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Welcome to the “New Normal”
The recent IAA Global Marketing Summit in New York made clear that we are
all navigating in a “New Normal.” However some marketing experts suggest
that there is no “normal” at all in these times — meaning there are no steady
states with out flux. Andy Bateman, CEO of Interbrand, has characterized the
current marketing environment as the aftermath of surviving the “Disruptive
Darwinian Fire,” which caused such fundamental change that brands
are re-thinking what they represent.
Certainly this is an Age of Continual Change, but it is also an amazing
time of re-invention, re-setting re-imagining, renewal, and thankfully,
re-investing. Companies and brands are taking risks not only to find
solutions, but to transform themselves — meaningfully. And given a past of
perceived excess, this is also becoming an Age of Responsibility. Words like
“value” and “trust” resonate more than ever before.
Today’s marketer is grappling with the reinvention of brand building,
which is now technologically-driven and consumer-controlled, in a constantly
changing marketing environment with new economics.
Here’s a few interesting facts that certainly show how navigating in the New Normal is hardly business as
usual:
» People throughout the world have less trust in their large institutions — be they governments or
corporations — than in the past. (From 1935 to 1980 trust in our institutions was around 80%. The
latest Pew Trust research shows it fluctuating between 18-25%.) Today, managing and building a brand
essentially means assuming an attitude of distrust — especially within the transparent world of social
media. As a result, the role of the corporate brand has never been more essential.
» If Facebook were a country, it would be the 4th largest in the world with over 300 million users.
(That’s somewhere between the US and Indonesia in terms of population.) And China’s Q-zone may
surpass it.
» Today 1 billion people own personal computers, while 1.3 billion own smart phones — which are still
growing dramatically. In fact, the number of Mobile phones in India is outpacing the installation of indoor
plumbing.
Talk about what’s viewed as essential in today’s world!
Deb Malone
Publisher

INTELLECTUAL PROPERTY
LITIGATION // ENTERTAINMENT // CONTRACT NEGOTIATIONS
NEW MEDIA // LICENSING COPYRIGHT
REGISTRATION TRADEMARK

ERIC VAUGHN-FLAM ESQ.
OF SANDERS|ORTOLI|VAUGHN-FLAM|ROSENSTADT LLP
501 Madison Avenue, 14th floor, New York, NY 10022-5616
tel: +1-212-588-0022

fax: +1-212-826-9307
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Can You Sell A Brick?
OgilvyOne
Wants to Know.
“If I sold I got a
commission. If I did not
sell, I did not get a
commission, and I did
not eat —no sale, no
commission, no eat. See
—advertising is all about
selling, the ability to sell.”
– David Ogilvy (who started as a commission-only door-to-door
salesman selling kitchen stoves)

In a clever, light-hearted move that also
echoes of its legendary founder’s
heritage, OgilvyOne Worldwide, the
direct marketing and interactive
marketing network, has begun a
global search for the “World’s
Greatest Salesperson.” Through an
online video competition on
YouTube, entrants have 1 to 2 minutes to
demonstrate they have what it takes to sell an everyday, ordinary brick.
(Although the site is in German, Spanish, French, Italian, Portuguese and English, all
submissions are to be in English and entrants must be at least 18 years old.)
Three finalists will be selected from these online entries received
by May 16. They will be flown to the Cannes Ad Festival to show
off their salesmanship in action — on stage — in front of the
world’s advertising community. The winner gets a 3-month
fellowship at OgilvyOne.The entire contest is a smart way to do

“If you can sell a red brick,
maybe you can sell anything.”
– Mat Zucker, Executive Creative
Director- OgilvyOne New York. The
contest was his idea.

some branding for the agency in times where increased revenues
matter most to clients. Or to echo one of their own taglines, “After all, at Ogilvy, we built our
business on sales.”
www.internationalistmagazine.com 7
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Familiar with Outsourcing?
How about Agency “In-Sourcing”?
Shekar Swamy, Group CEO of the R K SWAMY and HANSA companies,
has a 30-year history of connecting India and the US. He started by
attending Northwestern University in Chicago, followed by his first
advertising job at JWT Chicago. His Group of R K SWAMY and HANSA

S

companies now comprises 20 distinct services and employs over 1000

people. Two years ago, he also established two of his Hansa Marketing

Services companies in Evanston, Illinois -- near his alma mater, where he

teaches global marketing part-time with Professor Don Schultz — to work

with US clients for specialized custom research and database analytics in the

IT field.

Now, Hansa Marketing Services in the US with offices in Chicago, New

York, Boston, and Portland, is run by American management and staffed by

American account service people. It is quickly becoming a locally-

competitive, full-service marketing communications agency. The company

may also be changing both the global business model and client

expectations in a way that might be best described as “in-sourcing.”
According to Jeff Stewart, Hansa USA President, “We are truly

‘in-sourced’ with local account managers in the US who work with clients

directly. We are taking advantage of the global delivery model, however, by

working through the night with our 250 creatives and 150 analytics people in
India. Particularly for technology clients with strong digital needs, we can

execute everything from banner ads to microsites very swiftly — and give
them five to six options from which to choose.
The biggest benefit of the situation is that Hansa is one company, and it
was originally founded in India; we are not cobbling together different
organizations to make something work quickly via outsourcing. We can
offer great advantages, however, in terms of speed and cost given our Indian
Hansa, a Sanskrit word, refers to a
mythological bird that had the power
to separate milk from water. Hansa
Marketing Services uses a hansa bird
as its logo, which serves as a
metaphor for their ability to separate
the essential from the irrelevant, or
the core from the mass.

heritage.”
Interestingly, one of Hansa’s divisions in the US is called, “Capitalizing
on India, Inc.” The division helps companies better understand the Indian
market, so that their brands may enter there more successfully. Services
range from a simple white paper to detailed category and competitive
reviews, primary market research, and the development of comprehensive
market entry strategies.
Contact: www.hansa-marketing.com
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Marcio Moreira’s
New Baby

W.

Some associate a former US President with the letter, but in Brazil,

it means something entirely different. In a market where admen are

celebrities, W can only mean W/Brasil, the agency started by Washington

Olivetto.

So Brazilian-born Marcio Moreira, McCann Worldgroup’s Vice Chairman,

said it best when he announced in late April: “Washington Olivetto has

joined McCann Brazil, and we have renamed it WMcCann. How’s that for a
bold move?”
Bold indeed!
Washington Olivetto’s life is the stuff of legend. He is famous in Brazil for
creating some of the country's most popular and memorable advertising
campaigns. His award-winning work has strong ties to the country’s pop
culture. In fact, W/Brasil is even the name of a song by singer-songwriter
Jorge Ben Jor, who created it in honor of the agency in 1990. It continues to
sell millions of copies and is well known by most Brazilians. (He also
suffered through a terrible kidnapping for two months in 2001. It was a
difficult price to pay for his fame.)
The newly-named WMcCann is making national news in Brazil. We’re
looking forward to seeing this new baby take some giant steps!
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culture shock
What was Tiger Woods thinking?
While “serious” brands such as Accenture and
Gatorade dropped Tiger Woods like a hot
potato when his extramarital affairs suddenly
went public, the more edgy global footwear
brand Nike took a calculated risk and stood
behind him.
On the back of Tiger Woods’ emotional
apology and return to the US Masters green,
Nike aired a commercial that directly addresses
his behavior and subsequent penitence.
In the ad, the golf champion's late father
Earl returns from the dead and asks Tiger what
the was thinking — and what he has learned.
As experienced brand stewards know, use of
celebrities in global advertising is a high risk/
high reward proposition.
In this case however, Nike's risk is not as
great as it seems.talking to themselves.
If they listen to themselves, and act on their
own advice: then it will have been a success.
Massive media coverage in the more
English-speaking countries may have turned the
champion into a temporary US brand liability,
and Nike needed to address the issue head-on.
But in much of the rest of the world, where
private life isn’t usually turned into a public
affair, sex-scandal coverage simply raises
awareness (as with Bill Clinton during his
presidency).
As a brand that understands global markets
well, Nike is well placed to reap rewards from
the Tiger media reality show.

generate interest in a brand. The type of
celebration (and its date) will of course be
different in different parts of the world.
For instance, in some parts of the world such
as Dubai, the last day of the work week is actually
Thursday.
Fanta now has an interesting opportunity to
shift the “Friday” promise across territories and
engage non-Christian local markets.
More importantly, the effort confirms a global
trend towards the use of active verbs in taglines
(“do”, “get”, “come”, “make”...), that tend to get
a larger number of consumers engaged with
brand activities.

high risk / high reward

Elliot Polak, a dual American
— French national, is the
Founder & CEO of Textappeal
and a recognized authority on
cross cultural marketing. His
company helps some of the
world’s leading global brands
cross borders successfully.
Born in New York, he is the
product of a highly diverse
background which includes
Dutch, Belgian, Irish, Danish
and Norwegian influences,

Why did Paris Hilton drop her
guard in Brazil?

