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One Contact Point
Thirty countries...

Three hundred Technology, Business, and Consumer magazines and websites...

For a world of media, contact:

Ralph Lockwood
+1 408 879 6666
ralph@husonusa.com

Francesco Lascari
+1 212 268 3344
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+44 1932 564999
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THE ART OF BEING GLOBAL – Jim Speros – Sr.VP & CMO, Marsh & McLennan Companies

He’s an innovator known for getting things done. He makes this happen by bringing the right people together at the highest

levels of collaboration. Here he shares his thoughts on big picture thinking, and what he carries in his wallet.

Being international doesn’t make you global. Being global 

is more about influencing attitudes and behaviors versus location. 

It also implies a two-way street: the influences born from one

culture are shared or diffused to another.
The big challenge for any global company is in following

through on ideas. Marsh & McLennan Companies are dedicated to

offering the best services and people from across our individual

companies. The way to succeed globally is to create big innovative

strategies with a die-hard focus on execution. Teamwork makes this

happen; understanding people is the key.

Face to face is critical. Globalization
may bring markets closer, but it doesn’t
necessarily bring them together.
Technology, as impressive as it is, 
can only get you so far. So people,
especially those with different
cultures, need to dedicate time to
understanding one another. It is this
understanding that bridges gaps.

I travel a lot, visiting our offices and clients around the world. 

No matter where I go, I have found that there is nothing more real,

or important, than ‘being there’. 

You still need to remember where home is. No matter how
much I travel, I’m still a family guy. My wife and I have two
beautiful daughters and I take memories of them wherever I travel.
They remind me of the important things. Business leaders from
other parts of the world feel the same way when we talk; the most
important thing in your wallet should be your family. On that level
you can bond with anyone, anywhere.

The FT offers a perspective premised on ‘global first,
business second’. I get from it the most relevant 

and up-to-date global perspective on everything that
influences business, politics, and international

finance. It helps guide my thinking because their
starting point is ‘global first’, so the issues are always

offered in context of the big picture, as opposed to
simply presenting me with a local view. And ‘big

picture’ thinking is what being global is all about.

A global view for a global world

This is one in a series of reflections by leading marketers, who are also regular
readers of the FT. The series can also be found at FT.com/toolkit /globalview

Inter2006Summer  7/27/06  4:44 PM  Page 3



T H E  M A N Y  FA C E S  O F  
I N N O VAT I O N …

There’s no question that “innovation” is one of today’s

business buzzwords. The simplest definition is the “act

of introducing something new,” but Princeton

University’s WordNet goes further:“the creation of a

new process resulting from study and experimentation,

as in invention,” or “starting something for the 

first time.”These broader explanations of innovation

capture the essence of the Innovators we 

honor in this issue.

When inter national ist decided to create a feature on

Agency Innovators, our thinking was to spotlight

many of the unsung heroes who are leading our

industry forward by doggedly trying out new ideas

and challenging the norms. These individuals would

also be champions of multinational strategy, the multi-

country strategy of multinationals, and, importantly, the

implementation that must occur.All this, while also

thinking about communication in new ways.

The surprise was not only that so many individuals

from all over world could qualify and 

were enthusiastically nominated by their peers,

but that so many methods and means of innovation

could be possible.

Given the scope of their thinking, it is difficult to even

categorize similarities—although all are risk-takers 

and passionate about what they do. Innovation can be

sweeping, I’ve learned, or detailed. Some have

implemented new internal systems that have saved

their clients money; others have challenged advertisers

to spend more when appropriate, or to advocate new

ways of measuring results. Many go beyond 

simply embracing new media opportunities early and

push for totally new concepts from 

media owners and marketers.

Some rely on guts for new answers; others are wizards

at understanding the effects of the latest ROI metrics.

Many recognize that not all ideas can work.

Interestingly, some don’t see themselves as innovative at

all; they’re just pushing forward with the all

information at hand to be better at building a brand.

Although this is an industry whose reputation is often

associated with responding to change, these Innovators

actually shape the way we evolve.

I N N O VAT I O N  A N D  C H A N G E ,  
TO D AY ’ S  M A N T R A

When I started writing this message, I began by

saying that we at inter national ist knew that we

wanted to salute those in the agency world, at both

media agencies and advertising agencies. And I wrote

that we wanted the criteria to be broad so that a wide

range of individuals would be eligible, the doers as

well as those higher up the corporate ladder, and that’s

why we chose to focus on innovation as the key.

After writing it, I took a look at my colleague Deborah

Malone’s message and couldn’t believe my eyes.While

some of our terms weren’t identical, we had written

almost exactly the same thing and structured our letters

in the same way right down to mentioning surprise that

so many individuals from all over the world qualified

and were so highly recommended by those who know

them. So rather than have you read the same thing

twice, I will just say “ditto” to everything in Deborah’s

letter and tell you a little bit about what else 

we offer you in this issue.

The most logical place to start is with the

Commentary written by Dominic Proctor, ceo of

Mindshare Worldwide.That’s because right upfront in

his piece about “Smarter Methods of Engaging 

the Consumer,” he writes,

“Innovation is now part of our remit.”

The pressure for innovation is coming for a number

of reasons, not the least being the fast pace of change

the world over, and accompanying these changes are

many challenges. David Kilburn reports from Tokyo

on the discussions that took place at the World

Economic Forum on East Asia and how countries in

Asia are striving to meet the challenges of change.

Kathleen Barnes in her interview with Belinda Pote

of Marriott also discusses changes in the makeup of

the luxury hotel customer and how Marriott is

appealing to this changing market.Then, Philip Herr

of Millward Brown writes about changing

relationships with brands, relationships that are

becoming more complex.

We hope you gain some insight from these pieces and

would welcome your comments.

d e b o r a h  m a l o n e
PUBLISHER

n a n c y  s .  g i g e s
EDITOR

European Newspaper
Media Map

Coming In September

inter
national
ist

i

» Your company can promote itself
with year-long visibility, market 
positioning and easy-to-find
contact details by being a part of
inter national ist’s pull-out European
Newspaper Poster/Media Map

» The poster-map will be designed
as a “keeper” to be used in client
offices and media-buying 
cubicles for quick-access 
information.

» The poster-map will also 
be featured on the website for
year long visibility and reference 

» In addition to your logo and media
information, we’re adding global
newspaper facts and growth
statistics for the last 5 years from
the World Association of
Newspapers’ (WAN) Annual
Survey

TO BOOK NOW:
mark.bauer@inter-national-ist.com
office +49 (0) 69-1750-6031
mobile +49 (0)178 693-2637
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Our viewers understand: it pays to put news first
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adsales.bbcworld@bbc.co.uk

“One of the first things I do when I arrive at a hotel room in Madrid, Mumbai, Mombassa, Milan or Manila is to turn on BBC

World. It’s my connection with what’s going on – wherever I am. I really do feel, and this is no exaggeration, that it’s a lifeline.

HARDtalk is my favourite, apart from the news and especially the weather around the world, which I find absolutely fascinating.

It makes me feel well informed when I know where the weather is nice.”

Wally Olins
CHAIRMAN, SAFFRON BRAND CONSULTANTS

aussies say ‘come on down’
Tourism Australia is teaming with National Geographic and
Discovery Networks Asia to showcase the country as a tourism 
destination to a group of global consumers, called
“experience seekers,” considered the best prospects.

The program, which will complement the more 
general “So Where the Bloody Hell Are You?” 
campaign, is expected to reach 150 million 
prospective visitors in key international markets
over the next year. It will encompass print, 
television, online, and experiential marketing activities.

“Australia is already a powerful brand with the ‘experience 
seekers,’ but we need to increase their actual intention to
come,” said Tourism Australia Managing Director Scott Morrison.
“‘Experience seekers’ travel more widely, spend more, see more,
and stay longer.”

Morrison said around 20 separate marketing activities will be
rolled out in key markets during the first year. Carat London
and Carat Sydney handled media planning and buying. •

Tourism Australia is targeting "experience
seekers" with everything from television to

postcards to maps and advertorials. In print,
the materials will appear in English language

editions in the U.S., Europe, and Asia as well as
in local language editions in China, Germany,

Japan, Korea, and Taiwan.

F R O N T L I N E S
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ALL PRICES ARE IN

LOCAL CURRENCY

UNLESS OTHERWISE STATED

AUGUST 1
IAA NEW YORK

TOM DOCTOROFF, CEO 
GREATER CHINA—

J. WALTER THOMPSON, SPEAKING
ON "BRANDING IN CHINA"

PLACE: Bloomberg Corporate Offices,
New York 

RESERVATIONS: jill.henry@iaany.org; 
1-212-338-0222

PRICE: IAA member free; 
non-member US$25

AUGUST 9-12
PAC 06

INTERNATIONAL 
MEDIA TRAINING COURSE

IAA UK
PLACE: Merton College, Oxford

RESERVATIONS:

Annika McCaskie 44(0)20 7381 8777;
office@iaauk.com

PRICE: IAA member £1,
150 excluding VAT; 

non-member £1,250 
excluding VAT

AUGUST 24
CHINA SPORTS TV FORUM 2006

PLACE: Beijing, China, 
Shangri-La Hotel

RESERVATIONS:

www.casbaa.com;
casbaaevents@casbaa.com; 

852-2854-9913
PRICE: ICASBAA member US$160; 

non-member US$130

Submit your events to 
editorial@inter-national-ist.com
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re-connecting with art
Reinforcing its connection with art and high profile artists, Swatch has introduced
globally a new line of watches called Jelly in Jelly.Two of the watches in the line of
12 were created by musicians Blue Man Group.

The company is using both traditional and 
non-traditional advertising to promote the
new line in countries around the world.
Creative agency for the line is London-based
Joshua. Swatch Media handles media.

The debut included handouts of Metro
newspaper in nine cities on three continents.
The papers were wrapped in a Swatch Jelly in
Jelly ad. •

serving an aging marketplace
Widespread demographic change, such as lower birth rates, longer lives, and baby boomers entering
retirement, all occurring through the middle of this century, will have a profound effect on the products
and services people demand, according to a report, called “Demographics: A Coming of Age,” by UBS
Wealth Management Research.

This is uncharted territory, according to the report, but there are some obvious trends that will
affect various industries. One is that the percentage of spending on healthcare rises with age, while 
allocations to transportation and education decline. For other sectors, such as food, clothing, housing,
and leisure, the shifts in spending as people age are hardly perceptible.This does not mean these 
categories will be unaffected.Where various products are produced, how certain services are delivered,
and what types of products will be sold may all be affected. For example, food manufacturing and auto
assembly production centers will likely shift to regions with less expensive labor. Companies involved in
orthopedics and banking products and services, for example, will change to meet the demands of 
elderly customers.

The report concludes while increased spending on pharmaceuticals, healthcare, and age-defying
products may be obvious developments in an aging society, the specific details and investment 
opportunities are anything but clear. •

There are important considerations between 
global consistency and local flexibility, particularly
in a new market like Russia which often feels like the 
‘Wild West.’… We create advertising imagery that works 
globally; however, if it doesn’t look Russian, 
feel Russian, or smell Russian, this market 
just won’t buy.

—Greta Wilson, corporate marketing & advertising, IBM

F R O N T L I N E S

“

”
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“I grew up with the BBCWorld Service, and I don’t know any other non-Briton who doesn’t value it.The British need to 

understand that BBCWorld is possibly their greatest ever brand. I do not think they realize how powerful it is. It is not a 

luxury brand. It is a brand that reaches the entire spectrum of the human race.”

David Tang Wing-Cheung OBE
FOUNDER AND DIRECTOR, SHANGHAI TANG

manga more than
just fun and games
Japan is considering a campaign to expand its “cool” image
around the world by capitalizing on the growing popularity of
Japanese cartoons and animation films, called anime or manga.

Agence France Press has reported that the country is 
trying to improve its image after much negative publicity
about its wartime actions against neighboring South Korea
and China.

The pop culture campaign could start some time next year
and may include an international manga prize for manga
artists outside of Japan, the promotion of Japanese animation
through its diplomatic missions, and a cultural exchange 
program for foreign students, a government official said,
according to AFP.

The children’s television series “Doraemon” and
“Pokemon” and films by Oscar winner Hayao Miyazaki,
all Japanese manga and animation, have attracted fans 
around the world. •

shifts in the media 
& entertainment business
The global media and entertainment 
industry will increase 6.6% annually
through 2010, according to the
PricewaterhouseCoopers’ Global
Entertainment and Media Outlook: 
2006-2010. 

Company officials largely attribute this
growth to broadband Internet and mobile
digital technologies, which have become
lucrative distribution channels for
licensed entertainment and media content.
According to the report, the U.K. is the
fastest-growing market, while Asia Pacific
is the fastest-growing region. The report
says that China will pass Japan in 2009 to
become the largest market in Asia Pacific.

