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The Internationalist View:

The Changing Definition
of a Global City

A

After a recent trip to Dublin, I returned to New
York with some changed impressions of
Ireland. Then while listening to National
Public Radio’s All Things Considered, I
realized I was not the only one thinking about
a new Ireland. Linda Murray, the artist director
of Solas Nua, the only U.S.-based theater group
that produces contemporary Irish plays, was
also considering today’s multi-ethnic Irish
identity. Ms. Murray in her interview with
NPR’s Jacki Lyden said, “My grandfather will
be 91 in two weeks’ time and he grew up in
Dublin his whole life. I mean, he goes to the
pub every morning for his pint of Guinness
and the barman is now Chinese. He goes to
get his paper every afternoon and the
newsagent is now Polish...”
Linda Murray was considering what this
means in her role to promote the awareness of
modern Irish culture in the U.S. where nostalgia
about Irish heritage is strong, especially around
St. Patrick’s Day — when the Chicago River runs
green and bagels turn emerald-colored.
I, though, have been thinking about what
constitutes today’s global city.
After a life of crisscrossing the world’s
capitals, I assumed I could define a modern
global city. There are the mega-cities of 10
million+ population, and those “naturally
connected” places—either in the original

significance of transportation hub on a river or in
the modern sense of having an airport with
important international routes. Miami or Singapore
are examples of places where many cultures easily
coexist, while Dubai is a destination with
contemporary appeal to tourists, workers and
businesspeople from the Gulf and now the world.
However, my recent business stop in Ireland
made me rethink it all. I am not unfamiliar with
Dublin of the last three decades. With a name like
Malone, I had made many a summer sojourn to
connect with one’s Irish roots or to make a
pilgrimage, as a literature student, to the land of
Joyce, Yeats and Synge. I certainly do not
underestimate the impact of the Great Celtic Tiger,
or the significance of the connection points and low
cost of Ryanair.
Yet, standing on Grafton Street on a rainy January
Friday, I experienced a new aspect of Dublin, not
merely as a thriving center with international
cuisine, glitzy shops and new urban sprawl, but a
city attracting tourists from Spain, Italy and Russia
and a new worldwide workforce from Eastern
Europe and Asia. (And I learned the hard way that
one cannot get a prime dinner reservation without
some advance planning — no matter who you
know.)
Perhaps today’s global cities have less to do with
size, multiculturalism or natural location. They may
not even need world-class architecture, a significant
history or be a crossroads of the world. The new
definition could simply be that they are a magnet for
prosperity. If there is work — from waiter to
construction worker to receptionist to retail sales
assistant to engineer to architect to lawyer to CEO —
people will come. And through the prosperity they
seek, they will redefine today’s city — a place that
has an indelible global stamp.

Deborah Malone, publisher
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The GEICO Gecko, US
Spokescreature with
British accent,
Takes on Wildlife
Conservation
If you spend time in warm climates, you
may be familiar with geckos, the harmless
green lizards that scurry from rocks to rafters
with amazingly adhesive feet. And you may
have even heard of GEICO, the U.S. based
automobile insurance company that was
originally known as the Government
Employees Insurance Company, but is now part of Warren
Buffet’s Berkshire Hathaway global empire. Put the two
together, and you get an amazing advertising success story
with some unexpected new directions.
An computer-animated gecko is the spokescreature, yes
“spokescreature,” for GEICO insurance, a company whose
name had often been mispronounced as “gecko.” In fact,
this happy little lizard, featured in commercials throughout
America, actually speaks with a British Cockney accent…
which apparently instills a sense of both cuteness and trust
among Americans. British actor and comedian, Jake Wood,
is the current voice of the GEICO gecko. (The first voice was
actually Kelsey Grammer.)
Steve Bassett, creative director at The Martin Agency in
Richmond, Virginia and the creator of the character, has
commented that the working-class British accent was
originally intended to be unexpected, but it also “makes him
a little more guy-next-door.” Cockney sounds more like a guy
across the pond, but when you’re talking about lizards, this
casual reference to the Atlantic may take on a much more
literal meaning.)
The GEICO Gecko, best know for the tagline, "fifteen
minutes could save you fifteen percent or more on car
insurance," is not only an ambassador for quick rate quotes
and all-around good service. He was voted America’s favorite
advertising icon in 2005. The Gecko first appeared in 1999
during the Screen Actors Guild strike that prevented the use
of live actors. Now he is also a big hit on YouTube—which
not only features some of the original GEICO Gecko
commercials, but also spoofs—today’s ultimate video
homage.
And now the GEICO Gecko is taking on an additional
assignment. He is to helping to promote the wildlife
conservation work done by zoos and aquariums across the
United States through a 3-year partnership with The
Association of Zoos and Aquariums (AZA). The nationwide
tour started this January at the San Diego Zoo and features a
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live gecko exhibit, the GEICO Gecko costume character, and
a series of animated television commercials.
At each zoo or aquarium stop in the traveling show,
GEICO will make a contribution to wildlife conservation. And
GEICO, with its now famous and hard-working Gecko, will
also be a lead sponsor for AZA’s Earth Day Party for the
Planet to further underscore how a public corporation and a
non-profit organization can work together to promote the
education of wildlife conservation and the value of the
environment.
CONTACT:

www.aza.org or www.geico.com

Mobile Advertising Solutions
for Broader Campaigns
Mobile advertising has long held the promise of delivering
one-to-one marketing, yet advertisers also want analytics,
reach, and audience transparency.
This February a new consortium of companies, called
the Mobile Advertising Alliance, promised to revolutionize
the mobile phone network as an advertising and direct
marketing opportunity. The Alliance is a collaborative
venture between software vendors Anam, Cibenix, Mobile
Cohesion, Openet and SLA Mobile; each member firm
provides a best-of-breed component of a mobile
advertising platform. The Alliance has defined a platform
that allows advertisers to reach a wide market with
uniquely targeted campaigns while integrating with
existing telecommunications infrastructure.
According to Nic Stirk of Alliance member SLA
Mobile, “Our advertising solution is an easy-to-use
platform that delivers both mobile advertising and direct
marketing — something that has been very difficult to
achieve in the past.” He continues, “In the mobile
medium, personalization ensures that advertising is seen
as appropriate and relevant for the mobile user — thereby
overcoming the shortcomings of other approaches.
Context is key.”
Gerry McKenna of Alliance member Anam, adds:
“Flexible campaign management and real-time feedback
reporting ensure that advertisers can continually refine
campaigns and only pay for results.” Perhaps McKenna
sums it up best by stating, “We are confident that our
combined skills and integrated platform will, for the first
time, make mobile viable as an advertising medium.”
HTTP://www.mobileadvertisingalliance.com
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The Idiot’s Guide
takes on Guerrilla
Marketing

Mexico
Meets
Miami

The popular Complete Idiot’s Guide
series has a new addition — a volume
on Guerrilla Marketing, written by
Susan Drake and Colleen Wells of
Spellbinders, Inc., a 20-year-old
marketing and communications firm that provides
services to Fortune 500 corporations.
Unconventional marketing strategies are now considered
crucial to the success of small to mid-sized companies and
entrepreneurial operations, as well as to large marketers. Few
marketing books currently offer such strategies to this growing
business audience. The Complete Idiot's Guide to Guerrilla
Marketing focuses on detailed programs and cost-saving
alternatives in the battle to attract new customers.
The Guide discusses how to create word of mouth “buzz,”
offers tips on product placement in the media, and outlines
details on viral ads, promise-based marketing, community
building, streaming video.

The Mexico
Tourism Board has
recreated a colonial
hacienda at Miami
Airport’s busy
Gate G—as an
inventive way to offer travelers a taste for a new
destination. The campaign, called “Mexico: Beyond
Your Expectations”, showcased the country’s diverse
offerings, as well as luxury beach resorts at the peak of
the Winter Get-Away season. Not only is this the first
time that Mexico has used such a method to promote
the country in an airport, but Mexico is also the first
country to undertake this kind of promotion at the
Miami International Airport.
The city of Miami may often be more associated
with Havana, given its large number of citizens with
Cuban roots, rather than the Hacienda, but MIA or
Miami International Airport, is the leading connection
point to the Caribbean and other destinations in South
and Central America. In fact, it is the third-ranked
airport in the U.S. in terms of number of international
travelers — with nearly 3 million passengers passing
through every month. The airport is also host to over
eighty airlines serving approximately 150 destinations
around the globe.
In addition to two large and colorful displays
resembling traditional Mexican estates, a plasma screen
plays images of the country. Visitors are not only
provided information on Mexican tourist destinations,
but receive pens, caps, postcards, luggage tags and
coloring books with crayons — popular among parents
with traveling children.
Selecting Miami
International Airport was an
important contributor to the
success of the project. "A
large amount of travelers
have visited the display at
the airport in Miami and
have expressed an
enormous amount of
interest in the
information being
provided on Mexico,” said Teresa Villareal,
Director of the Mexico Tourism Board in Miami.

Will Internet Ad Spend Top TV
in the UK?
According to a forecast from WPP’s Group M, the
U.K. in 2009 will become the first major economy
in which the Internet overtakes television as the
No. 1 advertising medium. Group M is the world’s
largest buyer of media, and they have predicted in
earlier reports that the Internet would reach a double-digit share
of worldwide ad spending for the first time in 2008. That report
estimated that search would comprise between 65% and 70% of
measured online ad spending in 2008, up from 50% in 2005.
In a interview with London’s Guardian, Adam Smith, the
Futures Director at Group M, said that the UK was a “special
case” in establishing such a media milestone. “The UK’s TV
share is depressed by the BBC and there is still a large and
healthy print sector and Britons are among the world’s heaviest
internet users.”
“The internet is not one medium, its growth rate is a blend of
three distinct businesses growing at different speeds: search, display
and classified. Most of the growth is coming from search advertising
and that is being fuelled by either new money or from the direct
marketing sector, not so much from TV ad budgets.”
“The growth of search is not a threat to established media,”
said Smith. “It is the growth of online display advertising,
although small, that is a threat with money coming from areas
such as newspaper ad revenue and maybe some TV spend.”
CONTACT:

adam.smith@groupm.com

CONTACT:

www.visitmexico.com

www.internationalistmagazine.com
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The Latest Fashion Statement:
Wearable Video
If you think you’re surrounded by advertising now, wait for the future, when it will literally follow
you around.
Wearable Video has entered into a joint venture with Beryl’s World/IMC to help market its
Video Vest, a modern take on the sandwich board concept. The vest itself is worn by a
person, and plays a video with stereo sound. This allows advertising and marketing concepts
to be constantly on the move and to be always in the place where they’ll garner the most
attention.
Companies including Comcast, Seminole Hardrock Hotel and Casino and Corning
Data rent or lease Video Vests to use at tradeshows or for street campaigns. Video Vests
can be rented for a day or long-term, and if requested, Wearable Video will handle all
logistics, including ‘brand ambassadors’ to wear the vests.
Beryl’s World/IMC will help market the Video Vest to its 1,250 associates worldwide.
Beryl's World was founded in 1929 and comprises 21 entities, over 705 joint ventures and 109
consortia devoted to multi-media/direct response marketing.
David Berman, president and founder of Wearable Video said he has waited for years to enter in to a partnership like this. “After my
initial meeting with Beryl and his team I felt a very positive synergy. I’m sure that together we’ll take the company to its full potential.”
CONTACT:

www.wearablevideo.com

Arrive Beautifully with Virgin America
‘Arrive beautifully’ is just one of the taglines for Virgin America’s new advertisements that are
being rolled out by San Francisco agency Eleven.
The new campaign, which is being launched in San Francisco, Los Angeles, San Diego,
Seattle, Washington, D.C., Las Vegas and New York, debuted this year.
Virgin America is a new low-cost airline (launched August 2007), based out of San
Francisco that aims to connect East and West Coast cities. It is unconnected to Virgin Atlantic.
The typically cheeky airline’s new messages include ‘Everybody needs an outlet,’ (to
emphasize power outlets at seats) and ‘Talk behind people's backs.’ The print campaign
comprises eight ads, with special messages for Valentine's Day and other holidays, and for
the San Diego and Seattle markets.
The newspaper program is designed for frequency and impact and will include strip ads
across multiple sections, according to Porter Gale, vice president/marketing at Virgin
America. Ads will also appear on the front pages of newspaper sections, including news,
style, business and travel.
Virgin America is also considering video, in various media formats including online,
mobile and place-based, and is moving ahead with advertising on 350 bus stops in San Francisco.
The bus stops are wrapped with advertising and mural art that makes them look like the interior of a Virgin America plane. Ten of the
stops have colored bulbs that mimic the company's new ‘mood-lit’ aircraft cabins that are designed to replicate the outside light.
If this program is successful, Virgin America will consider rolling it out to other cities.
Other outdoor elements of the campaign, via a media deal with Clear Channel, include San Francisco’s hybrid taxis wrapped in
Virgin America signage, wild postings and radio promotions.
According to Gale, the target for the campaign is the savvy traveler. “These are individuals who travel four times to ten times a year,
have higher household incomes, are quite educated, with an age range 18-64,” she says. “We have a very diverse traveler base, but are
tending to serve the leisure market at this time; we expect more business travelers as we expand into new markets.”
CONTACT:

www.eleveninc.com
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BPA revs up in Greece with Car magazine
Nonprofit media auditor BPA Worldwide has completed its first audit of a consumer title in Greece with
Car magazine.
Option Press publishes the monthly Car under an EMAP license. EMAP claims that Car has zoomed
into the limelight to become one of the most recognized and authoritative automotive titles globally,
and Option Press says it is the ultimate magazine for car and driving interests, combining reviews, road
tests and industry news with superb photography.
The publication is available in other countries besides Greece, including the U.K., Thailand, UAE,
India, Mexico and South Africa.
“Our decision to become a member of BPA Worldwide will enhance our efforts to provide advertising companies, media
shops and clients with precise circulation figures in each region,” explained Costas Papatriandafillou, publisher and
managing director of Option Press.
“We believe that it is important for the Greek market for leading titles to be in an audit process, and anticipate seeing
more publishers join soon,” he added.
And according to Stuart Wilkinson, BPA’s Managing Director, Europe/Middle East/Africa: “The BPA audit of Car in
Greece will provide advertisers with added confidence in their media decision making. It also underscores the important role
that a circulation audit plays as an independent quality benchmark between an international licensor and its regional
franchisee.”
CONTACT:

www.bpaww.com

No Ad Budget, but It Lights Up
It’s rare that we would write about a brand that does not
advertise. However, a story in the New York Times business
section on March 4th caught our eye… and we wondered if it
was anticipating a trend or a just another short-lived fad.
Andrew Adam Newman wrote about a new line of
men’s toiletries called NXT (pronounced “next”) aimed at 1824 year olds.
The products, ranging from Face Wash to Shave Gel, literally
light up, because AAA batteries are inserted into the container’s
base to power an LED or light-emitting diode. The light
illuminates the gel products, and according to Newman, “the
whole thing looks like a miniature lava lamp or a tiny fishless
aquarium.” Perhaps this packaging novelty appeals to a young
male audience. Certainly the NXT customer website,
http://whatsnxt.net/, is created expressly for this demographic.
U.S. chain retailers from Target to WalMart to CVS to Duane
Reade, have started stocking the NXT line this month, because
they believe that the flashing and glowing toiletries will attract
customers. The LED goes on every 15 seconds, remains
illuminated briefly, and then diminishes. (The light should
continue flashing for about a year, if the products are correctly
shipped upside-down from its Chinese manufacturing plant.)
NXT is created by a privately-held company called Clio
Designs, which describes itself on its website as “a leading
global designer, manufacturer and marketer of personal care
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and
beauty care products, appliances and
accessories. Clio combines small company passion for design,
quality and service with big company efficiencies and
economies to deliver unmatched results.” It continues, “the
company has developed an innovative global distribution
process that streamlines the time and cost of moving goods
from where they’re manufactured directly to the local store.”
Interestingly, not one cent of the NXT budget is spent on
advertising. The Times’ Mr. Newman, appropriately raises a
number of issues in his story about the novelty of packaging
and the ability of new companies to compete with the ad spend
of a P&G or Unilever. The verdict may rest with retailers. And
right now they are excited about “a package that lights up the
shelf”—which is the title of Andrew Adam Newman’s story.
FOR MORE INFORMATION:

http://whatsnxt.net/

http://www.cliodesigns.com
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music in ads
Music has always been instrumental in
effective TV commercials. But could it be
the advertising industry's turn to save the
music business?
The answer might be yes, going by the rare
presence of leading advertising executives at
this January’s MIDEM, the international music
industry’s annual confab, in Cannes.

A

At a gathering where the movers and shakers
from the major record labels, musicpublishing houses, and concert organizers,
hang out with recording stars like Peter
Gabriel and Amy Winehouse, Saatchi &
Saatchi and Coca-Cola global executives were
among the keynote speakers.
They were Jim O'Mahony, Saatchi’s
CEO of EMEA, Asia, Australasia & Latin
America, and Marc Mathieu, Coke's
senior vice president, global brand
marketing & creative excellence.
“Music has become more and more
important and is introduced very early
during the creative process,” explained
O’Mahony, when asked about the potential
synergy between the two sectors. “The
use of music is more upfront. And when
it works beautifully, what the brand
stands for becomes consistent with
the song.”
Melodic words to music executives,
who have watched the persistent
hemorrhaging of copyrighted music
sales caused by illegal online
distribution.
According to the IFPI, the record
labels’ international trade body, the sale
of CDs plus online and mobile digital
downloads generated $7.85 billion in the
first half of 2007, a 9% drop from the
same period in 2006.
B Y
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The last full-year results in 2006
yielded $19.59 billion, a 5% fall from
2005, and a fraction of the $37 billion
recorded in 2000.
Yet, Saatchi paid a reported $2 million
for the use of ‘Real Love,’ a rare acoustic
recording by the late Beatle John Lennon,
in JCPenney’s 2007 Christmas TV
campaign called Aviator.
O’Mahony said the song and its
message of peace and self-belief suited
JCPenney’s TV spot, about a little girl’s
determination to build a rocket that takes
her to Santa Claus in the North Pole.
But Lennon’s widow Yoko Ono, who
licensed the recording to Saatchi, had
been attacked by fans who said the Beatles
would never have sold out so easily to the
world of advertising.
Musicians, however, mustn’t assume
Saatchi’s eagerness for Lennon’s music
makes ad agencies a soft touch, O'Mahony
warned: “Big clients don’t care about the
cost of the music, but we encourage them
to use appropriate music.”
Meanwhile, at another keynote session,

Marc Mathieu recalled that Coke has a
long-standing relationship with the music
industry. The 1970s hit song ‘I’d Like to
Teach the World to Sing’ originated as a
Coke TV jingle.
Furthermore, the soft-drinks giant still
operates MyCokeMusic.com, a Europewide online-music web site promoting
unsigned acts. And last May, Coke hooked
up with Apple’s iTunes online music store
to unveil Europe’s biggest musicpromotion campaign.
This included giving away music sold
on iTunes via 2 billion-plus promotional
packs of Coca-Cola, Diet Coke and Coke
Zero, and sponsoring a host of European
outdoor music festivals.
“There’s never been a more interesting
time for music, and there’s never been
more consumption of music,” Mathieu
said. But he also advised caution. “Brands
and bands can collaborate to drive the
challenges ahead of us and add value to
people’s lives, especially the youth.
Whether it is brands or bands, we should
never think about self-interest.”

Scenes from JCPenney’s 2007 Christmas TV campaign called Aviator

J U L I A N A
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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

There are times when the roles in any
industry rotate quickly. The first quarter of
2008 was certainly one of them as many
international media and marketing people
moved up the ladder, took on new roles or
simply changed jobs. Here is a quick update
on some of the musical chairs.
S E D D O N S AYS “ V I VA
LA DIFFÉRENCE”

Jacqui Seddon, one of this
magazine’s 2007 Agency
Innovators, was appointed
Managing Director at
London’s Aegis-owned Just
Media. After 7 years with the
company and now filling the
shoes of Sarah du Heaume, we asked Jacqui to talk
about this transition. Here’s what she had to say:
“2008 looks to be the year when things are the
same, but a little bit different!
During a recent trip to the US (and during a
long wait for a delayed plane in an ice storm) I was
pondering that everything in the states seemed like
it was the same on the surface, but underneath everything was a little bit different. Even the same words
have a different meaning — (go and compare an
American and English meaning of the word “quite”).
And so it is with Just Media for 2008 —
everything is the same but a little bit different!
Me for a start, I am absolutely delighted to have been
given the opportunity to be part of the team who will
shape Just Media’s future and continue the amazing
work that has made Just Media such a success since
Sarah’s inception of the company 13 years ago.
We all have the same energy, passion, drive and
excitement for our media solutions that we have
always had, and now we are more digitally driven that
we have ever been before.