To promote edgy Devassa blond beer (“devassa”
means “naughty” in Portuguese), the brand
convinced Paris Hilton to be videoed partying
non-stop for three weeks in Brazil.
Daily Youtube uploads got an enthusiastic
following, and the event was amplified by media
coverage of her more unguarded moments.
Devassa went on to produce a sultry TV
commercial, with Paris in a short black dress,
sensually rubbing a can of Devassa beer on
herself, delighting onlookers who watch through
her apartment window. While Brazil is known for
its overt display of postage-stamp size bikini's
beaches,
Devassa’s portrayal of a non Brazilian blond
who is not on a beach, while relatively tame,
broke cultural codes — and a local law which
forbids associating beer with sensuality.
Actually many Brazilian beer ads feature
woman in bikini, but they are always set on the
beach. Brazil’s secretariat for Women’s Affair said
“It’s an ad that devalues women-in particular,
blond women. The problem is not a lack of
clothing, but its sensual nature.”
The controversial buzz plays nicely into the
brand’s goal of establishing itself as the naughty
anti-establishment beer.

shift the “Friday” promise
and from an early age was

exposed to competing

Protestant, Jewish, Catholic

and atheist beliefs. In his
spare time he enjoys
travelling, skiing, tennis,
writing, playing the piano and
juggling.

CONTACT:
elliot.polak@textappeal.com

Will Thursday be the new Friday?

To reverse a drop in sales, Fanta has launched a
new campaign with a compelling call
to action: “Grab a Taste of Friday”.
The Coca-cola brand’s first global campaign
in 5 years features a countdown to Friday clock on
an ad screen in London's Piccadilly Circus, and a
variety of fun, engaging activities for a day that
one brand executive calls “the beginning of the
most enjoyable, less serious part of the week”.
Celebration is an effective, universal way to

as the naughty anti-establishment beer
12
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GLOBETROTTERS
f r o m t h e

b l a c k b e r r y of d e b o ra h m a l o n e

This GLOBETROTTERS column is designed to keep the
international community connected. Not only will it spotlight
who is where in the world now, it will also describe the
adventures we all experience by living a life of constant
worldwide travel. If you’ve ever been hijacked, stuck in a
revolution or committed an unforgettable cultural faux pas,
everyone in our community will be curious to hear about it.
Please do tell us, and don’t forget the photos!
TO SUBMIT TO GLOBETROTTERS, EMAIL: deborah.malone@internationalistmagazine.com

EYJAFJALLAJOKULL

in New York; however, his luggage was

왘 We’re all heard the horror stories of stranded families, endless bus

lost somewhere in Europe. For a trip that

rides, mobilized troop ships and the difficulties of actually

was taking him on to Tokyo, Hong Kong

pronouncing the name of Iceland’s infamous volcano. (For those

and Delhi… all he had to wear was his

who like tongue-twisters, it’s “ay-yah-FYAH’-plah-yer-kuh-duhl,”

weekend travel clothes — jeans and a

according to the Associated Press.) However, we heard a few good-

casual shirt. (No one seemed to mind the

news stories involving Max Raven, Bob Breen and a tale from Kerry

attire during his New York meetings.

O’Donoghue about those stranded at the Frankfurt Airport.

People just assumed that Handelsblatt
was a cool place to work.)

A Wedding…

However, Bob realized that if he decided to buy some

CNN’s London-based Max Raven

business suits in New York and continue the trip, his

had been in New York (attending the

would have little change of ever seeing his luggage. Between the

IAA Global Marketing Summit)

volcano void and several Asia stops, there was little chance of

when the volcano erupted on

ever seeing it again. Oddly enough, Bob’s bags turned up at his

Thursday, April 15th. His brother’s

New York hotel on Friday night on what was apparently the last

wedding was on Saturday. As soon

plane out of Frankfurt. (Of course, that meant he had to

as he heard the news about

spend Saturday making returns at Brooks Brothers. Ahh… that

Heathrow’s closure, he started wondering if his wedding speech

strong euro!)

would have to be sent via video through an iPhone app. However, he
was enterprising enough to manage to get on one of the only two

Underwear to the rescue

flights from JFK to Glasgow on Friday. (Apparently, the sturdy Scots

Kerry O’Donoghue of the Frankfurter Allgemeine Zeitung was

allowed the first flight to go through volcano cloud before they

grounded in her home of Frankfurt, but related the tale that over

considered closing the airspace.)

700 people were stuck in the airport’s transit lounge as they did

He then hopped on a fast train to London — just in time for my
speech. He did miss the ceremony, but as Max says of the ordeal,
“Someone was smiling on me that day!” Much champagne followed.

not have visas for Germany. (As a big hub airport for Asia and
the Middle East into Europe and the Americas, hundreds of
passengers change planes in Frankfurt without any plans to stop
in Germany, so they have no need for the appropriate landing

Lost Luggage…

documentation.) The airport coped with the crowds, and in a

Handelsblatt’s Bob Breen had just started on an around-the-

particularly thoughtful humanitarian gesture, gave out free

world business trip when the volcano erupted. He arrived safely

underwear.

www.internationalistmagazine.com 15
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(REALLY!!)
왘 Willy Morgan, the British-born
former Publisher of The Economist in
the US and infamous
internationalist, is entering the US
Diplomatic Service. Yes, you did
read that correctly. Having
completed his US citizenship, he starts his diplomatic
training in Washington DC on June 21. He claims that he
won’t be posted to Baghdad immediately as the training
process takes 6 month to a year. In the meantime, he
promises to learn the words to Star Spangled Banner. He’s
pictured here sporting his new diplomatic goatee. (We’re
convinced that years of hosting the IAA Christmas auction
helped him get the job.)

MARTY SHAPIRO MOVES OUTDOOR
왘 Marty Shapiro, long associated with his years in television
at CNN International and also with his most recent
international role at Petry Media, is taking on a new
assignment. He will become Vice President, General Sales
Manager for Clear Channel Outdoor's New York office. He
and his team will be responsible for billboard and wallscape
sales in the New York metro area, as well as for the New
Jersey Digital Outdoor Network.
”I am excited to transition to the outdoor industry,” says
Marty. “It’s experiencing a revolutionary change with the
advent of ‘Eyes-On Audience Measurement’ technology,
which will move beyond merely measuring the number of
people passing an advertising message to measuring the
number of people likely to see those messages. This new
system will enable the outdoor industry, for the first time, to
deliver commercial ratings to its customers.”

CONTACT: cwillymorgan1@aol.com

CONTACT: martyshapiro@clearchannel.com

WILLY GOES TO WASHINGTON

PETER BULLARD
ON ATAC
왘 Peter Bullard, who
has built a career in
international
television with
networks like MTV
in Asia and NBC
and CNBC in
Europe, recently
founded his own
company, P1, to
provide advisory services to media owners and content
companies to identify digital growth opportunities. CASBAA,
The Cable & Satellite Broadcasting Association of Asia, soon
recognized that Peter’s experience could be of benefit, so they
have now convinced him to lead the Association’s advertising
initiative, the Asia TV Advertising Coalition (ATAC).
ATAC is an alliance of broadcasters dedicated to generating
new advertising revenue streams for subscription television,
which now represents 326 million homes across Asia Pacific.
Working together with media planners and clients, ATAC’s
goal is to make subscription TV advertising in Asia more
targeted and accountable.
Peter will be responsible for driving the ATAC project,
including the planning and implementation of strategies to
promote benefits for advertisers through subscription TV
platforms. "I'm delighted to be working with the CASBAA and
ATAC teams on behalf of Asia's leading premium TV services,”
he says. “I'm a passionate advocate of multi-channel television
and can't wait to lend my support to this vital initiative and to
build on the fantastic work that's already been done."
CONTACT: peter@p1.com.sg or casbaa@casbaa.com
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CHANGING ECONOMISTS