“Virtually every segment of the 
entertainment and media industry is 
shifting from physical distribution to
digital distribution of content,” said
Wayne Jackson, global leader of
PricewaterhouseCoopers’ Entertainment &
Media Practice. •

Media is changing 
so fast that the boundary
between editorial and 
advertising is now a 
chain-link fence, not a 
brick wall.

—Scott Berg, 
worldwide media director, 

Hewlett-Packard

F R O N T L I N E S

“
”
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SEPTEMBER 8
NATION BRANDING 

MASTER CLASS
with Simon Anholt

PLACE: Langham Hotel, London
RESERVATIONS:

www.nationbranding
conference.com; 

1-212-371-7026
PRICE: US$1,350; 

discounts for multiple attendees

SEPTEMBER 14
M&M EUROPE AWARDS 

PLACE: Grosvenor House Hotel, 
London

RESERVATIONS:

euphame.mcdonald@emap.com; 
44-20-7505-8017

PRICE: £1800 plus VAT 
for table of 10

SEPTEMBER 20
CREATIVE EXCELLENCE IN 
BUSINESS ADVERTISING

AWARDS (CEBA)
PLACE: Frederick P. Rose Hall,

Lincoln Center, New York
RESERVATIONS:

info@abmmail.com; 
1-212-661-6360

PRICE: NA

SEPTEMBER 26
2006 EACA PMC EUROPEAN

AWARDS CEREMONY
PLACE: Flagey, Brussels

RESERVATIONS: www.eaca.be;
isabelle.prosser@eaca.be; 

32-2-740-07-12
PRICE: €130

SEPTEMBER 27
2006 EACA EURO EFFIES

AWARDS GALA
PLACE: Flagey, Brussels

RESERVATIONS: www.eaca.be;
isabelle.prosser@eaca.be; 

32-2-740-07-12
PRICE: Various ranging up to

full registration at 
¤ €195 plus VAT

continued on p. 44

feast for the eye
Eye-catching visuals and intriguing
messages capture the allure of
shopping at Lee Gardens, a 
prestigious Hong Kong shopping
mall. “We’ve noticed that shoppers
who visit Lee Gardens possess unique qualities that
differentiate them from shoppers in other shopping
malls,” said Keith Ho, executive creative director,
Grey Worldwide Hong Kong, the agency handling the 
campaign. Print, outdoor, and ambient advertising use
clever and humorous etiquette advice, such as “The
Etiquette of Lee Gardens No. 28: Always compliment
those who bought the same dress after you.” Each ad
addresses the audience with a different aspect of the
Lee Gardens shopping experience: lifestyle, fashion,
dining, and kids. •

regulations
• The Cable & Satellite Broadcasting Association of Asia (CASBAA)
said the unlicensed screening of World Cup matches in Hong Kong
bars and clubs was “alarmingly widespread” and that such blatant
breaches of copyright are a significant hurdle for HONG KONG’s
efforts to position itself as a genuine “world city.” CASBAA said
while the World Cup boosted bar revenues by as much as 50%, an
estimated one-third of the money was generated by screening 
pirated TV programming. The association has an ongoing campaign
seeking to raise the consciousness of the hospitality industry
about this problem. It said that legal actions are being taken
against bars and clubs that refuse to cease such illegal activity. 

• TAIWAN’s pay-TV regulator, the National Communications
Commission, has said its 2006 agenda includes plans to relax 
regulations regarding pay TV services. There is general agreement
that the stringent restrictions have impeded development 
of the market. •

F R O N T L I N E S
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In emerging markets, campaign
needs must bear in mind the needs 
of a first-time buyer. With the 
computers category, identity theft
may be a major marketing 
consideration in mature markets. 
In the emerging world the concerns
are far more basic, such as 
‘will it work?’

—Deepak Advani, senior vp-cmo, Lenovo

Our viewers understand: it pays to put news first
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adsales.bbcworld@bbc.co.uk

“BBCWorld endeavours to show the truth: from the heights of progress to the depths of suffering.Yet its commitment to 

impartiality and what’s truly important also provides hope, and helps influence the world toward democracy. In fact, they 

achieve what every classical concert violinist like me dreams of: they manage to be heard, listened to and understood by 

those wanting to walk the extra mile.”

Miha Pogac̆nik
CLASSICAL CONCERT VIOLINIST AND 

CULTURAL AMBASSADOR OF SLOVENIA 

“

”

About emerging markets vs. mature markets: 

fighting hiv/aids

The Global Media AIDS Initiative has commitments from more

than 130 media companies in 69 countries to address the HIV

and AIDS epidemic. A report on the initiative was presented to

United Nations Secretary-General Kofi Annan by Bill Roedy,

chair of GMAI's leadership committee and vice chairman, MTV

Networks. Companies have contributed hundreds of millions of

dollars of air time and space across a number of media assets to

disseminate public service announcements and integrate HIV

and AIDS themes across programming and platforms. •

F R O N T L I N E S

spongebob takes china
SpongeBob SquarePants has captured the
hearts of China’s children and adults
too. The nautical adventures of the
square sea sponge and his undersea
friends debuted on CCTV kids channel 14
in January and became the No. 1 program
across all cartoon programs in just four
weeks. While 35% of SpongeBob’s audience
are ages 4-9 years old, 25% are in the
24-34-year-old age group, according to
Nickelodeon. •
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About translating a tagline into local language:

new for the 
bookshelf
“From Brand Vision to Brand
Evaluation,” second edition,
by Leslie de Chernatony. The
strategic process of growing
and strengthening brands.
(Butterworth-Heinemann.) •

[In China,] we encountered some
interesting issues—all in an effort to
better communicate and convey an
effective image as a global brand. The
Emerson tagline in China is ‘Consider
It Solved.’ The word ‘consider’ in
Chinese suggests ‘I don’t know the
answer’ or, more literally, ‘I look to
the gods for an answer.’ As a result, 
we left it in English.

—Kathy Button-Bell, vp-cmo, 
Emerson Electric

F R O N T L I N E S

values & 
perceptions
• People in Mumbai and Tokyo express a strong

desire for stability and material wealth; there is

little such interest in Moscow

• In the Chinese cities of Beijing, Guangzhou,

and Shanghai, people trust information from

stores more than from the Internet

• Interest in new products is high in Mumbai,

falling in Chinese cities, and ultra low 

in Tokyo

• Ownership of mobile phones is still just below

40% in Mumbai; in Chinese and Russian

cities, it is 80% to 90%-plus

• The importance of word-of-mouth is on the

rise just about everywhere.

Source: Hakuhodo’s Global Habit survey

financial value* 
of a nation brand

COUNTRY BRAND VALUE BRAND VALUE/ BRAND VALUE
(US$ BILLIONS) GDP 2004 PER HEAD OF

(US$) POPULATION

U.S. 17,893 152% 60,963

Japan 6,205 133% 48,566

Germany 4,582 167% 55,449

U.K. 3,475 163% 58,492

France 2,922 143% 48,714

Italy 2,811 167% 48,821

Spain 1,758 169% 38,566

Canada 1,106 111% 34,669

Australia 821 133% 40,785

Holland 792 137% 48,762

Denmark 772 320% 143,055

China 712 43% 549

Russia 663 113% 4,641

Switzerland 558 156% 75,621

Belgium 456 130% 43,864

Sweden 398 115% 44,309

Ireland 300 165% 74,658

India 291 46% 270

Mexico 281 41% 2,704

Norway 276 110% 60,151

South Korea 240 26% 4,986

Turkey 189  63% 2,635

Portugal 189 112% 18,067

Brazil 181 30% 1,013

Singapore 106 100% 24,761

New Zealand 102 106% 25,132

South Africa 94 44% 2,282

Hungary 78 77% 7,699

Egypt 67 21% 976

Czech Republic 55 51% 5,379

Argentina 55 36% 1,432

Poland 43 18% 1,138
Source: The Anholt Nation Brands Index and Brand Finance

*The approach used to perform the valuation of each country
brand was to assume a country does not own its own brand
and calculates how much it would need to pay to license it
from a third party. The present value of that stream of 
(hypothetical) brand contribution payments represents the
value of the brand.

“

”
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The agency business in the
international arena is a whole new ball
game in today’s rapidly changing 
environment. The players who stand out
have broad skills that encompass at least an
understanding—if not experience—across
what used to be the silos of account 
management, creative, media, planning,
new methods of engagement, and the like.
Insight into what works locally, what crosses
borders, and what needs some adaptation is
a given. The ones who stand out are those
willing to take risks in leading their clients to
places they might not have gone otherwise to
help them achieve their objectives. They are
the agency innovators. In this first annual 
recognition of individuals at agencies, 
inter national ist has identified 22 women
and men who stand out. 

They are inter national ist’s

15 15 15 15 16 16 16 16 18 18 18

18 19 19 19 19 20 20 20 21 21 21

matt eaton • andrew swinand • lori senecal • stuart clarke • somak chaudhary   •  matt dyke   
joe warren •  carolina  jimenez-garcia   •  diana sevillano  • david desocio

mark boyd •  david mayo  •  tom brookbanks  •  jorge irizar  •  asuka mogi  •  jimmy liang  
rob hughes  •  steve traveller   •  ean shearer  •  mark jones   •  sean finnegan  •  kavita kailash   
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After varied experiences with the 
U.S.Army and Procter & Gamble,
Andrew Swinand, executive VP-client leader, Starcom USA,
Chicago, sees the media business differently from his peers.With
the insight of his manufacturing clients’ reliance on supply chain
management and efficient resource planning (ERP), he draws on
that knowledge to relate ERP to ad agency management. In
doing so, he creates the kind of global transparency that brings
amazing results in terms of expanded information, analysis, global
efficiency, and great cost savings. For example, he created a global
digital asset management system for Oracle that not only helped
the software giant manage its ad creative in multiple markets but
enabled expansion of its campaign from 10 to 27 countries while
saving $2 million in production costs. He also developed another
business intelligence tool that allows clients to see how much they
are spending by country, by media owner, and by creative
execution.When Sun Microsystems wanted more “local feel” in
its advertising, Swinard ignored the usual definition of how a
media specialist company should respond and contracted with
small agencies throughout the world outside the Burnett network
because it was best for the client. •

andrew swinand 
Executive VP-Client Leader
STARCOM USA, CHICAGO 
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Matt Eaton often describes his 
business life in Tokyo as a study in 
contrasts and contradictions. His experience is largely Western,
and his media sensibilities are experimental and pioneering.Yet,
the managing director of Mediaedge:cia,Tokyo, is required to
innovate in a formal market, one that still employs a traditional
approach despite tremendous technology. In this environment,
Eaton has created his own formula that combines creativity in
media with media effectiveness, a process at work for his clients in
Japan.“Innovation for its own sake doesn’t do much, quite
frankly,” he says.“Gimmick is a way of describing a lot of what
you see [in a tech-savvy place like Tokyo].We always seem to
overestimate the power of technology in the short term and
underestimate its influence in the long. Just because it’s possible
doesn’t mean it’s the correct thing to do.” If he had to choose,
he would probably always go with innovation in an established
medium than a new medium because it can increase range and 
communicate with a wider audience while engaging them.
Doing wonderful things but reaching only a few hundred people
is not likely to have a big sales effect in the end, he says. •

matt eaton
Managing Director
MEDIAEDGE:CIA, TOKYO

Lori Senecal has never been one to stand still.As her career has taken her from
Montreal to Toronto to New York into the worlds of both strategic planning and
account management, she has added title after title and responsibility on top of
responsibility and today is global director of content integration at McCann
Worldgroup, New York, while wearing a couple of other hats as well. Clearly, she has
grabbed the ring and run with it in every position she has held. In all of this, there
has been one constant, and that is a drive to challenge the status quo and look for
new and better ways of doing things. One of her loves, developing young-adult
lifestyle brands, led to the launch of  TAG, McCann’s young-adult marketing
specialist unit that has attracted major assignments from multinationals aiming to 
reach this often elusive market.The division provides ongoing insight into youth
culture, houses and nurtures creative expertise, and leverages traditional and 
non-traditional communication channels to make brands matter to young adults.
Her responsibilities as Worldgroup’s director of content integration include global 

responsibility for the TAG unit as well as leveraging and coordinating
Worldgroup’s assets in the areas of consumer insight, interpretation, idea 
development, and delivery. And that’s only two of the hats she wears. In 
addition, she is worldwide account director for Coca-Cola, which 
grounds her in both the world of tradition and the world of the future. •