Just Media have always been ready to lead the
way in the world of online. In our search team, for
example, we have successfully implemented our
bid management tool to great effect, providing
clients greater return on their investments across all
sectors and taking their results beyond the average
cost per click model.
We are aware that our client’s needs are
changing and we are looking forward to making a
difference through our continued commitment to
exceeding their expectations.
So we are ready for the changes, and we love the
differences — Viva La Différence!”
CONTACT: jacquiseddon@justmedia.co.uk
PS… After thirteen years as general manager, Sarah du
Heaume may be stepping back, but don’t give up on
Sarah. No doubt that with those lessons in Mandarin,
I’m sure there’s something up her sleeve!
DA V I N C I
D I S C OV E R S
SEAN
SY M P S O N

In his international
agency career in
New York, Sean
Sympson has been
associated with a
number of key business brands. Now he is
taking on new responsibilities with the Dell —
DaVinci project. Late last year, Dell announced a
new agency agreement with WPP, valued at $4.5
billion in billings over the next three years. The goal
of Da Vinci is to create a Dell-dedicated global integrated marketing and communications agency that
combines the best of art and science; hence the
association with the Renaissance genius.
The project is a first in terms of redefining a
global client and agency relationship on so large a
scale. Prior to Da Vinci, Dell worked with as many
as 800 agencies worldwide. Sean Sympson is now

Senior Partner/ Group Director and based in New
York at Mediacom for the business-to-business
elements of the project. Sean tells us, “I am excited
to be working on such a revolutionary project,
particularly for so large a global brand as Dell.”
CONTACT: sean.sympson@mediacom.com
D U N B A R - J O H N S O N N OW
THE IHT’S PUBLISHER

Whenever I try to get together
with Stephen Dunbar-Johnson in
hub cities like New York, London
or Paris, I always learn that his
schedule has taken him to
Kazahkstan or Turkmenistan to
meet with government leaders for a special
report. Eventually, he will run out of “stans,” and we
will get together, but I’m happy to see that all the air
miles and hard work have paid off.
The International Herald Tribune announced in
January that Stephen Dunbar-Johnson, executive
vice president, would also be named publisher, succeeding Michael Golden, who will continue to serve
as The New York Times Company’s vice chairman.
I asked Stephen what he sees ahead in his new
role at the IHT. “Digital is the key focus right now.
We’re committed to taking advantage of CSS and
Web 2.0 technologies, as well as content
partnerships to make the IHT.com user
experience even more positive and dynamic. A recent
example is the IHT’s ground-breaking alliance with
Reuters which is delivering breaking news and
multimedia views on global business and financial
developments at IHT.com/biz.”
CONTACT: sdunbar_johnson@iht.com
M O O R E ’ S I N T E R N AT I O N A L STY L E

After 14 years in media with roles ranging from a
start in local press in the English city of Bath to 4
years as Publisher at UK Marie Claire, Toby Moore is
now taking on an international position. He was

www.internationalistmagazine.com
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internationalist and consistent participant in the
IAA’s annual Oktoberfest event in Munich.
Her role at the Frankfurter Allgemeine Zeitung
comes at a time that is ripe for international
advertising growth for this German national
newspaper, and Kerry is looking forward to leading
the charge.
CONTACT: k.odonoghue@faz.de
recently named International Advertising Director
for the U.K.’s Telegraph Media Group.
Just two years ago, he arrived at The
Telegraph to become Director of Fashion, Beauty
and Luxury. He launched ST Fashion in
September 2007, and is generous enough to
credit much of its success to partners like K
Media in Milan, Intermedia in Paris and
Northeast Media in the U.S. And this April,
Moore will launch another glossy, high end fashion magazine for the Sunday Telegraph, ST Men.
His ambitions are “to take International to
the next level.” Moore continues, “To work with
our outstanding network of overseas partners on
Multi media deals, country reports, new
magazine launches and the onslaught of online
will be extremely stimulating.” Fortunately for
The Telegraph, Moore never takes on less.
CONTACT: toby.moore@telegraph.co.uk
O’DONOGHUE IN
N E W R O L E AT FA Z

Kerry O’Donaghue has
made a transition. In the
alphabet soup world of
media abbreviations, she
has left the IHT for the
FAZ. A native of England,
Kerry is a flawless German speaker, a consummate

A R E T U R N TO
AS I A N R O OT S

Those who know Ray
Warhola will often
associate him with
Asia. And now they
have good reason to
do so again as Ray
has taken on a new role
in New York for Forbes Asia. I remember Ray
from Hong Kong before the Handover, when he
was working at Dow Jones with Will
Adamopoulos. My limited Cantonese for taxi
drivers still comes back — “M.goy, Stubbs Doh”
— to politely get me to his offices near Happy
Valley. When Ray came back to the U.S. and
was working at IBD, we reminisced one year
about the festivities and symbolism of Chinese
New Year. He told me that although he thinks of
his children as American, he realized that the
years in Hong Kong make an impact on them.
When he took his son for a routine medical
exam in New York, the doctor asked the boy
what year he was born. “In the year of the
Rooster, doctor,” his son immediately answered
with all the sincerity of an ex-pat child. The
Rooster-year child is now in college, but Ray’s
connection to Asia is as strong as ever.
CONTACT: ray.warhola@forbes.com
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P R I O LO TO
P U B L I C I TAS

Joe Priolo is now Vice
President-Sales for the
Publicitas North
America in New York,
heading up the global
media representation
firm’s U.S.
advertising into hundred of media
titles based throughout the rest of the world. Joe
was most recently heading the international
advertising for the International Herald Tribune in
New York.
Joe may be a good luck symbol for Publicitas
North America who won a new media client this
February with France’s Lagardere Global, whose
empire includes the ELLE network worldwide,
ELLE Déco, Paris Match, L’Equipe, Le Point, The
Independent (a UK paper), and the in-flight
magazine for Air France.
Joe will be working with Grace Palacios, CEO of
Publicitas Americas; as well as Sal Zammuto, VP of
media relations.
CONTACT: jpriolo@publicitas.com
G AT E S : C A
TO H K TO N Y
TO N C

If you’re wondering about
which international center
is abbreviated by NC… it
may not be immediately
top of mind. Rik Gates,
who has roamed the world in the media business in now settling in Greensboro, North
Carolina to become Group Publisher of Pace
Communications, a leading custom publisher

O B I T UA RY:

E V E RY B O DY LOV E S K L AU S
Many in this industry knew the wonderful Klaus Niedermeyer of Axel Springer in New York. Some of us
only recently learned of his musical talents, in addition to his marketing skills. At the 2007 IAA
Greek-themed Summer Ball called “Gala of the Gods,” Klaus performed guitar ballads in the original Greek.
His heritage was both Austrian and Greek, and he often joked that he would change his name to Nikos,
to underscore a sultry Greek side.
Many also knew of his passion for motorcycles. On a rare spring-like day in early February, Klaus was
riding in bike in Manhattan and approached the FDR Drive when a taxi hit him. Thrown from the
motorcycle, he was in a coma for nearly 10 days. Sadly, on February 12th, he died from his injuries while in
the very prime of his life.
Klaus was one of the most joyful people I had ever encountered, and was constantly delighted by life — even its smallest and most
mundane details. Friends and loved ones have created a blog in tribute to his life, appropriated called “Everybody Loves Klaus.” I urge you to
visit it and share some thoughts of Klaus Niedermeyer.
http://everybodylovesklaus.blogspot.com
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and producer of in-flight media for such
carriers as US Air, Delta, United and
Southwest. Pace is particularly known for its
founder and owner, Bonnie McElveen-Hunter,
an extraordinary businesswoman and world
citizen who has also served as U.S. Ambassador
to Finland and Chairman of the American Red
Cross. Rik spent a good portion of his career at
Time Inc. Asia in Hong Kong and then most
recently at BusinessWeek in New York. He, his
wife and young children are looking forward to
move to a more suburban Greensboro in an
area of the Southern U.S. that experiences a
long spring season (unlike Rik’s native Canada
or current New York). Rik joins another
well-known international media personality in
Greensboro, Craig Waller, who serves as Pace’s
Chief Marketing and Sales Officer. He relocated
to North Carolina after leaving London’s
Premier Media Partners after their partnership
with Redwood and formation of Cedar. Perhaps
in the future, we’ll be saying that Rik Gates is
living in the new Global Greensboro!
CONTACT: rik.gates@paceco.com
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A LO N G WAY
FROM THE
SARENGHETI

J E S S I C A S I B L E Y TO
WO R L DW I D E
P U B L I S H E R AT
BUSINESSWEEK

Jessica Sibley is always
one of the first to
volunteer for committee
work in organizations
like the IAA or the FCS
(Financial
Communications Society). Most people
think of her as hard-working, gracious and
ever-smiling. Now they can also think of
Jessica as bright, strong and influential as she
takes on the very big job of Senior Vice
President and Worldwide Publisher of
BusinessWeek at a critical time in the industry.
She is responsible for all advertising-based
revenue for BusinessWeek’s multimedia products, including the magazine, website and
events, as well as other related mobile, video,
and TV products.
Given some of the recent news
from the financial and mortgage
markets, it is a critical time for any
business publication to drive
advertising. Jessica joins the 79-year
old franchise not long after the October
re-launch of BusinessWeek, which now
sports a fresher design, richer content
and a re-emphasis on business, rather
than lifestyle. If anyone can add to this
momentum, it is Jessica, whose experience
includes past positions at the Wall Street
Journal and Forbes.
CONTACT: Jessica_sibley@businessweek.com

Jerry Ferrara has a new role. He now has global ad sales responsibility for Investors Business Daily and
Investors.com, the US-based high-income business and financial newspaper and website. Jerry, short for
Gennaro, is no stranger to strange lands. His family is from Portofino, Italy and he spent his early years
— with much longer hair than might be tolerated by the investment community — traveling. Here, he
and a local friend pose for a photo on the Plains of the Sarengheti. Ever the adventurer, he was just last
month in Machu Picchu, sporting a more clean-cut look. His office, just steps from New York’s Theatre
district, may not seem exotic in comparison to his wanderings; however, Jerry has great plans for the
international growth of IBD “With our media household income and subscription price of $300, we have
a lot to offer to the world’s luxury brands as well as to corporate image campaigns.”
CONTACT: jerry.ferrara@investors.com

B E I N T E R N AT I O N A L’ S B O U R N E
I D E N T I TY

No one travels as much as BE International’s Shadi
Bteddini. His global communications company now
boasts partners and affiliates in 36 countries. Shadi

regularly shuttles between New York, Singapore,
India and Dubai — all in the same week — to
manage his various clients. He recently felt that BE’s
U.S. operation, run by Tamim Bteddini, needed a
flagship New York office. The brothers found a new
headquarters on 40th Street in Manhattan… only to
learn that their office was used for the on-location
filming of the New York office scene in the Bourne
Ultimatum, the latest of the Bourne movie series
with Matt Damon. Shadi says the only commonality
between him and trained assassin Jason Bourne is
the fact that they both run for planes. However,
Shadi isn’t usually being pursued by enemy agents.
CONTACT: shadi@beinternational.com

www.internationalistmagazine.com
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Allyson Stewart-Allen is recognized as the world's
leading authority on trans-Atlantic business,
international marketing and working across
business cultures. As founder of International
Marketing Partners, Allyson Stewart-Allen advises a
number of national government agencies and
Fortune 100 companies. She is an American based
in London and Los Angeles, a member of the
Advisory Board of the New York-based organization
Business for Diplomatic Action (BDA), and a
recently selected judge for the UK’s 2005
International Business Awards. Co-author of the
first book on U.S. business (Working with
Americans, Prentice Hall), Allyson Stewart-Allen is
a regular contributor to the international business
media, including CNN, BBC, USA Today,
Newsweek, Business Week, Les Echos,
Bloomberg, Financial Times, Sky News, Wall
Street Journal, Marketing magazine as well as the
major daily newspapers.

United by a Common Trend

What do genetically-modified foods
and spirituality have in common?
Interestingly, both are issues
affecting consumers in both the UK
and United States. Being a cultural
mediator and double translator has
its advantages: you can arbitrage
trend differences and try to root
them on the other side of the
Atlantic. Though this sport is
naturally full of risks, the financial
and cultural rewards for those
paying attention to consumer trends
can be vast.

