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Headlines From the Week in Media

CVS
Will stop selling 
cigarettes on Oct. 1

RadioShack
Closing 500 stores 
following SB spot

NBC
Pulls Michael J. Fox 
Show from lineup

Vanity Fair
Mag’s Gwyneth 
Paltrow exposé fizzles

UP/DOWN

► AOL posts strong 
Q4 ratings; global ad 
revenue up 23 percent

► Levi’s signs on with 
Draftfcb, The House 
Worldwide 

► CNN pulls plug 
on CNN Latino 
programming block 

► Horizon strikes 
$100 million deal with 
Clear Channel

► Ogilvy & Mather 
France’s Chris Garbutt 
named CCO of O&M 
East, New York 

► Gawker Media to 
launch weather site 
The Vane

► More magazine 
newsstand declines in 
second half

New frontier 
p. 18 

Fox
Super Bowl scores 
record 112.2m viewers

Discovery Channel
Will air live jump from 
Mount Everest in May

@SochiProblems, with more than 260,000 followers,
chronicles assorted horrors in the Winter Olympics host city,
as well as this snafu from Friday’s Opening Ceremony.
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► Clio Awards accepting 
entries through April 
11, will feature fi rst 
gender-equal jury; 
event will be held Oct. 1 
in New York

► Google names  
Susan Wojcicki as head 
of YouTube

► CBS wins 2014 rights 
for Thursday night 
NFL package

► MasterCard global 
media goes to Carat; 
Latin America stays 
with UM

►Disney Interactive lays 
off hundreds

► Hulu signs VOD rights 
to CBS’ Elementary

► Time Inc. CEO Joe 
Ripp begins layoffs, 
taps Evelyn Webster 
and Todd Larsen as top 
execs and ups Mark 
Ford to evp, ad sales; 
Ed Kelly, David Geithner 
and others exit

► Microsoft invests $15 
million in Foursquare

► Rubicon Project fi les 
for $100 million IPO

► Satya Nadella, a 
22-year veteran of 
Microsoft, to replace 
Steve Ballmer as CEO

► Turner’s Adult Swim 
expands prime-time 
block by one hour

“This has gotta represent 
the actual pie chart of 
America? Who cares?”
Jerry Seinfeld on the role of diversity 
in comedy. (BuzzFeed)

—Lisa Granatstein

“What are 
you going to 
do when I’m 
gone?”
President Obama to 
Bill O’Reilly in a 
pre-Super Bowl 
interview. (Fox News)

FEBRUA RY 10,  2 0 14  |   A D W E E K

“This bird is darkness, 
this bird is pure evil. 
You’ve been warned ... I 
must go, he wants me to 
try again.”
one of numerous Flappy Bird reviews 
found in apple’s App store and Google 
Play, warning players of addiction and 
doom. (the Huffington Post)
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    Specs
    Age  55

   New gig  Chief investment offi cer, Spark

 Old gig  CEO, Starcom USA 
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  How’s the transition back into 
TV buying been treating you?  
I’m very, very fortunate that I’ve 

had such a diverse experience base 

during the 33 years of working at the 

Starcom MediaVest Group family. 

But this is what I really like to do and 

what I think I’m really good at. I feel 

like I’ve been rejuvenated to be able 

to work in this agency.

   
    What’s the core philosophy that 
informs what you do at Spark?  
We’re the third player at SMG. 

Basically, we have a challenger mind-

set—we’re very nimble because of our 

relative size, but we are also backed 

by the powerhouse that is SMG. So 

we have a very creative, hands-on 

operation …  but we don’t have to trade 

off fl exibility for clout and resources. 

We’re scrappy and we operate with a 

chip on our shoulder … which is pretty 

much me in a nutshell.

  

   Given how rapidly the business is 
changing, this has to be the most 
fascinating time to be working as a 
buyer. How has your day-to-day job 
changed in the last few years?
   I’ve been saying this for years, but 

you can’t just look at it as a television 

market. It’s a video market. Television 

viewing is not down, but a lot of 

it is fragmented and spread out. 

Technology has changed the way 

viewers consume video, and there 

is now so much data at our disposal 

that I can go well beyond the standard 

Nielsen metrics. I can see who is 

consuming what and how those 

viewing patterns align with their 

purchasing behavior. If you’re utilizing 

the metrics the way they stand today, 

you’re leaving money on the table. 

   
    Along those lines, you’re also 
seeing a lot of changes in how 
the upfront gets hashed out.  It’s 

become such a spectator sport—

there are so many people watching 

what’s going on. Back in the ‘80s and 

‘90s, the rest of the agency barely 

knew the upfront was even going on. 

[laughs] But for all the attention and 

speculation, the upfront is defi nitely a 

smaller piece of the overall business. 

And there was a period there where 

as soon as the schedules were 

announced, we started negotiating. 

With the softer scatter marketplace 

we’ve been seeing in the last few 

years, that’s no longer the case. 

There’s not a gigantic penalty for 

keeping money for scatter and holding 

some of your decisions off a little bit.

