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News Showtime for Wonder Woman

Dec. 21
It’s the first official day of winter, which runs from Dec. 21 
through March 20, if you’re in the Northern Hemisphere, 
where it marks the longest night and shortest day of the year. 
Maybe log out of that Zoom meeting early to celebrate.

Dec. 22
The National Basketball Association’s season begins. Check out 
our recent interview with Chief Marketing Officer Kate Jhaveri 
to find out how the league is trying to lure viewers for the 
unusual start date.

The Week Ahead:  
December 21–25, 2020

“Wonder 
Woman 
1984”: the 
biggest home 
release ever? 
Courtesy 
HBO Max

https://adage.com/article/cmo-strategy/how-nba-trying-lure-viewers-back-its-unusual-season-start-date/2300416


The Conference Board releases its monthly Consumer 
Confidence Index. The widely watched University of Michigan 
consumer sentiment reading took a surprising upward turn 
earlier this month, driven by rosier views of Democrats buoyed 
by the election of Joe Biden.

Carmax reports earnings. The auto retailer in September 
reported record revenue and profits for the second quarter 
while pursuing a personalized omnichannel strategy.

Dec. 23
Still pissed about losing that agency review? Time to air your 
grievances. Today is Festivus, the festival for the rest of us 
popularized by “Seinfeld.” If you are Gen Z and have no idea 
what we are talking about, read this.

Dec. 24
Taco Bell’s Nacho Fries return today for their sixth limited-
time run. This year, heck, sure, they can be part of a Christmas 
Eve meal. The latest movie-trailer style campaign for the 
popular fries stars Joe Keery and Sarah Hyland. 

Dec. 25
“Wonder Woman 1984” is coming to theaters on Christmas Day, 
but it’s also streaming for HBO Max subscribers at the same 
time, ushering in a new era for the movie industry. Film purists 
are torn over seeing blockbusters releasing straight to the home, 
but for audiences abiding by quarantine it will likely be one of 
the biggest home releases of all time. The film’s original theater 
release was delayed multiple times due to the pandemic. 
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News Travis Scott’s seltzer vision

A quick look at hot topics in the marketing, media and  
agency industries. For more on these and other trending  
stories, visit AdAge.com  

Winner
Anheuser-Busch has lured the most powerful endorser/
influencer of 2021—Travis Scott, who took an active role in 
the development of the brewer’s new Cacti hard seltzer. “This 
is Travis’ vision,” Lana Buchanan, VP of marketing for AB 
InBev’s so-called Beyond Beer division, says of the agave-
infused brand’s motif, which combines Mexican imagery with 
a cosmic ethos.

Cacti’s  
motif  
combines 
Mexican 
imagery 
with a  
cosmic  
ethos.   
Courtesy  
of Cacti

Trending
Complied by E.J. Schultz
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Loser
When will brands and agencies learn to 
balance their thirst for attention with a little 
bit of common sense? The latest marketer 
overreach comes from Tropicana, which 
pulled its campaign urging parents to sneak 
mimosas out of hidden mini-refrigerators after 
backlash from critics who said it encouraged 
irresponsible drinking. It comes not long after 
Kraft Heinz killed its suggestive “send noods” 
effort. There is of course, an alternative view: 
that people are a little uptight, and that stoking 
controversy leads to more attention. What do 
you think, Ad Age reader? Tweet us at @adage. 

Popular
Don’t underestimate the power of Jamie Lee Curtis’s Twitter feed. 
The actress tweeted this Nov. 10 post about Burberry’s “Singin’ in 
the Rain” ad, sending it back to the top of our most-read list.

McOreoSpam
Fast-food marketers have a history of pushing 
the taste envelope with crazy combinations like 
Marmite-stuffed pizza crust from Pizza Hut, 
or charcoal-infused burgers from Burger King. 
But we’ve never seen anything quite like what 
McDonald’s is serving up in China: An Oreo+Spam 
burger. The chain recently plugged it on Weibo, 
urging customers to see “what kind of fairytale taste will be 
brought about by the unique combination of real wheat and 
@Spam,” according to a Google translation of the post. We 

TRENDINGNews Excessive thirst?

“I like to snack. 
Believe me, 
crisps have  
been a big thing 
in my life.”

—Rick Astley to Ad Age 
during an interview about his 
forthcoming Frito-Lay ad. 

Read more here, where the  
pop star answers the question, 
has he ever been Rickrolled?

Quote of the week
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suspect this fairytale won’t have a happy ending, at least in the 
digestive tract.

Sponsorship scramble
It’s been a tough year for the sponsorship industry, as brands, 
teams and leagues attempt to execute deals that often rely 
on in-person game attendance. New sponsorship agreement 
announcements are down 42% in 2020, according to sponsorship 
consultancy IEG. “In addition to the slowing pace of new 
agreements, sponsorship deals are quietly going away without 
any fanfare; on the brighter side, many brands and properties are 
extending agreement term lengths to recoup value lost due to the 
pandemic,” says Peter Laatz, IEG’s global managing director. 

But there is some new deal activity. The National Basketball 
Association this week announced that CarMax is its new 
“official auto retailer”—not to be confused with Kia, which 
remains its official automotive sponsor. CarMax replaces 
Autotrader, whose deal expired last season. Meanwhile, 
the PGA Tour inked a 10-year deal to make Workday the 
presenting sponsor of its Memorial Tournament, the 
Columbus, Ohio-based event backed by Jack Nicklaus. 
Nationwide was the previous sponsor.

Number of the week
$4 billion: The amount of subscription revenue Disney+ will 
surpass by 2022, according to an eMarketer forecast. “Disney+ 
has grown rapidly, spurred by in-demand content and stay- 
at-home orders. In fact, the service will help The Walt Disney  
Co. reach Netflix’s share of the market by 2022,” according to 
the forecast.

TRENDINGNews A word from our sponsors
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Eat Just’s recipe remakes
Plant-based egg alternative Eat 
Just is out with a “Start your 
tradition” spot that suggests 
old egg-based dishes could use 
a makeover. The first scene 
shows an Eggs Florentine recipe 
being created and written with 
a fountain pen. The dish evolves 
over decades, going from poached 
eggs to scrambled, and in the 
latest take, the eggs are eliminated 
altogether for a plant-based 
Florentine. The spot, with music 
by Emitt Rhodes, comes as people 
may be cooking animal-free dishes 
for family members they’re home 
with during the pandemic.

On the move
Deb Hyun has left Headspace, where she worked as VP of global 
marketing since November 2019. Headspace will name a new 
top marketer in 2021, a spokesman said. 

