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News Will Kimberly-Clark keep up?

Jan. 25
Kimberly-Clark Corp. reports earnings, and eyes will be on 
whether it can maintain pandemic-fueled momentum for such 
brands as Cottonelle and Scott and fend off competition from 
Procter & Gamble Co., which has consistently outperformed 
expectations in recent quarters. Huggies, while hurt by 
persistently low U.S. birth rates driven lower still by the 
pandemic, has been gaining share, with sales rising as sales of 
other K-C paper products slowed in recent weeks, according to 
IRI data from Evercore ISI.

The Week Ahead: 
January 25-29, 2021

Huggies are 
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Jan. 26
Starbucks issues earnings report. The COVID outlook has taken 
a turn for the worse since the coffee giant last reported, and “it 
would not be surprising if Starbucks walks back some of the 
optimism expressed,” according to The Motley Fool. 

Johnson & Johnson reports earnings. Its most closely watched 
product is one the company has pledged not to make any 
profit on—a COVID-19 vaccine, a 
single-dose version that doesn’t 
require the advanced cold storage 
of those currently used in the U.S. 
The company is expected to release 
data from its Phase 3 clinical trial 
soon and may offer an update today. 
The rest of J&J’s business hasn’t 
been helped by the pandemic, 
with medical device sales off as 
procedures are delayed. Cough-and-
cold product sales are off broadly, as 
pandemic prevention measures and 
more flu vaccinations are driving a 
big decline in respiratory illnesses 
other than COVID.

Facebook’s fourth-quarter earnings arrive at 5 p.m. ET. The 
social network has plenty to discuss: Its suspension of Donald 
Trump, its anti-disinformation efforts, how it’s going to adapt 
to Apple’s privacy changes, and much more that relates to the 

THE WEEK AHEAD: JANUARY 25-29, 2021News Grounds for concern
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strength of the digital ad 
marketplace.

Jan. 28
McDonald’s fourth-quarter 
earnings report will serve 
as one of the clearest signals 
of how fast-feeders have 
continued to navigate the 
pandemic, thanks to drive-
thru and increased delivery 
options. New questions for the 
world’s largest restaurant chain include how it’s getting along 
with its U.S. franchisees and if its overhauled chicken sandwiches 
will stand out.

Jan. 29
“The Little Things,” starring Denzel Washington, is out, and is 
the latest Warner Bros. flick released simultaneously on HBO 
Max and in theaters. 
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Pinterest launches next phase of 
augmented reality beauty regimen 
By Garett Sloane

Agency Brief: How one shop is fighting 
Belgium’s pervasive drinking and driving 
problem 
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News Cold comfort

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
Forget REI, Columbia or any other highly advertised outdoor 
wear marketer—January’s cold-weather retail star is Vermont 
teacher Jen Ellis. Her homemade mittens for Sen. Bernie 
Sanders are getting major play thanks to the image of Sanders 
wearing them at last week’s inauguration that’s setting a new 
standard for virality in 2021.

U.S. Sen. 
Bernie 
Sanders with 
the mittens 
that went 
viral. Saul 
Loeb/AFP/
Bloomberg

Trending
Complied by E.J. Schultz

https://adage.com/article/media/18-craftiest-brand-memes-featuring-bernie-sanders-and-his-inauguration-mittens/2307616
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If you want a pair, sorry—they are sold out. But 
Ellis is sharing the love with Etsy, which might 
just be the biggest brand winner in all of this.

Loser
It’s no secret that Donald Trump loves Diet 
Coke. And while that might help the brand 
with his millions of followers, the brand failed 
to get any bipartisan glow last week when 
news came that Joe Biden dumped the ex-
president’s special Diet Coke button.

Popular
Our story on the aforementioned Bernie 
mittens sensation stole the show last week 
on AdAge.com. Also drawing tons of eyeballs 
was a story on a keyboard developed by 
the  Brazilian arm of Condé Nast that suggests 
alternative words when a word deemed 
prejudiced or pejorative is typed.

Pizza math 
Fans of frozen pizza will be hoping for a score 
of 3-14 (Pi in the Super Bowl, get it?). If that’s 
the score at any point during the Feb. 7 game, 
DiGiorno plans to tweet details to enter for a 
chance to score free pizza. The brand offered the 
same deal during last year’s Super Bowl, but that 
score was never 3-14. (The final score, if you’ve 
forgotten was Chiefs 31, 49ers 20.)

TRENDINGNews Fizzled out

“Bundle up in 
your car, sit on 
the hood, put 
some chairs out”

—Texas-based attorney 
Larry Waks on using drive-in  
theater venues during the 
pandemic as a replacement 
for live music concerts. Waks, 
who helped broker deals for 
the “Encore Drive-In Nights,” 
appears on the latest edition 
of Ad Age’s “Marketer’s Brief” 
podcast, where he also talks 
about celebrity-backed booze.

Quote of the week
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Chevy mouses around
General Motors has enlisted Disney 
for its high-profile electric vehicle 
push. The automaker says it will 
reveal its new  Chevrolet Bolt EUV 
and Bolt EV by teaming up with 
Walt Disney World. Representatives 
did not disclose details, but we 
assume Mickey will be involved.

From Milwaukee to Manila
National Basketball Association 
teams have been doing booze 
deals for years—but here is 
a first: The Milwaukee Bucks 
just named Tanduay rum as an 
official sponsor, saying it is the 
only Filipino brand to partner 
with an NBA team. The pact 
includes co-branded packaging.

Number of the week
22,000: Number of fans the National Football League has 
decided to let in to the Super Bowl on Feb. 7 at Tampa’s 
Raymond James Stadium (capacity is about 66,000). The total 
includes 7,500 vaccinated health care workers.

On the move
Walgreens Boots Alliance global chief marketing Vineet Mehra 
officer is leaving for an undisclosed job in Silicon Valley. 

Contributing: Jessica Wohl

TRENDINGNews Booze and basketball

22 Jan 2021

In 1999, Larry Page and Sergey 
Brin wanted to sell Google for 
$750,000.

They were rejected.

Today, their combined stake in 
the company is worth $173 billion.

Jon Erlichman 
@JonErlichman

Tweet of the Week
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News Plugged in

No surprises here: The pandemic has made consumers more 
attached to their screens than ever before. The coronavirus 
and its ensuing stay-at-home orders boosted consumption of 
media of all sorts, according to a global survey from PQ Media. 
Consumers spent an average of 53.1 hours per week in 2020 on 
media, an increase of 2.8% compared to 2019, and the fastest 
annual growth rate in five years. For comparison, consumer 
usage rose just 1.3% in 2019.