  

   With all the data available to make 
smarter, more effective buys, why 
is everyone so worked up about 
changing the currency from C3 to 
C7?  I guess I’m happy that the rest 

of the marketplace is continuing to 

use standard metrics. I’m much more 

interested in being able to identify 

the unique opportunities out there, 

and the window is only open so long 

where I’ll have an advantage over the 

rest of the fi eld. I’ve looked at income 

skew and transactional data for 

particular categories as they relate to 

particular shows and in many cases, 

the top-rated shows don’t perform 

as well as the No. 10, 11, 12 shows. 

So if I have that data and the seller 

doesn’t, I have a big advantage.

  

   What’s on your TV diet?  I watch 

quite a bit of television. I like The 

Blacklist, and I still love NCIS and 

Criminal Minds. My wife says I need to 

watch more comedies. I need to laugh 

a little more, I guess. But you know, 

I love watching the pilots, and every 

year there are at least a few shows 

that seem to resonate with everyone. 

That wasn’t the case last year. There 

was just one show, The Blacklist, that 

made me say, “That’s it. That’s the 

one!”  —Anthony Crupi  

‘We’re scrappy 
and we operate 
with a chip on our 
shoulder … which 
is pretty much 
me in a nutshell.’
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Spark’s TV buyer on gaming the upfront, 
embracing data and his taste for dark dramas.

John Muszynski
First Mover
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  Specs
Client Bear Naked 

Director Devin Graham

PR agency Krispr Communications

(See the spot and full credits 

 at Adweek.com and on our iPad edition.)

Idea Want to appeal to young, 

attractive people who like watching 

other young, attractive people do 

insane stunts? Devin Graham is your 

man. The 30-year-old filmmaker, aka 

“devinsupertramp” on YouTube, has 

almost 2 million subscribers to his 

channel, which is stuffed with jaw-

dropping stunt videos like “World’s 

Largest Rope Swing” (22 million 

views) and “Human Slingshot Slip 

and Slide” (13 million views). Graham 

started out making unbranded videos, 

but marketers—including Mountain 

Dew and Ford—have come knocking, 

looking to tap into his millennial 

audience. The latest, set for release 

Feb. 10, is for Bear Naked granola, 

which teamed up with Graham for 

a stunt on Mammoth Mountain in 

California—“human bowling,” with 

people rolling down a hill inside a clear 

plastic Zorb ball (it’s called “Zorbing”) 

into some giant red bowling pins while 

munching on granola. “We’d seen 

one Zorbing video on snow, but never 

anything with bowling,” said Graham. 

“We figured, let’s make it larger than 

life and see what happens.” 

Copywriting Graham doesn’t work 

with a script or storyboards. “It’s more 

documentary filmmaking,” he said. 

“We create an awesome experience, 

we capture it, and then we make a 

story out of it.” The new video begins 

with on-screen text: “Bear Naked 

presents Human Bowling.” After the 

pins are blown up and a tractor preps 

the hill, the action begins—young 

people in the Zorb ball careening down 

the hill and into the pins. They’re also 

seen eating granola, laughing and 

dancing. The party continues into the 

night. A product shot and hashtag 

(#OneUpIt) appear on screen at the 

end, along with the tagline, “Live Bear 

Naked,” and a copy line, “This winter 

adventure was fueled by Bear Naked.” 

Art direction/filming Bear Naked 

handled much of the production, 

even bringing in someone from Zorb 

to check the course. “We wanted to 

make sure it was super safe, because 

there’s always an element of danger,” 

said Graham. He and four friends shot 

with Canon 5D Mark III and Canon 

1D C cameras. (A remote-controlled 

helicopter got the overhead shots.) 

The product integration isn’t subtle, 

but Graham said it rings true—people 

bring granola to the slopes all the 

time. “If it feels like a straight-up 

commercial, no one shares it,” he 

said. “If it feels like a fun video that 

people can relate to, it gets shared.” 

He’s also learned not to make the 

videos too extreme. “You create a 

cool experience that’s larger than life 

but that people can still believe, ‘Hey, 

I could go out to the mountain and 

set up something like that with my 

friends.’ That’s what people share.” 

Talent Graham invited fans to the 

shoot via Twitter, Facebook and 

Instagram. “It wasn’t actors or people 

that were faking having fun. It was 

people legitimately having fun,” he 

said. His directions are generally 

simple. “It’s kind of like impromptu 

acting, where I’ll say, ‘All right, I want 

everyone to run over here and throw 

snowballs at the Zorb!’” 

Sound The soundtrack is a driving 

dance tune by Con Bro Chill. “We 

always try to have happy, positive, 

uplifting songs that are family-friendly 

and can hit every audience out there,” 

said Graham. The musical artists in 

his videos generally license the tracks 

in exchange for the revenue from 

iTunes sales. 

Media Most brands want Graham 

to host the videos on his YouTube 

channel because of his huge audience. 

Doing so also allows him to present 

those projects as his own. “It’s a win-

win for both parties,” he said.

A larger-than-
life experience 
that still 
manages to  
be believable.