So what are some consumer trends
to watch over the next 5 to 10 years
that will the affect both countries
equally?

• ‘Post Materialism’. Coined by American futurist Faith
Popcorn, this trend describes our pursuits, now that
most of our material desires have been satisfied. We
seek a new breed of thrills, with the 21st century
adventurer being more selfless, seeking quality over
quantity, experience over ownership, virtuality over
reality, intangibles over tangibles, and time over
money. What evidence is there that this trend is
moving from a minor tremor to a significant quake?
Looking to the travel industry affords you some
immediate clues. Richard Branson’s recent launch of
his Virgin Space Shiptravel business hopes to give
adventurers an experience they’ll never forget.
Consumers are also finding virtual experiences just as
thrilling, with the rise in registered users of online
worlds MySpace, Facebook and Second Life amongst
others. A recent report from Gartner Group predicts
that by 2011, more than 80% of all internet users will
have an avatar presence.

• The worried well. This too will have a significant
impact on both tectonic plates as the result of a variety
of colluding factors including credit worries. Fuelled
by sub-prime mortgage provider meltdowns in the US
and the UK’s Northern Rock bank whose policies
spurred customers to withdraw their savings, financial
institutions in both countries are feeling the credit
concerns of consumers. Adding to these is their
improved medical literacy, helped along by their aging
relatives and the global pharmaceutical and healthcare
industry players who encourage us to stay fit, read
traffic light indicators on our foods, rebalance our
lifestyles and consume their remedies. At-home
diagnostic kits can even inform you of any number of
serious ailments previously only discoverable by
means of extensive hospital-based testing.

• The simple life. The search for simplicity is not
surprising when you study overworked, over-stretched,
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multi-tasking workforces in both countries. Recent
OECD studies cite UK employees as the longestworking in Europe at an average of 1,672 hours per
year, while Americans work 1,804 per year. Clearly the
internet grocery and travel services have figured out
how to capitalize on this trend, as have the large
corporations whose concierge services look to simplify
their executives’ home lives so that they can focus on
their work lives. More evidence that consumers in
both countries seek simplicity is the moves to make
more transparent the quality and sources of the foods
we consume. The trend towards ‘traffic lights’ labeling
systems means you can also know how healthy
prepared foods are, while the growing ‘neutraceuticals’
and functional food trends mean that you can simplify
your meals by getting 2 benefits in one: a food that
satisfies, combined with a biological remedy (think
Yakult here).

• Green is the new black. Consumers on both sides will
become even more eco-literate as food miles are disclosed
on their grocery products, carbon offsetting policies are
promoted by their favorite airlines, recycling initiatives
become more binding and carbon footprints become
everyday statistics which promote in the war to win
customer loyalty.
The implications for consumers on both sides of the Atlantic
is that while life gets more complex, more global, more
hurried, more impersonal, there are great opportunities for
the British and American consumer to have an improved
quality of life. With these common trends, strong cultural
ties and empathies, we should expect more UK/US business
collaborations to emerge which strike the right balance
between improving our lives and improving their
shareholders’ lives. Understanding the cultural landscape
and nuances which shape how these trends materialize in
each country will determine those companies that succeed.

www.intermarketingonline.com and www.workingwithamericans.com
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in game advertising in China
Computer and video games have become an important outlet for advertisers in recent
years, with an advertising spend of almost four hundred million U.S. dollars in 2006. That
number is predicted to develop and grow almost as fast as game technology itself, at a rate
of thirty-three percent year-on-year, and will surpass two billion U.S. dollars by 2012.

W

Within the spectrum of computer and video
game advertising, which encompasses
everything from portal ads to ‘advergames’ to
sponsored game tournaments, in-game
advertising (or IGA) currently plays a relatively
small role — a mere fifty-five million U.S.
dollars in 2006. However the market for
IGA is expected to grow especially rapidly,
with estimates for 2012 between eight
hundred million and one billion dollars
(compound annual growth of at least fifty-five
percent!), and by that time IGA will represent
around forty percent of computer and video
game advertising.
IGA can be divided into static and
dynamic advertising. The former are ‘hardwired’ into the game, either as artwork or
interactive objects. Static advertising is
currently the predominant form of IGA by
a ratio of about three to one: it is simpler to
implement, and it does not require an
Internet connection. However it cannot
readily be updated, and there is no way to
readily gauge its effectiveness.
On the other hand, games deploying
dynamic advertising use an ‘ad engine’ to
pull advertising content from the Internet
for use in the game. While this technology
needs an Internet connection and greater
computing capacity, it has much to offer
advertisers. First, dynamic advertising
campaigns can quickly be changed by
updating the content on the server.
Content can even be targeted to particular
demographics or locations. Second, and
more importantly, dynamic advertising
opens up all kinds of new possibilities: it is
now possible to determine how many
B Y
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Well-placed ads make games more realistic

players look at an in-game ad, how long
each player looks at it for, from what angle
and from how far away.
As the pace of innovation continues
and Internet take-up rises, the
attractiveness of dynamic advertising also
increases. By 2012, over eighty percent of
IGA is expected to be dynamic.
China is a particularly interesting market
for IGA. The number of Internet users in
China is expected to surpass that in the US in
the first half of 2008, and over forty-five
million people in China play online games,
that number expected to double by 2012.
China is the by far the largest market in the
world for massively multiplayer online roleplaying games or MMORPGs (think “World
of Warcraft”), which are infamously ‘sticky’.
Indeed, the Chinese government has
attempted to curb what it views as excessive
use of such games.
All advertising in China, online and
offline, must comply with the same basic
set of laws and regulations, most
importantly forbidding ads which are
considered obscene, false, disrespectful, or
that run contrary to official ideology. The
E .

L E H M A N

&

Advertisements can be placed on Menus and
Loading Screens

Chinese advertising market can be tricky,
and IGA is no exception. With the right
strategy however, it has the potential to be
enormously rewarding.
Edward E. Lehman is Managing Partner
and Eion Murdock is a Foreign Legal
Consultant at the Chinese law firm
Lehman, Lee & Xu (www.lehmanlaw.com)
in Beijing. Lehman, Lee & Xu is the
China member of the Global
Advertising Lawyers Alliance
(www.gala-marketlaw.com). Mr. Lehman
can be reached at
elehman@lehmanlaw.com and Mr.
Murdock at emurdock@lehmanlaw.com.
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The
of an earthquake
in the distance can be heard in the
traditional international
advertising space.

NEW
creative collaboration:
the shifting roles among

&

marketers, agencies

media

According to a Booz Allen Hamilton study, 52% of marketers
surveyed said that media partners
would be more important to them by 2010.
Only 27% said ad agencies would be more integral.

B Y

20

J U L I A N A

inter national ist magazine

K O R A N T E N G

Inter2008-earlyspring:inter-2007-Winter

3/19/08

4:17 PM

Page 21

After a lifetime of relying on advertising
agencies to control, conceive and execute their
campaigns’ creativity, marketers are responding to
shifts among the Tectonic plates that make up the
media landscape.
Thanks to an increasingly fragmented media sector,
a host of new media owners, and operators (like search
giant Google and social network MySpace) are working with
media agencies to challenge the established broadcast and
print giants for a share of the global ad dollars.
This has prompted leading media operators to retain their roles
not only as the distribution platforms, but to also hike their parts
as key contributors to the campaign’s creativity — as illustrated by
the case studies on BBC World, ESPN, CNN International,
Eurosport, and National Geographic Traveler.

I don’t have any ‘religion’ about where
creative ideas should be created: creative
agency, media agency, production
company, media owner, client team — a great
idea is a great idea…As such, it is
certainly OK for media owners to be part
of the creative process.

declares London-based Joe Clift,
Visa Europe’s senior VP, brand
management.
Contact:
Joe Clift, Visa: cliftj@visa.com

Vanessa Healey, GlobalTactical
Marketing Director —
InterContinental Hotels & Resorts
Contact:
Vanessa Healey, Visa:
vanessa.healey@6c.com

Working with BBC World editorial and
commercial teams for the concept of a new
programme was an extremely collaborative and
rewarding initiative. As two strong international
brands, both have a wealth of global perspective and
we are proud that this association has resulted in
highly visual and insightful content which supports
the InterContinental point of view that authentic
and enriching experiences help our guests
be more worldly.

www.internationalistmagazine.com
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Marcel Holsheimer, the Amsterdam-based
VP of marketing, EMEA, at Nasdaq-quoted
international marketing-management
Media companies are starting to
services provider Unica,
acknowledges media owners' play more of a role in creating
changing importance. content, which is adding to the

expanding ‘ecosystem’ of what
falls under the marketing umbrella.
Contact:
Marcel Holsheimer,
Unica: mholsheimer@unica.com
David Gray, CEO/creative director
at Stockholm-based communications
agency with clients that include
Ericsson, IKEA, Absolut and Saab,
is even more forthright.

We’ve probably experienced more change in the
media industry in the past five than in the
previous 30 years. Brand owners and their
media agencies are becoming increasingly clever
at packaging new multi-tier media exposure
possibilities, another form of creativity.
Many ad agencies and media groups
are in for a huge wake up call.
Contact:
David Gray, Open: david@open.se

Marketers are becoming more demanding about what they
expect from the $455 billion they spent on advertising
worldwide last year, according to ZenithOptimedia. Ad spend
is forecast to grow to $543 billion by 2010.
For that amount of cash, advertisers want more than just TV
spots or billboard ads; they want multi-media digital platforms to send a single focused message to consumers.
As our case studies demonstrate, the marketer’s message is
fully integrated into the high-quality editorial content that
also holds on to its full integrity; commercial sell-outs are not
allowed. “None of our editorial content was compromised,”
says ESPN’s Aaron Sandonato.
Moreover, the marketers expect results. IBOPE Media ratings showed the impact of ESPN’s exclusive campaign in
January for ‘I Am Legend,’ the Warner Bros. movie, around
the Latin American edition of its SportsCenter program. It
saw “its highest male ratings and biggest audience gain in
Colombia among 25 to 54-year-olds, up 146% and, in Brazil,
the tune-in growth was strongest among young males,
up 144%.”

