spread the more accepted 
it becomes. Where Metcalfe’s Law assumes a 
linear increase in effect, there may be a non-linear 
consequence for each connection if the information 
being communicated is truth or lies. Recall, the MIT 
study attributes +35% more value to false stories in 
audience delivery. 

Social Exchange Theory focuses on relationships.  It 
suggests that in any relationship the more choices 
one person has, they have more power. Sharing novel 
information gives people an illusion of intellect status 
and information power. As humans connect more 
readily than at any time in history, albeit virtually, 
the network effects of false information are greatly 
amplified.  

The life of a lie is enhanced when it gets shared by 
people, because “Word of Mouth” is always the most 
powerfully persuasive medium. This is why we each 
need to be our own fact checkers and to have a healthy 
distrust of the information we receive before sharing. 
Sharing of false stories planted by bad actors has a 
potentially more persuasive effect when it is perceived 
to have originated from a friend or family. By sharing, 
you may have unwittingly become cooperative in a lie. 

Network Effects
Metcalfe’s Law

FIGURE 1
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What is truth?  It is an ages old question. American 
psychologist William James, said in 1890 while 
authoring The Principles of Psychology: “There’s 
nothing so absurd that if you repeat it often enough 
people will believe it.”   Nietzsche cautioned “There are 
no facts, only interpretation.” and Lenin warned: “A lie 
told often enough becomes the truth.”   The dictionary 
defines truth as:

•  the quality or state of being true.
•  that which is true or in accordance with fact or reality. 
•  a fact or belief that is accepted as true.

Truth is a state of mind. It has a relationship with fact 
or reality, but truth is a belief, your belief, not a fact, per 
se. Facts and our perception of reality can be untrue. 
We have come to expect “fact-checking” and the 
cataloguing of false statements in political campaigns 
and there have been catastrophic results on falsehoods 
spread on social media.

What is a lie?  The definition of a lie is “a false 
statement made with deliberate intent to deceive.” 
The key factor in whether something is a lie, 
is intent. What if the person communicating, 
sincerely believes what they are saying, or has 
themselves interpreted spurious facts as true?  
This is the conundrum. It is difficult to determine 
intent especially on communication platforms 
and traditional media that are free of any ethical 
standards. Episode #2 of the podcast series with 
Wally Snyder from the recently launched Institute 
for Advertising Ethics focused on this and our 
responsibility to exercise ethical judgement and to 
fact-check information, especially before sharing.

REFORMATION DEJA-VU                                               
Like earlier Reformations detecting good and bad 
information, real or fake news, truth or lies  
is a daunting burden with a chorus of nefarious 
players. 

Since starting this podcast series truth, truthfulness, 
or lack thereof, has become an explosive topic of 

discussion. The terms “Fake News” , “alternative facts”, 
“unsubstantiated information” “dubious claims” 
have become common and the term “Con-Job” , 
which the dictionary defines as: “from a person who 
cheats or tricks others by persuading them to believe 
something that is not true.”                                                        

To be clear, I have not tried to be the judge of truth with 
my podcast series. My goal is to help people improve 
their critical thinking skills to better discern truth from 
false information—to be able to perceive true news 
from commentary. 
                                                      
I examined the subject of truth from my area 
of expertise which is the art and science of 
communicating ideas.  The key take-away is that 
our behaviors are predicated on what we believe 
and our beliefs are formed by our perceptions. My 
experience in branding and communications came 
in an era where claims and facts were all thoroughly 
pre-checked, not just by us, but also by stringent legal 
editors at the media.  This stringent screening of facts 
and claims has vaporized with the growth of public 
and social media. 
                                                
It is important to underscore—the huge amount of 
information at our disposal today is largely unedited, 
unfiltered and published with little or no accountability.  
                                                          