For many of Stuart Clarke’s business-to-business clients,
communications is not a first priority. For instance, with 
engineering or defense-driven companies like Airbus and BAE
Systems, the allocation of advertising funds falls way behind investment
in technology, infrastructure, and the like. Nonetheless, Clarke,
international account director, MPG, London, forges ahead and helps
them succeed with advertising that works. His biggest ally, not to
mention why the clients keep coming up with more budgets, is ROI
metrics. Not only do they demonstrate results, but they work well with
the b-to-b mindset. Clarke works to demonstrate the accountable
benefits of a marketing strategy while underscoring how innovation in
various effective channels can create a positive change in perception.
This often requires additional funding for research, but clients now see
how investing in advertising can achieve real value for the brand and
for public companies their share price. Clarke is paying much attention
to two key trends to gauge their impact on business-to-business issues:
(1) the constant development of new digital technology and (2) the
move from mainstream to social media.Airbus is now spending 15% of
its budget in online advertising while also investing substantially so that
its own Web site is a “proper shop front,” in Clarke’s words. Clarke
jokes that few young people enter this industry with a great calling to
do business-to-business marketing since the principal allure is the
glamor and creativity of consumer advertising. But, for him the
specialization of b-to-b is engrossing, and he gets tremendous
satisfaction from establishing best practices. •

stuart clarke
International Account Director
MPG, LONDON

lori senecal
Global Director of Content Integration

McCANN WORLDGROUP, NEW YORK
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In today’s era of information overload when people are developing a natural defensive
mechanism against advertising in particular, Somak Chaudhary is looking for ways 
for brands to break down these defenses. It must be first by being a source of
enjoyment, not information, the Leo Burnett art director believes.That’s how a brand
can continue to speak to its consumers and connect with them whether regionally or
globally, he says. He says that beyond cultural differences and lifestyles is a state of
mind of the people. Being able to identify that is the key to getting into their lives.
“When one turns a tangled mess of wires that was an eyesore to everybody into a
new medium, people notice it and get the message. Not because it's unconventional
or ambient media or guerrilla advertising, they don't use such words in their life. …
They talk about it just because it's something new. It's not about information; it’s
about entertainment. Nobody wants to know how a particular movie or song is good
for them or will change their lives.They just want to enjoy it.”A recent assignment is
the example about tangled wires that he cites.As part of the regional team handling
Procter & Gamble, for the Rejoice brand of conditioners, he placed a giant comb
among the many utility cables strewn throughout Bangkok’s central business district
to highlight Rejoice conditioners as the solution for tangled hair. Consumers got the
message…and talked about it. •

somak chaudhary
Art Director  
LEO BURNETT (THAILAND), BANGKOK

If Carolina Jimenez-Garcia is asked to characterize in a single word her
approach to media strategy as it relates to her international role for IBM, it
is “relevance.” “New media is very important in the current landscape,
especially for IBM,” says the partner and group planning director for the
agency handling the giant technology company.“Consumers are becoming
increasingly more difficult to engage. However, any new media or
multimedia opportunity should be analyzed and considered within the
context of how it will help the brand move forward. New media for its
own sake, or even creativity for its own sake, will only take the brand so far.”
Working for a client that insists on always being ahead of the curve, she is
encouraged to take risks. Much of her job is to convey a sense of newness
about the brand. In her view, all media are equal, and each offers it own
advantages in connecting with a particular audience.“TV is not more
important than print, nor is iTV or mobile platforms more important than
traditional media.” Thinking about the evolution of media strategy in the
coming years, she dwells on the importance of integration.“Not just media
integration,” she says,“but the integration of the brand in its entirety … and
developing a strategy that moves the brand forward—in a successful,
efficient, and measurable way.” •

carolina jimenez-garcia
Partner, Group Planning Director—
IBM International
MINDSHARE, NEW YORK

Matt Dyke is a new breed
of planner, whose beliefs
may mean it’s time to 
come up with another word for “planning.”He believes the consumer is
so much in control that “planning”must almost always be short-term in
order to be able to react immediately to any of their actions.“You can no
longer just ‘plan’ communications upfront in the traditional sense,”he says.
“Planning, particularly in the digital space, also requires agencies to
continuously react to the actions of consumers, allowing ideas to develop
and grow with interaction, further deepening the brand experience. Ideas
that involve consumers have always been the most powerful, and digital
technology has enabled us to take that involvement to a whole different
level.”As planning director at Tribal DDB,he is comfortable creating ideas
across any medium, and he believes digital offers a much broader
opportunity to marketers than they realize.By being creative, online
campaigns can work toward brand-building, customer retention, and
other longer-term objectives,more than just making a quick sale. Earlier
this year,Dyke was the brain power behind Monopoly Live, an interactive
campaign for a limited,updated special edition of the board game.The
campaign was a London-based urban event, using GPS-equipped black
taxi cabs as playing pieces in a giant version of the board game and
bringing people online to play themselves.His work goes far beyond the
streets of London.He also serves as worldwide digital planning director
for the Philips global account. •

matt dyke
Planning Director 
TRIBAL DDB, LONDON 

Joe Warren muses that the business of advertising used to be about
creating impact—stopping consumers in their tracks through
interruption. Now consumers have access to anything, anytime.
Consequently, advertising is less about disturbance and more about
meaningful interaction, or good content working with good context,
the senior  VP-group planning director at UniversalMcCann, New York,
likes to say. He adds that on an international scale, advertising must
become a “team sport”as no one individual can ever embrace the
constant evolution of new media or the fast rise of new markets and
first-time, younger consumers.The aspect of innovation he aims to
employ is in building a worldwide team that is driven for success, works
on a “test and learn” basis, and celebrates victories.As few as six or seven
people in major markets can make a noticeable difference in the success
of a global brand, particularly when team members have a balance of
skill sets and areas of specialization in addition to specific geographic
understanding. For a client like Intel that built a legacy on coop
advertising,Warren sees great merit in spreading the risk of testing the
new through “co-marketing,” that goes deeper than co-opt since it
involves sharing the cost of anything from product development to
events to in-store promotions. •

Joe Warren
Senior VP-Group Planning Director 
UNIVERSALMcCANN, NEW YORK 
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“I wonder if what I am doing is still media,”
muses Diana Sevillano.“Professionally, I am a 
hybrid—a media person, a marketing person,
an integrator.” She’s also often at the center 
of working with the e-marketing agency, the PR agency, and the
group that does point-of-purchase. Sevillano, ZenithOptimedia’s
regional director for Latin America, feels strongly that today’s media
professional must go even beyond planning, beyond creativity and
collaboration, to wrestle with issues such as how do you measure
product integration, brand placement, or even “brand feel,” particularly
in a market like Latin America which is still embracing methods of
accountability. She has created some personal rules that help her serve
regional clients, which range from Hewlett-Packard to Puma to
Hyundai.Always looking for ideas that are creative extensions to help 
a client maximize presence, she was an early advocate of pod-casting
for a client. She wants to be the first in the region with any media
opportunity so she immediately embraced “Latin Idol” when reality
TV was still a new concept in Latin America.When asked how she
recognizes what ideas will work, she immediately answers,“Gut.
Definitely gut feel.” It is also an answer her clients now understand.“A
good client will trust you,” she insists. “After all, it is my risk, but I
know this region and I love these brands.” •

diana sevillano
Regional Director-Latin America
ZENITHOPTIMEDIA, MIAMI
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David DeSocio is often described as OMD’s Oz-like
“man behind the curtain.”That’s because he has been 
behind the scenes leading the agency’s development of 
the next wave of marketing communications solutions 
but integral to bringing the word “creative” into the lexicon of the media specialist. His
role as U.S. director of strategic marketing gives him the responsibility for OMD’s
general strategic marketing as well as oversight of the agency’s U.S. knowledge center,
which includes research, consumer insights, and metrics. (He is also the U.S. leader on
most OMD Worldwide initiatives as well as all global new business pitches.) Currently,
he is pioneering OMD’s strategy to address new and emerging technologies.As the
architect of Checkmate, the name OMD has given to its proprietary global strategic
planning process, he champions new thinking and client-centric solutions. For example,
he dared to take the position speaking at a U.S. cable television industry event that
DVRs are not a threat and may actually benefit the TV advertising experience.This is
by enabling the most relevant messages to get to the most appropriate audiences since
consumers are controlling the content they see. He believes as media fragment,
traditional audience definitions become less and less useful, and communication
channels increasingly overlap and blur. He says it is vital to stay ahead of these global
media developments and liberate the insights from the vast amount of information
available to both agency and client.“Only by doing this can we create media solutions
that truly differentiate clients’ brands and drive their business,” he believes. •

david desocio
U.S. Director of Strategic Marketing
OMD, NEW YORK

Mark Boyd is among those at the front of the pack paying
homage to “content is king.” For the past three years at Bartle
Bogle Hegarty and earlier at other agencies and clients, Boyd
has been looking for new ways to get the brand message to 

audiences beyond traditional advertising.
Holding the title of director of content,
he has been at the forefront of 
ad-funded and sponsorship initiatives
across various media—radio, print, and 

TV—and believes it’s only a matter of time before an entirely new
model will be widely accepted as a way of funding traditional media.
However, he’s realistic enough to know it’s not around the corner
because much of the talk about branded content is just that—talk and
no action, at least not yet.At BBH, he built the content department
into a core division of the agency, launching and driving forward the
Audi Channel, leading mobile innovations, gaming and publishing
across clients like Unilever, Diageo, and Audi. Even with clients willing
to take some risks, getting such programs off the ground isn’t always
easy.With Audi getting into running in effect a TV channel, there were
TV licenses that needed to be acquired and challenges in how to keep
costs under control, tasks that traditional agencies have never had to
face much less handle. But Boyd takes it all in stride because he believes
that advertising is not and will never be again what it once was. •

mark boyd
Director of Content

BARTLE BOGLE HEGARTY, LONDON

When major corporations with their roots in developed
countries look to grow in emerging markets, their playbooks
have to be re-written. David Mayo,VP-chief marketing officer,
Ogilvy & Mather Asia Pacific, Singapore, was well aware that
strategies that work well in the U.S. or Western Europe often
fall flat elsewhere.When Gillette set out to be a major player in
China, India, and Russia,Mayo led the emerging markets strategy
that is set to deliver 150 million new users in the three largest
markets by 2015.Research pointed the way to a new way of
communicating with people who generally are not part of the
regular media demo/psycho makeup.“We opened up channels
and media which together altered the entire way of selling in this
segment,”Mayo says. For another client,Motorola, he and his
team developed a touch point strategy for the implementation of
communications in India and all low-tier market segments from
India,Bangladesh, and Sri Lanka to Cambodia, Laos, and other
parts of Indochina. From a regular advertiser in 2004,Motorola is
now a multimedia,multi-channel communicator.Mayo is no
stranger to swimming against the tide. In 2001 he launched the
creative boutique RedCard and built a business by challenging
the existing agency setup.The agency’s philosophy is centered on
being small, creative, quick, clever, and deft with the belief that
whatever the modern ad agency model, there will never be a
substitute for brilliant creative marketing ideas based on
intelligence and raw curiosity. •

david mayo
VP-Chief Marketing Officer
OGILVY & MATHER ASIA PACIFIC, SINGAPORE
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Tom Brookbanks recognizes that today’s media landscape is
constantly changing, and experimentation is crucial for brand
growth.Yet, he accepts the fact that such accelerated rate of
change makes it difficult to provide the right solutions for
marketers.The managing partner for global solutions of
Mediaedge:cia, New York, forges ahead as both a risk-taker and
perfectionist, constantly seeking new ideas for his clients and
doggedly working with media partners to insure their
success.“One big idea out of ten maybe an enormous success.As
a result, clients need to consider more of a venture capital model,
if they genuinely want to push the envelope,” he says.To truly
advance today, one has to risk, sometimes fail, but always learn and
take the brand to new places, he believes.“You have to embrace
change and its consequences, not run from it,” he says. He is a big
believer in encouraging marketers to capitalize on a media brand’s
intense relationship with its audience.“Buying ad pages is easy, but
helping consumers find new affinity for a brand, while also
breaking down walls about media awareness on a client’s P&L is
challenging, but meaningful, work.” For him preparing for a new
world order given such goings-on as the fast growth of the BRIC
nations, technology, and digitalization of content is key. •

tom brookbanks
Managing Partner—Global Solutions
MEDIAEDGE:CIA, NEW YORK

Although a native of Spain, Jorge Irizar, director, MPG, Paris, is unquestionably
the star of the Paris international media scene.A champion of all forms of 
pan-regional and multinational media, he has encouraged more French clients to
promote their brands beyond the borders of France than ever before. He balances
a complex portfolio of companies from Air France to Dassault Systemes (which
specializes in product life cycle management software solutions) to BNP Paribas,
the European banking giant, to Peugeot automobiles. In addition, he has led new
business initiatives and won the media accounts for the financial services group
Axa Group, Orange telecommunications, and Delta Air Lines. It’s not easy to
convince conservative corporations, such as the investment and financial
institution, Société Générale Group, to take some risks.To the surprise of many,
Irizar persuaded the French giant to experiment with international television for
the first time. Now, with the campaign’s success, international TV has gone from
trial to become a regular budgeted component of the company’s marketing plan
each year. Irizar’s success is feeding upon itself. Now because of his belief in the
power of international media, his agency serves as a magnet for corporations
looking to extend their influence abroad. •