The effectiveness partly, but significantly, explains why
tourism boards of major vacation destinations like India and
South Africa turned to National Geographic Traveler
magazine to hit the bulls eye when targeting geo-tourists.
“There is a greater call for accountability,” states Dawn
Drew, Traveler’s VP/publisher.
Max Raven, CNN International’s senior VP of ad sales, also
cites other reasons: “There are plenty of instances where the
client doesn't have a creative agency and we produce the
commercial work, providing a one-stop shop for the client.”
But media companies and marketers acknowledge that,
despite these developments, traditional ad agencies remain
essential to marketers’ media strategies.
Just because media have a greater say in the creativity in no
way diminishes the importance of ad agencies, says ESPN
VP of worldwide ad sales Mike Fox: “We work with many ad
agencies, who have been pretty special, and their clients.”
“I still expect the creative agency/lead brand agency to be
the likely source of most of the bigger ideas — simply
because their remit should encompass the whole brand,”
offers Visa’s Joe Clift.
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CASE STUDY

INTERCONTINENTAL HOTELS & RESORTS

Carolyn Gibson, vice president sales EMEA &
North America
MEDIA OWNER: BBC World, London
CLIENT: InterContinental Hotels & Resorts
BBC World, the 24-hour ad-funded international news
TV network and off-shoot of the British public
broadcaster, is enabling InterContinental Hotels reach city-loving
frequent travelers. For ‘The Real Cities’ campaign last November,
BBC World worked with Media Planning Group (MPG) to produce
and air a five-part 30-minute TV series of the same name. Dedicated
to five hip and glamorous iconic cities (London, Sydney, Tokyo, Paris
and New York), it featured celebrity residents giving an insider’s
guide to the “cool and offbeat sights and sounds” of their respective
cities. The famous presenters included London-based tailor to the
stars Ozwald Boateng, Sydney-based fashion designer Colette
Dinnigan, and New York supermodel/designer Alek Wek. “The
objective is to give an insight into the hidden gems you won’t get in
normal travel programs,” BBC World’s Carolyn Gibson declares.
“Every city has a soul, and we get under the cities’ skin for the
viewer.” The programs are also are syndicated on airlines like
America Airlines and Emirates, supported by one-minute vignettes
aired around the programs, TV spots, websites, in-hotel key cards,
and a Financial Times print ad. Explaining where BBC World’s
creative expertise comes from, Gibson says: “We’ve a
client-solutions team, which was set up five years ago and works
with customers to develop long-form content, from programs to
vignettes to producing ads. We’re now creative partners to the
clients. In terms of advertising we’ve seen a shift; at a time when it
is easier for consumers to avoid ads, advertisers want to look for
other ways to stand out. They want something bespoke, not just
eyeballs. We work with ad agencies, and by contributing their
expertise, media owners can help the ad agency better respond to
the client’s brief. But in terms of content, we produce something
that bridges the client’s brand and the media owner’s brand.”
Contact: Carolyn.gibson@bbc.com
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TOURISM BOARDS
Dawn Drew, vice president & publisher
National Geographic
Traveler, New York
CLIENT: Tourism Boards (Incredible India —
Indian government’s tourism board; South
African Tourism; Slovenia Tourist Board;
Mexico Tourism)
MEDIA OWNER:

An increasing number of national tourism boards are
teaming up with National Geographic’s Traveler magazine
to reach a rare but growing breed of travellers —
geo-tourists. More than 55 million Americans fall into this
category. “They see travel as a 3-D activity,” Dawn Drew,
Traveler’s publisher, explains. “They want more than sightseeing; they want their travel dollar to do some good. They
believe in preserving and sustaining the local culture and
they tend to do a lot of research before going on a big trip.”
To target them, Traveler hires professional promoters to
create a series of U.S.-based authentic ethnic shows,
concerts, plus food-and-drink parties. These enable the
tourism boards to offer tangible cultural experiences from
their respective countries to U.S. geo-tourists
contemplating their next overseas trips. The Traveler
produced events and activities, sometimes accompanied
by photography exhibitions, films, seminars and lectures in
high-profile venues like the Hollywood Bowl and the
Kennedy Center, are complemented by Traveler
supplements devoted to the country. After kicking off on a
small-scale for Incredible India in 2004 and 2005, Traveler
launched a larger India campaign last year. These included
live concerts, by acts such as award-winning sitar player
Anoushka Shankar, in Miami, New York, Westchester City,
San Francisco, Boston, Atlanta, and Chicago. This year,
Slovenia is getting the Traveler creative treatment in May.
Slovenia artists like Samo Salomon, Bratko Bibic and Fake
Orchestra will perform at music, food and wine-tasting
events at Joe’s Pub in Greenwich Village and the Town Hall
in New York’s Time Square in May. The former Yugoslav
state, which was handed the rotating European Union
presidency on Jan. 1, will equally have a 16-page
dedicated supplement published by Traveler in June.
Traveler is taking the creativity role to a new level with
Taste Travel, an online retail service for purchasing
Slovenia merchandise. This is the first time retail has been
added to Traveler’s creative strategies. Next on the
calendar is Mexico in an August/September campaign.
With local-language editions in Slovenia, China, Spanish,
and Hebrew, Traveler’ plans to introduce this
multi-faceted creative approach outside the U.S.
Contact: ddrew@ngs.org
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CASE STUDY

WARNER BROTHERS

Mike Fox, vice president, worldwide advertising sales, New York
Aaron Sandonato, director of marketing solutions, New York
MEDIA OWNER: ESPN International
CLIENT: Warner Bros. movie ‘I Am Legend’
ESPN International broke new ground when it enabled Hollywood
studio Warner Bros to promote ‘I Am Legend,’ the blockbuster movie
starring Will Smith, around an extended version of SportsCenter,
ESPN’s flagship sports-news program on Jan 2. Furthermore, the
move enabled Warner Bros. to sponsor SportsCenter throughout
Latin America (in Argentina, Brazil, Mexico, Bolivia, Chile, Colombia,
Panama, Peru, Uruguay and Venezuela) for two weeks. The
creative strategy’s unique selling point was that the TV campaign
ran in a clutter-free environment. There were no other advertisers,
no localized ad spots, nor even the network’s promos. In the two
weeks up to Jan. 2, 15-second co-branded promo spots invited
SportsCenter fans, mostly 18 to 49-year-olds with upscale
disposable income, to tune in for a special edition that day. For two
weeks starting from Jan. 2, fans could see long-form trailers of the
movie, plus 30-second and 60-second editions. Before each
SportsCenter segment started, a ticker teaser at the bottom of
screen informed viewers that “Tonight’s SportsCenter is sponsored
exclusively by I Am Legend starring Will Smith. That means more
highlights and fewer commercials for you. Stay tuned for a preview
of I Am Legend.” But because there were no other advertisers, it
also allowed ESPN International to give SportsCenter more airtime
for sports content. “This was the first time we had used this strategy with our premiere news-information program for a client internationally,” says ESPN International’s Mike Fox. It was a great way
to give this theatrical release exposure and learn what the movie is
totally about.” His colleague Aaron Sandonato adds: “We feel
SportsCenter, of which we have 14 versions around the world, is a
great vehicle for a wide variety of advertisers.”
Contact: mike.fox@espn.com
aaron.m.sandonato@espn.com
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SONY ERICSSON

We wanted to create
and build

in
developing markets.

Max Raven, senior vice president ad sales (U.K., North America,
Scandinavia), London
MEDIA OWNER: CNN International
CLIENT: Sony Ericsson
CNN International joined forces with media agency mediaedge:cia to create
a dedicated digital platform that promotes the launch of Sony Ericsson’s P1i mobile phone.
Maximizing CNN International’s media portfolio, the 13-market ‘My Way’ campaign used a series
of competitions, films, video ads, creative artwork, and sponsorships tailored for Sony Ericsson.
“We wanted to highlight flexibility in the P1i handset, create and build awareness in developing
markets, and provide competitors with strong opposition choice for a business handset,” Max
Raven explains. “The ‘My Way’ site was a hub for the neo-nomad who needs to be plugged into
the world. It displayed the Sony Ericsson P1i capabilities through blogs, picture galleries, video
and direct dialog with the consumer. There were also 30-second to 60-second films bringing the
careerist to life, up close and personal.” For Raven, such partnerships with clients have been
long established at CNN International. “We just have to keep getting better at it as clients
demand more and more innovation to engage their customers. We’ve been doing this for close
to ten years so clients benefit from all the learnings we’ve made; we’re now experts in this field
and know what works and what doesn’t.” He admits that “it’s always important to have a client’s
creative agency (if they have one) involved in any creative product.” But he also adds: “Media
owners have plenty of resources to dedicate to clients, can provide a one-stop shop and, when
the audiences are aligned, provide unmatched expertise to produce the most appropriate,
effective work.”
Contact: max.raven@turner.com

www.internationalistmagazine.com
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CASE STUDY

GENERAL MOTORS

Marc Kiven, executive vice president, business
development at Centro
MEDIA OWNER: local U.S. newspapers and TV stations
CLIENT: General Motors (GM)
For GM’s recent ‘Live Green Go Yellow’ campaign to
promote the use of environment-friendly ethanol fuel, the
U.S.-based digital-media strategist Centro deployed its access to the
websites of more than 6,000 local media owners. Centro’s mission is to help
advertisers buy space online across the websites of local media owners,
mainly local newspapers and TV stations. Working with media agency GM
Planworks (no relations to General Motors), Centro created a nationwide
online campaign by collaborating with the editors and web designers of local
stations and newspapers. These included Los Angeles-based KNBC TV 4 and
Washington D.C.’s WRC TV 4, and six influential regional print titles like the
Chicago Sun-Times and the Minneapolis Star-Tribune. Their ‘Homepage
Re-Skins’ creative strategy effectively enabled GM to take over their
websites’ home pages. The homepages were totally covered by the
campaign’s signature yellow color, plus motifs comprising GM’s slogan ‘Live
Green Go Yellow’. Moreover, the homepages featured banner ads with lines
like “Unleash the Power of Corn,” referring to the eco-friendly nature of
ethanol’s corn-based origins. “The publisher plays a significant and strategic
role with us in developing creative applications and executions devoid of the
creative agency,” says Centro’s Marc Kiven, who would like to take this
creative approach to the websites of local-media organizations for
multinational marketers.
Contact: mkiven@centro.net
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…triggered by Castrol Edge’s
dissatisfaction with the

to its own website,
which has now been revamped and is hosted by
Eurosport’s in-house production team.