왘 Jason Webby, formerly
SVP/President of Advertising
for The Economist in the
Americas, has been named
the Senior Vice-President,
Global Head of Sales for The
Economist Intelligence Unit
and will oversee the global
sales force for the EIU from
New York. The Economist
Intelligence Unit is a
leading research and advisory firm which
provides international companies, financial institutions,
universities and government agencies with
authoritative analysis and forecasts to make informed
global decisions.
David Kaye will now move from San Francisco to New York.
David, previously the Director of Integrated Sales for the
West Coast, has been named the Vice-President of Sales for
The Americas for The Economist, following Jason’s new
EIU role. He will have responsibility for sales management
and revenue growth in the region.
Erika Stern also gets a promotion. Previously the
Director of Integrated Sales for the East Coast, she
now takes on the new role of Vice-President of
Online Sales for The Americas for The Economist.
She, too, will be responsible for sales management and
revenue growth for the online in both North and South
America.
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NEW INTERNATIONAL ROLE
FOR NIKKEI’S TSUJI
왘 The April Japan fiscal year
often brings changes in
international positions, and
Hirokazu Tsuji, advertising
veteran with The Nikkei, is now
back in Tokyo after several years
in London. He assumes the role
of International Advertising
Director with responsibility for
all aspects of international
advertising sales administration across Nikkei’s Cross Media
Advertising and Business Bureau (CMABB). This includes
the management of Nikkei’s global sales network, as well as
coordination with other in-house divisions which are
involved in international affairs throughout the company.
With this new structure, all advertising sales managers
based in Nikkei America, Nikkei Europe and Nikkei Asia
will report to Tsuji-san. He, in turn, reports directly to Mr.
Hidekazu Imai, General Manager of CMABB.
We wish him every success, and hope it made it back to
Japan in time to see the Cherry Blossoms and miss the
volcanic ash.
HIROKAZU.tsuji@nex.nikkei.co.jp
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THE WALL STREET
JOURNAL TO WORK WITH
US MEDIA CONSULTING

왘 Bruno Almeida, Managing
Director and founder of US
Media Consulting has been
getting a lot of attention of late.
His company has been
expanding beyond its Miami
headquarters into other Latin
American cities and was
ranked among the top fastgrowth Latino companies in
2009 by Inc. magazine. US
Media Consulting, created in
2003, is a media representation and placement company that
boasts relationships with over 600 media companies.
Now they are also beginning work with the Wall Street
Journal. US Media Consulting will manage the global sales
for Mexico and the Caribbean, which will not only include
WSJ Americas, but also The Wall Street Journal global
editions (U.S., Europe, & Asia), The Wall Street Journal
Digital Network, WSJ magazine and Barron’s.
CONTACT: bruno@usmediaconsulting.com or
www.usmediaconsulting.com

FRANK CUTITTA CREATES GRAYS WITH TRAYS
Our thoughts may not be turning to warmer weather, but we couldn’t
resist sharing these winter photos of Frank Cutitta, International
Executive- weekdays; snowboarding instructor- weekends. Most
know Frank from IDG, where he’s had multiple careers, or as the
former Director General of the IAA. However, Frank is also
passionate about snowboarding, and has created a training
program for adults—many in the advertising and media industry—
to fearlessly learn the sport. He calls it Grays with Trays… and has
started some initial branding with tee shirts, pictured here.
If you’re interested in next season, he teaches in Stratton,
Vermont—whenever there’s snow. Then he runs back to the
Boston area for his day job with IDG.
CONTACT: frank@brandsintl.com

www.internationalistmagazine.com 17

RESPONSIBILITY
R E V O L U T I O N

The Repsonsibility Revolution
Brands have always stood for trust. However our new social media
world with its increased transparency is dramatically altering notions
of brand behavior and brand values.
Many believe that we are in the midst of a “Responsibility
Revolution,” where the future of marketing will be defined by how
brands connect in a larger societal context. Consumers will reevaluate the products and services they choose based on what
matters most to them, so they will decide to purchase those brands
that share their beliefs to create a shared sense of responsibility for
“the greater good.”
As communications becomes more digital, global and increasingly
democratic and as audiences and messages converge, purpose and
values will be key drivers in marketing strategy. Many CEOs have
begun to embrace this thinking, which is reflected in new corporate
brand cultures with image campaigns from the likes of GE
(Imagination at Work with Ecomagination and Healthymagination),
Siemens (Answers), IBM (Endless Innovation series) and Philips
(Sense & Simplicity).
Today, the world’s 100 largest economic entities are comprised of 51
multinational corporations and 49 governments. It comes as little
surprise to note that most governments now have less financial
resources available. As a result, more multinational corporations are
beginning to shoulder social projects — from helping with
education to healthcare — all in an effort to build prosperity for their
workforces and communities around the world and to insure that
their brands reflect that which is most valued by their consumers
and constituents.

largest economic entities are 51
18
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Corporate Generosity Meets
Marketing Strategy
Corporate generosity is nothing new; many companies
support charities and donate their varied resources in
times of disaster. However, something larger is now
occurring, and marketing departments and ad
agencies are on the front lines of these new strategies.
Brad Henderson, Director of Corporate Partnerships at
Plan International, one of the world’s oldest and
largest children’s development organizations
understands this trend.

“Companies are not being
less generous; they simply
do not want to give in
unstructured, non-strategic
ways. They want to insure
that more of their assets are
achieving a larger social
outcome, while also
associating their brands with
well-aligned projects. This is
a fast-growing trend.”
Brad Henderson,
Director of Corporate Partnerships —
Plan International

“Advertisers and their agencies are interested in social
projects and social goals more than ever. Now there is
a way that a corporation or a brand can
work with a not-for-profit group so that
both achieve value by doing something
in common. As one of the few INGOs,
or International Non-Government
Organizations, PLAN, like CARE or
Catholic Relief, is becoming a natural
counterpart to multinational
companies.”

Plan works in 48 developing countries across Africa, Asia and
the Americas. Orange countries are where Plan runs support
programs. Green countries are where Plan raises funds

corporations and 49 governments
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“Multinational marketers want to act within a global framework through one entity,
rather than have to design individualized programs in many local markets. It’s
often easier to tap into a program that already exists in an effort to brand a product
in a cause-related way. Not only does this build employee engagement and help
with both retaining and hiring staff internationally, but it shows suppliers,
shareholders and the public that their company identifies with and endorses critical
issues. And it provides measurable impact.”
Part of the reason why Plan has such impact is that it works directly with the
communities it supports, and that’s now 20,000 communities in 48 developing
countries across Africa, Asia and the Americas. The organization focuses on
children’s myriad needs, particularly the promotion of child rights and overcoming
child poverty. In doing so, Plan connects with over 3.5 million families and their
communities every year. (Plan has no religious, political or government affiliation.)
Child centred community development is how Plan describes it work. It supports
communities to develop the structures and skills they need to provide a safe and
healthy environment in which children are able to realise their full potential
(‘community development’). Based on many years of experience this can be
achieved only if children’s best interests are at the heart of everything we do and if
children themselves actively participate in the process (‘child centred’).
Plan has a number of examples of how multinational companies are working their
communities. Barclay’s Bank helped poor communities open bank accounts. The
MasterCard Foundation worked to create programs to encourage savings through
micro-credit arrangements.
They worked with Nokia in West Africa since 2006 to help youth in 14 countries
engage with a variety of media, such as radio, music videos, the internet, mobile
communication devices and television to help in their own development by
promoting child rights, building life skills and empowering youth. Nokia also
supports two child line projects that offer free telephone helplines and services to
children and youth who are the victims of violence or abuse.
Accor, the European hotel group active in 140 countries, worked with Plan in 16
locations to promote child sponsorship and extend project funding to Accor staff,
partners and hotel guests. They have now sponsored over 1100 children and raise
more than €800,000 to support some of the following projects:
» Indonesia: supporting tsunami survivors
» Zambia: nutrition training
» Mali: two wells and a sports field are underway
» Burkina Faso: building a school and kitchen gardens
» Thailand: rebuilding eight schools in the tsunami-hit Phuket and Phang
Nga regions
» Togo: construction of multimedia centre
» China: renovation of schools and an eco-tourism program
» Cambodia: building a school