jorge irizar
Director
MPG, PARIS
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How does a prestige brand that is synonymous with skincare not
only maintain its strong position but also grow? That is the challenge
that Asuka Mogi, account director, Beacon Communications, has
faced in her responsibilities for SK-II, a full-range premium skincare
line from Procter & Gamble’s Max Factor that is considered the 
No. 1 prestige skincare brand in Japan and much of Asia.While
remaining mindful of the brand’s heritage, she has astutely identified
and leveraged the best global ideas with sound strategy to ensure 
SK-II marketing expenditures produce the best return. Because of the
strength of the ideas and way they are executed, both the market
impact and return on investment have been high. Part of the key has
been her effective coordination of a large agency team that in turn
has helped fuel double digit growth each year for the past three years
and expand SK-II into the body segment. She has also expanded the
marketing program to include non-traditional ways of reaching
consumers, especially to communicate with the brand’s most loyal
customers. Overall, the brand now is being marketed more holistically
as it continues to build relationships with consumers through a
variety of communication vehicles. •

asuka mogi
Account Director
BEACON COMMUNICATIONS, TOKYO

Although a single country, from an advertising and 
marketing perspective, China may as well be considered 
a place of many varied, separate, and distinct markets.
It is a special challenge particularly for global companies 
because of the various, very fast-paced markets, mostly 
without established practices or rules for marketing and communications.
It’s within this environment that Jimmy Liang, business director of Leo
Burnett Guangzhou, has not only done business but thrived and helped
his clients succeed. Managing a variety of brands from package goods to
technology and media, Liang has lived in Beijing, Guangzhou, Hong
Kong, and Shanghai developing relationships and business networks. He
says a key to success in China is the ability and commitment to not just
keep “afloat” to cope with the ever-changing environment and
requirements but also to constantly develop, explore, and implement new
ideas and solutions. Since he joined Leo Burnett in 2005 to work on the
Wrigley business, his work has helped greatly expand the number of
brands handled by Burnett in China (a two-fold increase) and the type of
work done for these brands.A recent campaign for Wrigley Juicy Fruit
Gum that he led across 20 cities was the first time the country had seen a
Wrigley’s campaign executed through so many touch points including
TV, online, print, direct marketing, events, public relations, ambience store
display, on-the-ground activation, and TV program tie-ins.And the result
was an overwhelming response from the target audience. •

jimmy liang 
Business Director 
LEO BURNETT, GUANGZHOU

Inter2006Summer  7/27/06  4:45 PM  Page 19



E X P A N D E D  I N F O R M AT I O N ,  A N A LY S I S ,  G L O B A L  E F F I C I E N C Y,  A N D
G R E AT C O S T S A V I N G S • B Y  C O U N T R Y,  B Y  M E D I A  O W N E R ,  A N D
B Y  C R E A T I V E  E X E C U T I O N • C R E A T I N G  I M P A C T— S T O P P I N G  
C O N S U M E R S  I N  T H E I R  T R A C K S  T H R O U G H  I N T E R R U P T I O N • I S
L E S S  A B O U T D I S T U R B A N C E  A N D  M O R E  A B O U T M E A N I N G F U L
I N T E R A C T I O N ,  O R  G O O D  C O N T E N T W O R K I N G  W I T H  G O O D  C O N T E X T
T E A M  M E M B E R S  H A V E  A  B A L A N C E  O F  S K I L L  S E T S  A N D  A R E A S  
O F  S P E C I A L I Z A T I O N  I N  A D D I T I O N  T O  S P E C I F I C  G E O G R A P H I C
U N D E R S TA N D I N G • S O R T O U T T H E  L E G E N D S  A B O U T G R O W T H
F R O M  T H E  R E A L I T Y  O F  M A R K E T I N G • T W O  P E R C E N T M A R K E T
S H A R E  M AY  N O T S E E M  L I K E  M U C H ,  B U T W H E N  A  C O M P A N Y  S E E S  I T
I N  T E R M S  O F  T H E  N U M B E R  O F  U N I T S ,  T H E  P I C T U R E  G E N E R A L LY
C H A N G E S • M A N Y  S P H E R E S  O F  I N F L U E N C E — B U S I N E S S ,  
G O V E R N M E N T,  P H I L A N T H R O P Y,  S O C I A L  R E S P O N S I B I L I T Y,  
A N D  L I F E S T Y L E • S E E M  T O  O V E R E S T I M AT E  T H E  P O W E R  O F  T E C H -
N O L O G Y  I N  T H E  S H O R T T E R M  A N D  U N D E R E S T I M A T E  
I T S  I N F L U E N C E  I N  T H E  L O N G • I N C R E A S E  R A N G E  A N D  
C O M M U N I C AT E  W I T H  A  W I D E R  A U D I E N C E  W H I L E  E N G A G I N G  T H E M
• O N E  H A S  T O  R I S K ,  S O M E T I M E S  F A I L ,  B U T A L W AY S  L E A R N  A N D
TA K E  T H E  B R A N D  T O  N E W  P L A C E S • T H E  I N T E G R AT I O N  O F  T H E
B R A N D  I N  I T S  E N T I R E T Y …  A N D  D E V E L O P I N G  A  S T R AT E G Y  T H AT
M O V E S  T H E  B R A N D  F O R W A R D — I N  A  S U C C E S S F U L ,  E F F I C I E N T,
A N D  M E A S U R A B L E  W A Y • S T R A T E G I E S  T H A T W O R K  W E L L  I N  
T H E  U . S .  O R  W E S T E R N  E U R O P E  O F T E N  F A L L  F L AT E L S E W H E R E
C E N T E R E D  O N  B E I N G  S M A L L ,  C R E A T I V E ,  Q U I C K ,  C L E V E R ,  A N D
D E F T W I T H  T H E  B E L I E F  T H AT W H AT E V E R  T H E  M O D E R N  A D  A G E N C Y
M O D E L ,  T H E R E  W I L L  N E V E R  B E  A  S U B S T I T U T E  F O R  B R I L L I A N T
C R E AT I V E  M A R K E T I N G  I D E A S  B A S E D  O N  I N T E L L I G E N C E  A N D  R A W
C U R I O S I T Y • T H E R E  H A S  B E E N  O N E  C O N S TA N T,  A N D  T H AT I S  A

A native of Scotland and now a Beijing resident, Rob Hughes
characterizes himself as having an “eclectic” skill set, which he now
recognizes is essential to innovative thinking in this bustling Chinese
capital city. To the managing partner for North & West China of
Mindshare, Beijing, there are no elements of popular culture or ancient
history and art that cannot affect solid marketing and media strategy in
the “Middle Kingdom.” If he has a mantra, it would be “there’s always
lots of room for creativity.” He refuses to believe that everything in 

advertising has already been done before; he simply sees such an attitude as the
definition of complacency. Very aware that every CEO wants a “China answer,”
he spends time with business types from media owners to industry analysts who
regularly knock on his door to better understand the country’s dynamics or, more
important, to sort out the legends about growth from the reality of marketing.
Hughes feels he must be brave enough to “recognize how to connect the dots,
because,” he says,“they’re really not numbered.”And he often feels the need to
serve his clients fairly by marshaling expectations about China.This may be one 
of the few markets that requires a look at absolute numbers, not just growth
percentages, he believes.“Two percent market share may not seem like much, but
when a company sees it in terms of the number of units, the picture generally
changes,” he says. •
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“Think beyond the numbers” is the mantra of Starcom London’s Steve Traveller when it comes to media
implementation, or planning and buying.Traveller says demographics only tell a part of the story.Very
important in the media process is lifestyle, he believes, as well as trying to gauge how a target might actually
interact with media, especially on the weekend. Even though his client, the global banking giant, UBS,
especially wants to reach high-net worth individuals,Traveller often looks beyond the C-suite to achieve the
bank’s objectives. Many people with more than $1 million to invest may be retired or have inherited their
wealth, so travel, culture, and life experiences may be far more important to them than business activity, he
explains. In working to connect with the passions of wealthy potential customers around the world,Traveller
often takes some risks by looking for opportunities that may not be measured by the usual media methods. But
he has his own yardstick, and it’s the “affinity” for key interests. So, for example, in Latin America, he recognizes
that a small magazine serving golf club members in Chile or country club members in Argentina may be a
perfect fit. He also works to encourage measurable results through some form of response mechanism.“After
all,” he says,“with a potential UBS client, one telephone call could just pay for the entire campaign.” •

steve traveller
International Media Group Head
STARCOM, LONDON

rob hughes
Managing Partner, North & West China 
MINDSHARE, BEIJING 

The Toyota story in the U.S. is mostly a retail one;
however,Toyota Motor Corp. wanted influencers
and policy makers to know about its role as a good
corporate citizen.The job of making an emotional
connection with the civic and socially-minded and
of portraying Toyota as a great company that
happens to also make great cars fell to Ean Shearer,
associate media director, Dentsu Inc., New York.
Believing that many corporate image campaigns are
underleveraged, he and his team set out to develop
the message in ways that would allow people to
interact with the brand image incorporating the
expression of thought and ideas in many spheres of
influence—business, government, philanthropy, social
responsibility, and lifestyle.The strategy evolved to
become a multilevel representation of  Toyota’s
position through print, television, online, and
sponsorship. Shearer believes that the development
of target segmentation as an emerging trend in the
media and account planning process often requires
new tools to demonstrate viability to a client as well
as building strong bridges with the media. If  Toyota
is any example—and it is—the efforts are paying off:
Toyota’s message is resonating in the U.S. market. •

ean shearer
Associate Media Director 
DENTSU INC., NEW YORK

Inter2006Summer  7/27/06  4:45 PM  Page 20



Inter2006Summer  7/27/06  4:47 PM  Page 21



E X P A N D E D  I N F O R M AT I O N ,  A N A LY S I S ,  G L O B A L  E F F I C I E N C Y,  A N D
G R E AT C O S T S A V I N G S • B Y  C O U N T R Y,  B Y  M E D I A  O W N E R ,  A N D
B Y C R E A T I V E  E X E C U T I O N • C R E A T I N G  I M P A C T— S T O P P I N G  
C O N S U M E R S  I N  T H E I R  T R A C K S  T H R O U G H  I N T E R R U P T I O N • I S
L E S S  A B O U T D I S T U R B A N C E  A N D  M O R E  A B O U T M E A N I N G F U L
I N T E R A C T I O N ,  O R  G O O D  C O N T E N T W O R K I N G  W I T H  G O O D  C O N T E X T
T E A M  M E M B E R S  H A V E  A  B A L A N C E  O F  S K I L L  S E T S  A N D  A R E A S  
O F S P E C I A L I Z A T I O N  I N  A D D I T I O N  T O  S P E C I F I C  G E O G R A P H I C
U N D E R S TA N D I N G • S O R T O U T T H E  L E G E N D S  A B O U T G R O W T H
F R O M  T H E  R E A L I T Y  O F  M A R K E T I N G • T W O  P E R C E N T M A R K E T
S H A R E  M AY  N O T S E E M  L I K E  M U C H ,  B U T W H E N  A  C O M P A N Y  S E E S  I T
I N  T E R M S  O F  T H E  N U M B E R  O F  U N I T S ,  T H E  P I C T U R E  G E N E R A L LY
C H A N G E S • M A N Y  S P H E R E S  O F  I N F L U E N C E — B U S I N E S S ,  
G O V E R N M E N T,  P H I L A N T H R O P Y,  S O C I A L  R E S P O N S I B I L I T Y,  
A N D  L I F E S T Y L E • S E E M  T O  O V E R E S T I M A T E  T H E  P O W E R  O F
T E C H N O L O G Y  I N  T H E  S H O R T T E R M  A N D  U N D E R E S T I M A T E  
I T S  I N F L U E N C E  I N  T H E  L O N G • I N C R E A S E  R A N G E  A N D  
C O M M U N I C AT E  W I T H  A  W I D E R  A U D I E N C E  W H I L E  E N G A G I N G  T H E M
• O N E  H A S  T O  R I S K ,  S O M E T I M E S  F A I L ,  B U T A L W AY S  L E A R N  A N D
TA K E  T H E  B R A N D  T O N E W  P L A C E S • T H E  I N T E G R AT I O N  O F  T H E
B R A N D  I N  I T S  E N T I R E T Y …  A N D  D E V E L O P I N G  A  S T R AT E G Y  T H AT
M O V E S  T H E  B R A N D  F O R W A R D — I N  A  S U C C E S S F U L ,  E F F I C I E N T,
A N D  M E A S U R A B L E  W A Y • S T R A T E G I E S  T H A T W O R K  W E L L  I N  
T H E U . S .  O R  W E S T E R N  E U R O P E  O F T E N  F A L L  F L AT E L S E W H E R E
C E N T E R E D  O N  B E I N G  S M A L L ,  C R E AT I V E ,  Q U I C K ,  C L E V E R ,  A N D
D E F T W I T H  T H E  B E L I E F  T H AT W H AT E V E R  T H E  M O D E R N  A D  A G E N C Y
M O D E L , T H E R E  W I L L  N E V E R  B E  A  S U B S T I T U T E  F O R  B R I L L I A N T
C R E AT I V E  M A R K E T I N G  I D E A S  B A S E D  O N  I N T E L L I G E N C E  A N D  R A W
C U R I O S I T Y • T H E R E  H A S  B E E N  O N E  C O N S TA N T, A N D  T H AT I S  A
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When global brands with global campaigns want
to maintain some consistency yet still tailor their
messages to local markets, it takes someone with
insight and understanding of global vs. local.
Kavita Kailash, brand director, Leo Burnett
Mumbai, has served that role to find the right
balance for Procter & Gamble’s feminine care
brands in India. Her understanding of the
consumer has been key to helping P&G develop
a campaign for Whisper Choice sanitary
protection products that is connecting with
consumers. Since she joined Leo Burnett
Mumbai in November 2005, she has been
responsible for leading innovative strategic
marketing ideas for P&G’s feminine care business
throughout the country. She has pioneered the
agency’s effort to reach consumers with programs
beyond conventional mass media. Her efforts
have helped Whisper own strong media
properties that will be replicated year after year
and has incorporated personal direct interaction
with consumers into the marketing program.
Meanwhile, she has championed the evolution of
Whisper Choice advertising in India, which
depends upon the strong emotional bond of
mother and daughter. Drawing upon an in-depth
understanding of the consumer, she has helped
P&G evolve a campaign that has now become
an identity for the brand Whisper Choice.
Through it all, Kailash takes into account cultural
nuances and local insights to build a program that
has met with great success. •