CASE STUDY

CASTROL EDGE
Mike Vaughton, head of international business development
Eurosport, London
CLIENT: Castrol Edge
MEDIA OWNER:

Pan-European sports-TV network Eurosport dug deep into its creative
well to help Castrol Edge, the synthetic oil for high-performance cars,
make a greater impact on its targeted 18 to 40-year-old men. The 2007
campaign, conceived with media agency Mindshare, ran in the U.K., Germany, Russia, and
Poland. It was triggered by Castrol Edge’s dissatisfaction with the traffic flow to its own
website, which has now been revamped and is hosted by Eurosport’s in-house production
team. In addition to creating original branded content to entertain Castrol users, the
campaign included six 90-second vignettes on advanced driving techniques in extreme
conditions, such as how to approach sharp corners, on a microsite. It also featured blogs
by Eurosport journalists, a chat forum, and a racing-game competition aired on Eurosport.
The same vignettes were also broadcast around Eurosports motor-sports programs,
capitalizing on Eurosport’s ownership of live motor-sport events like the FIA-recognized
World Touring Car Championship (WTCC). “Castrol Edge is for passionate enthusiasts,
those who live for motor sports and expect us to give them more insight into driving
techniques,” Eurosport’s Michael Vaughton says. “We worked to a creative brief and made
sure there is a cohesive link with everything we’re pushing to (Castrol Edge’s) website.”
Contact: mVaughton@eurosport.com

A B O U T

J U L I A N A

London-based Juliana Koranteng is a business journalist and
author specializing in international marketing, media,
copyright and entertainment sectors. In addition to her
position as European editor at inter national ist, she is a
contributing editor and a correspondent to the Hollywood
Reporter, Billboard, and Boutique Editions, the contract
publisher of Reed MIDEM magazines distributed at film, TV,
advertising, and music trade fairs/festivals in Cannes. Her
previous experience includes being contributing editor at
Advertising Age International, and a correspondent for TIME
magazine. She has also written for The Economist,
BusinessWeek, Fortune, and was consultant editor/co-founder

K O R A N T E N G

of New Media Age. The author of several books and reports
on media and entertainment published by the Financial
Times and Informa Media Group, Koranteng speaks at key
industry conferences and has acted as consultant to major
media organizations, including Time Inc. and CISAC. She
holds a master’s degree in business journalism from
Northwestern University, Chicago, and an honors
undergraduate degree in English from the University of
Wales, U.K. She recently completed a report on the
marketing of women in sports for London consultancy
firm SportBusiness Group.
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luxury advertising:
the growth continues

Christophe Mayer is a man with a very busy global
schedule. This magazine named him an Agency
Innovator in 2007 for his accomplishments as
Managing Director at ZenithOptimedia in Paris and
for his work with clients like Richemont and L’Oreal.
Now he has taken on a new role at luxury giant Moët
Hennessy — Louis Vuitton (LVMH).
Mayer is responsible for the coordination of media
expenditure for the corporation’s 60+ prestige brands
in 30 countries. These exclusive products range in
category from wines and spirits, to fashion and leather
goods, to perfumes and cosmetics, to watches and
jewelry, to specialty retail. In addition to the wellknown brands that comprise the company’s
namesake, LVMH also includes the likes of Fendi,
Givenchy, Donna Karan, TAG Heuer, Guerlain, Don
Pérignon, Parfums Christian Dior and Sephora,
among many others.
We recently caught up with Christophe Mayer at
the Hotel Plaza Athénée on New York’s eastside — a
significant location given the growing importance of
the U.S. market for so many of the LVMH brands.
Interestingly, the next U.S. stops for Mayer may be
cities like St. Louis or Kansas City, as record prices for
corn and wheat in America’s breadbasket are ushering
in a new prosperity among farm families.

Today many luxury categories — from property to
fashion to home décor to spirits — are marketing
in new ways around the globe. Not only is it
becoming more complex to connect with the
world's wealthy, but both emerging and
traditional markets pose many striking,
but varied, opportunities.
We surveyed executives from three key aspects of
our business to learn of their views on the
international advertising of luxury brands.
Christophe Mayer of France’s LVMH, Alessandra
Giaquinta of Italy’s Universal Media and JeanChristophe DeMarta of the International Herald
Tribune and new International T: Magazine share a
number of important insights. Given the current
economic rumblings, we also tried to gauge how
these prestige products would be affected by any
potential downturn. However, our survey of three
clearly asserts that luxury advertising is indeed
recession-proof!
The second part of our story talks about the ultimate in luxury—prime properties, and how they
are now marketed to reach the international elite.
To paraphrase Brendan Banahan of JP Morgan
Chase, “collecting interesting real estate around
the world is today’s ultimate investment and an
undeniable sign of status and good taste.” And
with a building like the Chicago Spire, it can also
transform the perception of a city.

“ ”

Luxury is flourishing like mushrooms
after a rain.
Christophe Mayer, Directeur Media International
Adjoint — LVMH
CONTACT:

Christophe.mayer@lvmh.fr
www.internationalistmagazine.com
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America can hardly be considered an
emerging country for most marketers, but
it does hold new promise for many highquality products. There is no question,
though, that there is a continued migration
of luxury brands to new markets like
China, India and Russia. Mayer is an
advocate of recognizing how the
perception of luxury differs in each of
LVMH’s many markets. “Despite each
product’s global essence, there is
consistent attention to our local offices to
insure that the approach to luxury matches
with the market.”
How does this affect advertising
spending and the worldwide allocation of
media budgets? According to Mayer with a
sparkle in his eye, “we are not spending
less.” In fact, he admits that most luxury
marketers have budgeted for increases year
on year for some time now. His new
responsibilities include involvement in the
evaluation of every worldwide media deal
with coordination from local directors, as
well as what he calls “anticipating
tomorrow.”
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“

Luxury goods have demonstrated
themselves to be immune from the
negative effects of recession,
high taxes and inflation.

”

Alessandra Giaquinta, Head of Universal Media Italy
CONTACT:

Alessandra.giaquinta@universalmccann.com

Most of today’s luxury advertisers
are strong supporters of magazines
and newspapers, and in the case of
LVMH, print represents roughly 70%
of their worldwide media expenditures.
However, Mayer feels that “digital is
now happening for luxury.” He believes
that quality websites are coming into
their own, and as a result, are they are
far more appealing to luxury
marketers. He also recognizes the
growing importance of TV, or perhaps
more aptly, all aspects of video.
“Editorial relevance, of course, is key,”
say Mayer, “but so is the quality of the
environment.”
Alessandra Giaquinta, Head of
Universal Media in Italy, echoes
Christophe Mayer’s bullishness. She
works across the entire
UniversalMcCann portfolio of clients,
including such upscale brands as
Tiffany, Giorgio Armani, Viktor & Rolf
and Lancôme. “Luxury goods have
demonstrated themselves to be
immune from the negative effects of
recession, high taxes and inflation.”
And as if those three factors were not
enough, she continues, “At a macro
level we have noted that even when the
economy is stagnant, luxury goods
continue to emphasize the high quality
of their products and their sales
continue to rise.”

Giaquinta emphasizes that the
communication approach and the media
choices do not change for these brands
in times of economic challenge. “If
anything, they are amplified,”
particularly when the marketing method
is to “create desire in the potential
consumer through an idealized image.”
In fact, the same approach works well in
emerging markets like China and
Russia, where, according to Giaquinta,
“luxury goods must maintain the elite
essence of being a global brand, without
losing the allure that comes from the
original positioning of the product.”
Like LVMH’s Mayer, Giaquinta sees a
need to embrace innovative online
advertising for luxury products, and cites
Bulgari, as a recent example of a brand
that is experimenting with digital media.
The famed Italian jewelry-maker and
now luxury goods retailer made its entry
to the US e-commerce world, which
marks a first in its category, according to
Giaquinta.
“Bulgari wanted to develop a Web
store that would match its brand in class
and style, while also offering customers
the best possible functionality when
searching and purchasing. The retailer
fosters close relationships with buyers
tailoring its online presence to each
customer’s needs.”
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Perhaps in response to the explosion
of luxury brand purchases and increases
in ad expenditure by these companies,
there is a noticeable trend arising
among many of the world’s newspapers
to produce new upscale supplements.
Recent launches have included Japan’s
Yomiuri Shimbun’s Style supplement,
ST-Style Magazine — from the U.K’s
Sunday Telegraph newspaper and now
the International Herald Tribune has just
launched International T: Magazine,
which is the international complement
to T: Magazine, a 15 times-a-year
supplement to the New York Times.
Given the currency of the new
International T: Magazine launch, we
asked Jean-Christophe DeMarta, the
IHT’s International Advertising
Director, about the business of
international luxury goods advertising
as it relates to newspapers and their
supplements. His perspectives
illustrated some important aspects of
the luxury advertising process.
“Of course, luxury brands are about
allure, but they are also very interested
in the business of moving products.
Don’t forget, this is an industry that
reinvents itself every season, and must
constantly sell the latest offerings in a
limited period of time. Newspapers are
good at moving products, but frequency

3/21/08

12:35 PM
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in a daily medium is expensive.”
DeMarta continues, “Our decision to
launch T was actually very much
influenced by the luxury marketers
themselves and their desire to reach a
certain profile of reader. Luxury
advertisers need to find new audiences
in the ongoing effort to expand their
sales. A glossy environment with longer
shelf life and an 8 times-per-year
frequency is actually a more efficient
vehicle for many growth companies in
this category. Smaller fashion houses or
more specialized luxury brands can
make an impact in this environment.”
And, according to DeMarta,
International T: Magazine has become a
champion for these types of companies
with new advertising from Italy’s
Belstaff, Swiss leather-maker Bali whose
new line extension includes stylish bags,
Emilio Pucci, Longchamp, Malo and
home design companies like Flos and
Bisazza — both from Italy.
“We have already been surprised by
the development of our business,” says
DeMarta. “There has actually been an
increase of luxury advertising in the
newspaper since we launched the
magazine. However, today’s media
landscape dictates that any great media
brand must have multiple platforms for
its content. How that content is

“

consumed is no longer so relevant.
Today the IHT also has video on our
website which highlights interviews
with top designers. This will better
resonate with younger readers who
may want more than just a newspaper.
It is our job to adapt to their needs and
preferences.”
“Luxury,” asserts DeMarta, “is a
stable advertising category for
newspapers. Certainly, classic
newspaper ad categories like financial
or corporate can rise and fall with
perceptions of the economy. Luxury is
consistent. Our audience is there, and
we want to deliver for these advertisers
with the benefits of our journalistic
standards. And fashion today is an
important business in its own right,
but it also influences contemporary
culture, art and design. People want to
read about it.”

Of course, luxury brands are about allure, but they are also very
interested in the business of moving products. Don’t forget, this is an
industry that reinvents itself every season, and must constantly sell
the latest offerings in a limited period of time.

”

Jean-Christophe DeMarta, International Advertising Director — International Herald Tribune
CONTACT:

jcdemarta@iht.com

www.internationalistmagazine.com
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the world’s prime properties:
the ultimate in luxury marketing

“

The success of the Spire is tied to the
perception of Chicago as an exciting global city.

“Today, the wealthy collect interesting real
estate around the world, provided it is in
an appealing location or within an
extraordinary building,” says Brendan
Banahan of JP MorganChase. "We have
seen the evolution of a sophisticated
international buyer with a
desire to own property in only the most
important buildings in world class
cities. The Chicago Spire is that building
and will lead the way in North
America." Banahan is based in New York
and specializes in providing residential
mortgage financing for foreign nationals.
One of his projects is the Chicago Spire,
an extraordinary building now been
constructed in America’s heartland with
both global heritage and aspirations.
There are many firsts about the
Chicago Spire, particularly from a
marketing standpoint. The 150-story
residential building, designed by Spain’s
famed architect, Santiago Calatrava,
promises not only to be the tallest
building in the Americas, but the world’s
tallest all-residential building upon
completion in 2012. Never before has a
single residential property undertaken so
extensive a global image campaign and
marketed solely with the world’s
wealthiest in mind. For decades, many
vacation properties have been advertised

“

Garrett Kelleher, Executive Chairman of Shelbourne
Development Group, Inc.

across borders. Homes in Southern Spain
or Portugal’s Algarve are featured in
British newspapers, and residences on
Florida’s West Coast are marketed to
Canadians who favor the area. The
Chicago Spire is different.
According to Kerri Sibson, Associate
Director of Marketing of the Chicago
Spire, “Our marketing program is twotiered. Our global image campaign runs
worldwide in the Financial Times, and
then we supplement the plan with specific
media executions in key cities tied to
Chicago Spire exhibitions.” This
marketing approach is revolutionary for a
single residential property as it assumes
that the building will be as appealing to
the world’s rich who want to spend over
$1million for a gem on Lake Michigan, as
it will be of interest to the local market.
The Chicago Spire exhibitions in key
international cities are an important
component of their global marketing
efforts. Those cities include a traditional
and contemporary line-up of the world’s
top capitals: New York, Chicago, Dublin,
London, Kuala Lumpur, Hong Kong,
Singapore, Moscow, Mumbai, and
Johannesburg. The events themselves are
uncompromising in detail — ranging
from an introductory film on the
building’s concept by Dreamworks to
celebrity hosts in spectacularly-created

Our global image campaign runs worldwide in
the Financial Times, and then we supplement
the plan with specific media executions in key
cities tied to Chicago Spire exhibitions.