Nick Kelly, a six-year veteran of Anheuser Busch InBev, where 
he most recently oversaw sports, music and entertainment 
deals, has left for the Charlotte Football Club, to be president of 
the Major League Soccer expansion team. 

TRENDINGNews Animal shelter

Tweet of the Week
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Worst buzzwords and phrases of 2020—the pandemic edition

Trends we’re tired of as 2020 comes to an end

Ad Age’s best binge-watches of the year

The top cancels of 2020

The biggest CMO moves of 2020

Events we never thought we’d want to attend in person again

Biggest account moves of 2020

Goodbye, 2020. And good riddance.

The year brought us a lot 
of things, and some of 
them we’d rather forget: a 
global pandemic, political 
divisiveness, a seesawing 
economy and that dreaded 

word—uncertainty. The ad 
industry suffered layoffs,  
spending cutbacks, and 
upheavals that tested us 
all, but it also showed our 
strength. We adapted—we 

pivoted–and we persevered. 
Here, we look back and the 
trends, the highlights and 
the many, many lowlights 
that marked the year.

Cover and current page photographs by Jill Greenberg for Ad Age



That’s a wrap Pandemic pablum

In these unprecedented times, we humans are all in this 
together. And the pandemic has given marketers a new 
purpose, which is to turn perfectly respectable everyday 
words and phrases into confusing, meaningless or exploitative 
clichés. And so, among the many other terrors of 2020, the 
torture of English language took new directions. Here are 
some examples.

WORST BUZZWORDS AND 
PHRASES OF 2020—THE 
PANDEMIC EDITION

By Jack Neff

George 
Costanza was 
ahead of his 
time when 
he invented 

“The Human 
Fund” on 
Seinfeld in 
1997. Sony 
Pictures  
Television

Marketers shifted from making things up from 
scratch to torturing perfectly good everyday 
words during COVID



Human
It once went without saying that humans were what marketers 
were after. No more. People were saying “human” over 
and over at the virtual Association of National Advertisers 
Masters of Marketing conference in October. In fairness, 
there’s actually a respectable reason for using the word as an 
alternative to “consumers” or “customers” or other terms that 
objectify people in purely transactional terms. But marketers 
risk getting labeled themselves as really weird if they keep 
talking about marketing to humans.

Clearly George Costanza was decades ahead of his time when 
he invented “The Human Fund” on “Seinfeld” in 1997, in the 
episode better known for his father inventing Festivus. Of 
course, no one is better at inventing ridiculous stuff than 
marketers, and for that, friends, a Festivus donation in your 
name has been made.

B2H and B4H
Now that we’re all about humans, these acronyms can replace 
B2C and presumably B2B. But it’s not just about marketing. 
It’s about businesses being for humans, because marketing is 
really just a multi-trillion-dollar philanthropic endeavor. So we 
need B4H. And since businesses are made up of humans, maybe 
we really just need one acronym—H4H.

Unprecedented
This adjective showed up in countless ads and press 
releases this spring and summer. It was useful for everyday 
conversations, too, such as: “In these unprecedented times, 
I’m going for a walk.” Yet, sadly, these times aren’t entirely 

WORST BUZZWORDS AND PHRASES OF 2020—THE PANDEMIC EDITIONThat’s a wrap Pandemic pablum
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unprecedented. There’s the Spanish Flu pandemic of 1918-19. 
The Black Death. Etc.

Challenging
See “unprecedented.”

New normal
It’s not really new (see “unprecedented” above), 
and it’s also not normal. Seems like only 
yesterday we got out of the old new normal.

Pivot
The word we most want to pivot away from. 

Heroes
From retail to healthcare,  marketers called out 
frontline workers as heroes in pandemic ads, 
banners and signs. It would have seemed more sincere had 
the copy read: “We’re boosting our heroes’ pay 50% by cutting 
senior executive salaries and bonuses, because why should 
they make so much more than the frontline workers just for 
sitting home on Zoom meetings?”

Disputed
Thousands of tweets, often presidential, get slapped with this 
label daily. This includes suggestions that the late Venezuelan 
President Hugo Chavez somehow was part of a plot to make 
voting machines flip Trump votes for Biden, even though 
Chavez has been dead since 2013 and hand recounts showed no 
computerized vote flipping. Maybe it’s time to scrap “disputed” 
for stronger adjectives like “delusional” or “demonstrably 
false” or “ridiculous.”

WORST BUZZWORDS AND PHRASES OF 2020—THE PANDEMIC EDITIONThat’s a wrap Pandemic pablum

Broadcast 
is “linear,” 
whatever 
that means. 
So is cable. 
Unless the 
cable moves 
something 
over- the-top.



Agile
A term used largely by organizations that would like to be  
but aren’t.

OTT
The media industry’s jargon for differentiating the likes of 
Netflix, Disney+ and Hulu from good ol’ ABC, NBC, CBS and Fox 
News makes no literal sense, and this is the best example. In 
what way is a subscription video service “over-the-top?” And 
what’s it over the top of? Netflix often flows through the same 
cables as Comcast. And isn’t a broadcast TV signal literally 
“over-the-top” of a buried cable?

Linear TV
Yet broadcast is “linear,” whatever that means. So is cable. 
Unless the cable moves something over the top.

CTV
Isn’t all TV “connected” somehow? Here’s a vote for SVOD 
(subscription video on demand) and AVOD (advertising-
supported video on demand), which, while just as clunky, are at 
least descriptive and make sense.

Cookieless future
This is the future spawned by Google ending third-party 
tracking cookies in its Chrome browser by 2022. It conjures 
images of the Cookie Monster, laid off  from “Sesame Street,” 
clutching his last box of Oreos. Or, worse, an Elmo-less future. 
But, in reality, the industry will find other ways to track people. 
Be real. 

WORST BUZZWORDS AND PHRASES OF 2020—THE PANDEMIC EDITIONThat’s a wrap Pandemic pablum
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This year, more than any other in recent memory, really, 
REALLY needs to end. Wrapping up 2020 won’t erase the 
issues facing the industry, the country and the world. If only it 
were that simple. Still, here are some things we think we can 
live without as we look ahead to 2021.

Ryan Reynolds
Apparently, a small but mighty group of people are tired 
of seeing him pop up on end-of-the-year accolades lists. 