The 2020 media usage boost, however, was accompanied 

PANDEMIC BOOSTS 
MEDIA CONSUMPTION
By Mike Juang

Working-
from-home 
consumers 
are more 
plugged in 
than ever, 
says survey. 
iStock 



by a sharp pandemic-induced 6.8% fall in advertising and 
marketing spending—a 10-percentage-point differential, PQ 
Media notes. And the overall rise in consumption is not here 
to stay. “While the pandemic reversed some 
secular trends in 2020, we believe this was 
simply a short-term disruption of key long-
term trends that will resume in 2021,” said 
PQ Media CEO Patrick Quinn in a statement. 
PQ Media says it projects global consumer 
media usage to rise by only 1.4% in 2021.

Media that benefited the most in 2020 were 
already seeing gains in previous years, says 
PQ Media, noting the coronavirus accelerated 
existing trends. Among the big winners in 
2020: social media, audio, video games and 
streaming. “There’s no doubt that streaming 
media as a group were the hands-down 
winners in an otherwise loser of a year for many media 
stakeholders, particularly those dependent on advertising-
driven media,” said Quinn.

The data and analysis company also noted that while younger 
generations consume less overall media compared to older 
generations, younger generations use digital devices for the 
hours they do consume. PQ Media also noted a 2020 surge in 
video game consumption, even though years with new game 
console releases often see consumption declines. PQ says 
players tend to pause playing while waiting for new game 
releases.

PANDEMIC BOOSTS MEDIA CONSUMPTION

“We believe 
this was simply 
a short-term 
disruption of 
key long-term 
trends that will 
resume in 2021.”
Patrick Quinn, CEO, 
PQ Media

News Plugged in
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The survey defines hours spent on media as time when a 
user views or otherwise engages, interacts with or listens 
to digital or traditional media content. Media includes 
traditional usage like listening to terrestrial radio, reading 
print books or newspapers, and digital activities like web 
browsing, video games, listening to audio and using social 
media.  
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5 Questions

California’s privacy laws are the brainchildren of real estate 
developer Alastair Mactaggart, board chair and founder 
of Californians for Consumer Privacy, the advocacy group 
that championed the 2018 California Consumer Privacy Act 
(CCPA) and the 2020 California Privacy Rights Act (CPRA). 
Mactaggart spoke with Ad Age by phone to talk about why he’s 

ALASTAIR MACTAGGART 
ON DEFENDING DATA PRIVACY 
AND STANDING UP TO BIG TECH
By Mike Juang

Alastair 
Mactaggart, 
founder of 
Californians 
for Consumer 
Privacy. 
Al Drago/
Bloomberg



accomplished his goals—for now. This conversation has been 
lightly edited for clarity.

Did these laws accomplish the privacy goals you set out to 
achieve for California and the nation?
I would say largely. I do think the way the initiative is 
structured is it’s a one-way ratchet—things can get more 
privacy-protective, but not less, in California. 
Would I like to see something roll out across 
the country? Yes. It would be great to have 
all Americans covered. There’s a greater 
likelihood it happens now after the initiative 
because it’s essentially like saying we’re 
going to have food labeling in California but 
not in Oregon or not in Kansas. I don’t think 
it’s going to be sustainable for companies to 
have two tiers of privacy protections in the 
United States. Almost regardless of what 
happens in Congress, and almost regardless 
of what happens in other states, I think a lot of 
companies will offer these rights—just like we 
saw Apple and Microsoft do last time with the CCPA. And I think 
over time states will feel pressure to do this as well.

The CPRA was meant to close loopholes in the CCPA— 
what happens when advertisers and marketers find loopholes 
in the new law?
Now [that] we have a new agency that has rulemaking 
authority just like with the attorney general, it’s only a 
question [of when] you catch up with these people over time. 
Sure, there are people who invent tax vehicles to get around 

ALASTAIR MACTAGGART ON DEFENDING DATA PRIVACY AND STANDING UP TO BIG TECH

“I’m focused 
on trying to 
make sure 
this law gets 
implemented 
properly  
and well.”
Alastair Mactaggart, 
Californians for  
Consumer Privacy
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taxes, but generally those loopholes get closed. We’re headed 
in a one-way direction, which is going to be more privacy-
protective for people. I actually sent my friend a screenshot of 
a [website cookie control label]. No matter what you did to your 
screen, you couldn’t read it. It was white writing on a very light 
blue background. People do this intentionally; it was just so 
obvious. I think that kind of thing has got to stop, and I think 
it will stop over time. Some people are still clinging on to this 
notion that if we just pushed back hard enough, we can make it 
go away. I guess it’s just denialism.

Will you propose more legislation?
I’m focused on trying to make sure this law gets implemented 
properly and well. The really important part about this law 
now is we essentially achieved GDPR [the EU’s General Data 
Protection Regulation] parity. That’s one of the things that I was 
interested in: Is there an opportunity to get adequacy with the 
EU? Now we have this provision where [the state government in] 
Sacramento can’t weaken the law because we have this initiative 
that just went with over 2 million votes. In 2019 that was my big 
worry: Gosh, all these businesses are really excited about trying 
to weaken the law and there were multiple attempts to just gut 
the law. Now we have a provision which basically says to those 
businesses, don’t even try, because you’d be thrown out in court, 
even if you got it past the legislature.

You came to the fight with coffers big enough to fund a 
sustained, multiyear battle. Does this suggest that only the 
wealthy can change things?
It’s a reasonable question, the people outraged by ‘Oh, here’s a 
rich guy doing his thing.’ But Apple’s a trillion-dollar company, 
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Microsoft, a trillion-dollar company. Google’s 
a trillion-dollar company. The miracle actually 
is that an individual was able to get this 
done. I don’t mean I want to pat myself on 
the back—I just mean that that’s California 
for you. We have the process that allows for 
this, and the voters who would vote for it. It 
does reaffirm your faith in democracy for all 
the lamenting about it going out the window 
here at the national level. People were willing 
to take steps to rein in the most powerful 
corporations the world’s ever seen.

Will the CPRA create pay-for-privacy schemes, 
where you either pay for access or surrender your privacy?
This is an area where I expect change over time, but for now 
I think this is the right policy. What this does is respect 
where we are in the internet right now. If you’re not going to 
be able to benefit from your data, you know who is? Google 
and Facebook. At least if there’s the possibility of consumers 
being able to monetize their data, that will take some of the 
value away from the companies who are now using it for free 
resulting in trillion-dollar valuations. And by the way, what 
we say in CCPA and CPRA is the charge has to be reasonably 
related to the value of the information. It can’t be like, ‘Hey cell 
phone company, please don’t sell my information.’ And then 
the charge is 200 bucks a month extra, well then no one’s going 
to do it, you know? 

ALASTAIR MACTAGGART ON DEFENDING DATA PRIVACY AND STANDING UP TO BIG TECHNews Consumer advocate
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Feature

SUPER BOWL 
COMMERCIALS 
AND WHO’S 
BUYING THEM
By Jeanine Poggi

Newcomers replace some stalwart brands



Super Bowl advertisers have been cautious in 
unveiling their Big Game plans too early thanks to 
uncertainties surrounding the pandemic and the 
political insurgency. 