”

Kerri Sibson, Associate Director or Marketing of Chicago Spire
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venues to a coffee-table quality volume of
the inspiration behind the building. A
state-of-the-art website is also a
fundamental component in projecting an
upscale image, while appropriately
developing sales leads among discerning
buyers who can “register interest.”
Few residential structures have been so
uniquely tied to the transformation of a
city’s perception. This is particularly
significant as the Olympic Committee has
selected Chicago as a US applicant city
finalist to host the 2016 Bid for the
Games. According to the Irish Developer
of the Chicago Spire, Garrett Kelleher,
Executive Chairman of Shelbourne
Development Group, Inc., “The success of
the Spire is tied to the perception of
Chicago as an exciting global city.”
Kelleher continues, “We’ve brought
together a world class team to create what
will not only become an amazingly
beautiful home for its residents but a
building that will be a dynamic new
symbol for the city of Chicago.”
Dominic Grace, Head of Savills
Residential Development and leader of the
global sales and marketing campaign
echos Kelleher’s sentiments: “Chicago is a
culturally and economically diverse city
with a superb infrastructure and an
incredibly vibrant lifestyle. This is a
significant development not only for the
city but for the world.”
For more information go to
www.thechicagospire.com
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2500 feet

2
3

tallest
buildings

4
5
6
7

8

9

10

current record

1500 feet

Building
1. Burj Mubarak al-Kabir
2. Al Burj
3. Burj Dubai
4. Chicago Spire
5. Incheon Tower
6. Moscow City Tower
7. International Business
Center
8. Lotte Super Tower
9. Freedom Tower
10. Lotte World II
11. Taipei 101
12. Empire State Building
13. Eiffel Tower
14. Great Pyramid
SOURCE:

The Spire will stand taller than Chicago's
Sears Tower and New York's upcoming
Freedom Tower, as well as Toronto's CN
Tower, thereby becoming North America's
tallest free-standing structure and the
world's tallest all-residential building.

Country
Kuwait
U.A.E.
U.A.E.
U.S.
South Korea
Russia

Height (Ft.)
3,284
2,500
2,296
2,000
2,000
1,968

Year
2011
2010
2008
2010
2012
2011

South Korea
South Korea
U.S.
South Korea
Taiwan
U.S.
France
Egypt

1,902
1,820
1,776
1,673
1,666
1,250
986
481

2008
2010
2011
2012
2004
1931
1887
2566 B.C.

Condé Nast Portfolio

Dubai made news again this March
when plans were unveiled for a new
Waterfront City to be built by local
developer Nakheel and designed by
Rem Koolhaas of the Office for
Metropolitan Architecture (OMA). The
project would not only create an
estimated one million jobs, but it would
also develop residential property to
attract roughly 1.5 million new people
to the Emirate, which could double the
current population. Dubai has certainly
become a magnet for today’s wealthy
and has consistently proven with
developments like the Palm Islands that
“if you build it, they will come.”

www.internationalistmagazine.com
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…more questions than the
wisest man can answer

J

Jonathan Swift, the 18th century author of
Gulliver’s Travels, once quipped that “A fool
can ask more questions than the wisest man
can answer”. Each time I think of that
perceptive and witty remark, it still makes me
smile. But if I were totally honest, whenever I
start a completely new total communications
project, I am awash with questions in a way
that no other exciting research assignment
can compare.
Many issues over the years have beset our
industry. Ad effectiveness has been a major
perennial concern. Yet in numerous respects
that issue is now largely understood. For
example, earlier this year, the UK’s Institute Of
Practitioners issued a pithy summary of 880 ad
effectiveness case studies entitled Marketing in
the Era of Accountability.
If you turn to chapter five of this summary
review, entitled “Media Strategy”, a table
illustrates the campaign effectiveness of one
ad medium vs. two media and so forth, up to
five media being used in a campaign. The
commentary states in highlighted bold “The
data suggests that around three advertising
media is optimal for a typical campaign…”
Ah, the wonderful simplicity of having just
three channels or even five channels to
evaluate! One of the major issues that total
communications has to grapple with is that
the number of channels to assess is nearly
quasi-infinite.
With total communications, if you can
think of a means of communications,
whether it is advertising on television at one
level or video advertising in a doctor’s waiting
room on a very different one, then it is a
medium that could be considered. It is this
near-infinite range of channel possibilities
that represents one of the major issues to be
resolved in all total communications projects.
Typically, the primary way we can resolve this
B Y

is to focus on the core communications issue,
putting everything in perspective.
A number of total communications studies
address this by being category-specific. After
all, video advertising in a doctor’s waiting
room is really of value to pharmaceutical
advertisers while video advertising, say, in a
car dealership is more likely to appeal to
automotive-related products.
At Universal McCann, we use a variety of
research techniques and studies to
understand the relative role and value of each
channel or touchpoint to a total
communications plan.
In one approach, using a single large
sample base to interrogate six major market
categories, we were curious to gain a greater
understanding of two related areas:
Do the primary touchpoints to influence
consumers vary significantly by each market
category? Within each market category, do
those channels alter significantly by
demographic?
The study examined six different market
categories ranging from grocery products to
alcohol to consumer electronics. We
interrogated these six market types with a
consistent list of 20 channels or touchpoints
across: advertising media, sales promotion,
word-of-mouth, sponsorship and direct
marketing.
At a superficial level, the survey results
stated an expected outcome: the most
powerful contact is word-of- mouth,
specifically recommendations from friends
and family. However, when we delved into
demographics across age and gender-wide
differences a whole new world of preferences
began to emerge. If we look at one common
demographic, men under 35, across each of
the six market categories, the most relatively
influential (by per capita index) channels are:
G R A E M E

Home Electronics: Product comparison
website (e.g. CNET)
Cell Phones: Brand Website (e.g.
Verizonwireless.com)
Groceries: Product placement on TV or
movies
Personal Healthcare: TV advertising
Personal Grooming: TV advertising
Liquor: Sponsorship of music events and
concerts
Looking simply at the whole category data
alone, one would not have been able to
predict such potential variations by category
for men under 35 — this variation in channel
preference is seen across all major
demographic groups. For instance, women
aged 35-54 had a completely different set of
channel preference indices for each of these
six market categories. On home electronics
their highest indices were direct mail and
magazine ads, but for personal healthcare it
was product websites and requested emails.
So questions for total communications go
well beyond being category relevant — we
should assume each micro-feature and facet
of a campaign needs to be scrutinized. In
particular, with a byzantine set of channel
options available for all marketers, even
within a very precisely defined category,
channel selection must also be assiduously
targeted to the tightest sub-demographic too.
Graeme Hutton is SVP, Director of Consumer
Insights Universal McCann and an be reached
at Graeme.Hutton@universalmccann.com
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b2b search marketing
search engines are the most important

to click on your placements if you are on

external information source throughout the

top in both paid for and organic listings.

purchase cycle from awareness to purchase

5. Google’s dominance in search is well

and 66% of the b2b buyers start their

known, however they can be more

online research on search engines.

expensive. Remember, they are not number
one everywhere: Asia for example is

Five things to keep in mind

dominated by Yahoo!

Focus on relevance, integrate your

S

6. Search marketing campaigns work best

Search engine marketing (SEM) can be

campaigns.

broken down to search engine

1. Buyers don’t necessarily search in the

when left always on. Gone are the days when
campaigns ran for 2-3 months at a time. If you

optimisation (SEO) and pay-per-click

way that you think about your products and

advertising (PPC). SEO listings are the

solutions. They often search based on

organic, free listings where companies

problems, not solutions.

can increase their rankings by optimising

2. The types of searches they conduct

when people click, you are driving relevant

depend on the stage they are in the buying

interest all the time, even during holidays.

their site to search engines and
increasing their page ranking through link

dip in and out of search, you lose benefits
built based on history in the account which
helps drive down costs. Since you pay only

cycle. Broad category terms are more

building. PPC advertising is the cost-per-

prevalent in the awareness stage, reviews

click, paid for advertising in search

and comparison tools in the consideration

engines, located to the top and right of

stage and brand and product terms in the

the organic listings.

purchase stage.

According to the Marketingsherpa
Business Technology Marketing study,

3.. Relevance needs to be followed

30% of b2b budgets are spent on search

through from the keyword to the copy and

engine marketing at the moment. This is

the landing page and offer. Ensure that

far behind the consumer market, where

your ad groups are structured in a way that

57% of the digital advertising budgets are

creates a logical flow from the keyword to

currently spent in search. Many b2b

the information the prospect is after.

Hanne Tuomisto-Inch hails from Helsinki, and

marketers underestimate search.

4. By integrating your campaigns across

is the Online Communications Director at

offline, online and search, you create

2007 Agency Innovator by this magazine.

Search engines are the most important

Banner, London. She was recently named a

purchase influencers after vendor’s own

synergies. Your offline tactics will drive

website and recommendations (word-of-

increased searches into your campaign

Hanne Tuomisto-Inch can be contacted

mouth) from colleagues. They are seen as

area, and improve click-throughs on your

at hanne.tuomisto-inch@b1.com

more important in the purchase process

search campaigns. Integration means also

than trade shows or trade publications.

combining organic and paid for listings.

Furthermore the research confirmed that

Research shows that people are more likely
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Resources:
Marketingsherpa Business Technology
Marketing study. and Enquiro Research.
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There’s a world of opportunities for
today’s consumer marketer. But with
every country playing by a different
set of rules, only experience and
expertise can effectively guide your
product through all the varied and
complex legal landmines. Founded in
1998, GALA is made up exclusively
of top marketing attorneys in countries
around the world — all available

A global celebration of creative effectiveness, the World Effie
Festival, was held on Feb. 28 and 29 in Singapore.
This was the first time the award has been presented outside of the
United States since its inception five years ago.

online at the click of a button. With
the law firm affiliates of GALA on
your side, you can take the worry
out of global marketing.

www.gala-marketlaw.com

The Effies recognize ideas that work — the great ideas that
achieve real results and the strategy that goes into creating them.
Global Effie-winning campaigns require a single brand idea
running across at least four countries in two or more regions
worldwide within the last three years.
“Unilever and Kellogg’s, top winners in past Effie competitions,
know what it takes to create effective global campaigns with
strong underlying insight and universal appeal,” said Mary Lee
Keane, executive director of the Effie Awards, in the
announcement. “This year, the Global Effie is receiving special
recognition by being awarded at the World Effie Festival, in front
of a truly global audience.”
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GOLD
Bartle Bogle Hegarty’s “Keeping Skin Amazing” campaign
repositioned Vaseline as the skin authority and ran in 15 countries
around the world. Partnering with Mindshare for Media, Colangelo
for Point of Sale and MBooth for PR, the brand (which was in a
30-year share decline) experienced double-digit growth as a result of
the campaign.