Ryan
Reynolds had 
a banner —if 
overexposed— 
year as a 
marketer. 
Mint Mobile

TRENDS WE’RE TIRED OF  
AS 2020 COMES TO AN END
Those awkward email openers and cardboard cutouts?
By Jessica Wohl

That’s a wrap Enough already



(Case in point: 
Reynolds turned 
up on our Smartest 
Celebrity Brand 
Pairings, Ridiculous 
Products That Made 
Us Laugh and 
Pandemic Ads 
That Didn’t Suck 
lists.) They’re 
wrong, but it might 
offend that small but 
deluded group if he didn’t make this list. So, here he is, just for 
the minority out there who are sick of him. (To be clear, this 
author is definitely not.)

Awkward attempts at meaningful email introductions
You are hereby no longer obligated to begin an email with 
“Hope you’re doing well during this challenging time” or  
the equivalent. We get the sentiment is there even if the  
words aren’t.

Cardboard cutouts
These were cute in the beginning, but now just reminders that 
we’re missing the thrill of actually being at crowded events.

Humans
See Worst Buzzwords of 2020—Pandemic edition.

Mask-wearing in ads
It’s depressing to be reminded of the pandemic while trying 
to escape.

TRENDS WE’RE TIRED OF AS 2020 COMES TO AN ENDThat’s a wrap Enough already

Bud Light’s 
ode to the 
cardboard 
sports fan.  
Courtesy  
AB InBev
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Not wearing masks in ads
It’s more depressing not to see society following pandemic 
protocols.

Purpose
See also: Purpose-driven marketing. Purposeful brand. 
Purpose is at the heart of everything we do. We get it. There’s 
a reason brands do all this marketing. It’s to make people (also 
known as humans, see above) buy more stuff. And advertisers 
want to make them feel better about those purchases. So they 
“act with purpose.” Why is there a need to remind the industry 
of it so often? (And once again, see Buzzwords!)

Teams/Zoom/Insert name of other video chat provider here calls
Just as not every email needs to be a meeting, not every meeting 
needs to be a video chat. We all want to feel connected, but we 
really need to resolve to use them sparingly. Also, please stop 
taking the calls from your bed. You’ve had months to perfect 
your video chat etiquette.

Virtual conferences
They’re fine—for now. But it’s been so long. 
We miss staring but not staring at someone’s 
name tag to figure out if it’s someone we 
know, someone we want to know, or someone 
we want to avoid. And the snacks. We miss 
the snacks. And the cocktail hour.

End of the year lists
Nuff said. 

TRENDS WE’RE TIRED OF AS 2020 COMES TO AN ENDThat’s a wrap Enough already

We miss 
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at someone’s 
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TIKTOK REFLECTS:

As we began to reflect on 2020, our usual approach of looking back 
at the successes and challenges didn’t pay homage to the year the 
way it deserves. As a community, we all experienced the weight 
of 2020 in different ways. This year isn’t about crisp and tidy high-
lights with key takeaways and perfected copy points. So instead, 
I’ve written a poem to try and capture the spirit of what we experi-
enced this year at TikTok, as individuals, and as a marketing com-
munity. May we all support one another while we build toward a 
new future together in 2021. 

By Katie Puris, Managing Director,  
Global Head of Business Marketing at TikTok 
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The Fire for Realness

One year prior, things were on the surface, 
Light, lovely, picture-perfect 
                                                 
People sharing a life that was not quite genuine
Producing posed moments—lights, camera, action 
                                                 
Then, the throes of COVID brought world despair
Blurring all sense of the future, don’t dream...don’t dare. 
                                                 
An unclear path for ourselves and humanity
A lack of protection, for people, community 

Continued heartbreak marked the year
Sparking action, highlighting injustice, shedding tears
                                                 
The planet shifted to a mindful place,
Granting a moment to contemplate for the entire human race 
                                                 
With our collective behavior turning toward change,
We entered a brand-new era on the global stage 
                                                                                                 
And as we slowly pushed on through
We found ourselves in a world anew 
                                                 
Bonding, connecting from around the globe
Sharing laughter, understanding, pain, hope                                       
                                                 
And a spirit of openness, breaking down walls
To carry us forth from winter through fall 
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Now winter again, and we’ve changed as a community
As we worked to embrace this unique opportunity 
                                                                                                                       
We learned how to be open, vulnerable, fragile,
And revealed that the human spirit can be agile  
                                                 
We judged—both ourselves and others—much less
Change was a mandatory part of enduring this test 
                                                 
Our generation has never been more real
We’ve evolved so much, and we’re growing still                                              
                                                 
More understanding, more whole, and for the first time ever,
A new shared perspective to bind us together 

And as everything shifted, brands had to change too
Embracing the reality of what we’ve all been through 

To take risks in sharing what we’re really about,
Building courage to work through our shadows of doubt 
                                              
We are starting to heal, even through the pain 
But like a scar to the skin, we’ll never be the same 
                                                 
We are more resilient now as we forge ahead
Through the unknown together, we stand in good stead 
                                                 
As we look to tomorrow, to 2021
One community, one team, beating one drum 
                                                 
Building our character, from wherever we stand 
The silver lining for both people and brand 
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A shared desire to fulfill the core human need
To be understood, to be heard, to be seen 
                                                 
And out of the ashes of this world in stillness,
We sparked a flame that fuelled the fire for realness 
                                                 
Carrying forward this authentic new start                                   
With creativity and joy sitting right at the heart 

Yes we changed in the pain but as we should, 
To build a community, for tomorrow, for good. 

–Katie Puris

Katie Puris is the Managing Director of Global Business Marketing for TikTok. 
Under her leadership, she is focused on building a world-class creative  
marketing team and driving awareness of TikTok’s innovative digital 
marketing solutions that give brands and marketers the tools to be creative 
storytellers and challenge the status quo. 

Prior to TikTok, Katie spent 20 years in leadership roles at Facebook, Google 
and BBDO. Katie is a passionate learner and serves on the board of two  
education-based non-profits. She attended Loyola University and received  
a BA in Communications. Katie currently resides in New York City with her  
husband and two kids.

TikTok is the leading destination for short-form mobile video. Our mission 
is to inspire creativity and bring joy. TikTok For Business is where you can 
unleash your brand’s creative side. A fully immersive no judgement world 
where there’s an audience for every voice. No matter how big or small your 
business, no matter what you’re making or selling, we believe your brand 
deserves to be discovered here.
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AD AGE’S BEST BINGE-
WATCHES OF THE YEAR
By Ann-Christine Diaz

These are the shows (new and old) that gave us 
escape from the nightmare of the past 12 months

“Tiger King” 
became a 
consuming 
pandemic 
pastime.  
Courtesy Netflix
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One of the defining points of the pandemic was the “Tiger 
King” moment, when it seemed as if everyone was consumed 
by the Netflix docuseries about the eccentric, mullet-haired, 
big cat collector Joe Exotic and his equally colorful foe, animal 
rights activist Carole Baskin. Here, a list of other binge-
watches that gave the Ad Age team solace during the real-
world nightmare that was 2020.