kavita kailash
Brand Director 
LEO BURNETT, MUMBAI

Sean Finnegan has seen it all when it comes to digital communications. He lived through—and survived—the
crazy days before the bubble burst, figured out how to make the transition to normalcy when the explosion
did take place, and has capitalized on his traditional media planning skills to bring order and strong business
practices to new-media organizations. He takes a very practical approach to the changes that have turned the
advertising and media world topsy-turvy. He says in a flattening world as technology continues to break down
barriers and borders,“we are increasingly able to communicate product messaging across multiple global
markets in an innovative manner: succinctly, with permission, and (with) localized relevance.” He is recognized
for his ability to see everything from the big picture down to the day-to-day details and come up with new
ways to reach today’s ever-changing audiences.As the leader of OMD Digital, he oversees a department of
more than 150 new media experts across the country.When he was named a Media All-Star by Mediaweek last
year and was asked what lies ahead, he said,“This is a formidable industry. If you can dream it, and there is a
budget behind it, you can build it, still to this day.” •

sean finnegan
U.S. Director and Global Coordinator
OMD DIGITAL, NEW YORK
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To Mark Jones, successful international media
strategy always emanates from a basic concept:
Solve the business problem. He claims he never
loses sight of this, which he calls “solution ethos”
and that no work begins until he has framed any
campaign in this manner. He scoffs at calling this
innovative;“it’s simply doing the work,” he says.

Jones, senior VP-director of international media,
ZenithOptimedia, San Francisco, not only clearly understands
his clients’ needs but easily grasps the potential for creativity
within a media brand. Recently, he was instrumental in the
success of Hewlett-Packard’s involvement with MTV’s new
“Meet or Delete” program throughout the world.With his
input, the project took a 180-degree turn. Initial plans called
for a global deal with a program created in the U.S. that
would be aired in various parts of the world with subtitles
and without local adaptation.This less-local approach was not
in HP’s best interests, Jones argued, nor would it build
confidence for the brand with young people, who are 
tech-savvy, but often resistant to messages that lack a 
youth-culture authenticity. He encouraged HP to change
tactics and create a locally executed program with input from
regional teams to insure the greatest effectiveness in each
market.This meant adding substantial budget so that diverse
markets as India, Korea, Mexico, and the Nordic region had
more tailored and locally relevant programming.With the
new approach, the project has succeeded in elevating the HP
brand image within the youth market around the world. •

mark  jones 
Senior VP-Director of International Media
ZENITHOPTIMEDIA, SAN FRANCISCO 
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To some in the industry, Belinda Pote “went over

to the dark side” in 1999 when she moved from a

high profile agency job to become Marriott

International’s first Asia-Pacific marketing manager,

but to Pote it was the dream job.

The stakes escalated when, five years later, she

became Marriott’s senior VP for international 

marketing, moved back to her native London, and,

a few months later, gave birth to her first child.

“I know it sounds corny, but this has been a

great experience for me. I love working for

Marriott, especially with its philosophy of 

understanding the customer’s unique needs and

tailoring its products accordingly.This is the best

move I ever made,” says the self-confessed 

baby boomer.

And while baby boomers are certainly the

mainstay of Marriott’s customer base and Pote

politically correctly opines that 60- and 

70-year-olds are much younger, more active, and

more mobile than their counterparts in earlier

generations and will continue to be so for a long

time, Marriott has a new focus. It’s on the

Generation Y young traveler, looking for 

contemporary style, panache, luxury, and service.

People once thought of Marriott as a luxury

destination.“Now we are finding that some of

these younger travelers actually have homes more

luxurious than most luxury hotels. It raises the bar

for us,” says Pote.

Marriott’s current “Revive” campaign is a 

perfect case in point.The slick ads created by

McGarry Bowen in New York emphasize

Marriott’s new $190 million switchover to 

luxury comfort bedding.

“Unlike our competitors, we have moved away

from the indulgent aspect of sleeping and placed

our focus on the end benefits: the energy a good

night’s rest provides as a launching pad for a great

performance the next day,” she says.

The ads, offering the same message and 

scattered everywhere from billboards in Beijing to 

airport screens in Berlin to total taxi paint jobs in

London, depict divers, gymnasts, and runners

launching themselves off Marriott’s new luxe

white-clad beds—clearly eager to begin a high 

performance day.

While McGarry is the lead creative agency

for all Marriott campaigns, full service agencies

tweak creative, media, and interactive for specific

regional and cultural sensitivities. McCann’s full

service is used extensively in Asia and Australia;

Jory & Co. and MediaCom handle creative and

media services, respectively, in the U.K.; and

interactive in Europe is handled by Euro RSCG.

“We’ve spread the wealth around the world,

and we have teams that manage brand marketing

in each region, in Hong Kong for Asia-Pacific;

in London for the U.K, Middle East, and Africa;

in Frankfurt for Europe; and in Florida for 

the Caribbean 

and Latin America—

these are the 

experts in developing

the marketing plan

that is best suited 

for those regions,”

Pote says.

“We do have a 

uniform message. Our

marketing strategy is 

set globally in our 

corporate offices, and

then we take that 

strategy and make it

relevant in all markets,”

explains Pote.

“Interpretation and

delivery can be 

different if we need to get the message across and

connect with the 

customer. We have the flexibility, and we often

retain the same look and feel, but messaging and

language are variable.”
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Belinda Pote turned a year

intended for just traveling

around Asia into 

her life’s work.

B Y  K A T H L E E N  B A R N E S

Understanding Marriott’s customers’ needs and  
delivering the luxe amenities they want

belinda pote
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For example, talent might be changed out in

certain markets.Attention to details is critical 

in the advertising message as well as in the 

corporate philosophy.

“Where once we found that Caucasians were

acceptable and even sent a positive message in China,

that is no longer the case.We use Chinese talent

there,” says Pote.

Interestingly, American talent doesn’t quite fit 

the message, even in European markets, because it’s

“too American.”

“The hair is different, the body language is 

different. It’s subtle, but it’s there.We prefer to use

European talent for those markets, and for Australia,

which has quite a bit the same look as in the U.K.,”

Pote says.

Cultural sensitivities to scantily clad females,

even if they are athletes, are respected. Images of 

male athletes in the “Revive” campaign are being used

exclusively in Middle Eastern, North African, and

some Asia-Pacific markets, while the female runner

and gymnast are used mainly in Westernized markets.

Pote is focusing on new hotels outside the 

U.S. since 75% of Marriott’s new openings are in the

international market. Not surprisingly, that focus is

laser-like on the countries with the largest number of

travelers: the U.K., Germany, and, increasingly, France.

Emerging markets of China, India, those in

Eastern Europe and Latin America are at the front of

Pote’s radar screen.

“Our messaging in emerging markets is very

direct compared to our better-known competition

like Hilton and Sheraton because we are newer there.

It’s important to us to get across that we are an 

international company,” says Pote.

Once that foundation is laid, Marriott will move to

the less direct emotional and experiential messaging

more typical in the company’s older markets.

E-commerce is a huge chunk of Marriott’s 

marketing strategy, with Germany’s DMZ 

maintaining 16 interactive Web sites in eight 

languages. More people are doing more travel research

and booking online.“It (getting into the right Web

sites) is a very effective way of tapping in to the

younger travelers,” says Pote.

Those younger travelers are a harder audience to

reach, she notes.“We need to capture them as they

travel.They don’t use media in the same way, so we

have to be more engaging and more contemporary.”

Style is very important to those Gen Y 

travelers, so the Web sites now offer higher quality

photographs with detailed depictions of the rooms.

Germany: below and right 

Italy

Mexico

U.K.
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Important also are easy connections for high speed

Internet, wireless connectivity in public spaces,

electrical outlets for the myriad of chargers 

that these travelers tend to carry for everything from

cell phones and laptops to Blackberries, iPods and

more.“No one wants to crawl under the desk to 

connect these things, so we’re making it easier for

them,” she says.

It’s that kind of attention to detail that Marriott is

banking on to give it the competitive edge and which

will be the subject of the company’s next major 

advertising campaign that will include new product

innovation, including flat screen TVs,TV screens that

will split between television and computer screens, and

a more comfortable and relaxed work environment for 

business travelers.

“The Marriott philosophy—what our company

stands for—is very apparent. We’re all about creating

the right experiences for our guests,” Pote says.

She has also taken that “young” target a step 

further by teaming up with Pepsi on a television 

football reality show by providing accommodations

for contestants. Not only did Marriott get on-air

credit, the chain got a bigger payback in what Pote

calls a “more subtle way” by capitalizing on the ability

to target the right customer channel, young and old,

on major TV channels across the world.

“It’s subtle branding, and that’s a new media channel

for us,” she adds.

Pote’s touch at Marriott seems like a perfect fit.

After working in advertising in her native London for

six years, she decided to vagabond to Hong Kong. In

fairly short order, she found herself with a job with

McCann Erickson as creative on Cathay Pacific’s

major re-imaging campaign.

She recalls:“I thought I’d just stay there a year or

so, make some money, and travel around Asia. Instead,

I found what I really wanted to do.”

From luxury airlines to luxury hotels wasn’t a big

leap. In 1999 when a colleague at McCann asked her if

she knew anyone who might like to take on Marriott’s

Asia-Pacific operation, Pote decided she would like to

give it a try.

The rest, as they say, is history. •

China: both above; Japan: right
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C
regulations in many countries, especially in Europe,
and broadcasters’ new openness to ideas in their quest
to finance good programs are also helping 
to broaden the appeal of branded content in the
form of advertiser-invested programming in
broadcast media.

But we must not forget that branded content can
work across many platforms. Films, the Internet,
publishing, mobile phones, radio, gaming,
sponsorship, in-flight programming…for branded
content projects to really work, brand owners must
understand that they need to develop content related
to what their customers are passionate about.

This consumer insight is critical because we
know that at its best branded content offers an

experience that engages, delights or
informs, and at its very best, all three.

We recently worked with Unilever’s
Sure/Rexona deodorant brand team to
produce an advertiser-invested TV series,
“Sure/Rexona Fans United.” Designed to
have global appeal, it examines the 
universal passion of football fans, their 
attitudes, and love for the game.The series
sits alongside other promotional media
activity for the brand in a 360-degree
campaign on this theme.The series went
out first on ITV1 in the U.K., followed by
Germany, Sweden, then Russia and will
roll out to other countries later this year.

What’s significant is that it is a factual 
documentary series.The series is 
broadcast with Sure/Rexona branding in
the opening title sequence, break, and
closing credits only. It’s not about product
placement at all. Instead, it really taps into a
great subject that is very relevant to the 

Consumers are in the driving seat in this world of
convergence:The opportunities for them to access
and manipulate content and media services are
abundant.What’s more, increasingly they are being
bombarded by marketing messages from an 
increasing number of sources.The scarce resource
in this new world of communication is the 
consumer’s time and attention.

Innovation is now part of our remit. Keeping all
existing tools available to us on the radar, tracking
what’s changing, and tapping into potential new 
opportunities to target increasingly elusive 
audiences are a challenge.

Around one billion people worldwide are now
online:The future of advertising is the Internet.The
home page of  Yahoo now delivers 200 million page
impressions on a good day, but it doesn’t stop there.
The availability of broadband is a key driver of
further change in how consumers view content
online. In Europe, 53% of consumers now access the
Internet via broadband; 93% use the Internet for
purchasing decisions, with 48% downloading music,
according to IAB.

In-game advertising, for example, is now seen as a
way to reach key 18-34 year olds. In the U.S., men
are now spending more money on games than on
music. In Europe, the games industry is five times
bigger in revenue than film.