CBS, which will air the game from Raymond James 
Stadium in Tampa, Fla. on Feb. 7, has sold about 80% of its 
ad units in the game, according to people familiar with 
the situation. But it’s those last handful of units that are 
typically the hardest to offload.  

The cost for a 30-second ad unit is remaining steady 
from last year at around $5.6 million.

It remains to be seen how sectors heavily impacted by the 
pandemic, like autos and movie studios, turn out. These 
categories are typically big spenders in the Super Bowl. 

And some stalwarts like Hyundai, Pepsi and Coke 
won’t run commercials in the game. They are being 
replaced by some newcomers, including Vroom, Fiverr 
and Scotts Miracle-Gro, that are looking to capitalize 
on the consumer demand they’ve seen amid the 
pandemic. 

Ad Age’s definition of a Super Bowl commercial includes 
all national spots between the coin toss and end of play.

Bookmark this page to keep up with every spot in the 
game as it is confirmed, complete with details on the 
agencies, creative and when it will run in the game. 
Find all of our Super Bowl ad coverage in one place 
with our Super Bowl Special Report.
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AUTO
Toyota
Buy: Toyota will return with its fourth consecutive Super 
Bowl spot. The automaker has not yet confirmed the length or 
number of spots it will air.

Creative: TBD. In the 2020 game, Toyota ran one 60-second 
ad for its Highlander SUV. The ad harnessed the classic 
“There’s no room, go without me!” movie trope, but in Toyota’s 
version, the Highlander saves the day by rescuing people from 
everything from chemical disasters to alien attacks. Toyota 
was one of several Super Bowl advertisers to make last-minute 
edits to its commercial to remove a scene that could have been 
perceived as insensitive in the wake of Kobe Bryant’s death in a 
helicopter crash in the weeks before the game.

Agency: Saatchi & Saatchi

Toyota’s 
2020 Super 
Bowl ad. 
Courtesy 
Toyota
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BEVERAGES
Anheuser-Busch InBev
Buy: The brewer—which holds 
exclusive beer category ad 
rights to the game—will likely 
run multiple spots, but it has 
not confirmed its total buy. In 
2020, it ran four 60-second 
commercials.

Creative: Odds are good that 
A-B will use some of its buy to 
boost its seltzer business. The 
company featured Budweiser, Bud Light/Bud Light Seltzer and 
Michelob Ultra in Super Bowl LIV.

Agencies: The brewer’s roster includes Wieden+Kennedy New 
York, FCB, David and VaynerMedia. Its in-house shop DraftLine 
handles an increasing load.

Mtn Dew (PepsiCo)
Buy: The soda is back in the game for the second straight year 
with a 30-second spot.

Creative: The brand is expected to plug its new Mtn Dew Major 
Melon, a watermelon-flavored variety that represents the 
brand’s first permanent new flavor in 10 years.

Agency: TBWA/Chiat/Day New York

Mtn Dew’s 
2020 ad 
spoofed 
“The 
Shining.” 
Courtesy 
Mtn Dew
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FINANCIAL/INSURANCE
TurboTax
Buy: TurboTax will return to the Super Bowl for the eighth 
consecutive year with one spot.

Creative: TBD. In 2020, TurboTax looked to unite viewers by 
pointing out something they all have in common: taxes. In the 
spot, a diverse cast dances to the lyrics, “All people are tax 
people.” The spot features various races, demographics and 
people from all walks of life, including two deaf women who 
sign the lyrics.

Agencies: Wieden & Kennedy

FOOD
Cheetos (Frito-Lay)
Buy: Cheetos will return to the game for the second 
consecutive year.

A scene from 
TurboTax’s 
2021 ad. 
Courtesy 
Turbotax
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Creative: The spot will 
feature the new Cheetos 
Crunch Pop Mix, a 
combination of Cheetos 
Crunchy and Cheetos 
Popcorn. Ashton Kutcher, his 
wife, Mila Kunis, and Shaggy 
appear in teasers for the 
spot.  Last year, Cheetos’ spot 
starred rapper MC Hammer.

Agency: TBD

Doritos (Frito-Lay)
Buy: Doritos will return to the game with an undisclosed buy.

Creative: The spot will highlight Doritos 3D Crunch, a snack 
introduced in late December that updates the Doritos 3D from 
1998. Jimmy Kimmel and Mindy Kaling appear in the first 
teaser and the voice of Matthew McConaughey is heard in a 
second clip. Last year, Rapper Lil Nas X challenged Sam Elliott 
to a dance battle in Doritos’ ad.

Agency: TBD

M&M’s (Mars Wrigley)
Buy: M&M’s will air one 30-second spot during the first 
commercial break following kickoff. This is the brand’s sixth 
Super Bowl ad in the past decade, including a commercial in 
2019.

Creative: M&M’s will look to make people smile after a dismal 

Football 
legends 
Jerry Rice 
and Joe 
Montana 
star for 
Frito-Lay.  
Courtesy 
Frito-Lay
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year of fear and divisiveness. The goal of the campaign will be 
to “inspire people to find ways of connecting with each other,” 
according to the company. The 2021 ad will of course feature 
the signature spokescandies, but the company did not disclose 
if it will include other famous faces.

Agency: BBDO New York

Pringles (Kellogg)
Buy: Pringles will return to the Super Bowl with a 30-second 
commercial. This is its fourth consecutive Big Game spot.

Creative: Pringles will look to build on its previous Super 
Bowl campaigns, which highlighted its flavor stacking 
combinations. In 2020, Pringles teamed up with “Rick and 
Morty” for a commercial that felt more like a scene from the 
show.

Agency: Grey Group

M&M’s 
commercial 
will look to 
make people 
smile after a 
dismal 2020.  
Courtesy 
Mars 
Wrigley
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MISCELLANEOUS
Scotts Miracle-Gro
Buy: Scotts Miracle-Gro will air 
one 30-second spot in the second 
quarter. This is its first Big Game 
buy.

Creative: The mantra of the 
campaign is “keep growing,” 
and will reflect on what the 
outdoors means for people 
during the pandemic—grilling, 
a space to exercise, an area 
to work remotely or for kids to do virtual schooling. The 
commercial, which will include celebrity cameos, is designed 
to be optimistic, warm and forward-looking, says John Sass, 
VP, advertising, Scotts Miracle-Gro. The campaign will include 
a chance for 42 people to win their dream lawn and gardens.

Agencies: VaynerMedia

WeatherTech
Buy: WeatherTech will return to the game for its eighth 
consecutive year with one 30-second commercial.