Contact: brad.henderson@planinternational.org
Web: www.plan-international.org

BECAUSE I AM A GIRL….
Plan’s next big initiative, to mark its 75th year, is the Because I am a Girl campaign.
The program’s goal is to fight gender inequality, promote girls' rights and lift millions
of girls out of poverty. Across the world, girls face the double discrimination of their
gender and age, leaving them suffering at the bottom of the social ladder. Girls are
denied access to health services and education, and also face extremely high levels of
violence, abuse, and harassment.
Plan will be working with corporations around the world to support the objectives of
this campaign.
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At Publicitas we understand international media. Through our network of sales offices in
23 countries, we offer our advertising clients simplified and centralized access to the most
prestigious media in over 100 countries. We bring our media partners closer to the client –
actively, reliably and globally. We know media.
At Publicitas – Charney Palacios we understand Latin American media. Since 1980,
we are highly recognized in the U.S. as the leader and most experienced company in the
representation of the main influential media in Latin America and the Caribbean.
Conocemos los medios. Nós conhecemos mídia.
Contact us: +1-786-388-6340
For Europe and Asia, Contact us: +1 212-599-5057 www.publicitas.com/usa
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“Poverty needs marketing.”
That’s not the words of an advertising guru, but rather a simple message
from Serge Jolimeau, a Haitian master artisan, who is benefiting from
The BRANDAID Project. Serge transforms the metal from recycled oil
drums into decorative art, which now can be found in homes around the
world. He is the leader of the Croix des Bouquets artist community, a
small economic miracle in the midst of Haiti’s extreme poverty. And he’s
doing it the help of some of the world’s best marketers.
Serge and his workers are building sustainable livelihoods for their
families, and with support from The BRANDAID Project, they plan on
bringing their product to market at fair prices and hope to spread
prosperity beyond their own community.

sustainable livelihoods

So what is The BRANDAID Project?

Tony Pigott,
Co-Founder of
The BRANDAID
Project

“Micro-marketing on a global
level is a new and important part
of the evolution that began with
the Fair Trade movement,
followed by the Nobel Prizewinning concept of
Micro-financing.If brands are
built, these artist communities
can be self-sustaining microeconomies. The BRANDAID
Project essentially provides
market power for the handmade
world.”
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According to Co-Founder Tony Pigott, “The BRANDAID Project is the idea of
bringing branding and marketing to micro-enterprises in poor regions of the
world.” And Tony does know something about branding. His day job is
President & CEO of JWT Canada, and Global Director of ethosJWT, which
specializes in corporate social responsibility and other global social and
ethical programs. He has developed marketing strategies
for the likes of HSBC, Kraft, Unilever, Shell, Wal-Mart and Nestle, while also
working with UNESCO on various projects.
The BRANDAID Project founders believe that marketing can play a big
role in the developing world. Micro-enterprises are so important to the
grassroots, handmade economy in very poor countries like Haiti.
This is very different from humanitarian help; BRANDAID helps to
create jobs.
Handmade communities like Haiti’s Croix des Bouquets often have the
economic potential to support large numbers of people. However, craftsmen
and artisans in some of the world’s poorest countries lack the marketing
tools to compete profitably and face huge obstacles selling to the world
market. They often have poor business skills, are on the wrong side of the
digital divide and are trusting of unscrupulous middlemen.
Croix de Bouquet was recognized with a UNESCO Award of Excellence
for their work—yet that was not enough to make them a profitable
enterprise. Although they make beautiful, authentic decorative art, without

RESPONSIBILITY
R E V O L U T I O N

Other projects in Haiti now include:
Carnival Jakmèl whose artisan
community creates paper mache masks
for Carnival. The Bay of Jakmel was
once the busiest port in the New World,
thanks to coffee exports to Europe. The
old colonial warehouses now house
artisans.
The Toy Project is reigniting the old craft
of creating pull toys out of tin cans and
other bits of garbage in Cite Sole, one of
Haiti's more desperate slum areas.
Other artisan groups include textile
artisan and painters. BRANDAID
Project wanted to target a large
community of stone carvers in Leogane,
but sadly they were decimated at the
epicenter of the recent earthquake.

“The ad industry has not always
been cast in the most favorable
light. However, a project like this
certainly highlights the best values
of advertising. And without doubt
those values include building
prosperity and establishing
cultural justice.”

basic marketing tools, they can’t sell their work at a meaningful price.
Haiti is not the only place with such communities. In fact, millions of
the world’s people make a significant economic impact with this kind of
work. In places like Morocco and Tunisia, nearly 20% of the GDP is craftrelated. Master-led artisan communities can employ from tens to hundreds
of people, and a well-paid artisan will be able to support as many as 20
people. Not only is this a feat of economic pride, but these individuals are
also creating some of the key artifacts of a national culture—which could die
without the means for broader commerce.
In fact, UNESCO has given Award of excellence to 450 such microenterprise communities. They range from Chiapas in Mexico to craft
communities in Laos, West Africa, Bolivia and Peru. All need proper
branding if they are going to thrive. The goal of The BRANDAID Project is
to amplify the artists and their work before they are lost on the way to
market.

How does BRANDAID Project use marketing to create
prosperity?
The Project buys the artists' work at their asking price, and then takes on the
responsibility for marketing and distribution. A team creates a brand
identity, a “word mark” that functions as a logo, outlines the commercial
assets, and photographs and presents the products appropriately via a
website and e-commerce portal.
BRANDAID Project is also working with a number of retail outlets, but they
recognize that they must build the brands before they can secure wider
distribution. The Project does not have an exclusive arrangement with these
artisan communities; the commercial opportunities belong solely to the
artists themselves.
Understanding the power of celebrity, they are have also reached out to
Hollywood for support and found patrons in Diane Lane, Josh Brolin and the
Haitian-born actor Jimmy Jean Louis (Heroes). Designer Diane von
Furstenberg hosted a Croix des Bouquets exhibition during New York
Fashion Week, featuring pieces by master artisan Serge Jolimeau.
The BRANDAID Project in Haiti has received its first corporate sponsor,
ScotiaBank, a leading international bank in the region. Microsoft has also
pledged to help. The Project is also working to recruit other corporate
sponsors to fuel their expansion beyond the Haiti pilot.

How can you participate?
As the Project builds in scale, Tony Pigott hopes the cause will be adopted by
smart advertising agencies around the world interested in doing pro bono
work. BRANDAID proposes to travel to a community in need, secure raw
materials for marketing, such as documentary footage, photographs and
interviews, and then pass them along to agencies that would create the brand
elements.
Individuals, too, can buy art online or offer a donation.
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Changing Perceptions of
Nations as Brands
Washington DC-based East West
Communications is a specialized
company that develops communications
strategies and media plans for countries
as brands. They have also has created a
Nation Brand Perception Report, using
PerceptionMetrics® proprietary Natural
Language Processing text analytics, to
provide detailed analysis of how any
country is perceived in the major media
throughout the world.
The East West Reports identify the most
common positive and negative messages
that are being grammatically associated
with a nation brand in the news, on
television, and on-line. The indexes rank
countries based on the tone and
frequency of mentions in the media. Per
quarter, this translates to almost 5 million
references to the 242 countries or regions
identified for the study.

“Every country is a brand that needs managing. And
that brand is the sum total of all that is known,
thought, felt and perceived about a country, its people,
places, culture and products. International prestige,
investment, exports and tourism are all closely tied to
perceptions of a country’s brand image.”

people, places, culture

NATION BRAND PERCEPTION REPORT

North America
Rank
1
2
3

Country
CANADA
UNITED STATES
MEXICO

Score

Mentions

63.916
54.480
18.761

353,871
3,472,147
84,233

Score

Mentions

Central America
Rank
1
2
3
4
5
6
7

Country

COSTA RICA
BELIZE
GUATEMALA
EL SALVADOR
NICARAGUA
PANAMA
HONDURAS

52.802
50.981
49.980
49.235
48.800
45.832
42.990

5,039
607
2,676
4,925
3,875
6,818
18,507

and
products
South America
Rank
1
2
3
4
5
6
7
8
9
10
11
12
13
26
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Country

BRAZIL
CHILE
GUYANA
ARGENTINA
FRENCH GUIANA
URUGUAY
PARAGUAY
SURINAME
BOLIVIA
ECUADOR
VENEZUELA
PERU
COLOMBIA

Score

Mentions

58.629
52.444
52.418
51.631
51.351
51.320
51.249
50.893
49.059
48.444
47.306
47.221
42.260

88,212
16,655
5,065
23,170
1,356
3,983
2,213
278
9,340
7,333
19,595
10,755
15,676