What will become increasingly 
important in any communications 
planning in this world of change, much
driven by technology, are consistency and
scalability. Being able to activate content
across platforms, amplifying a brand’s voice
in a crowded marketplace with consistent
messaging that feels authentic, and being
able to repeat the experience all will
become critical.

However, just as important is that now,
more than ever, we will start to see the shift
from the interruptive model of advertising
to one about engagement and broader
communication. Branded content is set to
grow as result.

For global brands, economies of scale in
terms of developing their own content will
become increasingly evident.The
convergence of channels as well as the
development of mobile technology means
that there is an increasing number of
distribution opportunities. Relaxation in

smarter
methods of
engaging the
consumer

In the U.S.,
men are now
spending more
money on games
than on music.

“
”
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target demographic and who enjoy watching
sport–consumers of Sure/Rexona Sport for Men.

Gary Knight, the brand partnership director of
ITV in the U.K., has commented that the acid test
for any show with advertiser investment remains the
same as any other ITV commission:“It should offer a
compelling TV proposition and have the potential to
attract a real viewer franchise.”

It’s still a step-by-step approach in Europe,
where rules even on product placement are still
being discussed. In India, increasingly seen as an
“emerging entertainment superpower,” we are
growing this “space” gradually. Our clients are
beginning to sense the benefits of branded 
entertainment.The movie co-promotion model is
already popular, and product placement and
enhanced sponsorship opportunities have been
developing rapidly throughout Asia.

The branded content model is also developing in
the U.S. Here, ideas for branded content already have
a place more and more in the communications 
plan, rather than existing as an ad hoc or purely
tactical execution.

While projects may be born of ideas from the
brand team or its partners, encouraging media
owners to see what branded content can offer is
often the key task.There’s also the need to build
relationships with the right content producers and
distribution partners to realize these ideas. A great
deal of coordination activity has to happen as does
the ability to bring the various parties together in a
productive way for genuine collaboration. Of course,
it also requires a genuine understanding of each
unique brand situation.

Branded content marketing solutions, for 
example, might encompass:
• Product integration into content;
• Enhanced sponsorships;
• Associative connections to talent/properties;
• Original programming communicating a 

brand essence;
• Cross-platform activation of content; or
• Content investment and asset building through

intellectual property.
Understanding the brand challenge and 

agreeing upon the role and objective for branded
content must be part of the planning process along
with recognition that this is a different way of
engaging consumers with the brand. Sometimes it
also takes a brave client! 

But it can have far-reaching benefits.
Ownership of content intellectual property 
provides further value to the brand owner, for
example. Clients may also need to be realistic about
sharing intellectual property rights with 
production companies and/or the talent involved.
This can act as an incentive for those parties and can
facilitate better content.Again, it needs a broader
view of looking at the opportunity.

Metrics and measurement for this are still 
evolving. And branded content can have some
other unexpected benefits which represent different
sorts of value. The enhanced sponsorship 
relationship we put together for Sears with the 
producers of the U.S.TV program “Extreme
Makeover: Home Edition,” which has now run into
several series, resulted in Sears’ employees voicing
pride in being associated with something that helped
disadvantaged families, for example.

With traditional advertising under
pressure, we have to come up with
innovative ideas.These involve 
a move away from chasing the 
consumer with product-focused
activity, to content-rich activity which
is chased by the consumer.

It’s easier to predict the direction 
of change; it’s harder to predict 
the pace, but it’s always going to be
about thinking of smarter methods
of engagement. •
Dominic Proctor is CEO, 
MindShare Worldwide.

Branded content
can have 
some other
unexpected 
benefits which 
represent 
different sorts
of value.

“

”
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the future of brands
A “speed bump” on the evolutionary path?

B Y

P H I L I P

H E R R

…the brand
will become
the canvas
upon which
the consumer
paints his 
or her self
portrait.

“

”

Brands, like humans are 

evolving. And the nature of the

relationship we have with brands

is changing, becoming more

complex. Paradoxically, it appears

to becoming both closer and

further at the same time.

In the broader historical

context, brands can be 

thought of as a point along a

self-definition continuum that

includes animism, idolatry, and

iconography, through to 

self-defining processes, such as

EST or the Seven Habits. Each

of these phases embraced

objects or rituals to explain the

human condition and place 

the “self” in context. Each 

successive one either replaced

earlier iterations or added to the

complexity of how humans

came to define themselves.

Along the path, thanks to 

religion and science, we moved

from a purely external 

expression through a balance 

of internal and external factors,

to the point of where now

much of how we see ourselves

is essentially internally generated

and maintained.

Brands have a short history

in this evolutionary path—

traveling from pub signs to

Times Square in perhaps two to

three centuries.And over this

period they have evolved from

symbols of authenticity and

quality to social markers, while

their “footprint” has broadened

from acutely local to the point

where the name Coca-Cola is

recognized by more people on

this earth than virtually any

other sign or phrase.

The mass marketing of

brands is probably the most 

visible and effective element of

globalization. The process has

democratized consumption, and

its very success in distribution

and mass production has

allowed more consumers to 

partake.We have gotten to the

point where very large 

proportions of industrialized 

and emerging societies are 

able to consume global brands.

And as such, brands allow 

societies to share a 

consumption experience.

In the future, we theorize

that as humanity continues to

shift the focus of expression

from the external to the 

internal, brands will begin to

play a lesser and different role in

self expression. Marketers’

approaches need to evolve with

this process.

Drawing on Maslow’s 

theory of hierarchical needs,

beginning with physiological

or biological needs and 

encompassing all levels through

to actualization, we posit that

highly industrialized countries

are relating to brands in a 

different way than they did 

historically. Specifically, brands

are becoming less important

than they used to be.

As a surrogate for historical

data, we compared the status of

brands in newly industrialized

markets to first world countries.

We noted that the proportion 

of people who claimed to be

brand loyal in industrialized

countries was less than half that

of newly industrialized 

countries. (Industrialized 

countries included Australia,

Canada, France, Germany, Italy,

Japan, Netherlands, Russia,

Spain, Sweden,Taiwan, U.S., and

U.K. Newly industrialized

countries included Brazil,

BELONGING:
Consumption communities
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SECURITY:
Assurance of quality
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phases of brand marketing per maslow’s hierarchy
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China, India, Mexico, South

Africa, and Thailand.) 

The most important 

implication of this process is

that brands no longer serve as a 

unifying force, but rather as a

divisive one. Mass brands allow

you to express yourself to 

others—he drives a Lexus,

Mercedes, BMW, so he is a...

and we all know what to fill in.

But now what does it mean

when you drive a car that has

not been mass marketed, such

as Scion? 

You become something of

an enigma.Your status, your

attitude towards others, your

sense of self expression are now

shrouded because only a few

people understand the car.

And the psychic reward that

comes from ownership is 

internal—and not a statement

to the world.

Parallel to this is the 

“de-massification” of society

and the media. It is said that

weddings are important to

legitimize the bond. Because

others witness the couple 

having taken vows, the vows

are meaningful. And as long as

most weddings are public

affairs, the elopement to Vegas

will carry weight because it

emulates the ritual.

A parallel can be drawn for

mass media when we all 

experience it together.The

Super Bowl, the Olympics, the

Oscars are about all that’s left

to share. And perhaps HBO’s

Sunday night lineup. If we have

no one with whom to discuss

our viewing the next day, the

experience is diminished. In all

likelihood, this has contributed

to lower levels of enjoyment

with TV viewing. There is a

book written on this called

“Bowling Alone”—the 

extension of the solitary mass

experience.We time shift life;

we don’t share experiences.

The point? Mass 

consumption begat a 

homogenized society. We all

used Hellmann’s, bought

Tupperware, and drove

Chevy’s. Brands belonged to

the manufacturer but they also

belonged to the larger society

(New Coke being the 

exemplar of missing that).

Now our relationship with

brands differs. Which brings us

back to the opening premise:

We don’t all use brands in 

the same way—we define them

in our own manner; we 

customize and internalize. Web

sites encourage customization;

podcasts and blogs allow for

customized news and 

information, and the iPod

encourages total eclecticism in

music for all.

What are the forces that got

us here? Was mass branding a

natural consequence of 

society’s gregariousness and the

need to convene as groups, just

on the grandest scale? Or was

it the artifact? Our thesis is the

era of mass markets is just a

blip on a larger trajectory

where the natural inclination is

to be different, to express 

oneself as unique, and,

ultimately, to be selfish.

Returning to the lofty 

levels of Maslow, we advocate

that brands’ dying gasp will be

to fulfill the “cognitive” need—

to understand and explore the

world and to express 

individuality. In many ways the

brand will become the canvas

upon which the consumer

paints his or her self portrait.

So how do we as marketers

propose to take the long ride

out into the sunset? What are

the drivers of this very new

brand affiliation?

Personalization: I have 

something that no one else has.

My iPod selection is different

from yours; no one else has the

same Netflix list; my RSS is

crafted to meet my interests

and no one else’s.

A sense of discovery: I know

something cool that not 

everyone else does. Sort of

whispering as loud as you can,

as a marketer. (The Brand

Whisperer—that’s my 

new job!)

A sense of affiliation: I am part

of a group of like-minded 

people. And because we are

compact in size, we tend to

have more intense views. So

the views held by the group

are stronger and expressed

more forcefully. Roller coaster

relationships they are.

A sense of gratitude: 

I appreciate what you have

done for me, so I reward you

with attention, consumption,

and perhaps become a 

proselytizer for your cause.

A sharing of values: This is

where we get to political

expression, charitable works,

and hugging trees. And given

this is the closest and deepest

point of touching values, it is

the most evocative—very

potent medicine or poison,

depending on how it 

is administered.

As with all other issues that

are much more intimate: Don’t

try to fool me. I can forgive

New Coke. I am not likely to

forgive Jones soda going 

mainstream nor can I forgive

the possibility of Birkenstock

being bought by Nike. •
Philip Herr is senior VP,

Millward Brown.
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THE FUTURE: The Coming
Marketing Revolution
Ownership
Values
Taste
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As markets have matured, appeals have evolved from the lower levels of the hierarchy to higher levels. In the future, we anticipate more 
sophisticated appeals such as interactivity, gestalt, and aesthetic. Nevertheless, older appeals don't disappear; newer ones become additive.
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The World’s Greatest
Publishing Opportunity
The International Licensing, Joint Venture, Syndication and Networking Fair

4–5 December 2006
Business Design Centre
52 Upper Street, Islington, London N1 0QH
www.magazinemarketplace.com

For further information, please contact Claire Jones
FIPP, Queens House, 55-56 Lincoln’s Inn Fields, London WC2A 3LJ, UK
T: +44 (0) 20 7404 4169 F: +44 (0) 20 7404 4170 E: claire@fipp.com
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I S S U E S

The World Economic Forum 

on East Asia, held in Tokyo June

15-16, took place amid some

familiar refrains: the growing 

economic power of China and

India, Japan’s recovery, fractious

relations with neighboring

countries, and the future 

of ASEAN.

“The new century belongs 

to Asia. But at the same time we

need to tackle many challenges,”

said Jiang Jianqing, chairman of the

Industrial and Commercial Bank

of China, articulating a point of

view all shared.

WEF, an independent

international organization, brings

the world’s top business leaders

together at global and regional

events each year to discuss how to

shape global, regional, and industry

agendas for a better world.

Economic growth in Asia is

enabling it to replace reliance on

exports to affluent Western markets

with increasing trade in goods and

services aimed at Asia’s own

increasingly affluent consumers.At

the same time, the growing

economies of both China and

India are generating companies

that are becoming strong

competitors in Western markets.

For global marketers, that offers

both opportunity and

greater challenges.

Said Sir Martin Sorrell,

group chief executive,

WPP Group,“China

now makes quality

goods and India

provides quality

services. Both no

longer rely solely on

price advantages

created by low 

labor costs.”

The rise of  “Chindia” poses a

special challenge for ASEAN, ten

countries with a population of

more than 500 million and a

combined GDP of over US$2

trillion, but widely differing levels

of economic development. Many

think that foreign investors are

losing interest in ASEAN (Brunei,

Cambodia, Indonesia, Laos,

Malaysia, Myanmar, Philippines,

Singapore,Thailand,Vietnam) as

they meet the opportunities in

India and China.

“ASEAN countries have to be

more effective in differentiating

niche positions,” Sorrell advised,

adding that branding becomes

much more important as

competition increases.

The pressures pave the way for

increasing economic integration

which ASEAN speakers recognized

was already taking place, especially

in regional trade. However, some

powerful forces driving integration

in Asia are beyond the control 

of governments.

“Regional integration is being

driven by business and civil society,

not by formal institutions,” Junichi

Ujiie, chairman, Nomura Holdings,

Japan, argued.“There already is de

facto integration taking place. But

what kind of integration do 

we want?” he added, a question

for which there is no 

consensus answer.