Graham shoots 
a strike

Larger
than life

Granola-fueled
fun

Advertising’s Daredevil
The Spot
By Tim Nudd Devin Graham brings his freewheeling filmmaking 
to a human-bowling stunt for Bear Naked granola.
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With the Winter Olympics 
underway, the governments of 
several countries (including 
the U.S.) have  battened down 
the hatches in case of violence, 
attracting both sports and 
political coverage to Sochi. 
U.S. counterterrorism offi  cials 
have cited “specifi c threats of 
varying degrees of credibility 
that we’re tracking,” and news 
organizations must report on 
breaking news while protecting 
workers from the ever-present 

threat of violence. 
NBC and CBS didn’t comment, 

citing safety concerns; ABC did not 
return a request for comment. But 
all news organizations mentioned 
are believed to use outside security 
contractors on such assignments. 
The Sochi Olympics are a rare 
junction of geopolitics and feel-
good sports coverage—NBC will 
be trying to get its money’s worth 
out of the $4.38 billion contract to 
air the games until 2020, but every 
news division will be on high alert 
for the promised terrorist attacks.

There are also virtual 
impediments to coverage—
Homeland Security is warning 
watchers that opportunistic 
hackers are likely to set up fake 
versions of news sites to acquire 
personal information, and Russian 
intelligence is monitoring social 
media, email and telephone traffi  c 
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so closely that it’s been described 
as “the NSA on steroids.”

“The news organizations have 
had enough practice making 
themselves secure, particularly 
around the 2005-2006 period,” 
said TV news analyst Andrew 
Tyndall. Inexperienced newsies 
in Sochi, though, “rely on the 
Russians. Really, you can’t do 
anything else,” Tyndall said. “You 
can’t assign your cameramen a 
bodyguard each.”

Bill Rathburn of Rathburn 
and Associates (which provided 
security for the 1996 Olympics in 
Atlanta where a bomb exploded in 
Centennial Park) was pessimistic 
about traditional security. “A 
bodyguard will be useless,” he said. 
“The kind of security threats that 
exist in Sochi are not the kinds that 
bodyguards can protect against. 
If you’re on an bus and a suicide 
bomber detonates his vest, you 
can’t do anything but jump on the 
bomber, and you won’t have the 
time to do that.” There are further 
handicaps, too. “Russian security 
won’t allow bodyguards to carry 
weapons,” Rathburn said.

Nick Paton Walsh, a 
correspondent for CNN based 
in the region, said the Russian 
government is spoiling for a fi ght, 
particularly Vladimir Putin. “This 
is a man who came to power saying 
he was going to shoot militants in 
the toilet,” Paton Walsh said.

The reporter said he’s safe—
he’s a veteran of the region. But 
the danger is there. “Putin’s said 
there won’t be a problem,” he said. 
“Militants want to prove him 
wrong.” Experience, ultimately, 
may be the best protection.

For his part, Rathburn sees 
holes. “When there’s a shortage 
of personnel,” he said, “there’s 
pressure from the operational 
people to go ahead and hire folks 
even when you haven’t done a 
background check.”

Staying Safe and 
Covering Sochi
By Sam Thielman
As fears mount over 
militant activity at the 
Sochi Olympics, news 
organizations prepare for 
breaking news as they try 
to protect their people.

Trending Topics
The latest news from the worlds of tech, 
print, advertising, marketing and television.

Continued on page 16

As you read this, Americans are in 

the process of dropping $1.9 billion 

on Valentine’s Day fl owers—much of 

it going to buy the 224 million roses 

grown just for the amorous holiday.

Surprising facts? Here’s another: 

While most people assume that the 

local fl ower shop is making a killing 

at this time of year, a good many 

fl orists are merely breaking even—

or even losing money.

“People don’t understand the 

economics of what happens to the 

money they spend on fl owers,” said 

Bonnie Bank, who runs Superior 

Florist in midtown New York. “And 

they don’t understand that fl orists 

are getting screwed in the process.”

Bank heads the group Florists 

for Change, which, through its site 

RealLocalFlorists.com, attempts to 

combat what members believe is a 

fungus infecting the industry.

To understand the thorn in 

fl orists’ side, it helps to understand 

how fl ower orders used to work. In 

the old days, smitten customers 

seeking posies for a faraway 

paramour would order through a 

local fl ower shop that, in turn, used 

a wire service like FTD or Telefl ora 

to fulfi ll the order at a shop near 

the delivery point. The fi rst fl orist 

received a 20 percent commission, 

the wire service took a 7 percent fee, 

the fi lling fl orist got the balance—

and everybody was happy.

Increasingly, however, third 

parties—known as order gatherers—

have set up websites that look like 

Valentine’s Day 
Profi ts? Florists 
Say They’re 
Getting Clipped

  SEASONAL SALES  

Not so rosy?
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The Reviews Are In
Online product reviews are becoming more important as people do more 

of their research and shopping on the Internet, with 79 percent of people 

checking reviews before buying. The good news for retailers is, people 

are more likely to leave good reviews than bad. Of those who do leave 

bad reviews, most (88 percent) cite warning others as their motivation.

SOURCE: YOUGOV VIA EMARKETER

fl ower shops—but aren’t. Simply by 

setting up a gateway page and using 

Google keywords that make them 

appear to be local, these middlemen 

(fl ower trolls, anyone?) can snap up 

both commission and rebate, leaving 

fl orists in the red. 

Order gathering has become so 

profi table, in fact, that the old wire 

services have themselves gotten 

into the act. “They started out as our 

partners,” Bank said. “But now they 

get all the commissions. So we’re 

battling it from all ends.”