Importantly, advertisers whose investments supporting 
the platforms have reached a tipping point, have 
recently demanded more accountability and editorial 
standards by the platforms. We just saw steps taken 
by some of the platforms to apply standards to the 
content being published. Much like the early days 
of national magazines, radio and television media 
self-regulation by the publishers was necessary to 
protect audiences/users from misinformation and 
inappropriate content like pornography, hate speech, 
or harmful messages aimed at children. Self-regulation 
has proven to be more effective and efficient than 
government control. In a system that protects freedom 
of speech,  self-regulation is essential in maintaining 
trust of both public and social media. 
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A PANDEMIC OF LONELINESS                                                                  
It makes sense that we would invent new ways 
of communicating as we became more global 
and that we would create things like Facebook, 
Skype, Facetime, Instagram, Twitter, Zoom, etc. to 
help fill the void of loss of personal face to face 
communicating.   However, the emotional value 
of these new methods is negligible and there is 
emerging evidence that these replacement methods 
can actually have some negative effects. The 
challenge of loneliness in the pandemic context 
is well corroborated by  recent research done by 
The Internationalist.  Psychologists assert that 
greater dependence on the digital methods of 
communicating can accentuate feelings of isolation 
and foster a relaxation in the normal civility we 
devote to human contact. Increased isolation can 
also exacerbate what we hold true even more 
intransigently.

Research from Columbia University’s Center for Digital 
Journalism noted that a bombing suspect  took a turn 
on his use of social media before being apprehended.  
The suspect went from posting pictures of women, real 
estate, dining and cars to posting pictures of ISIS, guns 
and people in jail. The research director said: “People 
(particularly people who feel isolated) find people 
with similar interests, and it naturally leads them to 
encounters and relationships and information they 
wouldn’t necessarily find offline”.  He said. “Being able 
to find similar communities can really lead you down a 
path of radicalization.” Being accepted and supported 
reduces the loneliness which radicalization takes 
advantage of. 

Radicalization can be fostered by novel information 
that creates an environment where there is no general 
consensus. Religious extremism, political extremism----
extremism of any kind— cataracts our eyes, clouds our 
vision and alters our judgement in perception of truth.  
The opportunity to fall prey to fears and extremist 
ideas is enhanced in a world of heightened, seemingly 
private information that is consumed in isolation.  
Especially if the information is novel, false, fear-based, 
fostering bigotry, supremacy or hate.

This is cause for concern given the increased prevalence 
that information penned on Twitter has on other 
media and how susceptible the platforms are to Bots. 
It means an increasing amount of the information you 
see is not real. It means your point of view on issues 
can be polarized by Bots of your own bias, by your own 
misinformed, even guarded belief. 

In my profession, we had to be on top of the history 
of advances in communication technology and the 
impact on consumers. The introduction of radio and 
public-address technology was heavily utilized by Hitler 
during his rallies leading up to WWII. FDR, 
Churchill, Gandhi and others also used this new 
technology to their advantage , but with significant 
differences. In Germany. the Nazi government made 
radios available to citizens but only allowed frequencies 
that carried Nazi “truth”.  The Nazi Party had also taken 
control of all German newspapers so the information 
stream was totally controlled.
                                                                     
In 1943, a report by our US Office of Strategic Services 
(available in the US National Archives.) characterized 
the Nazi approach to propaganda and control as 
follows:

Their “primary rules (are): 
•  never allow the public to cool off; 
•  never admit a fault or wrong; never concede that 

there may be some good in your enemy; never leave 
room for alternatives; 

•  never accept blame; concentrate on one enemy 
at a time and blame him for everything that goes 
wrong; 

•  people believe a big lie sooner than a little one;
•  and if you repeat it frequently enough people will 

sooner or later believe it.”     
 
THREE TOOLS TO HELP DISCOVER TRUTH
Our actions and words are far more observable and 
transparent at least in a country where there is freedom 
of speech and a free press. We need to stop arguing 
over the polarity in our beliefs which is being fomented 
by misinformation. We must work to discover truth by 
maintaining a healthy discomfort with our beliefs and 
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allow ourselves to better observe, listen and interpret 
each other in our evolving communication context.

Through the Discovering Truth series, three tools 
emerged that can help us navigate through the 
barrage of information, and help us have a healthier 
interpretation and discourse of ideas                                                         
                                              
First:  Heighten your self-awareness of how you 
receive and process information. Take account of 
how you acquire information. In the changed world we 
have today, it can be potentially dangerous to fall prey 
to views that might reinforce extremism of any kind.  
There are essentially only two things we can control in 
life:  our attitude and our behavior. Closely linked to 
our attitude is how we chose to perceive information. 
Make sure you are not exhibiting Intellect Anorexia by 
becoming slavish to your media choices,
                                                                                                                  
Second:  Be aware of what our frame-of-reference 
biases are when we listen to each other. This requires 
humility and an open mind.  Our frame-of-reference is 
influenced by culture, geographic borders, language, 
religion, education, gender, heritage, our beliefs about 
race, as well as politics—all of which may be getting in 
the way of our ability to discover truth.