Creative: The company will once again lean into its pro-
America messaging. That theme took a back seat in its 2020 
spot, which looked to garner publicity and donations for the 
School of Veterinary Medicine at the University of Wisconsin-
Madison, which had treated the dog of WeatherTech’s 

The Scotts 
Miracle- 
Gro spot
features 
celebrity 
cameos.   
Courtesy 
Scotts 
Miracle-Gro
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founder, David MacNeil. WeatherTech last fall introduced a 
line of plastic face shields to protect against COVID-19, and it 
also struck a deal with Purell in support of its new CupFone 
attachment that holds hand sanitizer. The jury is still out on 
whether the new face shield will appear in the Super Bowl 
commercial.

Agency: Pinnacle Advertising

WEB SERVICES
Fiverr
Buy: Fiverr, an Israeli-based freelance platform, will air one 
30-second spot in the third quarter of the game. This is its first 
Super Bowl ad.

Creative: TBD. The spot, which will be an evolution of its 
recently launched campaign, “It Starts Here,” will focus on the 
role Fiverr has played as a resource for businesses during the 
pandemic.

Freelance 
platform 
Fiverr will 
air its first 
Super Bowl 
ad. Courtesy 
Fiverr
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Agency: TBD

Vroom
Buy: The online car 
retailer will air a 
30-second floater 
spot, marking its first 
Super Bowl ad.

Creative: Vroom 
released its ad on 
Jan. 12, making 
it the first Super 
Bowl LV advertiser to drop its in-game commercial. The 
spot dramatizes the pains of buying a car at a traditional 
dealership.

Agency: Anomaly

A scene from 
Vroom’s 
2021 Super 
Bowl ad.  
Courtesy 
Vroom
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CUSTOM CONTENT THE LIST
GENERATION NEXT

Almost a year ago, the 2020 class of The List—the group of 
30-odd marketing, advertising and media leaders, assem-
bled by Ad Age in partnership with Facebook—decided to 
confront unconscious bias by focusing on addressing the 
diverse talent crisis in the industry. The List chose its mission 
because, the members argue, despite companies’ sincerest 
efforts at enacting DE&I initiatives for years, biases—con-
scious and unconscious—continue to prevent many from 
advancing to the levels they deserve, and so these talented 
professionals end up dropping out of the industry. The re-
sulting lack of diverse representation in leadership creates a 
negative feedback loop that perpetuates the status quo.

To battle these countervailing forces and to effect real 
change, The List recently announced the creation of a pilot 
mentorship program. The initiative will leverage members’ 
collective industry and leadership experience specifically to 
help advance underrepresented professionals who are three 
to five years into their career to leadership levels. To help pro-
mote the mentorship program and shine a bigger spotlight 
on the group’s core mission, Facebook and Ad Age have 
partnered to create the Generation Next event series. 

A joint production of The List and Facebook Elevate, 
Generation Next will be a live quarterly event series hosted 
on AdAge.com focusing on diversity, equity and inclusion in 
the industry. Each episode will feature a conversation be-
tween host Judy Toland, Facebook’s VP and head of scaled 
solutions, global business marketing, and a List member as 



CUSTOM CONTENT

well as diverse guest voices from the industry.

When The List met for the first time last February at the 
Modern restaurant in New York, little did the members know 
the challenges that lay ahead—and how unusual a gather-
ing of that size in close quarters would end up becoming. 
The turmoil of the year just past—when COVID-19 wreaked 
havoc on the country’s physical, psychological and economic 
health; the rise of social justice protests against police violence 
brought about a long overdue reckoning on systemic racism; 
and an unusually contentious and partisan election resulted in 
an existential crisis of exactly what kind of society this nation 
will be in the future—only confirmed the righteousness of The 
List’s mission and steeled members’ resolve.

During an Advertising Week 2020 panel announcing the 
mentorship program in The Female Quotient’s Virtual 
Equality Lounge, List member Walter Frye, VP of global brand 
engagement at American Express, said the issue that pre-

The List 
2020’s 
inaugural 
meeting: 
(from l.) 
Walter Frye, 
American 
Express; 
Sylvia Zhou, 
Facebook; 
Asan Aslam, 
Grey; Lauren 
Wesley 
Wilson, 
ColorComm; 
Krystle 
Watler, 
Virtue.  
Sean Smith 
for Ad Age
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GENERATION NEXT
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vents BIPOC professionals from advancing in 
their careers lies in the talent pipeline, but the 
problem isn’t caused by a lack of talent. It’s in 
the pipeline itself. 

“It is upon us as an industry to act now to 
put programs in place that drive mean-
ingful change and ensure that this is not a 
moment, but a movement,” says Frye. “I’m 
thrilled to see that corporations are already 
taking a broader view, working to remove 
biases and supporting efforts that address 
systematic injustices in our society.”

The common goal: Elevation
After crafting a mission statement, The List 
formed task forces to build a curriculum for 
prospective mentees and conduct outreach 
to partner with existing industry diversity 
initiatives to find the most deserving and in-need candidates 
for the program. When it came time to build the platform for 
The List’s mentorship program, the natural partner was al-
ready in the room.

Not only has Facebook continued the partnership with Ad 
Age to support The List with the classes of 2019 and 2020, 
but last year the company resolved to support Black, Latinx 
and Hispanic communities via a newly created program 
called Elevate. Elevate resolves to provide access to capital 

“It is upon 
us to put 
programs 
in place 

that drive 
meaningful 
change and 
ensure that 
this is not 
a moment, 

but a 
movement.”

WALTER FRYE 
VP, GLOBAL BRAND 

ENGAGEMENT, 
AMERICAN EXPRESS 
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The List’s  
panel at TFQ’s 
Virtual Equality  
Lounge during 
Advertising 
Week NY in  
September.  
Courtesy  
The Female  
Quotient

and resources for business development, as well as provide 
space for Black voices and stories, and build a more di-
verse and inclusive workplace internally within Facebook. In 
October, Facebook launched a new Elevate site to serve as 
a platform and community that will be the primary destina-
tion for Black, Latinx and Hispanic audiences to learn about 
its offerings and related resources from the Facebook family. 

The Elevate team also partnered with Ten35, an advertising 
agency with a unique cultural lens where 85% of employees 
are people of color, and launched its first-ever brand cam-
paign to drive awareness of the digital hub. The team brought 
in Temi Coker, a talented Black photographer and graphic 
designer whose vibrant colors and textures infused the brand 
campaign with a distinctive character and palpable energy.

“The intersection of Elevate and The List’s missions align with 
the intention to hasten the pace of meaningful change for 
underrepresented communities,” says Irene Walker, Elevate’s 

THE LIST
GENERATION NEXT
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“Together, 
Elevate and 
The List can 

make the kind 
of generational 

change 
needed to 

accelerate this 
transformation.”