Bank noted that Telefl ora has 

partnered with Profl owers, a drop 

shipper of inexpensive, unarranged 

fl owers with which it splits fees—

even as it continues to send orders 

to local shops for fulfi llment. That, 

in effect, puts local shops in the 

position of helping a rival.

What do the fl ower powers have 

to say about all this?

FTD CEO Rob Apatoff conceded 

that “signifi cant shift to online 

purchasing” has “impacted” the 

fl oral industry, but he pointed out 

that his company “invests tens 

of millions of dollars each year in 

consumer marketing”—marketing 

that supports not only FTD but also 

“our fl orist members” as well.

In a statement, Telefl ora 

maintained that it is “transparent 

in communicating our relationship 

with Profl owers and any member 

of Telefl ora can refuse to accept 

orders.” The company also pointed 

out that while some fl ower 

shippers have chosen to bypass 

local shops entirely, “Telefl ora 

remains committed to ... sending 

all of our orders to our retail fl ower 

membership.”

Bank understands the 

economics at work. Large 

companies will always leverage 

their size in ways that mom and 

pop cannot. But she noted that if 

order gatherers and wire services 

continue to prune the profi ts of the 

independent shops—upon which 

they depend to fi ll orders—they’ll 

only be taking the bloom off their 

own roses. –Robert Klara

In the fi nals of four big reviews, 
BBDO has a shot at adding about 
$25 million to its revenue line 
if it runs the table—or getting 
burned out trying.

The Omnicom Group 
agency is making four fi nal 
presentations in fi ve weeks. 
The fi rst—for the Wells Fargo 
creative account, with estimated 
revenue of $12 million to $13 
million—took place last week 
at the bank’s San Francisco 
headquarters. This week 
comes the Legacy anti-tobacco 
foundation pitch, followed next 
week by Papa John’s and, fi nally, 
CVS the week of March 10. 

Not since mcgarrybowen’s 
2011 pitch trifecta of Sears, 
Burger King and United 
Continental across two 
months has a shop pitched 
so many important accounts 
in such a tight timeline. 
Such opportunities are rare, 
particularly for big players like 
BBDO that are confl icted out of 
most brand categories. 

Rarer still is winning a string 
of pitches—like mcgarrybowen 
did en route to 2011’s banner year 
of 60 percent revenue gains.

BBDO global CEO Andrew 
Robertson, for one, is not making 
any bold predictions. “Healthy 
paranoia is another one of our 

core people values, and I’ve got 
way too much of it to be jazzed or 
cocky about any” new business 
opportunities, he told Adweek.

The agency’s New York 
headquarters is leading the 
pursuit of Legacy, Papa John’s 
and CVS and supporting the 
San Francisco offi  ce in its bid 
for Wells Fargo. As such, New 
York staff ers have worked long 
days, nights and weekends, 
particularly since the beginning 
of the year. 

Burnout “is a concern,” 
acknowledged Robertson. “But 
generally, people like doing 
it. It’s energizing rather than 
exhausting. Of course, it helps if 
you win.”

But BBDO has other 
motivations for chasing this new 
business beyond professional 
pride. The agency’s 2013 was 
tarnished by the loss of its 
global Gillette business, which 
represented some $40 million in 
revenue. Also, all Omnicom and 
Publicis Groupe shops feel extra 
pressure to deliver amid the 
pending merger of their parent 
companies, which is slated to 
close by midyear.

Could even the mammoth 
BBDO be spreading itself too 
thin? Search consultant Avi Dan 
doesn’t think so, given its deep 
resources and seasoned leaders, 
including Robertson, North 
American chairman and chief 
creative offi  cer David Lubars, 
and New York CEO John Osborn.

Rather, as Dan sees it, the 
question becomes: How many 
wins can they deliver?

Forget the Polar Vortex, 
BBDO in a Pitch Vortex 
By Andrew McMains
With a handful of major 
accounts in its sights, the 
shop balances hunger for 
revenue with staff fatigue.

Continued from page 14

Good Mixed Bad Neutral

54% 57% 21% 12%

Types of reviews posted by 
U.S. Internet users, January 2014

Global CEO 
Andrew 
Robertson

In the Stretch
A TOP PRIORITY OF THE 
AGENCY’S LEADERSHIP ...

... IS FOUR BIG PITCHES 
ACROSS FIVE WEEKS 

North American 
chairman/CCO 
David Lubars

New York CEO 
John Osborn

Wells Fargo
$130m

CVS
$115m

Papa John’s
$120m

Legacy
$50m

* M E D I A  S P E N D
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LinkedIn is looking more and 
more like a publisher these days. 

The professional networking 
site eschews the term, but its 
recent moves suggest otherwise, 
from its Infl uencers blog network 
to its acquisition of news reader 

Pulse and the introduction of 
native advertising. (LinkedIn 
calls them Sponsored Updates—
the ad units where companies 
pay to have their news show up in 
users’ feeds.)

Now, LinkedIn is going even 

further in that direction by acting 
as a content broker between 
brands and publishers. Meaning, if 
a marketer is in need of content to 
distribute to readers, LinkedIn’s 
team of “content marketing 
consultants” can link it up with a 
roster of partner publishers. 