“The Queen’s Gambit”
Netflix scored again with this limited series, based on Walter 
Tevis’ 1983 novel about orphan chess prodigy Beth Harmon 
(Anya Taylor-Joy), who quickly rises in the ranks of her sport 
while battling substance abuse. It has the drama of “Searching 
for Bobby Fischer” but mixed with a bit of sex, lots of drugs 
and plenty of nostalgic fashion eye candy. Ad Age’s Studio 30 
Editor John Dioso describes the show as “the closest we’ve 
come to a top-notch adult version of a Disney Princess movie. 
Not an old-fashioned one, where the princess gets saved by and 

In “The Queen’s 
Gambit,” 
writes Studio 
30 Editor John 
Dioso, “princes 
be damned.”  
Courtesy Netflix
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lands her prince, or even the mid-period princess who’s tough 
as nails but also ultimately gets her man, but a postmodern 
princess who’s brilliant and a hot mess and conquers the world 
on her own—princes be damned.”

“Killing Eve”
Speaking of strong female characters, many on 
our team also love this dark comedic thriller 
for its strong, unconventional female leads, 
including the title character, British intelligence 
investigator Eve Polastri (Sandra Oh), and the 
stylish, psychopathic antihero assassin Villanelle 
(Jodi Comer). “Villanelle is an insane badass 
who just does not care,” says Ad Age Research 
Editor Catherine Wolfe. “And Eve is living out my 
fantasy life of becoming a secret agent.”

“St. Elsewhere”
Nostalgia got even more popular during the pandemic and 
naturally, many of us revisited shows from back in the day. 
NBC’s acclaimed series from the ’80s, “St. Elsewhere,” was 
the salve that Jessica Wohl, Ad Age’s food reporter, needed 
this year, and today, its themes hold up surprisingly well. “St. 
Elsewhere is outdated when it comes to things like phones 
and even medical procedures, but the storylines are still so 
relevant: race relations, pregnancy issues, an outbreak that’s not 
COVID-19, of course, but still there’s a disease outbreak,” Wohl 
says. Also, the guest cast is a veritable Hollywood Walk of Fame. 
“You watch and all of a sudden you see Alfre Woodard, who is a 
recurring character, Betty White, Helen Hunt, Ray Charles.” Not 

AD AGE’S BEST BINGE-WATCHES OF 2020
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to mention, in the lead cast, there’s “young Denzel—I mean  
right there, that’s enough!” she adds.

“Cobra Kai”
This sequel, of sorts, to “The Karate Kid” franchise of the  
’80s first debuted on YouTube Red back in 2018, but thankfully, 
Netflix picked the show up this year, attracting a host of new 
fans including yours truly. While the series catches up with 
where the characters are today, it also takes the opportunity to 
revisit the original martial arts saga from the viewpoint of the 
show’s young villain Johnny Lawrence (William Zabka) and 
reveals the heartbreaking path to how Johnny became a bully. 
He remains quite flawed, yet he’s the one you end up rooting 
for as he opens his own dojo and instills confidence in a bunch 
of rejects. All that, with the over-the-top cheese you’d expect 
from an '80s revival. Original Karate Kid Daniel LaRusso 
(Ralph Macchio) returns as well, but now he’s just a slick car 
salesman with a big schmancy home south of the boulevard. 
We’re counting the days till Netflix drops Season 3 on Jan. 8.

AD AGE’S BEST BINGE-WATCHES OF 2020

“The Great 
British Bake 
Off” was Ad 
Age’s favorite 
binge-watch 
show.  
Courtesy Love 
Productions



“The Great British Bake Off”
The popular long-running British baking show was the most 
cited favorite among the Ad Age team. Between the calming 
setting in the English countryside, the hosts’ corny sense of 
humor, the civil, even friendly rivalry between contestants 
and celebrity chef Paul Hollywood’s mesmerizing blue eyes—
it’s a recipe for getting lost. Ad Age Senior Reporter Adrianne 
Pasquarelli loves it so much she even held her own “Great 
British Bake Off” at home—facing off against herself.

“Nailed It”
We’re all for the comforting familiarity of the formulaic 
competitive cooking show, but Netflix brought hilarious spark 
to the genre by throwing together comedian Nicole Byer and 
legendary chocolatier Jacques Torres, who challenge a bunch 
of folks who know very close to nothing about baking to create 
confectionary masterpieces that even pros might find difficult.

“Gardener’s World”
This show, starring host Monty 
Don and a team of master 
gardeners and a pair of canine 
helpers (Nigel and Nellie), is 
a favorite of Ad Age’s Senior 
Art Director Tam Nguyen. 
It’s a mixed bag of voyeurism 
(taking viewers through 
private gardens), how-to (with 
gardening tips and makeovers) 
and education (on different types 
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of flora). “Nothing more Zen 
than watching plants progress 
episode by episode as the 
seasons change,” Nguyen says. 
“But most importantly, it’s a  
nice show about wanting 
to make your surrounding 
environment better.”

“The Office” (U.S.)
Curiously, Ad Age’s London-
based Associate Creativity Editor 
Alexandra Jardine has been enjoying the U.S. version of the 
U.K.-born comedy series “The Office,” starring Steve Carell as 
awkward Dunder Mifflin boss Michael Scott. “It’s very easy to 
watch and has a gentle humor that isn’t too taxing,” Jardine 
says. “All the characters are funny in different ways and it 
reminds me of the old days of working in an office that now 
seem so far away.”

“The West Wing”
A number of the Ad Age team, including Editor-in-Chief Dan Peres 
and Editor-at-Large Jack Neff, enjoyed dipping back into Aaron 
Sorkin’s acclaimed NBC political series “The West Wing”—as if 
the real-life drama in the White House this year wasn’t enough. 
But perhaps Martin Sheen’s thoughtful Commander-in-Chief Jed 
Bartlet was the sort of fantasy we needed.