Third: Discovering truth and building trust has 
to do with Faith. In a recent homily, I heard faith 
described as “the confirmation of uncertainty.”  The 
dictionary defines faith as:

•  complete trust or confidence in someone or 
something or…

•  strong belief, doctrines of a religion, based on spiritual 
apprehension rather than proof.

Faith acknowledges the presence of uncertainty in 
life. Uncertainty isn’t a negative, it’s an open mind, 
a thirst to understand and learn.  Uncertainty is the 
spiritual apprehension that confirms our faith in ideas.  
Maintaining curiosity requires that we expose ourselves 
to ideas that are not necessarily supportive of what 
we have been led to believe or what some people are 

telling us. Certainty is a dangerous assumption for 
any brand, company, religion or person to assume. 
Certainty defies real day-to-day experience and leaves 
you open to unanticipated surprises.

Justice Oliver Wendell Holmes famously said: “the best 
test of truth is the power of thought to get itself accepted 
in the competition of the market.” And, more recently 
former Governor of Ohio, John Kasich, suggested:  
“Everyone needs to absorb 10 minutes of something they 
don’t agree with, every day.”

The genie of misinformation with irresponsible intent 
is out of the bottle and it can’t be put back.   We have 
a choice in our current Reformation: we can yield 
to the allure of fear-based certainty of other voices 
or take responsibility and do the work for our own 
interpretation of truth.

Produced  with Success Made To 
Last. Available on Apple Podcast 
App, Google, iHeart Spotify, 
Deezer, Spreaker and Castbox
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The Future of Work |  
The Future of Talent,
Part 1–The Physical v. Digital
Workspace 
While conversations over 
the last several months have 
certainly focused on The Future 
of Work, as well as The Future of 
Talent, this series looks at how 
they affect each other in relation 
to a changing marketing 
industry. This first discussion 
focuses on the “Physical versus 
Digital Workspace” with an 
emphasis on the benefits and 
current challenges of today’s 
employee experience.  
 
Two experts—one on work 
and one on talent—share 
their thoughts in several areas 
of this wide-ranging topic. 
Deborah Malone, Founder of 
The Internationalist, moderates 
the discussion between Barney 
Loehnis, Founder of Humami.
io, a consultancy that works 
with the C-suite to scale 
high performance cultures 
by engineering great work 
experiences, and Tim 
Mickelborough, Founder of the 
Global Marketing Exchange 
program, which has reinvented 
the modern day apprenticeship 
for young marketing 
professionals.

Issues Covered:  
 
•  How do you unify an organization 

while everyone is working at 
home?  

•  What’s ahead in terms of a return 
to the office versus working 
remotely?  Can you envision an 
office of the future?  What about 
staffing in the future?

•  Will the office become a place for 
periodic meetings or a workspace 
when convenient? 

•  Will we re-imagine the office to 
reflect ongoing social distancing 
and less regular use 

•  How will onboarding new 
employees and other training 
occur? 

•  Will a vaccine make a difference, 
or will our new working patterns 
be ingrained by then?

•  Does a company’s culture change 
with less physical interaction? 

•  What do marketers see ahead for 
the fluidity of talent?  

To listen to audio only  CLICK 
HERE.

To watch the video  CLICK HERE.

Barney Loehnis  

Tim Mickelborough

https://www.spreaker.com/episode/41295794
https://www.spreaker.com/episode/41295794
https://youtu.be/9i6yDRAAqSQ
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INSIGHTS

indicated that invalid 
traffic and fraud in digital 
advertising was still 
very much a worrisome 
challenge

 82.1%

MEDIA IS AN ESSENTIAL ELEMENT OF MARKETING and plays an 
important role in everyone’s lives-- especially during the ongoing 
pandemic. Yet media, like so many aspects of business and society, now 
faces new disruptions and significant upheavals-- on many levels. 

While marketers have serious concerns about change in many areas of 
media, they are also focused on staying ahead of this transformation.  
For example, while a majority seek better understanding of the Media 
Spending Outlook as plans have been postponed, delayed or canceled 
in response to changing messages and budgets in an apprehensive 
world, marketers still remain greatly interested in which emerging media 
technologies they should pay attention to now.  