In the fi rst such arrangement, 
LinkedIn worked with tech 
company Emerson to distribute 
stories from The Atlantic with 
the aim of reaching professional 
women. Articles were distributed 
to LinkedIn members who follow 
Emerson, as well as nonfollowers. 
Clicking on a story took the 
reader to an articles page on 

LinkedIn’s
Jon Williams

Front

LinkedIn: 
Content Broker
By Lucia Moses The social network looks more 
like a publisher as it grows its native ad business.

SOURCE: BLOOMBERG NEWS6,813 Number of phone-hacking 
calls made by News Corp.’s 
News of the World during 

2005 and 2006.

The final issue
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TheAtlantic.com surrounded 
by Emerson ads, potentially 
introducing the magazine to new 
readers. “It’s elevating the power 
of The Atlantic to facilitate a 
conversation … for an audience 
that might not have discovered it 
on The Atlantic on their own,” said 
Atlantic publisher Hayley Romer. 

LinkedIn members are 
increasingly accessing the 
platform on mobile devices, so 
the site is looking to Sponsored 
Updates to drive revenue on 
those devices, said Jon Williams, 
head of global agency relations. 
Marketing Solutions (read: ad 
revenue) made up 25 percent of 

LinkedIn’s revenue in 4Q 2013, 
of which Sponsored Updates 
contributed 13 percent. But, 
Williams added, “We’re seeing 
a lot of marketers struggle with 
coming up with content and 
figuring out what resonates with 
the right users.” 

Rebecca Lieb, analyst at 
Altimeter, said distributing more 
content is part of LinkedIn’s 
effort to increase its relevancy 
beyond HR professionals 
by getting people to expand 
their use of the site and think 
of it as a b-to-b social media 
destination. Hence, its frequent 
email updates to users and the 

introduction of Facebook-like 
commenting features. 

“LinkedIn realized for 
some time it has to be relevant 
outside the HR community to 
make money,” Lieb explained. 
“Increasingly, it’s becoming 
a marketplace for thought 
leadership, marketing products 
and the marketing of companies 
as great places to work.”

NewsCred CEO Shafqat 
Islam said that in a test, half of 
users who clicked on NewsCred 
content via Sponsored Updates 
agreed to provide their email 
addresses for the promise of a 
white paper—testimony to user 

engagement on LinkedIn.   
For now, LinkedIn is 

working with a small list of 
traditional publishers (so far, 
just The Atlantic) and automated 
platforms/writer networks 
including NewsCred, Contently 
and Percolate, with an eye to 
adding more. 

Producing content itself 
may seem like a natural next 
step, but Williams insists 
that’s not in the cards. “We’re a 
technology company,” he said. 
“We’re focused on creating a 
great member experience on our 
platform. We don’t intend on 
creating content ourselves.”

Not Just ‘Likes’
Facebook turned 10 years old last week. 

While 57 percent of adults and growing use 

the social network, there are aspects people 

dislike about it, from oversharing to seeing 

posts about activities they weren’t part of.

SOURCE: PEW RESEARCH CENTER

Trending Topics

36% 
People 

oversharing

36% 
Others posting 

info about 

you without 
permission

27% 
Others seeing 
information you 

didn’t mean for 

them to see

12% 
Pressure to 

comment on 

others’ posts

24% 
Pressure 

to share 
too much

5% 
Seeing posts 

about activities 

you weren’t 
included in

  

WorldMags.netWorldMags.net

WorldMags.net

http://worldmags.net/
http://worldmags.net/


20

Front

FEBRUA RY 10,  2 0 14   |   A D W E E K

Over the last few years, a handful 

of mobile startups have emerged in 

what might be called the rewards-

driven ad space. SessionM, Kiip 

and others have promised a better 

advertising model, providing 

consumers with credits for 

games, credit card points or 

brand samples in exchange for 

consuming ads or content. 

But lately, Facebook, Google 

and Twitter have come to 

dominate mobile ads, threatening 

the momentum of the reward 

programs. “There is a place for the 

rewards-driven model,” said a top 

mobile buyer. “But right now it’s not 

the core. This is more like coupons 

or infomercials”

Jeff Malmad, managing director, 

mobile at Mindshare, said that while 

companies like SessionM and Kiip 

suffer from a low profile on both 

coasts, clients like Ragu have seen 

success. “You don’t always see 

these ads,” he said. “I don’t think 

they’re scaling up as they’d like to, 

but our clients do work with them 

and we’ve seen good results.”

SessionM is betting that mobile 

consumers will get hooked on 

accumulating its proprietary 

mPoints currency. CEO Lars 

Albright said the startup tripled 

revenue in 2013 and is on pace to 

do so this year. “The market shifts 

highlight the need to be more 

than a rewards model,” he said. 

“What’s really resonating is direct 

relationships with consumers.”

Kiip CEO Brian Wong said his 

company works with brands such 

as General Mills on more than 

2,000 apps, including Star Wars 

Pinball and FitStar. He contends 

mobile banners are under threat, 

not his category. “The only way you 

can get attention in short bursts 

on a personal device is a value 

exchange,” he said. -Mike Shields

Is the Rewards 
Model Scoring 
Points?   
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When Condé Nast artistic 
director Anna Wintour tapped 
Pilar Guzmán to lead Condé 
Nast Traveler last September, 
it was clear that a more stylish 
sensibility was coming to the 
sleepy brand. There was 
even speculation that the 
monthly would toss the 
motto “Truth in travel” 
that has embodied 
the expert, objective 
travel reporting that’s 
been a central tenet to its 
positioning since Harry Evans 
founded it in 1987. 