“This Is Us”
The masochists on our team found refuge drowning ourselves 
in this tear-inducing NBC saga by showrunner Dan Fogelman, 
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centered on the angsty but loving Pearson family. “You might 
think that jumping onto this emotional roller coaster during 
one of humanity’s more distressing times is a bad idea … but 
it’s not,” says Ad Age Web Producer Corey Holmes. “Every 
episode of this high-octane Feels Machine had me completely 
transported and honestly, a dose of that kind of deep escapism 
is what we all need now and again. Because when you’re 
screaming at your TV about a crockpot, that’s time spent not 
screaming about the world.” 
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OF 2020

By Ilyse Liffreing

J.K. Rowling, L’Oréal, 
Goya, Ellen DeGeneres 
and more incited the 
wrath of the internet 
this year

J.K. Rowling 
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Month to tweet 
out another 
round of trans-
phobic beliefs.  
Courtesy  
J.K. Rowling
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2020 proved that cancel culture is alive and well. With the 
backdrop of a worldwide pandemic and a nationwide reckoning 
with racial injustice, people took to social media throughout 
the year to proclaim a number of famous celebrities—from 
J.K. Rowling to Ellen DeGeneres—and brands—from Netflix to 
Oatly—officially “over.”

Oftentimes, these people and brands are degraded because 
they have committed offensive behavior or shared beliefs that 
don’t fit in social norms or stand as politically correct. The 
internet is especially unkind to those who commit acts that go 
completely against their brand. In fact, some people believe 
cancel culture has gone overboard and propose to cancel 
“cancel culture.”’ This year, even gushed-over Baby Yoda 
received some “cancels” after the animated creature ate frog 
eggs in an episode of “The Mandalorian.”

For brands, it’s still a cultural phenomenon that could easily 
lead to a public relations crisis and potentially hurt business. 
After all, 64 percent of consumers will buy or boycott a brand 
because of its position on a social or political issue, according 
to a 2018 Edelman study. 

Here are the people and brands who have felt the sting of being 
publicly #canceled this year:

J.K. Rowling
For many who grew up reading the “Harry Potter” series, 
J.K. Rowling served as a childhood hero. For those who felt 
ostracized, the books’ themes of acceptance seemed to say 
there was a place for them in the world. But this past June, 
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Rowling lost many of those fans.

Rowling chose Pride Month for the time to tweet out 
another round of transphobic beliefs. She commented on a 
Devex opinion article about “people who 
menstruate,” tweeting: “I’m sure there used 
to be a word for those people. Someone help 
me out. Wumben? Wimund? Woomud?” She 
followed that up with further comments 
on how sex matters, and something trans 
people cannot change.

For many fans, it was the last straw.  
The hashtag #canceljkrowling began 
trending on Twitter.

Celebrities from the “Harry Potter” film 
series and spinoff series “Fantastic Beasts,” 
including Daniel Radcliffe and Eddie Redmayne, also spoke  
out against the author’s comments. Radcliffe posted on the  
website of LGBTQ suicide prevention charity The Trevor  
Project: “Transgender women are women. Any statement  
to the contrary erases the identity and dignity of  
transgender people.”

GLAAD tweeted: “JK Rowling continues to align herself 
with an ideology which willfully distorts facts about gender 
identity and people who are trans. In 2020, there is no excuse 
for targeting trans people.” The LGBTQ organization advised 
people to direct their anger into supporting organizations that 
help Black trans people.

The internet 
is especially 
unkind to those 
who commit 
acts that go 
completely 
against their 
brand.
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While the incident doesn’t 
seem to be hurting Warner 
Bros.’ Wizarding World 
universe, the backlash has 
not ceased and could be 
affecting some branded 
partnerships. Five months 
after Rowling’s tweetstorm, 
underwear company 
MeUndies apologized 
to  customers on Instagram 
for releasing a “Harry 
Potter” line of underwear.

Ellen DeGeneres
The whole motto of the “The Ellen DeGeneres Show” is “be 
kind,” and yet host Ellen DeGeneres found herself accused 
of the complete opposite in a scorching BuzzFeed article in 
July. The article relays several interviews with former show 
employees who describe a toxic work culture. One Black 
employee told BuzzFeed she eventually walked off the show 
because she couldn’t experience any more racist comments 
and microaggressions.  “Cancel Ellen DeGeneres” trended 
on Twitter as other people shared their uncomfortable 
experiences with the program.

That led to in DeGeneres apologizing to her staff and Warner 
Bros. launching an internal investigation, which resulted in 
three executives leaving the show, which vowed to change 
its culture.
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Partnerships with the franchise since the backlash have not 
gone over well. In November, Funko created an Ellen DeGeneres 
Pop! Figure exclusively available on 
DeGeneres’ website, and the Twittersphere 
was not amused. “I thought cancel culture 
canceled her?” reads one tweet. Another user 
asked: “Y’all making an Adolf Hitler or a Pol 
Pot pop next while you’re at it?”

Ellen still won an E! People’s Choice Award 
for best daytime talk show in November, 
leaving some people confused.

Doja Cat
Rapper Doja Cat faced Twitter hastags 
#DojaCatIsOverParty and #DojaCatIsCanceled after being 
accused of participating in allegedly racist internet chat rooms, 
days after seeing her first Billboard No. 1 hit. Footage shows the 
rapper using a racial slur in the chat rooms in May. Doja Cat, 
whose real name is Amalaratna Zandile Dlamini, apologized 
to her fan base, but not too many of her fans appreciated her 
touting her South African heritage in her apology.

Doja Cat proves that just because you’re a victim of cancel 
culture, it doesn’t mean you can’t return to glory. Billboard 
ranked her as its No. 1 new female artist of 2020, and she 
landed in the Forbes 30 Under 30.

Netflix’s ‘Cuties’
“Cancel Netflix” began trending on Twitter in August and 
September over how the streaming site promoted its foreign-

Just because 
you’re a  
victim of cancel  
culture, it 
doesn’t mean 
you can’t  
return to glory.
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language film “Cuties.” The film is meant to be about a preteen 
girl who immigrates to France and rebels against her past 
culture by joining a dance team.

But Netflix users did not like the marketing of the film, which 
seemed to sexualize the children, showing them twerking 
as part of their dance movements. Netflix updated the 
promotional materials and apologized about how the situation 
was handled, but mentions of “Cancel Netflix” because of 
“Cuties” are still popping up on Twitter.

L’Oréal Paris
Like a lot of other brands in June, L’Oréal Paris made a 
statement about supporting the Black Lives Matter movement 
in the wake of George Floyd’s death, but the brand’s past came 
back to haunt it. Three years ago, the company fired Black 
transgender model Munroe Bergdorf over a Facebook post that 
spoke about white supremacy in the wake of the Charlottesville 
riots. Bergdorf spoke up on Twitter, saying L’Oréal was being 
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hypocritical after the way it treated her. Her words sparked a 
boycott, with many of Bergdorf’s followers saying they would 
not purchase the brand again.  

