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Digital overtook traditional spending in 2016, and its 
dominance continues to grow
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Three uncomfortable truths

Trackable 
marketing is not 

the same as 
effective 

marketing.

Most of our jobs 
didn’t exist 20 
years ago and 

they will 
certainly 

evolve again.

Big tech is 
making it 

increasingly 
difficult to justify 
what we spend 

with them.



What does it really mean 
to be ethical?

Utilitarianism
Deontology

Asks ‘what is good or bad’?

A pre-ordained set of rules

It is never acceptable to break these rules

The end cannot justify the means

Asks ‘how can I do the most good’?

Centres outcomes, not rules

It is acceptable to do some harm for 
the greater good

The end can justify the means



Utilitarianism
Deontology

What is our purpose?
We connect for good.

Does big tech help us 
achieve this purpose?
Yes, by connecting more 
homes and business

Are anti-DEI policies in 
conflict with our purpose?
Arguably yes. Does the 
end justify the means?

Can we still achieve our purpose 
but remove the ethical risk?
Possibly. This question would form 
the basis of a review.

What do we believe in?
Combatting online hate.

Is big tech contributing 
to online hate?
100% yes.

We cannot justify 
advertising with Meta, X 
and possibly Google.



The firms that promise 
brand safety are 

themselves becoming 
a brand safety risk

Customers are 
increasingly value-

driven – there is a risk 
of guilt by association

Colleagues are 
also consumers – 
we risk alienating 

diverse talent 

Nothing is constant but 
change – it is a risk to 

stand still while the 
industry evolves 

around us

What are the risks of inaction?

With over-reliance 
on a small number 
of big beasts, we 

risk creating a single 
point of failure



Ethics Assessment
+

Risk Assessment
=