That tagline will remain. But 
there are other changes afoot. 
The magazine has reversed 
its longtime policy barring 
contributors from accepting 
media rates on travel. (It will 
not, however, allow editorial 
trips in exchange for coverage.)

And with the revamped 
March issue hitting newsstands 

next week, Guzmán’s editorial 
vision will be on full display.

With a surplus of travel news 
and advice on the Web, Guzmán 
is shifting the book’s focus away 
from typical travel journalism 

toward lifestyle, in hopes 
of differentiating it from 

the pack. The March 
cover features a close-
up of model Christy 
Turlington, shot by 

fashion photographers 
Inez van Lamsweerde 

and Vinoodh Matadin.
“We’re getting stories from 

stylists, photographers—people 
who are creative and have great 
taste,” Guzmán said. “Anyone 
can get the definitive guide to 
Berlin somewhere else, but what 
you can’t get everywhere is a 
tastemaker or influencer giving 
their unique take on the trip.”

Ad sales are being steered 
by Condé vet Bill Wackermann, 

who led a similar—and 
widely viewed as successful—
repositioning at Bon Appétit. 
He also launched a marketing 
campaign for Traveler last fall.

“The magazine has needed 
a refresh for some time,” said 
George Janson, managing 
partner and director of print at 
GroupM. “There’s enough hard 
travel news online that adding 
some pages devoted to lifestyle 
coverage doesn’t seem like it 
would be a major turnoff.”

Targeting the luxury space 
is smart as the travel category 
can be fickle, added Janson. 
“Conversely, luxury and beauty 
advertising has been exploding 
over the past few years and plays 
to Condé’s strength.”

The focus on style appears 
to have helped with advertisers. 
After declining 4 percent in 
2013, ad pages grew 11 percent 
in the first quarter of this year 
versus the same period a year 
ago for a total of 230 ad pages, 
per the company (though, it’s 
worth pointing out, rival Travel 
+ Leisure also was up 11 percent 
in ad pages in Q1). Fashion 
and luxury goods have been 
especially strong, with Coach, 
Elizabeth Arden and Tag  
Heuer all coming on board in 
the March issue. In the second 
half of 2013, when Guzmán  
was making incremental 

tweaks, newsstand sales 
rose 44 percent to 32,970 on 
a total circ of 822,826, per the 
Alliance for Audited Media. 
It’s unknown how readers will 
react over time. “Magazines 
should take calculated risks 
and explore new product 
offerings for the next-generation 
consumer,” said Robin 
Steinberg, evp, MediaVest. 
“The challenge is doing this 
successfully without alienating 
the current core consumer.”

Traveler Moves 
Up to First Class
By Emma Bazilian Set to unveil a fresh look under 
editor Pilar Guzmán, Condé Nast’s globe-trotting bible 
dumps tired travel-guide approach for lifestyle focus.

‘What you can’t get everywhere is 
a tastemaker or influencer giving 
their unique take on [a] trip.’ 

Pilar Guzmán, on Condé Nast Traveler’s new refresh on travel.

Kiip works with
this app. 

Luxe life
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By Lucia Moses Those planning to view the Winter Games are open 
to sponsors’ messages, but not necessarily celebrity endorsements.

Olympics Watch
Data Points

like

62%

86%

77% 81%

74%

Most popular
platforms

79%

Among those
18-29

Social sharing on the rise

Of 400 online
U.S. adults
surveyed…

Multiscreen
viewing

47%

Will watch
the Olympics

35%

Might follow
the games

64%
Of those who plan

to/might watch say
it’s important to

watch it live

Plan to watch the games
using multiple devices

simultaneously

Among 18-29
year olds

Among 18-29
year olds

Live viewing
is important

Will or might share Olympics
content on social media

platforms

Say they’ll
use Facebook

34%
TwitterPlan to use

YouTube 

36%

SOURCE: ARNOLD WORLDWIDE

They’re receptive
to sponsors’ messages

but not celebrity
endorsers

More likely to buy from companies that sponsor sporting events 

More likely to buy Made in the USA

More likely to be brand-loyal

Less likely to buy products that celebrities use

9%

8%
10%

18%
20%

18%

13%

43%

Compared to general population, Winter Olympics viewers are: All adults vs. Winter Olympics viewers:

SOURCE: EXPERIAN MARKETING SERVICES

Unwilling to change
buying behavior
because of a deal

Like to shop
and are always

looking for deals
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If 2014 has to be the 
year of something, 
it really should be 
the year of brand  
as publisher.

By Ken Willner In order to keep pace with their increasingly mobile 
customers, brands have to embrace the owned media of apps.

The Revolution Will Be Published
Voice

In the United States today there are 
more than 327 million mobile devices 
being used on a daily basis. According 
to the Pew Research Center’s Internet 
Project, an astounding 91 percent of 
Americans currently own cellphones, 

and nearly two-thirds of consumers utilize 
their mobile devices to access the Internet.