SILVER
Ogilvy & Mather’s Dove campaign sparked worldwide debate by
challenging the idea that you have to be young to be beautiful. In
less than a year after its launch, the Pro-Age product line has become
a force to be reckoned with in the fiercely competitive anti-aging
category. O&M partnered with Edelman GmbH (Germany) for PR
strategy and Mindshare for media strategy.

BRONZE
JWT’s Kellogg’s Special K challenge rallied hundreds of thousands of women across 15
nations of the world to eat two bowls of Special K a day for two weeks to squeeze back into
their favorite denims. Results include the brand's relevance growing beyond the breakfast
and summer mindset, with global net sales doubling over the past four years. Contributing
agencies to the Bronze Global Effie-winning campaign included Cheetham Bell JWT (UK),
Mindshare and K Agency (France).
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EURONEWS OFFERS A TASTE OF ARABIA
To celebrate their new Arab-language channel, EuroNews hosted an evening for the
advertising community at the Souk Medina restaurant in London’s Covent Garden.
From décor to cuisine to lively conversation, the venue and guests exuded the energy
of a true Middle Eastern bazaar.
(All photo identifications from left.)
1

Nick Carugati, BrandedEntertainment and Will Nicholson, EuroNews.

2
3

Olivier deMontchenu and Nathalie Champagne — both EuroNews.
Hanna Bergius, Mindshare; Robbie Douek and Fredrik Borestrom — both
EuroNews; Claudia GilTorrego, Mindshare.
Sherri Saba, EuroNews.
Lloyd Emeka, DWA Media.
Petia Nedeletcheva, Lauren Haslewood and Joseph Byrn — all Starcom.
Kate Williams, Columbus Media International and Ronnie Eide, RE:Media.
Eugenia Rogozhina, ZenithOptimedia and Rita Nel, formerly ZenithOptimedia.

4
5
6
7
8
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OXFORD THINKS ABOUT LOVE
Omnicom’s Tim Love is on the Oxford speaking circuit. Last year he generated debate among
MBA students at the SAID Business School with his lecture titled "Advertising & Universal
Compatibility: Does the Advertising Industry Have a Moral Conscience?" This year on February
28, he presented “Think Like the Sun” to an audience of MBA students and industry
executives. The lecture was then followed by a dinner at St. Edmunds College with informal
discussion by professors and guests about the challenges and responsibilities of global
advertising today.
All photo identifications from left:
1
2
3
4

Tim Love, Omnicom Group.
Kimberly Hill, Radiate Group; Alan Bishop, Central Office of Information; Russell March,
Agency.com.
Sally Williams, DAS/Diversified Agency Services and Ruthe Farmer, Oxford SAID Business
School MBA student.
Erin Ericson and Hermeet Gill — both Oxford SAID Business School MBA students and
Allyson Stewart-Allen, International Marketing Partners.

2

4
3

The Fox Club London,
46 Clarges Street,
London, W1J 7ER
tel: 020 7495 3656

In the heart of Mayfair you will find one of London’s
best kept secrets, The Fox Club.
This private member’s club is tucked away on Clarges
Street yet just a stone’s throw from Green Park,
Buckingham Palace and an array of exclusive shops.
The Fox offers its members a unique blend of
informal yet professional service...“we look after you!”
For information about membership and rates go to
www.foxclublondon.com.
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PARIS SHINES WITH FASHION STARS AT T GALA

7

The New York Times and the International Herald Tribune held a gala Hollywood-themed party on Feb. 24, at the Mini Palais
restaurant in the Grand Palais, during Paris Fashion Week. The event celebrated the recent successful launch of
International T: Magazine, which is distributed eight times a year in the IHT in Europe and the Middle East. The New York
Times T: Style Magazine is published 15 times a year.
All photo identifications from left:
1
2
3
4
5
6
7
8
9
10
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Karl Largerfeld.
Entrance to the Mini Palais.
View of the crowd.
Suzy Menkes, Style Editor of the International Herald Tribune and Stephen Dunbar-Johnson, Publisher.
Manuele Malenotti and Michele Malenotti of Belstaff.
Jean-Paul Gaultier and Alber Elbaz of Lanvin.
Giorgo Guidotti of MaxMara.
Beatrice Trussardi.
Stefano Tonchi, Editor of International T Magazine and Marisa Berenson.
Stuart Vevers of Loewe.
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YEAR OF THE RAT IN NEW YORK

5

Y INTERACT celebrated Chinese New Year with a cocktail reception at their
Canal Street design studio in New York City—in the heart of New York’s
Chinatown. Invited guests celebrated the Year of the Rat, as well as the completion of Y INTERACT's new studio, designed by FreeCell Architecture.
All photo identifications from left:
1
2
3
4
5

NJohn Day, Financial Times, Maja Leibovitz, Serious Celebrations, Tim
Hart, Financial Times.
Mike Rideout, Time Inc. Content Solutions, Ramona Quincy,
Centralpark.com
Sheila Patel, Y INTERACT, Anna Volinkaty, KPMG, Ahmed Yearwood,
Y INTERACT.
Lisa Cavanaugh, Abacus Settlements, LLC, Dave Cavanaugh, Canon
Business Solutions-East.
Win Ross, INTTRA..
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don’t worry, there’s always
buenos aires
If the chips were down and the apocalypse arrived tomorrow, Buenos Aires might just be the best place in
the world to ride it out. Confident and snob-proud in a tattered-glory sort of way, BA has everything you
might need for life off the globalization grid: stunning food and wine at ridiculous prices, a gorgeous climate,
social whirl, stately boulevards and leafy districts, and a strong emerging work mix. But since no such disaster appears imminent, everyone is on their way to Latin America’s coolest capital just to hang out and soak
up the good times that come easily here, whether they be laid-off banker traders, the distressed European
heiress, or Chinese wine merchants all looking for a “a new start.”

A

Arrivals
Buenos Aires offers two airports located on
opposite ends of the city, so arrivals transiting
onward may be surprised to find a 40 minute tear
through town in a dilapidated taxi is in the cards.
A small airport tax not withstanding, its a very easy
hop into the main part of the city from either
airport, and the jalopy feel can only add to the
rustic sense of ennui encountered on arrival. Noisy
boulevards, bad quasi-slums and rather dodgy
traffic are an outer ring mainstay here, but its fun
to watch young lovers sharing a picnic in the grassy
medians as you zip along the motorway to the
urban oasis at the heart of the city.
Buenos Aires was created in a series of barrios,
each of which have a unique flavor and feel.
Much of the action is centered in Palermo in sub
districts like Palmero Soho, Hollywood and Las
Canitas. The Recoleta and Puerto Madero are also
popular, with very different emphasis in each.
Palermo is the soho version of urbanity, with a
clutch of ridiculously great shopping, restaurants
and nightlife that attract a mix of locals and
visitors until the early hours. Recoleta is a bit
more residential and definitely more upscale,
featuring the city’s grande dame boulevards and
access to parks amid gently sloping hills. Puerto
Madero is still being built, and offers a very
modern design aesthetic.
Boutique Bounties
It’s easy to jump between barrios and a growing
list of boutique hotels have swamped the city in
recent months. As such it’s easy to find a good

B Y
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place in many of the major barrios — try
TabletHotels.com for easy online bookings. In the
San Telmo area we would suggest the Moreno
Hotel, which offers 39 suites (some with jacuzzis)
and an atmosphere that is pure Argentina — local
cowhide decor and a smattering of European
flavour.
Down in the newly developing business district
of Puerto Madero, Alan Faena’s masterpiece holds
court with a stunning property: Faena Hotel +
Universe. The hotel is surrounded by
construction, but inside is an oasis of pure
delight, from regular cabaret shows to the most
stunning pool scene ever seen. There’s
something about the choice of color here that
make Faena really special. Clay red umbrellas
and chairs, deep wood and a a beautiful blue pool
glint off mirrored bars and rich Aviator lenses
worn by a ridiculously fashionable crowd. This is
a great place to spend the day, but the pool is
seriously locked and loaded for hotel guests only.
New on the scene is Buenos Aires cE, up in
Barrio Norte, another fashionable section of the
city. This ultra-slick high rise is almost too
modern, with beautiful design and stunning
views across the city being the main attractions.
Barrio Norte has some good shopping and
nightlife, so its not a bad place to be based,
especially if its not your first visit to the city and
you’re not interested in checking out everything
there is to see.
Steak, Sush & Quinoa
One of the great things about BA is the cuisine
— nowhere will you find a better cow at such
value. It’s carnivore heaven, with thick juicy
steaks available on all street corners for as little
as $5.00, often with a selection of cuts that read
like a wine list. To that end, one of the best BBQ
and steakhouses is Cabaña Las Lilas, located on
the new docks in Puerto Madero. Las Lilas is a
favorite for everyone, and a meal here will not
soon be forgotten. For more avant garde cuisine,
try Lo de Pueyrredon, which classifies as
“experimental”, but to good affect. Where
possible, try to order quinoa as a side in a dish —
this Incan grain has become quite popular and is

S T A N

everything you could want in a surprising food:
light, delicious and the type of discovery that
makes you wonder why its not on every
menu in the world.
The modern Japanese thing offers a nice
counterpoint to the endless meat on offer, and
for that try Osaka, which is always full to
bursting due to a unique combination of great
sushi, good location in Palermo, and a beautiful
crowd that makes a the hour long wait for a table
seem like a trifle.
When it comes to the cafe scene, its fun to
wander the streets of Palermo Soho doing some
shopping at the many trendy boutiques located
around Plaza Serrano, then popping in for a
coffee and a rest at the beautiful La Biela, which
is situated in Recoleta across from the famous
recoleta cemetery. Here you can enjoy a cafe con
leche, coffees and milkshakes while you watch
the locals go about their business on a wide,
European style terrace.
When it comes to nightlife in Buenos Aires,
the only rule is this: don’t stop! Things continue
to the early hours here, and you’re not likely to be
even finishing dinner until at least 1am. From
there its onward to a variety of destinations,
among them being Asia de Cuba, which
transforms from a dinner crowd to a party crowd
as the night wears on. Other hot spots include
Mundo Bizzaro, Jackie O and for the rastafarian
in you, Soul Cafe.
With so much going on in Buenos Aires, its
easy to forget the rest of the world even exists.
The city swallows you up with a great mix of local
fashion, great quality of life, and a snob appeal
that has failed to diminish, even as the country’s
financial fortunes have recalibrated themselves.
Its tempting to think of BA as the ultimate
haven for today’s hedonist — fresh, fun, and
vibrant, its the perfect place to ride out an
apocalypse.
Stan Stalnaker is the founder and creative director of
Hub Culture Ltd., a movement with a suite of activities
focused on content development, private social
networks and global experiences. He can be contacted
at stan.stalnaker@hubculture.com.
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