L’Oréal Paris Brand President Delphine Viguier addressed 
Bergdorf in a statement, hired her to be part of a new U.K. 
Diversity & Inclusion Advisory Board and made a donation 
of $50,000 to transgender organization Mermaids and U.K. 
Black Pride.

Goodyear
President Trump has opposed cancel culture 
since he took office, but that didn’t stop him 
from calling on his followers to boycott 
Goodyear tires. With a tweet in August, the 
president told followers not to buy Goodyear 
tires because he believed the company placed 
a ban on his popular red “Make America 
Great Again” hats. Goodyear responded that 
it had done nothing of the sort.

Goya
On the other side of the political spectrum, 
people were upset when Goya Foods CEO Bob Unanue, in a 
presentation about the company’s food donation plans in 
July, said the United States was “blessed” to have Donald 
Trump as president.  Goya calls itself America’s largest 
Hispanic-owned food company, but faced it backlash from 
people including Lin-Manuel Miranda, Jose Andres and 
Julián Castro and others who are upset over how Trump has 
spoken out against immigrants from Latin America. Hashtags 
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#BoycottGoya and #Goaway 
trended on Twitter. A day 
later, Trump supporters 
began tweeting #BuyGoya.

Jo Malone
In September, “Star Wars” 
actor Bon Boyega quit as 
brand ambassador for 
perfume brand Jo Malone 
after he was removed from 
the Chinese version of an 
ad he shot for the Estée 
Lauder brand without his 
knowledge or consent. The 
campaign was all about the 
actor as well. It featured 
Boyega traveling through 
his hometown of London 
and his family members even made appearances, but in the 
Chinese version he was replaced by a Chinese actor. Jo Malone 
apologized and removed the offending ad.

Oatly
Once a beloved brand, vegan dairy alternative Oatly saw the wrath 
of Twitter in August when the brand announced a $200 million 
equity round of funding from an investment group led by private-
equity firm Blackstone and celebrities including Oprah Winfrey, 
Jay-Z, Natalie Portman and former Starbucks CEO Howard 
Schultz. Oatly sold a 10% stake in the company to the group.

That’s a wrap Unbecoming behavior THE TOP CANCELS OF 2020

Goya Foods 
CEO Bob 
Unanue’s 
pro-Trump 
views drew a 
fierce back-
lash.  Donald 
J. Trump via 
Instagram

http://www.thetimes.co.uk/edition/news/john-boyega-quits-as-jo-malone-ambassador-in-row-over-chinese-ad-f6s97s6d8


The problem is, Blackstone chairman 
and CEO Stephen A. Schwarzman 
also invested in Hidrovias do Brasil, 
a Brazilian company that is allegedly 
contributing to the deforestation of 
the Amazon rain forest. Blackstone 
has denied the accusations, saying 
that Hidrovias “objects to illegal 
deforestation and is committed to 
ensuring that the soy it ships is not from 
the Amazon biome.”  

For brands, 
cancel culture 
is a cultural 
phenomenon 
that could easily 
lead to a public 
relations crisis 
and potentially 
hurt business. 
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AS THE MULTICHANNEL ERA OF T V CONTINUES TO EXPAND, 

Cadent’s Future of TV brought together experts from agencies, brands 

and publishers to discuss how TV has evolved and how their industries are 

approaching this constantly changing medium.

Focusing on the core themes for the summit, Jim 

Tricarico, president of sales and CRO for Cadent, 

opened the summit with a keynote touching 

on such core areas as flexibility, addressability 

and measurability—features that have come to 

define the opportunities presented by linear and 

connected TV. Here are a few key takeaways from 

the day’s conversations:

• TV isn’t dead, it’s just getting larger with 

the addition of OTT and CTV. U.S. consumers’ 

average time spent with subscription OTT video 

content has increased 23% this year, due to stay-

at-home orders and an increase in available 

content, according to eMarketer analysis. But this 

rise in streaming isn’t a nail in the coffin for TV—it’s 

TV by another name. As TD Dixon, chief growth 

officer for Post Consumer Brands, said, “We can 

all agree that TV’s not going away, it just had a lot 

of babies. So, as marketers, we have to determine 

which are the right babies for us to focus on.”

• As the TV family gets larger, the future of reaching audiences will be 

about adaptability. Cathy Shaffner, chief investment officer of Empower, 

looked at how the TV marketplace has been flipped on its head by the 

pandemic. Adaptability will be key to agencies’ success, Shaffner said, adding 

that the more adaptive an agency is in every area—where and when they work, 
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how they go to market, how they use data to find audiences, how they seek out 

content and change as the world changes—the more successful that agency 

will be.

Being strategic and using precise measurements to gauge their achievements 

will underpin agencies’ success in reaching audiences, Shaffner added. “The 

business that we drive is all based on the measurement of everything that we 

do,” she said. “It’s not about reach or frequency anymore as much as it’s about 

finding the audience in the right moment within their customer journey.”

• Broadcast television, specifically local news, is regaining its importance 

to people. In a year when news has been the center of what felt like every 

conversation, brands had to find a way to effectively break through the noise 

while being sensitive to the moment. According to a TVB report, TV viewership 

among key demographics increased an average of 36% year-over-year between 

March and July. As broadcast proved to be a lifeline for consumers, brands had 

to find authentic ways to connect with viewers through the medium.

“It goes back to this notion of trust, right?” Dixon said. “Not only are consumers 

looking for brands they can trust, they’re looking to their news outlets and 

vehicles where they get their information.”

• OTT and CTV are key to reaching fragmented audiences, but there’s 

work to be done. As the TV umbrella continues to expand, growing pains are 

unavoidable. What was once a conversation between broadcast and cable has 

evolved to include numerous OTT and CTV platforms. Jamie Power, chief data 

officer for Cadent, asked Dana Bhargava, head of experience planning and 

media for Sanofi Consumer Health, if she felt satisfied with the level of insight 

into the reach- and frequency-building of her OTT and CTV campaigns.

“No, of course not. With all the walled gardens out there, we live in a world 

where we really don’t really understand duplication at all,” Bhargava said. 

“There’s a lot of work that needs to be done. And that’s why I think this whole 
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idea of bringing data to TV is really the start of an evolution in all of our 

channels to make them all more accountable, and I think we have to work as an 

industry to start breaking down some of these walled gardens.”