The average consumer spends 127 minutes 
in mobile applications each day, responding 
to emails, browsing Facebook and searching 
for places nearby, according to Street Fight 
Insights. These are people who represent a 
tremendous number of daily touch points 
between brands and consumers. Brands 
and their agencies need to understand the 
potential of this trend and leverage the 
owned-media mobile assets they already 
have—literally at their fingertips.

Our world is definitely moving to the 
small screen; however, many brands have 
yet to fully recognize how this seismic shift 
is creating new and unparalleled ways for 
them to effectively communicate with their 
customers whenever and wherever they are.

Companies in industries like financial 
services, travel and retail can be incredibly 
sophisticated about leveraging their 
corporate communications channels—
websites, blogs, social media—yet many are 
completely ignoring the obvious customer 
communication vehicle in mobile apps.

Part of the disconnect is that many 
corporate mobile apps are managed by 
IT teams as “utility” apps, which require 
forward planning, cross-team coordination 
and additional effort to get them updated on 
a continual basis. These apps are typically 
designed around task-oriented activities 
(check your balance, book a flight, make a 
reservation) but leave much to be desired 
in the way of branded content or ongoing 
customer communication. However, when 
properly managed, in-app content and 
messaging can provide compelling branding 
and communication connections for the app 
owner—in short, a unique and compelling 
owned-media opportunity.

To be effective in today’s digital world, 
marketers need to create occasions 
to instigate meaningful and relevant 
conversations with their customers. In 
recent years, the most common approach 

has been through targeted email campaigns, 
brand websites, blogs and social media 
outreach. Each of these approaches has had 
to not only grab the consumer’s attention, 
but also encourage them to take additional 
actions to get to the brand value and benefits.

Conversely, corporate brands with mobile 
apps already have a committed audience 
that has “opted in” (when they purposely 
downloaded and installed the app in the first 
place and then on each subsequent use). But 
capturing and holding consumer attention 
during multiple sessions can be a challenge. 

For savvy marketers, success is based 
on positioning their apps so that they are 
a direct consumer connection. This new 
owned-media channel can be used to provide 
a more meaningful experience through 
interactive content, targeted promotional 
offers and relevant brand messaging. 

If 2014 has to the be year of something, 
it really should be the year of brand 
as publisher. When a brand develops/
publishes a website, it wants to facilitate 
opportunities to compel visitors to stick 
around for a while. The same thing holds 
true when creating native mobile apps, 
and companies should invest in content 
management platforms and Web services 
that enable a range of engaging brand 
experiences. This includes the support 
and partnerships needed to deliver these 
interactions dynamically and at scale. 
Brands should also have the ability to 
present partner marketing offers that 
represent potential new revenue streams.

When mobile apps first appeared, most 
large companies just wanted to get to market 
quickly, and many ended up offering apps 
with limited scope and functionality. Today, 
there’s a much deeper focus on developing 
corporate apps that provide ongoing points 
of contact and interaction so that consumers 
will consider them as their primary 
source of new and useful information and 
personalized content and data. This will also 
require brands to better understand the 
digital needs and behaviors of consumers.

But like many things overlooked, the 
solution here is in the palm of their hands.

Ken Willner is CEO of Zumobi, a mobile media 
and technology company.
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CONGRATULATIONS

Next case of beer on us. 
Now get back to work!

for being named Adweek’s U.S. Media Agency of the Year.

Please Enjoy Responsibly. ©2014 HEINEKEN USA, New York, NY.

  

WorldMags.netWorldMags.net

WorldMags.net

http://worldmags.net/
http://worldmags.net/


 

WorldMags.netWorldMags.net

WorldMags.net

http://worldmags.net/
http://worldmags.net/


27A D W E E K   |   FEBRUA RY 10,  2 0 14

L
E

T
T

E
R

IN
G

: 
J

E
F

F
 R

O
G

E
R

S

OMD and MediaVest—respectively, Adweek’s Global Media Agency of the Year 
and U.S. Media Agency of the Year—each generated impressive revenue growth 
in 2013 by winning important accounts and expanding remits of existing clients. 
They also scored creative achievements and strategic innovation under the watch 
of OMD global CEO Mainardo de Nardis and MediaVest U.S. CEO Brian Terkelsen. 
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MediaVest
Terkelsen (top) pictured 

with, from left, Tim 

Castree, chief operating 

officer; Sarah Kramer, 

president, client 

services; and Christine 

Merrifield, president, 

video investment and 

activation.

CEO Brian Terkelsen 
leads the Publicis agency 
to major account wins 
such as Honda and 
Mondelez and a 30 
percent revenue surge.  
By Andrew McMains L
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he biggest phone call of MediaVest’s phe-
nomenal 2013 began, curiously enough, with 
Honda’s Mike Accavitti chitchatting about 
the weather and asking MediaVest U.S. CEO 
Brian Terkelsen how his day was going.

While Terkelsen welcomed the small talk, 
given that MediaVest had just pitched Hon-
da’s $800 million media account a few weeks 
earlier, it did seem aimless, particularly at the 
end of a long day. I really don’t know where 
he’s going, Terkelsen remembers thinking.