IRENE WALKER 
PROGRAM DIRECTOR, 
FACEBOOK ELEVATE 

program director. “Both of our programs 
set out with a thoughtfulness and sincere 
commitment to develop authentic experi-
ences and to redirect support and funding 
that Black and Brown professionals, job 
seekers and students have traditionally 
lacked. Together, Elevate and The List can 
make the kind of generational change 
needed to accelerate this transformation.” 

Shauna Sweeney, Facebook’s head of 
global industry marketing, co-created The 
List with Ad Age President and Publisher 
Josh Golden in the final months of 2018 
out of a membership pool consisting of  
Ad Age award winners such as Women to Watch, 40 Under 40, 
and A-List and Creativity honorees. Visit AdAge.com/thelist, 
AdAgeTheList.com and facebook.com/fbelevate for more 
information on Generation Next, as well as other upcoming 
events and content—including the soon-to-be announced 
List 2021.

It’s a new year, but the work continues. ◇

Ad Age Studio 30 is a custom content studio that specializes  
in the creation of paid content that resonates with the Ad Age 
audience. To inquire about Ad Age Studio 30, email James  
Palma at jpalma@adage.com.

Studio
30

https://adage.com/topic/list
https://www.adagethelist.com/
https://www.facebook.com/fbelevate
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Feature HOW HEADER BIDDING LED TO ANTITRUST PROBE

The antitrust case against Google and its ad business is 
proceeding, with damning accusations about alleged collusion 
with Facebook to manipulate the ad tech marketplace and 
accounts of asymmetrical corporate warfare to crush rivals. 
To ad tech competitors that have battled Google for years, the 
allegations simply sound like business as usual.

One of the most stunning allegations came last 
month, in the case filed by the Texas Attorney 
General Ken Paxton and nine other states, in 
which Google was accused of working with 
Facebook to stymie the fast-growing space of 
header bidding. For those in the know about 
ad tech, header bidding was an ad auction 
technology that really took off around 2015. It was 
a major threat to Google’s dominance with online 
publishers, because header bidding enabled 
ad tech rivals to bid on ad space on websites 
while bypassing Google’s ubiquitous ad auction. 
The Texas AG’s case is now shining a light on 
how Google sought to neutralize the rise of header bidding, 
including striking a seemingly mysterious deal with Facebook 
that could have dissuaded the social network from aligning 
against Google in the header bidder wars.

The details presented in the case opened old wounds in the ad 
tech community, where companies are trying to piece together 
how Google and Facebook may have tilted the playing field that 
controls the flow of ads online. Google has mounted a public 
defense in which it says there was nothing unusual about its 

“Our ad 
tech rivals 
and large 
partners may 
not always 
like every 
decision  
we make.”
Adam Cohen, 
Google



work with Facebook, and that its deal with the social network 
was similar to partnerships it made with dozens of other ad 
tech partners.

“We’ve worked to be open and upfront with the industry about 
the improvements we make to our technologies,” Adam Cohen, 
Google’s director of economic policy, said in a blog post last 
week defending the company. “We try to do the right thing 
as we balance the concerns of publishers, advertisers, and 
the people who use our services. Our ad tech rivals and large 
partners may not always like every decision we make—we’re 
never going to be able to please everybody. But that’s hardly 
evidence of wrongdoing and certainly not a credible basis for 
an antitrust lawsuit.”

Google declined to comment for this story beyond the public 
pronouncements it has already made on the subject.

Ad Age spoke with a number of CEOs and founders from ad 
tech partners that worked with Facebook and Google, who 
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spoke on condition of anonymity to present their stories of 
what happened to header bidding, an intriguing side story 
to the main antitrust event. Here is a look at the case against 
Google and why it matters, from their perspectives:

What is header bidding?
Companies like AppNexus, OpenX, MediaMath, Pubmatic, 
Index Exchange and other familiar players in ad tech 
developed header bidding to compete with Google 
for publishers’ advertising businesses. Header 
bidding was a way for publishers to easily insert 
computer code—a line of JavaScript—into their 
websites, which would run an auction for ad 
space without needing to go through Google’s 
auction. Publishers gave the ad space to the 
highest bidder, whether it came from Google or 
the header bidders. The backers of header bidding 
claimed the technology opened the eyes of many 
publishers, who saw how much more money was 
available in an online ad marketplace not fully 
controlled by Google. 

It was not an easy task convincing publishers to cross Google, 
which operates the biggest source of online ad supply in 
the world. The proponents of header bidding had to assure 
publishers their code wouldn’t slow up their websites, which 
was one of the arguments Google made to deter adoption; it 
said that running an ad auction would prevent websites from 
loading. There also were concerns that untrusted players could 
sneak into header bidding auctions, and that could result in data 

“There was 
no guarantee 
that header 
bidding was 
ever going 
to become 
successful.”
Ad tech CEO, 
speaking anonymously
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leakage. But at the same time, publishers were interested in any 
ad tech innovations that could lessen their reliance on Google.

“At the time, the ask to the publisher was radical,” says an ad 
tech CEO, recalling the early days of header bidding, which 
really took off in about 2015 but had been around for years 
before that. “And they were like, ‘No we’re not letting some 
JavaScript hold up our ad server.’ We tried to explain to them 
why a connection directly between the programmatic demand 
ecosystem and your page, that isn’t governed by Google, is 
good for you.”

How did Google respond to header bidding?
“It was very much a war,” says another ad tech CEO, who 
recalls Google’s posture when tackling the rise of header 
bidding. “There was no guarantee that header bidding was 
ever going to become successful.”

Feature HOW HEADER BIDDING LED TO ANTITRUST PROBE
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Google attacked header bidding as a technology. The ad tech 
rivals say Google unfairly characterized it as a “hack” that 
would slow down their websites, and tried to sow distrust 
about the concept. Google used similar language in its 
response last week to the Texas AG.

“The technology has real drawbacks: Header bidding auctions 
take place within the browser, on your computer or mobile 
phone, so they require the device to use more 
data in order to work,” Google’s Cohen said in 
the blog post. “This can lead to problems like 
webpages taking longer to load and device 
batteries draining faster. And the multilayered 
complexity of header bidding can lead to 
fraud and other problems that can artificially 
increase prices for advertisers, as well as billing 
discrepancies that can hurt publisher revenue.

“So we created an alternative to header 
bidding, called Open Bidding, which runs 
within the ad server instead of on your device,” Cohen said.

“It’s a bit of an arrogant position to say it’s OK for Google to put 
code for an ad server on a page, but it’s not OK for independent 
ad tech vendors to do the same,” one ad tech CEO says.

How did Facebook get dragged into this?
In 2016, Facebook was supposed to be an ally in the header 
bidding war against Google. Facebook met with many of the 
major players in header bidding to join forces, and the social 
network’s upcoming participation in the market was looked at 

To Google’s 
ad tech 
competitors, 
the allegations 
simply sound 
like business 
as usual.
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as a major coup to counter Google. Facebook was going to help 
bolster the growing header bidding marketplace by uniting 
with Google’s rivals, a move that would have lent the space 
more credibility and injected billions of dollars in ad demand 
coming from the social network.