Africa
Rank
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52

Country

Score

Mentions

EQUATORIAL GUINEA
GAMBIA
GABON
SEYCHELLES
CÔTE D'IVOIRE
CENTRAL AFRICAN REPUBLIC
TANZANIA
BURUNDI
ZIMBABWE
GUINEA BISSAU
SIERRA LEONE
ETHIOPIA
ERITREA
MAURITANIA
COMOROS
LIBERIA
GUINEA
UGANDA
MADAGASCAR
ALGERIA
NIGER
LIBYA
CHAD
KENYA
NIGERIA
RWANDA
SUDAN
SOMALIA

50.099
50.062
49.857
49.707
49.676
49.628
49.557
49.493
49.292
49.094
48.984
48.958
48.889
48.812
48.593
48.549
48.350
47.635
47.091
46.935
46.514
45.991
45.175
42.303
38.192
37.135
28.789
24.287

745
892
4,559
1,139
3,728
2,270
3,419
1,538
20,822
1,584
6,254
8,316
1,839
2,343
2,197
3,245
7,069
6,509
6,296
9,350
5,280
17,927
9,406
19,828
21,307
11,789
35,198
29,755

Country

Score

Mentions

95.465
78.077
71.619
64.833
60.431
57.462
57.097
56.947
56.893
54.105
53.426
53.057
52.753
52.410
52.341
51.228
51.062
50.591
44.058
42.055
40.933
38.546
36.633
34.629
33.263
11.824
4.783

133,782
180,754
89,487
101,757
245,412
136,794
42,445
777,994
570,410
8,372
5,202
3,534
1,997
216,298
7,431
1,595
843
16,736
30,510
21,393
82,040
47,136
19,160
45,550
73,322
192,553
190,730

Asia
Rank
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27

SINGAPORE
SOUTH KOREA
HONG KONG
MALAYSIA
JAPAN
THAILAND
TAIWAN
INDIA
CHINA
MACAU
BHUTAN
MONGOLIA
BRUNEI
INDONESIA
LAOS
MALDIVES
EAST TIMOR
NEPAL
VIETNAM
BANGLADESH
PHILIPPINES
MYANMAR (BURMA)
CAMBODIA
SRI LANKA
NORTH KOREA
AFGHANISTAN
PAKISTAN

“Every country is a brand
that needs managing. And
that brand is the sum total of
all that is known, thought,
felt and perceived about a
country, its people, places,
culture and products.
International prestige,
investment, exports and
tourism are all closely tied to
perceptions of a country’s
brand image.”
Thomas Cromwell, president
of East West Communications

much more than tourism
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Central Asia
Rank
1
2
3
4
5

Europe
Rank

“A country’s perception is
predicated on much more than
just tourism. Unfortunately,
too many communications
programs focus on just this one
aspect of a country and miss out
on achieving so much more in
their branding efforts.”

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
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Country

KAZAKHSTAN
KYRGYZSTAN
TURKMENISTAN
UZBEKISTAN
TAJIKISTAN

Country
IRELAND
UNITED KINGDOM
ITALY
DENMARK
FRANCE
SWEDEN
NORWAY
PORTUGAL
FINLAND
SPAIN
NETHERLANDS
MONACO
BELGIUM
CZECH REPUBLIC
AUSTRIA
SLOVENIA
MACEDONIA
(F.Y.R.O.M.)
MONTENEGRO
LUXEMBOURG
VATICAN CITY
GERMANY
SWITZERLAND
LIECHTENSTEIN
KOSOVO
BELARUS
GREENLAND
SLOVAKIA
SAN MARINO
ANDORRA
MALTA
CYPRUS
ESTONIA
CROATIA
BULGARIA
LITHUANIA
MOLDOVA
HUNGARY
POLAND
ALBANIA
ROMANIA
ICELAND
LATVIA
GREECE
UKRAINE
BOSNIA AND
HERZEGOVINA
SERBIA
RUSSIA

Score

Mentions

56.149
50.886
49.668
49.655
49.403

10,024
4,786
2,857
5,185
2,837

Score

Mentions

74.312
64.820
63.648
61.682
60.558
60.003
58.680
58.505
57.722
56.712
55.903
55.182
54.995
54.131
53.567
52.707

264,030
1,297,577
181,634
42,331
416,462
40,301
23,503
29,380
13,876
190,735
58,248
5,434
44,230
32,549
29,965
4,537

52.285
52.261
52.228
52.166
51.959
51.949
51.593
51.368
51.217
51.024
51.003
50.877
50.688
50.502
50.084
49.178
48.984
48.944
48.840
48.468
48.422
48.219
48.081
47.876
46.964
46.607
44.774
42.659

3,535
1,957
4,511
10,612
237,356
83,356
1,821
6,318
7,038
1,804
6,557
655
4,630
2,773
7,240
4,029
12,758
8,205
6,040
4,536
15,722
39,556
4,788
12,140
12,243
7,237
40,571
31,221

40.820
40.759
36.190

9,741
22,785
243,227

Middle East and North Africa
Rank
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20

Country

Score

Mentions

QATAR
UNITED ARAB EMIRATES
JORDAN
BAHRAIN
KUWAIT
OMAN
EGYPT
TUNISIA
MOROCCO
SYRIA
TURKEY
SAUDI ARABIA
ALGERIA
LIBYA
LEBANON
YEMEN
ISRAEL
IRAN
PALESTINE
IRAQ

61.395
56.061
55.880
54.557
54.419
53.556
51.998
51.730
51.626
48.951
48.935
48.058
46.935
45.991
43.517
30.415
30.411
24.601
22.087
5.607

15,213
52.933
25,507
6,043
16,902
3,134
70,926
3,533
11,534
29,095
59,096
33,795
9,350
17,927
53,431
17,276
337,460
215,428
159,585
154,576

Score

Mentions

79.151
61.864
59.820
51.968
51.675
51.093
50.970
50.966
50.918
50.858
50.654
50.583
50.555
50.381
50.252
49.823
48.421

197,893
45,014
233,811
1,354
547
1,650
133
265
186
39
280
724
326
522
2,288
3,218
6,013

Oceania
Rank
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17

Country

NEW ZEALAND
FIJI
AUSTRALIA
PALAU
COOK ISLANDS
VANUATU
FED. STATES OF MICRONESIA
NIUE
NAURU
TOKELAU
MARSHALL ISLANDS
SOLOMON ISLANDS
KIRIBATI
TUVALU
PAPUA NEW GUINEA
TONGA
SAMOA
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Which Campaigns are the
Best Brand Builders?

Caribbean
Rank

Thomas Cromwell has strong opinions on
which campaigns work best for creating a
favorable perception of a nation through
communications.
He cites New Zealand’s 100% Pure
campaign as a good example of a solid
marketing strategy. The simple tagline is
not only about tourism, but has multisector applications, which is critical to any
overall communications platform designed
to change perceptions about a country.
Cromwell contrasts New Zealand’s
program with Australia’s new campaign, A
Different Light. This was conceived solely
as a tourism campaign, but he believes
that the overall message should be
extended to show how “a different light”
can be applied to anything Australian—
from mining to oil & gas, from cuisine to
culture, etc. This would extend the brand
notion considerably while also enhancing
the tourism message.
For Cromwell, Spain’s approach is similar
to that of Australia: “Everything Under the
Sun is certainly a good identity. However, it
should be seen as a strategy that’s
extended to other elements of the country.
It’s certainly broad enough to incorporate
general business, whether it be something
as literal as solar power or as general as
offering many resources under the sun.
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1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16

Country
JAMAICA
TRINIDAD AND TOBAGO
BARBADOS
BERMUDA
DOMINICAN REPUBLIC
SAINT LUCIA
SAINT KITTS AND NEVIS
ARUBA
DOMINICA
HAITI
CAYMAN ISLANDS
THE BAHAMAS
BRITISH ISLANDS
GRENADA
ANTIGUA AND BARBUDA
CUBA

Score

Mentions

54.886
52.655
51.735
51.687
51.632
51.615
51.580
51.273
51.095
51.082
50.946
50.910
50.849
50.828
50.550
32.028

10,777
4,694
1,839
2,330
3,623
818
677
350
259
3,425
1,470
4,015
734
1,204
2,704
45,739

Commonwealth of Independent
States
Rank
1
2
3
4
5
6
7
8
9
10
11

Country
KAZAKHSTAN
BELARUS
KYRGYZSTAN
AZERBAIJAN
TURKMENISTAN
UZBEKISTAN
TAJIKISTAN
ARMENIA
UKRAINE
GEORGIA
RUSSIA

Score

Mentions

56.149
51.217
50.886
50.870
49.668
49.655
49.403
48.361
42.659
36.209
36.190

10,024
7,038
4,786
4,960
2,857
5,185
2,837
9,829
31,221
36,512
243,227

solid marketing strategy
Countries Ranked by Perception
Score
Rank
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35