Nam Joong-Soo, president, KT

Corp. (South Korea’s leading

telecommunications and broadband

provider) reckoned that digital

convergence will become an

increasingly important factor in

developing new markets for both

products and services in Asia.

Two main factors are involved,

explained Nam:“One is driven by

our customers, while the other is

driven by technology. Customers’

needs are becoming very complex,

and we can see this trend

worldwide.They demand mobility,

multi-functionality, immediacy, and

variety. All of which also need to

be more personalized and intimate

at the same time. In Korea, we find

that consumers are tech-savvy and

pushing the trend towards a

convergent service environment.

Technology plays a big role in 

this change as well. New

technologies … all provide wider

bandwidth and increase wireless

access, enabling ever more devices

to be networked.”

Not only are Asian consumers

increasingly tech-savvy, they are

increasingly conscious of the social

responsibilities of companies that

employ them and provide the

goods and services they buy. One

sign of this is a growing

interest in corporate social

responsibility (CSR). From

a PR perspective, CSR

“doesn’t really sell a lot of

things on its own. But if

something goes wrong,

you’ll really pay a price.

People will refuse to work

for you, refuse to invest in you,

speak out in blogs against 

your company,” said Robert

Pickard, president, North Asia,

Edelman, Japan.

While it may be difficult to

quantify the precise benefits of

CSR, Moon Kook-Hyun,

president-CEO of Korea’s 

Yuhan-Kimberly, contended that

CSR helps reduce the cost of

transactions by building trust

between a company and three of

its main stakeholders—employees,

suppliers, and the community.

Some companies, for example

Goodyear Tire, have built CSR

into their business models.

Goodyear focuses on road safety 

in Asia, given the huge numbers 

of new, inexperienced drivers who

take to the roads every year,

and Goodyear-branded stores in

China offer comprehensive auto

safety checks.

Japanese speakers reckoned that

the country’s economic recovery

was increasingly sustainable but

admitted that more reforms were

necessary and would occur, but

whether governmental

relationships with China and South

Korea would improve remained a

question.The deep-seated

problems lie in starkly different

views about events during Japan’s

occupation in both countries

before 1945. •

WEF: Challenges Asia Faces
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SOURCE: INTERVIEW NSS
SAMPLE SIZE: For EMS, 27,000 representing a universe of 40 million Western Europeans, or the top 13% of the most affluent and influential; for EMS Select, 7,000 representing 
8 million Western Europeans, for New Top 5% Group, 8,000 representing 13 million.

weekly
titles

western european media consumption
European Media & Marketing Survey EMS 2006

% Average Issue Readership EMS Regular EMS Select NEW TOP 5%
GROUP EMS

2006 2005 2006 2005 2006
1/2005-12/2005 2/2004-1/2005 1/2005-12/2005 2/2004-1/2005 1/2005-12/2005

Financial Times 1.4 1.6 3.9 4.5 3.0
International Herald Tribune 0.3 0.4 0.7 1.0 0.6
USA Today 0.3 0.4 0.6 0.7 0.5
Wall Street Journal Europe 0.2 0.3 0.7 0.7 0.5

Time 2.7 3.1 4.8 5.3 4.5
The Economist 1.9 1.7 4.5 4.0 3.7
Newsweek 1.4 1.4 3.0 2.7 2.5
BusinessWeek 0.7 0.8 1.8 1.9 1.4
The Business 0.2 0.4 0.5 0.7 0.4

Fortune 0.5 0.5 1.2 1.1 1.1
Forbes 0.4 0.4 1.0 1.2 0.8

Reader’s Digest 6.6 6.9 6.7 8.0 6.5
National Geographic (U.K.) 5.7 5.6 8.5 8.6 8.1
Scientific American 1.2 1.4 2.2 2.0 2.0
Harvard Business Review 0.9 1.0 3.0 3.0 2.3
Euromoney 0.3 0.5 1.0 1.2 0.7
Institutional Investor 0.3 0.6 1.0 1.1 0.8

Lufthansa Magazine 3.4 3.3 7.3 7.8 6.5
Air France Magazine 2.4 2.5 5.1 5.9 4.7
High Life (British Airways) 1.8 1.8 4.5 5.2 3.8
Iberia Ronda Magazine 1.6 1.6 2.9 2.9 2.8
Business Life (British Airways) 1.5 1.7 4.4 5.1 3.4
easyJet Inflight Magazine 1.5 1.3 2.8 3.0 2.7
Scanorama (SAS) 1.4 1.4 3.4 3.3 2.7
Ulisse (Alitalia) 1.4 1.3 2.9 3.1 2.6
Holland Herald (KLM) 0.9 0.9 2.5 2.2 2.0
Swiss Magazine (Swiss Air Lines) 0.7 0.8 1.6 1.8 1.4
SAS Braathens Magasinet 0.4 0.3 0.9 0.5 0.7
SAS—Upp och Ner 0.4 0.4 0.8 0.8 0.6
Cara (Aer Lingus) 0.3 0.3 0.7 0.7 0.6

RAM Ryanair Inflight Magazine 2.2 n.a. 4.0 n.a. 3.6
Voyager (BMI) 1.3 1.3 2.9 3.5 2.6
Sky Lines (Austrian Airlines) 1.1 1.0 2.3 2.3 1.9
Blue Wings (Finnair) 0.9 0.8 1.7 1.8 1.5
Red Hot (Virgin Express) 0.7 0.8 1.5 1.8 1.3
Flying Dutchman (KLM) 0.6 0.5 1.5 1.4 1.2
Lento (Finnair) 0.5 0.4 0.9 0.8 0.7
Atlantis (TAP) 0.3 0.3 0.4 0.5 0.3
AIR Magazine 0.1 n.a. 0.2 0.2 0.1

all in-flights 18.3 16.2 34.4 33.5 31.1

% Average Daily Viewing EMS Regular EMS Select NEW TOP 5%
GROUP EMS

2006 2005 2006 2005 2006
1/2005-12/2005 2/2004-1/2005 1/2005-12/2005 2/2004-1/2005 1/2005-12/2005

Eurosport 10.6 10.9 10.5 11.1 10.3
MTV 9.5 10.3 8.9 9.4 8.8
Arte 7.1 7.1 5.8 6.4 6.9
Discovery Channel 5.9 5.0 6.2 5.5 6.0
CNN International 5.2 5.7 6.9 8.6 6.6
Sky News 5.0 5.3 7.0 7.7 6.7
Euronews 4.9 5.1 5.5 5.9 5.5
National Geographic Channel 3.9 3.2 4.1 3.7 4.1
BBC World 2.7 2.9 3.8 4.1 3.6
Bloomberg TV 1.8 1.6 3.0 3.4 2.7
TV Cinq Monde 1.8 2.0 2.0 2.4 2.3
Travel Channel 1.5 1.4 1.6 1.5 1.6
CNBC 1.4 1.8 2.1 2.2 1.9
Deutsche Welle 0.4 0.4 0.5 0.6 0.4
FTV Fashion TV 0.4 0.5 0.5 0.8 0.5
BBC Prime 0.3 0.3 0.4 0.4 0.3
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Nation Branding Master Class 2006

Featuring the World’s Leading Nation Branding Expert,
SIMON ANHOLT

September 8th, Langham Hotel, London

Strong country and city brands attract investment, manufacturing, political
influence, tourism and even aid. Many places spend significantly on advertising and
media to enhance their potential in the world, but they can greatly benefit from 
marketing thinking that helps to uncover their best strengths and successfully 
transform their image. 

Why Brand Places?
Today, every country, every region and every city has to vie for
customers, for visitors, for business, for talented people, for
investment, for attention, and for respect. To compete effectively,
every place needs to be known for something: its values, people,
ambitions, products, landscapes or a combination of these. 

“Selling” a country like soap powder or running shoes  simply doesn’t work. 
Nation Branding at best becomes a plan for earning a good reputation, keeping it,
and insuring that the world knows about it and believes it. This is the kind of 
branding which, if intelligently and responsibly applied, can bring real 
benefits to countries, cities and regions as they compete and collaborate in the 
global community. Applying the right branding techniques and experiences simply
helps the process to work faster and more efficiently.

Each attendee receives the  Anholt Nation Brands Index, which surveys 26,000 
consumers in 35 nations. The consumers are surveyed on their perceptions of the
cultural, political, commercial and human assets, investment potential and tourist
appeal of each nation. 

Find Out More and Register:
http://www.nationbrandingconference.com/

Simon Anholt is regarded as
the world’s leading specialist in

creating brand strategies for
countries, cities and regions.

He has never before agreed to
share his vast expertise in an

exclusive one-day session. 
This Master Class is an 

unparalleled opportunity to
receive detailed advice, 
hands-on training, and 

practical solutions through
numerous case studies and

personal knowledge that reveal
how a combination of branded

exports and nation branding
methods can create fast-track

economies.

Integrated solutions
for market intelligence
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% change over prior year in nominal currencies

2005 2006

MEXICO 5.0 10.0
SPAIN 8.5 5.0
CANADA 4.5 4.3

NETHERLANDS 4.5 3.6
AUSTRALIA 8.8 3.3

U.K. 2.1 3.1
FRANCE 2.1 2.5
ITALY 3.0 2.5

GERMANY 0.8 2.2
JAPAN 1.6 1.9

2005 2006
RUSSIA 11.0 32.0
BRAZIL 14.7 23.0
CHINA 18.0 20.0

INDONESIA 15.0 15.0
INDIA 11.0 13.0

SOUTH KOREA 10.0 10.0
POLAND 6.7 8.8
GREECE 5.0 7.0
SWEDEN 7.7 6.6

PHILIPPINES 10.0 5.0
CZECH REPUBLIC 3.7 4.6

BELGIUM 2.5 3.5
FINLAND 4.5 3.5
TAIWAN 3.0 1.0

39

D A T A  B A N K

worldwide ad spending trends

Source: UniversalMcCann’s Insider’s Report by Robert J. Coen
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Currency conversion at 2005 average rates.
Source: ZenithOptimedia

US$ Million current prices

worldwide advertising growth
U.S. % REST OF WORLD % TOTAL WORLD %

BILLION US$ CHANGE BILLION US$ CHANGE BILLION US$ CHANGE

2005* 271.1 2.8 298.0 6.5 569.1 4.7
2006* 286.4 5.6 316.0 6.0 602.4 5.8
2007* 303.0 5.8 337.0 6.6 640.0 6.2

*Based on local currencies 
Source: UniversalMcCann’s Insider’s Report by Robert J. Coen

2005 2006 2007

ad spending globally 
by medium

2005 2006 
US$ Million US$ Million

CURRENT %  CURRENT % 
PRICES CHANGE PRICES CHANGE

2005  vs. 2004 2006 vs. 2005

NORTH AMERICA 174,036 3.0 183,214 5.3

EUROPE 109,044 3.9 113,893 4.4

ASIA/PACIFIC 83,419 5.5 88,912 6.6

LATIN AMERICA 18,411 19.0 19,923 8.2

AFRICA/M. EAST/

REST OF WORLD
18,258 18.3 21,605 16.6

WORLD 406,515 5.1 431,127 5.1

advertising expenditure in 
major media around the globe

*Totals lower than the world figure in the chart at left because some countries do not itemize
by medium. 

TELEVISION 147,814 156,040 163,402

NEWSPAPERS 118,977 123,481 127,569

MAGAZINES 53,132 55,427 58,055

RADIO 33,962 35,064 36,140

OUTDOOR 21,480 23,050 24,744

INTERNET 18,478 23,939 28,616

CINEMA 1,666 1,803 1,941

TOTAL* 395,516 418,803 440,466
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Selected Winners of Cannes Lions 2006
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Award
Press Grand Prix
Client
Lego
Agency
FCB Johannesburg
Country
South Africa

Award
Outdoor Grand Prix
Client
Tate Britain
Agency
Fallon London
Country
U.K.
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Award
Best Use of Mixed Media
Client
Unilever
Agency
UniversalMcCann
Country
Australia

Award
Viral Marketing Grand Prix
Client
Marc Ecko Enterprises
Agency
Droga5
Country
U.S.

Award
Film Gold

Client
Bangkok Insurance

Agency
Creative Juice\G1 (TBWA)

Country
Thailand

Award
Film Gold

Client
Sony

Agency
Fallon London

Country
U.K.

Award
Film Grand Prix
Client
Guinness
Agency
Vickers.BBDO
Country
U.K.
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tell us what’s in your bag. send submissions to editorial@inter-national-ist.com.

W H A T ’ S  I N  M Y  T R A V E L  B A G ?

BY

GROUP CHIEF CLIENT OFFICER
KINETIC

A n t o i n e  D u b u q u o y
ADVERTISING SALES DIRECTOR
INTERNATIONAL & REGIONS
LE MONDE

BARTLE BOGLE HEGARTY

LAPTOP
The laptop is the real must-have 

as it is not only the working tool

but also the full leisure and 

communication device: to watch a

movie when you’re lost in 

translation, to communicate with

your kids, family, and relatives 

via MSN Messenger or Skype, 

to keep on writing posts on 

your blog, from anywhere—

airports, hotel rooms, etc.IPOD

Planes are the only place where, for

the time being, you can still have

connection-free time. No phone

calls, no e-mails. Time to enjoy being

on your own. I always carry a book.