By 2018, Facebook seemed to drop its independent header 
bidding strategy, though, and signed on to a new arrangement 
with Google. Google developed what it called Exchange 
Bidding, later named Open Bidding, which seemed like a 
masterstroke to co-opt the threat of header bidding. Open 
Bidding brought all the header-bidding players into the Google 
ad auction, including Facebook.

Google’s Open Bidding was attractive to publishers because 
they could still incorporate the ads coming from header 
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bidding partners, but the bids would flow through Google Ad 
Manager. For the publisher, they just had to flip a switch inside 
Google Ad Manager to unlock Open Bidding, which was even 
easier than working with the JavaScript code from the earlier 
incarnation of header bidding.

One ad tech CEO, who met with Facebook when 
the social network was interested in developing 
a header bidding competitor to Google, says 
that the project mysteriously evaporated after 
Facebook seemed to fully embrace Google’s Open 
Bidding play. The terms of that partnership, how 
Google won over Facebook, are now the source 
of the anticompetitive claims made by Texas and 
other states.

“Ultimately that program with Facebook never 
came to fruition, but what was interesting 
about it is that Google around that time was just 
launching Open Bidding,” says the ad tech CEO. 
“And [Google] wanted header bidding gone. But 
if Facebook brought tens of billions of dollars 
into the marketplace via header bidding that would virtually 
make [Google’s] job impossible—they could never limit header 
bidding.”

Why is Google’s Facebook deal a problem?
Google and Facebook both say there was nothing out of the 
ordinary about the arrangement that brought Facebook into 
Open Bidding. Google partnered with Facebook like it had all 
the other header-bidding partners that wound up participating 

“I feel so 
much better 
about the 
marketplace 
now than 
I did pre-
header 
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Ad tech CEO, 
speaking anonymously
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in Open Bidding. But the Texas AG claims that Facebook was 
offered favorable terms not extended to other parties.

The details of this alleged deal were mostly redacted in the 
original filing, but there have been reports from The Wall Street 
Journal and The New York Times that spell out some of the 
alleged terms. There are claims that Facebook was given priority 
on some of the ad inventory without the other bidders knowing, 
according to the Times. Facebook also had more insight into the 
end consumer and other perks, the Times reported.

Google responded to the allegations last week: “AG Paxton 
inaccurately claims that we manipulate the Open Bidding 
auction in FAN’s favor. We absolutely don’t. FAN must make 
the highest bid to win a given impression. If another eligible 
network or exchange bids higher, they win the auction.” (FAN 
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is Facebook Audience Network, which is the social network’s ad 
network to third-party apps.)

Will Google’s defense convince rivals?
Not likely. The ad tech companies that 
were instrumental in developing header 
bidding were already wary without 
needing hints of a secret deal with 
Facebook. Google’s ad platform is mostly 
opaque, even to the participants in the 
auction, the rivals say. Google does not 
share information about the bidding 
process and who wins at what prices; 
meanwhile Google has access to all that information, and it 
often represents the ad buyer and seller in the transaction.

One of the challenges for any antitrust investigator will be 
to prove that Google blocked competition in the marketplace. 
Header bidding has survived as a tool available to publishers, 
and there is still a market for Google rivals, including giants 
like Amazon.

“We feel pretty good about what we accomplished,” says 
another ad tech CEO, who was involved in header bidding from 
its earliest days. “I feel so much better about the marketplace 
now than I did pre-header bidding. It didn’t die. If Google was 
attempting to kill it, they failed.”

Publishers can adopt customized ad management systems 
that still run traditional header bidding alongside Google Ad 
Manager. But rivals say Google applies subtle pressure to keep 

Rivals say  
Google pressures 
publishers to  
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recommendations.
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publishers from veering too far from its recommendations.

“What Google was doing as an ad server provider was to tell 
publishers how they could use that ad server,” says another 
ad tech CEO that competes directly with, and partners with, 
Google. “And as a result, because of their power and because 
the ad server is the heart of the ad business, they could 
influence the publishers’ ability to run their ad business the 
way they wanted, because Google would tell them what they 
couldn’t do, and at that point they were stuck.” 
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News Fresh starts

Fiat Chrysler Automobiles and Peugeot maker PSA Group 
reached for the stars when conceiving the name of the newly 
merged company. The new corporate moniker, Stellantis—
which recently became official—comes from the Latin word 
“stello,” which means, “to brighten with stars.” But any 
corporate rebranding exercise risks becoming a cosmic flop, 
at least initially, with made-up names often the subject of 
mocking ridicule. 

The Stellantis moniker was met with plenty of snark. “Take 2 
Stellantis and call me in the morning,” stated one Automotive 
News headline after the name was unveiled last July. (The 
merger was finalized on Jan. 16.)

“Stellantis? It sounds like an undersea Atlantis resort,” 
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quipped Rebecca Lindland, founder of auto-industry review site 
RebeccaDrives.com in an interview with Detroit radio station 
WWJ. Mondelēz International dealt with similar jokes when 
it rolled out the name in 2012 for the then-Kraft Foods global 
snack-company spinoff, which like Stellantis also came from 
Latin inspiration; “Monde” evokes the Latin word for “world.”

But corporations would be wise to ignore the jokes and early 
criticism when rolling out new names and instead focus their 
attention on their internal goals rather than the reactions 
of external parties who aren’t stakeholders, according to 
corporate branding and communications experts. New names 
at the corporate level often follow mergers and acquisitions, 
as is the case with Stellantis, and can help employees and 
shareholders from the previously separate organizations unite.

Stellantis is “a bit of tongue twister but like a lot of other 
made-up names, the world will get used to it—think Exxon, 
Mondelēz, etc. In a year it will seem perfectly normal to 
those who care,” said one ad agency executive who works on 
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“If they had 
chosen or 
conjoined 
any bit of 
Chrysler, Fiat or 
Peugeot, it could 
connote control, 
favoritism, 
power.”
Amy Cheronis, 
The Scratch Collective

automotive brands.

Below, some factors companies should 
consider when coining new corporate names.

Keep brand names out of it
Plenty of big, multi-brand companies are 
named after their top brands, like Coca-Cola 
Co., PepsiCo and Facebook. But when given 
the chance to create a company name from 
scratch, it’s not a bad idea to ignore brand 
names. That is because if a single brand 
runs into a PR crisis, it risks tarnishing the 
entire company if they share a name. This is 
especially true in the modern era, when so 
much backlash plays out on social media. 