Country
SINGAPORE
NEW ZEALAND
SOUTH KOREA
IRELAND
HONG KONG
GHANA
SOUTH AFRICA
MALAYSIA
UNITED KINGDOM
CANADA
ITALY
FIJI
DENMARK
QATAR
FRANCE
JAPAN
SWEDEN
AUSTRALIA
NORWAY
BRAZIL
PORTUGAL
FINLAND
THAILAND
TAIWAN
INDIA
CHINA
SPAIN
KAZAKHSTAN
UNITED ARAB EMIRATES
NETHERLANDS
JORDAN
MONACO
BELGIUM
JAMAICA
BAHRAIN

Score

Mentions

95.465
79.151
78.077
74.312
71.619
66.660
65.810
64.833
64.820
63.916
63.648
61.864
61.682
61.395
60.558
60.431
60.003
59.820
58.680
58.629
58.505
57.722
57.462
57.097
56.947
56.893
56.712
56.149
56.061
55.906
55.880
55.182
54.995
54.886
54.557

133,782
197,893
180,754
264,030
89,487
28,712
106,668
101,757
1,297,577
353,871
181,634
45,014
42,331
15,213
416,462
245,412
40,301
233,811
23,503
88,212
29,380
13,876
136,794
42,445
777,994
570,410
190,735
10,024
52,933
58,248
25,507
5,434
44,230
10,777
6,043

Why is Singapore in first place?
According to Thomas Cromwell,
Singapore understands what it takes to be
an ideal nation brand with a tireless
communications strategy that works on
all fronts. Singapore makes sure that the
world knows it is far more than a holiday
destination. Its airport is one of the
world’s best, and its national airline
consistently ranks in the top tier for
outstanding quality. Singapore is a tech
pioneer and an Asian haven for
corporations. Its pro-business image is
based on efficiency, while it is also seen as
family-friendly with quality-of-life values
built around safety and education. These
associations are echoed in the
media.According to Thomas Cromwell,
Singapore understands what it takes to be
an ideal nation brand with a tireless
communications strategy that works on
all fronts. Singapore makes sure that the
world knows it is far more than a holiday
destination. Its airport is one of the
world’s best, and its national airline
consistently ranks in the top tier for
outstanding quality. Singapore is a tech
pioneer and an Asian haven for
corporations. Its pro-business image is
based on efficiency, while it is also seen as
family-friendly with quality-of-life values
built around safety and education. These
associations are echoed in the media.
www.internationalistmagazine.com 31
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How Crowdsourcing Is
Transforming Branding
Campaigns

owners of brands are customers
According to Wil Merritt, CEO of Zooppa, the global
user-generated social network for advertising,
crowdsourcing is not new. He mentions that The
Acropolis, the dome of the Florence Cathedral in 1419,
the Sydney Opera House and the soon-to-beconstructed 1 World Trade Center in New York are all
products of design competitions.

Wil Merrit
CEO- Zooppa

“We really are on the threshold
of a fabulous new era in
marketing. Combining the
classic process of the wisdom of
the crowds with advances in
technology and social media
now provides brands with
unprecedented opportunities for
customer relationships.”
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“Today CMOs like to claim that the true owners of their
brands are customers.” He asks, “If they truly believe
this, what could be better than to allow customers to
create their own messaging about the brands they own
and love, and to enable them to share enthusiastically
these messages with their friends and family?.”
Good question. But what about control of the message?
During his past 2 years at Seattle-based Zooppa,
Merritt has seen how competitions can produce great
work, and crowdsourced advertising offers high levels
of consumer brand engagement. Plus, he claims that
the insights from crowdsourcing can provide great
discoveries about a brand.
Merritt continues, “I believe ad agencies can play an
even more important role in the future of marketing if
they embrace these changes. Corporations will always
need objective outside partners to determine brand
strategies and marketing tactics. The sourcing of brand
communication content will be increasingly by
customers for customers with the authenticity and

Where West & East meet:
thechinabusinessnetwork.com
International professionals join our network for authoritative
and useful content, business development tools that work,
and a worldwide online and offline community of
China business expertise.

To reach everyone in our China focused media & networking platform,
contact partners@thechinabusinessnetwork.com.
www.internationalistmagazine.com 33
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messaging the brand’s users know best. The agencies of the future will
understand how to harness this positive, passionate brand mass-energy.”
Zooppa can work today because producing videos is now easier than ever.
The company brings major brands to their community of over 58,000
members- — filmmakers, graphic designers, animators, writers, advertising
enthusiasts, and college students. A brand will develop a creative brief
describing their product's attributes, target audience, and objectives of the
campaign.
Community members are then invited to create ads in various formats-from producing a viral video to designing an animated sequence or creating a
print ad. Once members upload their content, the Zooppa community votes
to determine the winners. Zooppa awards cash prizes to the creators of the
highest rated ads.
Given that an essential element of crowdsourcing is the voting process,
we thought we’d let you decide about some of these Zooppa-created
campaign.

Many will remember Wil Merritt from
his more traditional media life. He
spent 18 years with Time-Warner, Inc.,
including his role as President for
Europe/Middle East/Africa for the Time
and Fortune Publishing Division. From
there, he served 4 years as a Senior Vice
President for the Corbis Corporation, Bill
Gates' wholly owned private digital
media company.
Zooppa, which associates itself with
“people-powered brand energy,” was
founded near Venice, Italy in 2007. After
working successfully in the Italian
marketplace, Zooppa was launched in
the U.S. in December 2008 with a global
headquarters in Seattle, Washington.
Zooppa's corporate parent is H-Farm,
founded in 2005 to develop innovative
technology and new media start-ups.

Contact: wmerritt@zooppa.com
http://zooppa.com/

Jones Soda Labels

Jones Soda Campaign
Jones Soda’s strength is in recognizing emerging, “alternative”

beverage products. Originally known as the Urban Juice and Soda
Company Ltd., it officially changed its name to Jones Soda Co in 2000.
The company's start in the beverage world was not as a manufacturer
of its own brand, but as a distributor in western Canada of other
successful lines, including Just Pik't Juices, Arizona Iced Tea and
Thomas Kemper sodas.
Jones Soda decided to push the envelope by asking fans to go beyond
the bottle label to redefine the entire brand. The company was looking
for insights into the Jones brand as well as fresh, exciting new
advertising.
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As a result, the company created two contests with Zooppa. “The Jones
Redefined” competition focused on creating new print and video
content to redefine the Jones Soda brand. This competition would be
very open, with few creative restrictions, allowing creatives to express
their uniquely personal vision of the Jones Soda brand.
The second campaign, “Jones GABA” took an entirely different
approach, asking the community to create videos for the launch of a
new product containing GABA, a substance known in Japan for helping
gamers remain calm and focused, but relatively unknown in the United
States.

Stephen Jones
CEO — Jones Soda

With Zooppa community members submitting over 900 entries, Jones
Soda received an exceptionally well-rounded selection of print, video
and banner ads. In addition to fresh new web and print advertising, the
GABA World video was chosen by Jones Soda to be shown on U.S.
television.

seeing the ideas from everybody
According to Stephen Jones, CEO, “I think the coolest part of this
whole process is seeing the ideas from everybody. Seeing their take on
the brand is the coolest thing, because you get inside their heads and
see how they really think about brand promise, about what you stand
for and what your relationship is with the consumer.”