• Measurement is key as advertisers aim to understand campaign 

performance across the television spectrum. Andrew Martinson, senior 

marketing manager for H&R Block, and Jes Santoro, senior VP, advanced TV 

and video, at Cadent, spoke about measurement and accountability challenges 

for brand marketers. The speed of change in the TV industry has accelerated in 

recent years, as streaming and other forms of digital video hit the market, and 

brands and agencies have to make sure they’re building media plans around the 

latest information. 

It comes down to understanding the tools available and, of those, which ones 

will fit your business, Martinson said, adding, “I lean on my agency partners 

tremendously to help me understand, ‘OK, of all these capabilities and all this 

knowledge that I have, what do I not know?’ ... As a brand marketer, as a brand 

strategist, I have to lean on my partners to help me with that space, and they’ll 

lean in.”

If you missed the Future of TV summit, catch the full replay:  

cadent.tv/futureoftv. 

ABOUT CADENT

Cadent powers the evolution of TV brand advertising. We provide marketers, agencies, 

operators, and media owners with data-driven solutions for buying and selling TV 

advertising. By connecting brands with opportunities across national inventory sources—

cable, broadcast, and OTT—our technology improves efficiencies and boosts the results of 

linear, addressable, and cross-screen campaigns. For more information, visit cadent.tv or 

follow @CadentTV.
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That’s a wrap Arrivals and departures

Even though marketers were working from home most of the 
year, it does not mean executives were sitting still. There were 
plenty of notable hirings—and departures—involving major ad 
spenders. Below, a glimpse of some of the comings and goings 
that caught our eye.

From tacos to tools
Lowe’s in early January lured Taco Bell’s Marisa Thalberg as 
its new chief brand and marketing officer.  She started the new 
job in February and within weeks was thrust into figuring out 

THE BIGGEST CMO MOVES 
OF 2020

By E.J. Schultz

The pandemic did not stop a slew of major companies 
from making changes atop marketing departments

http://adage.com/article/cmo-strategy/lowes-new-cmo-pandemic-marketing-age-social-distancing/2253696


how to market during the pandemic. No problem: The home 
improvement retailer soared under her leadership, earning a 
spot on Ad Age’s Marketers of the Year list.

What do Coke and sneakers have in common?
Geoff Cottrill, Coca-Cola’s senior VP of 
strategic marketing since 2018, left the 
beverage giant on June 1 and went on to co-
found Marvin, an independent media and 
entertainment company. Coke in September 
promoted Melanie Boulden into the CMO role 
for North America. There must be something 
about soda and shoes: Boulden once led 
marketing at Reebok, while Cotrill’s résumé 
includes a stint at Converse.

Targeting a new leader for Roundel
Kristi Argyilan, president of Roundel, 
Target’s media business, left in October just 
as competition in retailer-led media networks was heating up, 
with CVS and Walgreens launching their own offerings. Target 
has yet to name a replacement.

Walmart poaches Target
In another notable Target exit, the retailer’s senior VP of 
marketing, William White, decamped in April to become  
U.S. CMO at Walmart. In September, Target hired former 
Wingstop Restaurants Executive VP and Chief Growth and 
Experience Officer Maurice Cooper as its new senior VP  
of marketing.

THE BIGGEST CMO MOVES OF 2020
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Peloton switches gears
Hot-selling Peloton in August tapped Dara Treseder as senior 
VP, head of global marketing and communications. The veteran 
of Apple and GE joined the fitness brand after a stint as CMO of 
Carbon, the software company. 

Facebook’s low-profile pick
Amid a tumultuous year, Facebook made a surprise CMO pick to 
replace the outgoing Antonio Lucio, promoting Alex Schultz into 
the gig. Schultz, a 13-year Facebook veteran, most recently served 
as VP of product growth, analytics and internationalization. He 
will keep those duties, while adding the CMO title, suggesting 
that Facebook could be downplaying the CMO role by no longer 
filling the job with a person solely dedicated to it.

Big turnover at automakers
Ford opted to look outside the automotive 
industry for its next CMO, hiring former 
eBay North American CMO Suzy Deering in 
November, continuing a wave of marketing 
leadership changes in the auto industry. 
Volkswagen, Toyota, Mazda and Audi are 
among automakers that installed new new 
leaders in 2020.

Serving in the shadow of Schiller
Of all the CMO changes in 2020, Greg Joswiak might have the 
biggest shoes to fill. He was tapped in August to replace the 
legendary Phil Schiller as senior VP of worldwide marketing 
at Apple. Joswiak is an Apple vet, having served in a product 
marketing role.

THE BIGGEST CMO MOVES OF 2020That’s a wrap Arrivals and departures
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Answering AT&T’s call
Former Hilton marketer Kellyn Smith Kenny left the 
beleaguered hotel chain in June and by November landed a job 
as chief marketing and growth officer at AT&T. The move came 
after AT&T’s Chief brand Officer Fiona Carter left to become 
Goldman Sachs CMO.

Boz on the move
No CMO change list is complete without a mention of Bozoma 
Saint John, the high-profile marketer who has changed jobs 
three times in the past three years—her latest stop being 
Netflix, where she took over as CMO in June. 
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That’s a wrap Grounded

In-person events in 2020 were ostensibly canceled, leaving in 
their wake shadowy virtual versions of their IRL former selves—
and everyone’s lanyard collection ephemerally frozen like some 
sort of “Being John Malkovitch” LinkedIn time capsule. 

Those who have done the industry “circuit”—traveling to the 
bounds of their sanity to learn, experience, absorb, thought 
lead, thought follow, network and celebrate—know the drill 
all too well: It starts in Vegas every January with CES, then 
meanders through the rest of the year with stops in Austin 
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By Alfred Maskeroni
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All of them: CES, Mobile World Congress, Shoptalk, SXSW, 
Cannes Lions, ANA Masters of Marketing—and Advertising 
Week (yes, we said it)



for SXSW, Cannes in June—and ending up at sunrise, wearing 
Mickey Mouse ears, face down in a sand trap on the 16th hole 
at the majestic Rosen Shingle Creek hotel in Orlando (there’s a 
golf course there, right? We wouldn’t know). 

Before the pandemic, it became kind of a 
cliché for road warrior veterans to bemoan 
going to industry events—at times directly in 
front of those that would work overtime just 
for the opportunity to go. And now, well, the 
notion of high-fiving that long-lost buddy you 
haven’t seen since the the same time last year  
when boarding a Delta red-eye seems like a 
distant memory. 