It can be a thriller—Michael

Connelly-like. I always take my iPod.

I’m a big music fan and rarely have

enough time to listen to all I 

purchase or download. 

Wherever the travel, one-day trip or long-haul, I need a multi-purpose bag to

carry media kits, a computer, and the basic stuff to feel comfortable in any 

situation away from home. I found one last Christmas. Strong, big, and handy

with a fantastic zip system: Just unzip and the bag’s volume doubles! 

The weight doubles too! Great to store in a plane baggage compartment.

MAGAZINE
Since I work in advertising sales,

my first reflex when I open a

magazine is to monitor ad pages.

I carry the few magazines I enjoy

as a reader, for example, Les

Inrockuptibles, the 

quintessence of the sharp French

cultural magazines.

NOTEBOOK AND PEN
Life is digital, but I love carrying my Moleskine

notebook and a Shaeffer pen. To write down ideas,

thoughts, reminders...to store tearsheets from 

magazines or newspapers.

CAMERA AND 
SUNGLASSES

A pair of sunglasses and a

camera for long-haul trips only.
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NEW YORK

The New York chapter of the International Advertising Association
attracted marketing execs from a wide range of industries at its
second annual Global Marketing Summit.

1 Mike Fox, Ed Erhardt, both ESPN.
2 Jamee Lubkemann, Onmicom Group; Paul Hindle, Tara

Clark, both OMD Worldwide.
3 Penny Scott, Time; Michael Piluso, Lenovo Group.
4 Steve Pacheco, FedEx Corp.; Deepak Advani, Lenovo

Group.
5 Joe Uva, OMD Worldwide; Marty Shapiro, CNN

International.
6 Susan Thronson, Marriott International.
7 Paul Kalbfleish, Blackberry; Julie Woods-Moss, BT Global

Services. 
8 Kathy Button Bell, Emerson Electric Co.; Greta Wilson, IBM.
9 Gloria Anderson, New York Times.
10 Teresa Poggenpohl, Accenture.
11 Graeme Hutton, UniversalMcCann; Michael Monheim, Axel

Springer.
12 Laurie Benson, Time; Kevin Razvi, CNN International.
13 Scott Berg, Hewlett Packard.
14 Russ Stein, BBC World.
15 Conover Brown, World Media.
16 David Clark, The Venice Project; Dick Soule, Petry

International.
17 Paula Rolleston, Yahoo; Rik Gates, BusinessWeek; Alex

Barton, CNN International.
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Blame It on Rio
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OCTOBER 1-6
5TH FIPP WORLDWIDE

MAGAZINE MARKETPLACE
PLACE: Hilton Metropole London

RESERVATIONS:

www.magazinemarketplace.com;
claire@fipp.com

PRICE: Member £440.00 plus VAT;
non-member £500 plus VAT

OCTOBER 1-6
GOLDEN DRUM ADVERTISING
FESTIVAL & MEDIA MEETING

PLACE: Portoroz, Slovenia
RESERVATIONS:

www.goldendrum.com; 
386-1-439-6054

PRICE: Various packages

OCTOBER 5-8
MASTERS OF MARKETING- ANA

ANNUAL CONFERENCE
PLACE: Ritz Carlton, Grand Lakes

(Orlando), Florida
RESERVATIONS:

1-212-697-5950
PRICE: ANA member US$1,095; 

non-member US$1,595

OCTOBER 9-10
5TH FIPP WORLDWIDE

MAGAZINE MARKETPLACE
PLACE: Hilton Metropole 

London
RESERVATIONS:

www.magazinemarketplace.com;
claire@fipp.com

PRICE: Member £440.00 plus VAT;
non-member £500 plus VAT

October 24-27
PUBLISHING AWARDS

PLACE: World Digital Publishing
Conference & Expo

(World Association of
Newspapers/World Editors’

ForumConference)
RESERVATIONS: www.wan-press.org;

33-1-47-42-85-00
PRICE: WAN/WEF/INMA member

€980; non-member €1,450

8
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NEW YORK

The IAA held its annual summer ball under the
stars at the Tribeca Rooftop with the theme,
“Blame It on Rio.”

1 John Moncure, Financial Times; Bret
Sanford-Chung, Euro RSCG Worldwide;
Steve Howe, Financial Times.

2 Sean Lough, Dow Jones & Co.
3 Linda Rorher, CFO magazine; Jen Ametrano,

Wall Street Journal Americas.
4 Sal Zammuto, Publicitas; Patrick Williams,

Portfolio.
5 Tim Mickelborough, Reuters; Guy 

Forestier-Walker, MPG.
6 John Marshall, JPMorgan Chase.
7 Joe Warren, UniversalMcCann.
8 Don Davis, Mediaedge:cia; Jeff Adler, Dow

Jones & Co.; Rhona Murphy, Newsweek;
Tom Brookbanks, Mediaedge:cia.

9 Sean Sympson, Initiative Media; Eleanor
McDonald, Sireesha Baljepalli, both
Mediaedge:cia.

10 Verushka Spear, Mediaedge:cia; Justin
Halliley, Discovery Channel International;
Lucy Hudson, CNN International.

11 Nick Brien, UniversalMcCann.
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NEW YORK

The Asahi Shimbun hosted an event offering
insights on Japan’s economic position in Asia.

1 Masaaki Ii, Asahi Shimbun; Jim Cammarata,
IBM.

2 Robert Grieves, Ace Insurance.
3 Nilini Ravishankar, MPG; Satoshi Mochizuki,

Asahi Shimbun.
4 Jeff Upward, Total Media; Gloria Langham,

Media & More.
5 Gary Knell, Sesame Workshop; Michael Lee,

Lee & Steel.

NEW YORK

Dentsu celebrated its corporate name change in
the U.S. to Dentsu Inc.

1 Tim Andree, Dentsu.
2 Doug Fidoten, Takafumi Hotta, both Dentsu.
3 Kazuma Morita, Koji Katsuhira,  both Dentsu; Toshi

Motobayashi, Kazuki Kuniya, both Yomiuri Shimbun.
4 Suzanne Hopkins, The Economist; Ean Shearer,

Dentsu.
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October 30-31
ITV- INTERACTIVE TV 

SHOW-EUROPE
PLACE: Maritim proArte Hotel,

Berlin
RESERVATIONS:

www.itvshoweurope.com
PRICE: £1,395

NOVEMBER 12-14
3RD FIPP

LATIN-IBERO-AMERICAN
MAGAZINE CONFERENCE

PLACE: Grand Hyatt Hotel,
São Paulo

RESERVATIONS:

mceliafurtado@aner.org.br; 
Maria Célia Furtado; 

55-11-3030-9392; www.fipp.com;
44(0)20-7404-4169

PRICE: IAA member US$350; 
non-member US$475

NOVEMBER 16
PR AWARDS

PLACE: Grand Hyatt, Hong Kong
RESERVATIONS: 852-3175 -1913

PRICE: NA

NOVEMBER 23-24
WORLD ASSOCIATION 

OF NEWSPAPERS: WORLD
EDITOR & MARKETEER
CONFERENCE & EXPO

PLACE: Hotel Auditorium-Centro de
Congresos Principe Felipe,

Madrid
RESERVATIONS:

iwww.wan-press.org; 
33-1-47-42-85-00

PRICE: WAN/WEF/INMA 

member €980;
non-member  

¤ €1,450.00 

December 4
WORLD MAGAZINE

MARKETPLACE
PLACE: Business Design 

Center, London
RESERVATIONS: www.fipp.com ;

44(0)20-7404-4169
PRICE: FIPP member  £440 plus

VAT; non-member £500 plus VAT
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Send your suggestions for people whose careers have taken them around the world to editorial@inter-national-ist.com.
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arrivals
Start your zeitgeist tour at the village

station: Even the Hartsfield-Jackson

International Airport has become an

accidental study in globalization.

Georgia is a major staging hub for the

U.S. Army, which lends a solemn air

to the Terminal 2 Cinnabon outlets.

Here groups of hunky individuals

patiently wait for flights to Baden-

Baden, Stuttgart, and other German

cities—waystations for Iraq. Desert

fatigues blend into the commuter

rush; imagine clusters of troops

hanging at Starbucks en route to war.

Due to the frustrating design

plan, international passengers are

required to recheck their bags after

collecting them at baggage claim,

proceed through security, and

collect them again at curbside

conveyors. This easily doubles the

time it takes to get out of the airport.

Just maintain calm while you wait

for your bag to reappear.

Like many American cities,
Atlanta is a driving city. You need a
car; there is no alternative, so hoof it
directly to the rental units.

diversions
Because most of Atlanta was built in

1994, you will be pleasantly surprised

to find that the area remains lush and

green, with verdant forests and

expansive ribbons of highway. While

tooling around in the suburbs may be

fun and looking at the old houses in

Buckhead momentarily entertaining,

most social life is in midtown, the

cultural heart of Atlanta and home to

Centennial Park and CNN Center.

Should you get bored feeding the

park’s rabid geese or knock off early

from a hockey game at the center, we

suggest people watching and a

margarita at nearby Shout. We love

the rooftop lounge here. Shout on

Peachtree St. offers South American

and Asian tapas, rather contradictory

but no big deal.

We haven’t been there but Bed

apparently has 11 beds and is very

schwank. The dinner-in-bed idea

has run its course in New York and

Miami with similar locations but

seems to be the hot ticket in Atlanta.

They serve you in bed, and the wait

staff is hot and sexy. What more

could you want.

Also nearby is the Spotted Dog, a

new British pub in an old firehouse

that everyone’s been wanting to

convert into a bar for years. It

features an oak wood bar and an

open floor plan upstairs that is good

for events and corporate functions.

It’s a cool place to have a pint, and all

the bankers nearby head in for happy

hour on weeknights.

where to stay
The W at the Perimeter, which is very

W. The Westin Peachtree, which is

very Los Angeles. Twelve at Atlantic

Station, which is very Miami.

Atlantic Station is a brand new
area and also features Atlanta’s
hottest sushi bar, called Strip. No
comment. Strip draws a cool 
hip-hop crowd that is all about
being seen. You’ll want to drop the
sashimi onto the tongue and gargle
with your martini to get noticed.

smoothie wars
We love Smoothie King! It's
adjacent to Centennial Park, and
health-conscious locals know that
Smoothie King is deadlocked in
competition with Planet Smoothie, a
crosstown rival. Choose your
smoothie loyalties wisely because
this is a town where people

definitely judge you by your
smoothie affiliation, which seems to
us very Sydney. If you want gelato,
it’s got to be Paolo’s at Virginia
Highlands shopping center. It’s total
Amalfi Coast, and Paolo is fresh off
the plane from Italy.

belugas, boats & beats
The new Atlanta Aquarium, opened
last November, is the largest
aquarium in the world. Tickets are
so hard to get that you must have
reservations. You will see beluga
whales, crazy sorts of tropical fish
from all over the world, and large
man-eating sharks. Developed by
the founder of Home Depot, “It’s
more for the experience than
education,” say locals.

In September, get a taste of
Hong Kong at the dragon boat
races, which feature hundreds of
local company teams competing,
Hong Kong style, at the spot where
the rowing competition took place
during the 1996 Olympics.

This city also has strong music
cred: It is home of the Black Eyed
Peas, Ludacris, and Outkast.
Atlantans aways talk about Bobby
Brown and Whitney drama: Catch
them at Justin’s on Peachtree; just
look for the crazy hair. Britney and
husband K-Fed did a thing at Vision,
the club where you are most likely
to spot a paid celeb as they were.

Fortunately there is one
adventure that remains true to
Atlanta’s southern soul. Pop down to
your local corner liquor store and
pick up a bottle of Atlanta’s
signature drink: Hypnotiq. (In a city
that has managed to co-opt the
planet into a single metropolis, it’s
nice to know there is one thing that
is down home Atlanta.) This mix of
vodka and cognac glows bright
turquoise and is the favored hip-hop
tipple of the moment. Pull it from the
brown paper bag, pour it over ice,
sit back, and enjoy the afternoon on
a hot humid day, watching
everything go by.

The feeling you get sums 
up the city of Atlanta—bright and
modern, perfectly pitched, and
totally ... schwank? •
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The new aquarium is a

hot ticket in Atlanta.

Atlanta, fabled home of southern hospitality and strangely zeitgeisty melting pot, is
totally “schwank.” The new thing in this arguably quintessential southern city is a kind
of trendy manufactured globalism. This includes manufactured slang, such as schwank,
which (best as one can tell) is a hip-hop form of swank with a touch of sarcasm. Atlanta is
the world in your hand—where else can you be hypnotized into thinking you are in Fiji,
Italy, Iraq, and Miami all at once?
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