The GABA World video was chosen by Jones Soda to be shown on
U.S. television
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Webtel.mobi
Webtel.mobi is a global Specialized Mobile Provider, which enables
highly discounted mobile calling and texting services to connect the
world in a new and innovative way. It has the largest geographic
coverage of any single mobile provider in the world. Headquartered in
St Peter Port, Guernsey, the company has operations in every country
on the globe.
In order to introduce its brand to the world and to communicate its
technology’s advantages, Webtel.mobi partnered with Zooppa to stage
one of the most successful user-generated advertising campaigns.
The contest was split into 5 categories, each with its own top prizes for
video ads. At the end of the contest, Webtel.mobi had an
unprecedented 174 video advertisements. The company was so
pleased with the quality of the content that CEO, Stuart Sterzel wrote a
personal thank you letter to the Zooppa community, saying they had
“the talent and ability to compete with the highest quality productions
and agencies in the world”.
Users spent 2,300 hours watching, vot ing on, and conversing about
Webtel.mobi video ads on Zooppa. The number of news articles, blog
articles, social media and twitter mentions for the Webtel.mobi brand
increased 1,400% during the time of the Zooppa campaign versus the
previous month.
Zooppa’s crowd-sourced Webtel.mobi video ads have proved to be
twice as effective as other online videos- more than doubling the webwide averages for click-through rate and viral sharing. These statistics
demonstrate the power of crowd-sourced advertising to engage
consumers; getting them to click through to client’s websites, and
share the videos in a word-of-mouth, viral manner.
Given the way users tagged their video submissions, Zooppa and
Webtel.mobi were able to provide new insights into how consumers
view the Webtel.mobi brand. Most users targeted their ads to an adult
demographic, slightly biased towards the male population. Many
thought the Webtel message was best communicated through
informational videos, although the majority used a comedy format.
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Perhaps the Belgians Were Right…
Earlier this year, 27 Belgian

agencies staged a “strike” to draw
attention to the cost of new

business pitches and to emphasize
the need to be paid for pitches.
Now there is new research to

demonstrate that there may have

study highlights

been method to what seemed to
some like Belgian madness.

Other Study Highlights Include:

Vale International Ltd., a global

advertising consulting company
with talent and resources in 75+
countries, has just announced
results from an extensive analysis
of new business practices among
independent advertising agencies
on six continents. The study,
carried out in March 2010 as
annual benchmarking data,
surveyed 320 offices representing
12,800 employees.

1. Increased pitching activity. Despite the 2009 economic

situation, agencies on average participated in more pitches in 2009
than in 2008.

2. Lower budgets and shorter contracts. Budgets tendered
in 2009 were 29% lower, and most agencies reported a sharp
increase in requests for project rather than campaign work. A new
tendency emerged in pitches: many were initiated to find a lower
cost supplier rather than a novel creative concept.

3. Worsening quality of briefs. This underscores a short-term
client focus and suggests that pitching is becoming a commodity
habit.

According to Jorg Borgwardt,
Managing Partner of Vale
International, “One of the most
interesting findings is that agencies
which insist on being paid for the
pitch average a 57.8% success rate.
Those that did not ask for a fee had
a success rate of slightly fewer than
10%. To the best of our knowledge

“

Agencies which insist on being
paid for the pitch average a 57.8%
success rate. Those that did not
ask for a fee had a success rate of
slightly fewer than 10%.
Jorg Borgwardt

no other study has uncovered this.”
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”

New Research Shows that
Agencies Paid for Pitches
are more Successful

4. More agencies fighting for smaller budgets. In 2009,
on average, 6.3 agencies competed for the same prospect; a 24%
increase vs. a year ago. More dramatic is the fact that 27% of
agencies counted eight or more competitors pitching for the same
business.

5. Agencies are in danger of giving away the shop. Just
30% of agencies stated they pitch only if paid a fee.

6. Lack of client feed back. Three-quarters of agencies said
they didn’t receive advertiser feed back after pitching. Borgwardt
explains: “Clients have difficulty judging more than 3 or 4
presentations; how can they be expected to provide feed back to 8
or more agencies that competed? If chances of quality feed back
are low, agencies are better off not to compete.”

Norman Vale, Principal of Vale International,
suggests that agencies must redefine their
new business strategies, get closer to the CEO
while also embracing procurement. “The
purchasing executive has a fundamental role
in any client’s business; so don’t blame them
for making your life difficult; help them

7. Increased role of the procurement officer. In 2009
procurement officers took over making 77% of decisions for
agency revenue. Borgwardt raises an interesting issue: “If only
26% of them took part in setting the pitch parameters; how can the
others price what they didn’t brief? This is a fundamental flaw in
the current system of equating ideas and creativity with a pound of
nails or a sack of beans.”

understand what you do for a living and how
that contributes to corporate value.”

CONTACT:

Jorg Borgwardt

jorg@valeinternational.com or Norman Vale
norman@valeinternational.com.
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Social campaign
Landing pages would seem to be a fairly tedious topic of

converting potentia
conversation; however they can often make or break

campaigns. And all too often, it’s the latter. Many clients

have separated marketing and web teams, leaving the

IT-driven web team to produce the landing page. This

can cause issues with the linkage between the creative
and landing page content, less than ideal landing page
structures with call-to-actions hidden below the fold and
navigation bars diverting the users from the key action
companies want them to take. Alternatively, it could be
that the client has outsourced their landing page
construction to an external agency that like to build
pretty Flash-driven sites that are a nightmare from an
SEO perspective and additionally, external hosting
exposes the site to potential security attacks. It seems
that due to the relatively short shelf-life of campaigns
Hanne Tuomisto-Inch hails from
Helsinki, and is the Online
Communications Director at Banner,
London. She was recently named a 2007
Agency Innovator by this magazine.
Hanne Tuomisto-Inch can be contacted
at: hanne.tuomisto-inch@b1.com

and thus campaign landing pages, the thinking and
attention needed is not being given to the primary way of
converting potential customers.

socially superchar
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sites —

the future?

al customers
From an agency perspective, there are

ready to share and engage. I get that too,

four key online-driven trends that are

however am in a quandary about driving the

changing the way we use research Changes

organic rankings of social community site as

are afoot though, driven by social media.

opposed to the client’s own site. In my

Coke has announced that they will stop

mind, only brands that are of certain size

creating campaign sites in favour of driving

and don’t necessarily sell online would want

people to their social media communities on

to do that.

Facebook and YouTube instead. Unilever is

I think that a better option is to combine

following suit and the likes of T-mobile with

the two approaches: instead of the usual

their Life’s for Sharing campaign last year

corporate landing page, I vote for a socially

were already driving people to their YouTube

supercharged aggregator site. This type of

community as the main call-to-action. And

site combines client and user created social

the social media sites are gearing up towards

content from YouTube, Facebook,

the trend: the latest news from Facebook is

Slideshare, Scribd etc with the client’s

an Omniture partnership to provide (among

corporate content (trial download offers,

others) corporate Facebook communities the

reviews, webinars and tutorials). This way,

web analytics expected before for campaign

the experience for the user coming to the

sites. Why the change? Well, marketers have

site is much more valuable, the social back-

had enough of creating disposable campaign

links are building the SEO rankings for the

sites (which I wholeheartedly agree with)

client, not for social sites and hopefully,

that are dumped after the company has

with the improved experience, the

moved to the next quarter or the next big

conversion rates are improved as well. I

rged

push they are focusing on. Secondly they

believe the future of campaign sites is

want to drive people to existing communities social and that long-term, “green” thinking

where their audience is already, in a mindset

needs to be integrated into marketing.
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the

an internationalist Conference Series

media

matters
Latin America

12

MEDIA MATTERS FUTURE! LOOKS AT NEW TRENDS FOR LATIN
AMERICA
MEDIA MATTERS, an Internationalist Think Tank series in partnership with
Publicitas/ Charney Palacios in Miami examined trends in social and mobile media,
as well as how marketing has changed in the light of the recent economic crisis.
Fifty marketers from around the region gathered to explore how to take advantage
of these media trends today and tomorrow.