Alas, those that have been known to bellyache 
over the prospect of padding their Diamond 
Medallion status would likely give up all their miles to fly 
standby on a single-engine Cessna with four eight-hour 
layovers—as soon as the population is inoculated. 

But as we stare dead-eyed at yet another virtual slate of 
events while we juggle the trappings of our WFH-WiFi-ring-
light-dystopia—and the promise of a COVID-19 vaccine—what 
remains to be seen is:  When can we high-five again?

Time will tell, but as a grizzled vet, our best guess is that Cannes 
Lions 2022 is going to be cathartic—and that the Carlton terrace 
will literally start selling bathtubs of rosé. 

(Oh, and you should probably book your apartment NOW.) 
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That’s a wrap The year in reviews

Here’s something everyone loves to follow: the money trail.

This year caused a lot of upheaval, and agency-of-record 
contracts were certainly not spared. While we heard reviews 
were coming to standstills during the first few months of the 
COVID-19 outbreak, the industry would soon find this wouldn’t 
last. In June, new business activity began to pick up once more 
and the pandemic, it seems, might have even opened some 
brands’ eyes as to who they want and can trust in their corner 
during a crisis—causing even more business to change hands.

Of course, there were also some significant AOR shake-ups 
before COVID-19 that are worth mentioning. Here are 10 of the 
most monumental account shifts of the year.

BIGGEST ACCOUNT MOVES OF 2020

By Lindsay Rittenhouse

From Domino’s Pizza to Allstate to Kraft Heinz to Intel, 
here’s where the money flowed this year

Independent’s 
day: WorkIn-
Progress won 
Domino’s Pizza. 
Domino’s Pizza



Are you in good hands?
Allstate hired Accenture Interactive-
owned Droga5 in April as its lead creative 
agency following a review that involved 
Wieden+Kennedy. The shift came several 
months after Allstate cut ties with Leo 
Burnett, its creative partner of more than 
60 years. In September, Droga5 debuted its 
first work for the insurance giant that gave it 
a quirkier tone and ditched its long-running 
Mayhem character.

One for the little guy
Perhaps the most shocking account move of 2020 was Domino’s 
Pizza’s shift to independent agency WorkInProgress from 
MDC Partners’ CPB, because it cited as the reason the shop’s 
holding company parentage. “I really feel that the independent 
agency model gives us more flexibility and less distractions,” 
said Domino’s Chief Marketing Officer Art D’Elia. Turns out 
Domino’s might not be alone in that thinking, as several 
brands shifted from a holding company to an independent 
partner this year.

Cashing in a new partner
Visa concluded a four-month global review by splitting 
its ad business between Wieden+Kennedy and Publicis 
Groupe. W+K now leads creative strategy and major initiatives 
while Publicis continues to handle media duties and will 
assist local marketing efforts. The decision ended Visa’s 
partnership with BBDO, which previously handled creative 
campaigns including its recent Olympics work 
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that switched from promotions of 
the Games to messages of safety 
around the coronavirus.

Novo Nordisk changes hands
Danish pharmaceutical 
company Novo Nordisk sent its 
lucrative $400 million media 
account to WPP’s Wavemaker, 
taking that business from 
Publicis, which serviced it through 
a bespoke team. The appointment 
followed a review that kicked off 
in January, just months before the 
global shutdown.

Kraft’s pantry raid
Kraft Heinz, which was under new leadership when the 
pandemic hit, launched both media and creative reviews  
this year.

In August, the food giant decided to keep its U.S. media 
business with Publicis Groupe, led by its 20-year partner 
Starcom. Then in November, the company announced Johannes 
Leonardo would lead creative for Oscar Mayer, Kraft macaroni 
and cheese and Kraft Singles. The shop replaced Dentsu 
McGarryBowen on Oscar Mayer, a significant blow to the 
Dentsu-owned agency that had worked on the brand for 
years. Kraft Heinz said it would be leaning on a smaller 
roster of agencies to work on some of its other brands.

BIGGEST ACCOUNT MOVES OF 2020That’s a wrap The year in reviews
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Goodby picks up Panera
Panera Bread ended its six-year partnership with 
Anomaly in March, just about a week before the global 
shutdown, and decided to move on with 
a project from Goodby, Silverstein & 
Partners. Panera hired Anomaly as its creative 
agency in 2014. Not long after the breakup, 
Anomaly became the first agency to announce 
layoffs, blaming the pandemic, followed by a 
string of other shops.

VMLY&R gets the inside track on Intel
Also in March, Intel chose WPP’s VMLY&R as 
its global creative agency of record following 
a six-month internal review process. The 
Santa Clara, Calif.-based tech company said 
at the time that agencies across “the WPP 
portfolio” will also be tapped to support its global creative 
business. The decision took a majority of the business from 
incumbent creative AOR Dentsu Mcgarrybowen, which was 
said to have retained Intel’s global social account.

Gains and losses
In another win for WPP, the holding company led by 
Mindshare landed WW International’s North American media 
business in June following a review. Incumbent Horizon 
Media handled WW’s U.S. media planning and buying account 
for the previous 10 years, dealing it a considerable blow. 
But all was not lost as just three months after the departure 
of WW, Horizon was able to gain back a weight-loss client. 
In September, Horizon Next was awarded TV media AOR 
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Kraft Heinz 
said it would 
be leaning on 
a smaller 
roster of 
agencies to 
work on some of 
its brands.
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responsibilities for Jenny Craig.

TikTok shakes up media
TikTok, the video-sharing app glorified by Gen Z, once again 
shifted its media account in August by appointing Publicis 
Media’s Zenith to lead its global planning and buying 
business. That decision saw the end of its partnership with 
incumbent Omnicom Media Group’s PHD, which won the 
business only in August of last year. TikTok has bounced 
around between agency partners for both creative and media 
since it got its start in the U.S. Before PHD, TikTok worked with 
Interpublic Group of Cos.’ Initiative in the U.S. on a project 
basis. Its creative agencies have included RPA, Channel, Sid Lee 
and Adam&Eve.

Droga5 emerges as top dog
Accenture Interactive-owned Droga5 picked up Petco’s creative 
account without a review in November, taking the business from 
Anomaly. That marked another loss for the MDC Partners shop, 
which also saw the exit of its Coke business to Wieden+Kennedy 
in August as well as the aforementioned Panera Bread account 
to GS&P. On the other hand, Petco added to a string of wins for 
Droga5 that included Maserati and Allstate. 
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