Stellantis includes 14 brands, including Jeep, 
Ram, Dodge, Fiat, Chrysler, Alfa Romeo and PSA’s brands such 
as Peugeot, Citroën, DS, Opel and Vauxhall.

For Stellantis, “whatever happens on any individual brand—
whether it’s Jeep or Fiat—any potential negative impact or 
crisis will not impact as much the corporate brand and vice 
versa,” said Michael Fassnacht, former CEO of FCB Chicago, 
which had worked on Fiat Chrysler brands in recent years. “So 
if Stellantis gets into any issues it will not have any negative 
halo effect on all the individual car brands. It was the right 
approach … despite the snickering about the particularity of 
this name,” added Fassnacht, who is currently chief marketing 
officer for the city of Chicago and interim president and CEO of 
WorldBusinessChicago.
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Signal a broader vision
“When you’ve got a lot of confidence in the sub brands, you 
want to have the bigger corporate brand as a philosophy and 
unifier of the vision at the top,” said Molly Rowan Hamilton, 
strategy director at BrandOpus, an agency whose services 
include brand strategy and brand creation. When it comes 
to automobiles, people have specific loyalties that might 
even predate their own lives based on what their parents or 
grandparents chose to drive. “It’s really important to allow 
those brands to be self-sufficient,” she said.

Just ask Mike Mitchell. He was a spokesman for Kraft Foods 
when the snack business spun off as Mondelēz, and noted it 
can be challenging for a corporation to find a new name that’s 
unique, can be trademarked all over the place, and resonates. 
It took longer for the name to be understood in the U.S., 
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“It was the 
right approach 

… despite the 
snickering about 
the particularity 
of this name.”
Michael Fassnacht,  
former CEO of FCB Chicago,  
on the Stellantis name

where Kraft was already familiar, than it did 
internationally, where Mondelēz does the 
bulk of its business. There were apparently 
discussions whether to embrace one of the big 
brands as a corporate name. But something 
such as Oreo Inc. wouldn’t have served as an 
umbrella. “That’s another reason why you 
come up with a completely different name,” 
said Mitchell.

A new name can also help unify people who 
worked at various predecessor companies. 
At Mondelēz, those included Cadbury, Kraft and Nabisco. 
At Stellantis, there’s a mouthful of automotive brands with 
storied histories of their own. 

Be agnostic
Another reason to craft a new name from scratch is that it 
avoids suggesting that a single brand at a company is better 
than any other brand. Consumer tastes shift so rapidly that 
today’s hot brand could be tomorrow’s dud, so it does not make 
sense to tie a company to a single offering.  Case in point: The 
previously named Fiat Chrysler used two brand names that are 
on the wane. Jeep and Ram are by far the automaker’s hottest 
U.S. brands.

“If they had chosen or conjoined any bit of Chrysler, Fiat or 
Peugeot, it could connote control, favoritism, power,” said 
Amy Cheronis, founding partner of The Scratch Collective, 
a communications firm. “By choosing something agnostic, 
Stellantis is not constrained by the past or tied to reputational 
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risk of one car brand or another.”

Consider the audience
Changing a company name can be expensive, especially if the 
name is used in consumer-facing assets, like signs and ads. 
Kimberly Whitler, a professor at the University of Virginia 
Darden School of Business, recalls her time at PetSmart when 
the retailer repositioned the brand “PetsMart” (which she 
described as a pet version of Walmart) to “PetSmart” (helping 
pet parents become better pet parents). “This seemingly small 
brand shift required a new logo,” Whitler said. “A new logo 
meant that we had to change all of the signage in/on our over 
1,000 stores. The cost was millions of dollars. Companies don’t 
change them unless it is really important to the business.”

Stellantis had to come up with a new corporate logo (above), 
but it’s doubtful the money spent will approach the kind 
of investment PetSmart had to make since the automaker 
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will still lead its consumer marketing with 
individual brands, whereas Stellantis is more 
for  employees, investors and others such as 
the media. Said Fassnacht: “I assume they will 
not invest true marketing dollars behind the 
Stellantis name—if they would do that, I would 
not recommend it.”

In a July press release, Fiat Chrysler credited 
Publicis Groupe for being involved in the 
name change. A U.S. representative for the holding company 
did not respond to a question about the details of its role. 
A reprentative for the automaker did not provide any more 
details beyond those in the press release.

Think far ahead
Right now, Stellantis is an automobile maker, and a massive 
one at that. But it is clearly looking beyond traditional cars and 
trucks. Here’s how the company defines its vision: “Stellantis is 
one of the world’s leading automakers and a mobility provider, 
guided by a clear vision: to offer freedom of movement with 
distinctive, affordable and reliable mobility solutions.”

“They’re very clearly trying to say ‘We’re going in a new 
direction,’” said Rowan Hamilton.

Stellantis isn’t the only automaker distancing its name from 
current modes of transportation. Kia Motors Corp.— which traces 
its roots back to bicycles—this month dropped Motors from its 
name as it emphasizes electric vehicles and new mobility.

When Google changed its corporate name to Alphabet in 2015, 
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the company signaled broader ambitions, including that it 
was more than a search engine. (Today, the company operates 
in myriad industries, from its Nest smart home products to 
the recently acquired Fitbit wearable device brand.) But the 
new name kept a link to its search business, however subtle. 
“We liked the name Alphabet because it means a collection 
of letters that represent language, one of humanity’s most 
important innovations, and is the core of how we index with 
Google search!” Google co-founder Larry Page wrote when 
announcing the change.

Companies should be careful not to eliminate their heritage 
altogether when changing names. WW International still 
includes wording such as “formerly Weight Watchers” or 
“Weight Watchers reimagined” in press materials more than a 
year after its corporate makeover.

“It’s a big mistake to just remove meaning without adding new 
meaning,” said Rowan Hamilton. 
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Opinion Recipe for success

As I sat in on a Zoom film shoot in October, watching our 
now First Lady Jill Biden describe her family favorite chicken 
Parmesan recipe, I knew it was special. “Food is love,” she 
said with truth and warmth that truly resonated, and the 
video was one of many stepping stones that helped to elect 
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President Joe Biden.

A year ago, I was a Silicon Valley entrepreneur, building a 
data and measurement company for the media industry. In 
August 2020, I joined the digital partnerships team on the 
Biden-Harris campaign in the hopes of using 
my skills to help America. The learnings from 
this skunkworks team, the first of its kind 
on a political campaign, will impact future 
political campaigns, but are also deeply 
relevant to modern marketers.

So much of marketing and communications 
is crafting the right message for the right 
audience. Our team focused less on the 
message, and more on the messenger. We 
worked to determine who or what is the 
right messenger to make this message most 
impactful with a very specific audience. We focused on using 
different voices, authentic to specific communities, and 
reaching people in their natural online habitat. Authenticity is 
easy to say as a buzzword, but the reality of execution is quite 
different. We achieved it and achieved it at scale. 