13

14

All photo identifications from left:
1 Joel Bary, Latin Medios; Roland Janisse, Cortex; and Luciana Carvalho, Cresa
Partners.
2 Bruce Noonan, Beber Silverstein Group.
3 Michael Jones, Mediaedge:cia.
4 Deborah Malone, The Internationalist; Claudia Damas, Kinetic and Paul Mayer,
Publicitas.
5 Soley Clayton, Publicitas/Charney Palacios and Paul Suskey, Media 8.
6 Anabel Sanchez and Amaia Garmendia — both SkyBOX.
7 Julian Bocanegra, Avianca Airlines and Myriam Milgrom, Publicitas/Charney
Palacios.
8 Valeria Basmagi, Publicitas/Charney Palacios and Maribel Perez, FoneBee.
9 Marc Malovany, Kinetic and Ricardo Mariani, Editora Abril..
10 Ronald Wieselberg; Mercia Guerra, Publicitas/Charney Palacios and Rosalba
Sabogal Morales, El Tiempo — Colombia
11 Guido Conterno, GDA-Grupo de Diarios Américas and Ana Raquel Mantovani,
CUPFSA.
12 Amelie Ferro, Publicitas/Charney Palacios; Marcelo Silberman, Avianca
Airlines and Ana Castillo, Simon Property.
13 Ivanara Moura and Mary Romano — both Royal Caribbean International.
14 Evelyn Arias, Cleveland Clinic.
15 Manuel Reyes, Cortex and Carlos Ribas, Burger King Corporation.
16 Takashi Ashida, Sony; Daniel Almada, Media 8 and David Cepeda, Sony.
17 Giselle Fuimara, Volkswagen AG and Monica Doria-Trujillo,
Publicitas/Charney Palacios.
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YEAR OF THE TIGER ON CANAL STREET
Y-Interact, the website and print design studio started by Ahmed Yearwood 9
years ago, is located on Canal Street in New York—the heart of Chinatown.
Every year, Y-Interact celebrates the Lunar New Year with a business bash.
The Year of the Tiger, though, came with lots of snow, so the party kicked off
spring, but the festivities and Chinese food were still worthy of the New Year!
All photo identifications from left:
1 Bob Fritze, Investopedia.com; Sheila Patel, Y INTERACT.
2 Edward Kang, Studley; Lee Fleming, Continental Airline and Brad White,
Carlson Capital.
3 Brian Briggs, Janine Soper and John Hartmann — all Freecell
Architecture.
4 Gia Wolff; Ahmed Yearwood, Y INTERACT and Anne Guiney, Institute for
Urban Design.
5 Nimesh Patel, ITT; Ahmed Yearwood, Y INTERACT; Rikin Diwan, Edelman;
Sheila Patel and Misato Yamada — both Y INTERACT.
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One of the largest US-based international advertising rep firms —
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THE CHINESE BUSINESS COMMUNITY GATHERS TO CELEBRATE
SPRING
A gathering of the Chinese Business Community took place in New York at 7
World Trade Center, sponsored by the China Center, The China Daily and The
China Business Network. The event brought together those individuals who
work with China as part of their international business development goals.
All photo identifications from left:
1 Xiaojun Dong, The China Daily.
2 Jiang Yi, Sports Illustrated China; Don Brown, Time; Rebecca Sun, Sports
Illustrated and Brendan Banahan, Bank of America.
3 Gloria Anderson, The New York Times, Anne Marie Moriarty and Daniela
Sasoun — both The Corcoran Group.
4 GiaMichael Balaban, Gotham Orient Partners and Lyndon Cao, China Daily
USA.
5 Brian Rafferty and Janet Carmosky — both The China Business Network.
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IAA-NY HOLDS 6TH ANNUAL GLOBAL MARKETING SUMMIT

14

With the theme of “The New Normal,” the IAA New York Chapter presented its annual Global
Marketing Summit in a new location, the Time-Warner Center. Over thirty speakers and panelists
explored marketing and media issues that centered around how brands can flourish in a changed
world.
All photo identifications from left:
1 Jim MacCaffrey, Investors Business Daily and John Seifert, Ogilvy & Mather.
2 Erik Fidel, CNN International; Tim Mickelborough, Thomson Reuters and Bill Edyt, Fortune.
3 Michael Lee, IAA Worldwide and Carley Graham-Garcia, Google
4 Willy Morgan, US Diplomatic staff and Michael Monheim, Axel Springer Group.
5 Patrick Williams, Worth and Howard Sherman, Doremus.
6 Barry Salzman, Google and Andrey Sergeyvi, Forticom.
7 Kate McVeigh, CNN International; Andrew McLean, Group M and Max Raven, CNN
International.
8 Scott Miller and Chris Ream—both Bloomberg BusinessWeek.
9 Sharon Driscoll, IBM.
10 Steve Center, Honda.
11 Howard Moore, Publicitas North America and Matt Broom, Doremus.
12 Vince Frezzo, Coty Prestige.
13 Aditya Nath Jha, Infosys and Alex Clemente, Harvard Business Review.
14 Ahmed Yearwood, Y Interact and Tom Brookbanks, Mediaedge:cia.

Contact our team: Conover Brown, Melissa Worrell, Natalya Meytin, Jeannie Ng, Shirley Wai
conoverbrown@worldmediaonline.com melissaworrell@worldmediaonline.com
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2010 Zeitgiest Rankings
Gathered from questions, emails and outreach with Hub Culture members around the world to figure out
where the tea leaves are heading and where the action is. In developing the rankings, everything from
population rankings to GDP to quality of life and presence on the internet are looked at, but there is no
magic formula for determining how the scene changes. Like collective wisdom, it just is, and later, always
seems inevitable, at least to us.
1. Sāo Paulo (2009 Rank: 7)

Brazil
suddenly seems to be everyone's
darling, and gigantic São Paulo is
where everything in Brazil happens.
São Paulo's young, vibrant population
is a consumer boom in the making, and
the night life just gets better and better
— DOM.

2. Berlin (2009 Rank: 2) Berlin
continues its grip of power in the areas
that have kept it so dominant the last
four years. It remains the mecca for
Eastern European and other continental
youth with dirty, raw ambition. It's
cheap, but fantastically cultured,
somehow holding onto its personality
despite all the changes.

3. San Francisco (Return, 2008
Rank: 12) There’s something odd going
on in San Francisco, and its seeping
into the nation. If the French concept of
slow food has a home in the US, its San
Francisco, and it feels like the foodie +
organic + homegrown movement is
about to hit a hockey stick curve. As
hard times in the US grind on,
Americans are re-evaluating their
relationship and distance to food in
new ways, creating an underground
food scene that has many roots in the
Bay area. Combine pending food
inflation, the age of the app, web 2.0
and the Valley, and there is potential for
innovation.

4. Los Angeles (2009 Rank: 3) As
one Hub Culture member put it, "it's
where the contradictions between
hyper-capitalism and eco-awareness
are most dramatic." While the
fascination with celebrity culture seems
a bit louche in current times, this Dr.
Jeckyll and Mr. Hyde aspect to the city
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well reflects the changing
consciousness of the planet at large —
and the stress that this awareness
creates.

5. Shanghai (2009 Rank: 10)
Shanghai is in for a good year. The
central government is pushing the city
as a regional financial center, and the
upcoming World Expo will put the city
at the center of our visions for the
future. More visitors are expected in
Shanghai from May to October than
ever before, and the city has been
preparing for this moment for years:
new metro lines, restaurants, traffic
rules and more are fulfilling the
Shanghai vision of “Better City —
Better Life”.

6. Zürich (2009 Rank: New) Why
sleepy Zurich? Beneath the money
sheets, Zurich is sizzling. While it may
be unassuming, expensive and quiet,
Zurich is at the vanguard of a major
shift in the financial fortunes of Europe.
Companies from the UK and other
markets are relocating to Zurich to take
advantage of tax and labor benefits
resulting from the global economic
squeeze.

7. Sydney: (2009 Rank: 5) The
moment feels bright eyed and bushy
tailed — and a lot like Sydney. People
are bored with the doldrums, and
Sydney offers the prospect of a fresh
start in a city that enjoys enormous
quality of life. As the world goes to
China for goods, China goes to
Australia for resources to produce
them. With Sydney as the capital, this
year is as good as any to see that
things are looking up down under.
8. New York (2009 Rank: 9) New York

is creeping back to the edge. Up a spot
this year, NYC is always in the top 10,
never doing much to demand a move
up or down. The city remains so large
and so powerful that its pull on the
collective perspective is indisputably
overwhelming, but fails to convey a
vision of excitement about the future.
Even though the sterile nightlife has
gotten edgier, it still feels like there is a
dark cloud over the city.

9. London (2009 Rank: 10) Like a
Royal with Tanqueray at breakfast,
London seems to have hit bottom, and
seems to be edging back up again. The
land of Sherlock Holmes is effectively
broke, but everyone seems to be
starting their own business. The most
visited city in the world has taken its
lumps with the crisis, but green is the
new black in London, and the city feels
like it is collectively getting back in the
saddle again.

10. Hong Kong (2009 Rank: 8)

Hong
Kong remains vibrant and exciting,
strong on every front. It dips not for
any other reason than the fact that
other places have more upward
momentum. As the years pass, Hong
Kong feels more and more like a
perennial leader than an up-and-comer,
but it lacks depth in areas of the
economy and global cultural reach that
can’t be helped.
See the full list at: http://hub.vg/zeitgeist

Stan Stalnaker is the founder and creative director
of Hub Culture, a real network merging the
virtual and physical. Hub Pavilions are opening
worldwide with workspace, online collaboration
tools and support services for Hub members. He
can be contacted at
stan.stalnaker@hubculture.com