They are also realists.  Marketers recognize that consumers are starting to 
show signs of pandemic media burnout, which adds another dimension 
to media fluidity.  Both consumer and B2B audience behaviors underscore 
a shift in ways of connecting and purchasing. Plus, marketers want to find 
creative ways to leverage data, especially as they realize the impact of new 
legislation through the world focused on data protection.

And while many would assume that amid COVID safety concerns and 
revenue shortfalls, transparency issues would be less of a priority now—
it is simply not true.  (Only 21.4% thought media transparency was less 
important now.)  In contrast, 82.1% of respondents indicated that invalid 
traffic and fraud in digital advertising was still very much a worrisome 
challenge.

thought media 
transparency was less 
important now

 21.4%

Between August 6 and 11, 2020, The Internationalist looked at a wide range 
of media issues—from hot topics trending now to COVID-19’s effects on 
consumption behavior to concerns about data and measurement to trust in the 
ecosystem—as part of our Internationalist INSIGHTS Survey series. These results 
help to shape The Internationalist’s content, think tanks and initiatives around 
marketers’ core concerns.
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INSIGHTS

Emerging media technologies that marketers should pay attention to now. 

Public confidence in the media continues to slip throughout the world.  
A poll by USA TODAY/CNN/Gallup found only 36% of Americans believe news   
organizations  get the facts straight, compared with 54% in mid-1989.   
Numbers in the UK are even lower.

Social Media under the microscope: 400 advertisers paused social media  
spending on Facebook and Instagram to protest hate speech and harmful  
content.
 
The crumbling of the 3rd party cookie and what that means to targeting.  

Potential governmental regulations of Big Tech platforms as they bridge  
publishing and social media.
 
Thoughts on reforming the US Television Upfront Marketplace-- in terms  
of how new deals, guarantees and cancellations are structured, as well as  
how TV advertising will evolve.
 
What to do about TikTok?.
 
Sports advertising without fans and the rise of eSports. 

We expect to return to regular office workdays once there is a COVID vaccine. 

Total 

Q1 Which of these contemporary media “hot topics” are of greatest 
interest to you?  Please check ALL that apply.  

COMMENTS:
•  As a consumer of brands, I am most concerned about 

‘macro’ issues that will shape our future. Hopefully decisions 
focusing on-albeit important- ‘micro’ issues will be in sync 
with the former.

•  New solutions = new opportunity
•  “Ongoing impact of the CV19 pandemic. Residual impact 

of another social unrest episode. Upcoming presidential 
election” updated issues

•  “How data driven insights can lead to better outcomes. How 
broadcast media still has powerful role to play”

•  Has the pandemic changed media consumption habits, if 
so, what changes will be long lasting?

74.1%

58.0%

51.6%

45.1%

38.7%

35.4%

32.2%

32.2%

22.5%

100.0%
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INSIGHTS

Media Spending Outlook: Many media plans have now been deferred, delayed, 
or cancelled entirely as marketing messages, as well as budgets, are being 
re-calibrated for an anxious world.

The proliferation of new subscription Streaming Video on Demand Services- 
how many services will consumers buy and how this effects advertisers.

Pew Research has found that half of U.S. adults say “made-up news” is a big problem,  
ranking this concern above violent crime (49%), climate change (46%),  
racism (40%) and illegal immigration (36%).  This sentiment is  
not limited to the U.S.

Podcasting’s popularity and Spotify’s move to be the #1 Audio Brand.

The Stories Format-- now an essential part of the mobile experience, especially  
for younger audiences.  These vertical pieces of content self-destruct in 24 hours  
and were pioneered by Snapchat but are now omnipresent across all the major  
social networks. 

Total 

Q2 Navigating an evolving media landscape:   
Choose ALL issues that are on your radar now.

COMMENTS:
•  As a consumer of brands, I am most concerned about 

‘macro’ issues that will shape our future. Hopefully decisions 
focusing on-albeit important- ‘micro’ issues will be in sync 
with the former.

•  New solutions = new opportunity
 

•  “Ongoing impact of the CV19 pandemic. Residual impact 
of another social unrest episode. Upcoming presidential 
election” updated issues

•  “How data driven insights can lead to better outcomes. How 
broadcast media still has powerful role to play”

•  Has the pandemic changed media consumption habits, if 
so, what changes will be long lasting?

74.1%

64.5%

58.0%

48.3%

35.4%

100.0%
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