This innovation all came because of decisions at the top to 
invest in, monitor and double-down on digital innovation. 
It’s thanks to the vision and extraordinary leadership of Jen 
O’Malley Dillon, campaign manager; Rob Flaherty, director 
of digital; and Christian Tom, head of digital partnerships. 
America is lucky that all three will be moving with President 
Biden into the White House.
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Skunkworks aren’t possible without strong fundamentals, 
digital table stakes like social media, communications, design, 
and paid media. The Biden-Harris team over-delivered on all 
fronts, and the successful strategies below are in addition to so 
many successes across the board. There’s no magic bullet, just 
a high-functioning team firing on all cylinders. 

These five strategies started as skunkworks, but represent 
a new standard in authentically connecting with online 
audiences at scale, not just for political candidates but for 
brand marketers as well. All the data used below is public or 
from Tubular Labs. The work was publicly reported, but this 
creates a cohesive playbook.

Gaming
More than 164 million U.S. adults play video games and 75% of 
all American households include a gamer. It’s the leading form of 
entertainment today. We had a holistic gaming strategy to reach 
this group on their 
turf through Twitch, 
Animal Crossing, 
YouTube and 
Fortnite. The Fortnite 
ecosystem is actually 
a developer platform 
where build teams 
can create custom 
games and worlds 
inside Fortnite. We 
collaborated with a 
creative developer 
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team to build a 6 challenge, speed run (that managed to include 
an ice cream color challenge as well as clean energy policy). 
The game had 18,000-plus players in 10 days with an average 
engagement time of 12 minutes. It was widely covered in 
the media (Mashable, USA Today) and influencer streaming 
generated more than 4 million social media impressions. 

Branded content
This brings us back to Jill Biden’s chicken 
Parmesan. The Biden-Harris campaign 
was the first political campaign to embrace 
branded content at scale, including paid 
content partnerships with publishers 
including BuzzFeed, Teen Vogue, PopSugar, 
Pet Collective, Mitu and more. Biden entered 
the campaign at an extreme social media 
disadvantage to Trump, and borrowing 
audiences from leading social publishers 
and influencers across the internet was 
a way to level the playing field. During 
the campaign, the average Jill Biden video got 25,000 views/
video on Facebook and 422,000 views/video on Instagram, her 
dominant platform. Jill Biden’s chicken Parmesan recipe with 
BuzzFeed Tasty generated 3 million organic views on Tasty’s 
Facebook page, 830,000 on Tasty’s Instagram, millions more on 
paid impressions through BuzzFeed, and another 1 million-plus 
organic views on Jill Biden’s own Twitter and Instagram. The 
content hit the bulls-eye, capturing the essence of Jill Biden’s 
authentic self, aligned with Tasty editorial, and accomplished 
a campaign goal of connecting with Facebook moms. It took 
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a message which would have reached 630,000 viewers on Jill 
Biden’s own social channels (without Tasty’s involvement) and 
multiplied more than tenfold the reach in a key demographic.  

Influencers—in the broadest sense
Across the Biden team and agencies involved there were 
at least 20 people focused on full-time influencer outreach 
and engagement. One group focused on major celebrity 
endorsements, such as The Rock and J. Lo. The Digital 
Partnerships team focused on enabling influence broadly: 
working with star creators and micro-influencers and using 
software to empower broad “brand ambassador” sharing. 
The creator work focused on mobilizing young audiences: for 
example, pairing Biden’s granddaughters with influencers 
for Instagram Live talks, or this Liza Koshy interview. 
Micro-influencers (1,000-100,000 followers) were about 
mobilizing local followings or niche communities (for example, 
Philadelphians, vegans, crafters). This group was nurtured, 
communicated to, and enabled with content and messaging 
at scale. At the base of the broad-scale influencer effort was 
Greenfly, an app managed by the campaign with a library of 
approved social assets, which influencers, surrogates and 
everyday people (“brand ambassadors”) could easily upload 
to their social handles and share. A system like this does not 
get you an endorsement from The Rock, but it does create a 
systematic way for Biden supporters (whether that be LeBron 
James or a campaign staffer) to share inspiring campaign art 
on Instagram with suggested social text in under one minute. 
If your social feed was flooded with Biden-Harris content it 
was not an accident; there was a sophisticated team with data, 
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content, software, and relationships making this happen.

TikTok
As a social platform, TikTok is truly next-level in terms of the 
creator tools, viral loops (ability to create, follow and amplify 
trends), content surfacing/recommendations, and influence 
with Gen Z. If you’re looking to reach Gen Z (and an increasingly 
wider audience), TikTok is an absolute must. I can’t tell you 
all the ways we used it, but I will tell you it was unbelievably 
powerful. To get a feeling for the amazing organic content, 
merely look at the #Biden2020 
hashtag on TikTok—the 
content is hilarious, poignant 
and truly impactful. 

Facebook page partnerships 
Facebook publishers generate 
massive social reach. 
Partnering with Facebook 
pages is the fastest way to 10 
times your online video views 
out of the gate. The Digital 
Partnerships Team worked 
with Occupy Democrats and 
a broad range of progressive 
pages and creators. For example, the campaign organized 
a virtual vigil for Ruth Bader Ginsburg, which it aired on 
campaign social handles. Occupy Democrats’ cross-post of 
the livestream generated an additional 300,000 views for the 
event and NowThis’ cross-post generated 136,000 views. This 
is just one example, and the Biden-Harris campaign hosted 
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thousands of livestream events. Interestingly, this Facebook 
partnership also works in reverse: Fatherly asked to book 
now Vice President Kamala Harris’ husband and Second 
Gentleman Doug Emhoff on their “Ask a Grown-Up” video 
series on Facebook. The series only averages 40,000 views/
video on Facebook, so we asked to post the content on Doug’s 
own Instagram handle as well. On Doug’s Instagram, the 
video generated more than 1 million views and trended for his 
answer about the need for men and boys to “support the strong 
and wonderful women in their lives.” This open-exchange, 
sharing, cross-posting of Facebook content often creates a 
1+1=100 scenario. 

An important message deserves to be seen, so give it a fighting 
chance online. This work, side by side with every organizer, 
staffer, volunteer, and 81 million Americans made this 
presidency possible. But it’s just the beginning. As President Joe 
Biden says, America is facing four interconnected crises: the 
pandemic, resulting economic downturn, climate change and a 
racial equity reckoning. Digital is just as important to winning 
on these issues as to winning an election. There’s a lot of work to 
be done, and I for one am excited about who’s in charge. 
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Allison Stern is an entrepreneur, digital marketer and  
technology executive who worked as a digital partnerships  
manager on the Biden-Harris campaign. Prior to the  
campaign, she was the co-founder and chief marketing officer  
at Tubular Labs, the measurement standard for online video.
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