Finally getting to the point, Accavitti, the 
carmaker’s svp, automobile operations, ex-
plained that as a high-touch guy, he was per-
sonally calling review finalists to let them 
know if they were out. Terkelsen couldn’t help 
but wonder whether he was one of those get-
ting bad news that day. That’s when Accavitti 
spilled the beans: MediaVest had outstripped 
Horizon Media and PHD to win one of the big-
gest and most coveted accounts of the year. As 
it turns out, Accavitti was just being coy with 
a call every agency CEO wants to get.

“I had to call all the other people and tell 
them that they lost,” says the Honda exec. “So, 
it was finally my time to smile.”

The welcome news on that rainy New York 
night in March capped a hard-fought three-
month review and helped propel Publicis 
Groupe’s MediaVest, Adweek’s U.S. Media 
Agency of the Year, to 30 percent revenue 
growth in 2013. The Honda win was also the 
biggest since Terkelsen became U.S. CEO 
in June 2012, expressing a desire for more 
significant growth. The outcome proved 
that the new boss and his team had come 
a long way in nine months. “We were just 
suffering from a lack of growth,” says Ter-
kelsen, who rose to the top job after running  
LiquidThread, the branded content arm of 
the larger Starcom MediaVest Group. “We 

needed to double down on product. We need-
ed to double down on who we were as a busi-
ness and our culture. We needed to double 
down on more aggressive growth.”

Other major wins last year include Ot-
suka America Pharmaceutical, the maker of 
Abilify; Nike’s Converse brand; and three new 
assignments from Mondelez following the 
$35 billion snacking company’s spinoff from 
Kraft. The snacks giant was just one of many 
existing clients that expanded their relation-
ships with MediaVest. Coca-Cola, Procter & 
Gamble, Bristol Myers Squibb, Aflac and Post 
Foods all handed the shop new assignments, 
largely in the realm of search marketing and 
data and analytics. Revenue growth also 
came from late 2012 wins like the TriHonda 
Dealer Group and Travelers.

MediaVest ended 2013 with an estimated 
$254 million in domestic revenue, up 30 per-
cent from $195 million in 2012. By compari-
son, revenue grew half as much in 2012.

MediaVest also stood out strategically and 
creatively, helping SMG strike a deal with 
Twitter that gave MediaVest and Starcom 
clients an early look at new ways for market-
ing brands in social media. It also forged a 
mobile partnership with Apple. In addition, 
MediaVest won a silver social media Lion at 
Cannes for its role in the popular “Oreo Daily 
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Back row, from left: Castree; 
Katie Ford, president, 
managing director; Coleen 
Kuehn, president, planning 
and strategy; Terkelsen. Front, 
from left: Merrifield; Kramer; 
Richard Hartell, president, 
strategy; Pam Zucker, 
president, marketplace ignition 
and innovation.

Twist” campaign. But the growth in business 
trumped all, beginning with the expansion of 
the Mondelez relationship in January.

Even before Mondelez spun off from Kraft 
in October, it started to review its agency re-
lationships in the U.S. and abroad, with an eye 
toward consolidating assignments at fewer 
shops but also changing its strategic approach 
toward top-selling global brands like Oreo, 
Cadbury and Trident, says Lisa Mann, then 
vp of North American marketing services and 
now an svp in the global gum category. 

That strategic shift gave rise to a new global 
communications planning assignment Mon-
delez divided between MediaVest (candy, gum 
and biscuit brands) and Carat (chocolates and 
coffees). And in the U.S., where MediaVest al-
ready handled most media buying and some 
planning, the agency added planning and 
digital buying for gums and candies from Ho-
rizon. All told, Mondelez spends about $180 
million in media domestically each year. 

Casting and transparency were key factors 
in MediaVest’s win. To manage the pitch, Ter-
kelsen deployed two account veterans who 
were new faces to Mondelez: Jon Halvorson, 
who previously worked on P&G, and Francis 
Pessagno, a leader on Comcast. Mondelez ex-
ecutives also got to meet account leaders on 
individual brands in a daylong series of face-   
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to-face meetings. “It was like speed-dating, 
one at a time, to understand the people who’d 
really be touching our businesses, how they 
feel about MediaVest and how they are be-
ing trained to change for their clients,” Mann 
says. “They were open to making us feel that 
they were the right company, and they did 
that by being very open.”

The Mondelez windfall came just as 
Honda’s review of both creative and me-
dia responsibilities heated up. For decades, 
American Honda Motor Co. had bundled all of 
its business at RPA, but now, given the explo-
sion of new media channels consumers use to 
shop for cars, Accavitti needed a specialist in 
media. “Better targeting, better tools to tar-
get—that’s really one of the glaring areas that 
we were looking to fix,” he explains.

MediaVest, meanwhile, had fresh insights 
into the consumer purchase cycle, thanks to 
exhaustive research SMG commissioned af-
ter General Motors left Starcom in 2012. That 
research, which involved analyzing 10,000 
online conversations about cars for one year, 
set MediaVest apart from other finalists, and 
cogently laid out the reasons behind what Ac-
cavitti had already seen in the marketplace. 
A key finding: If people aren’t talking about 
your car brand in social media when a poten-
tial buyer is in the consideration stage, the 
buyer rarely chooses your brand. “The out-
put of [the study] was great and very useful,” 
Accavitti says. “But number two, it demon-
strated the forward thinking of the operation, 
which was exactly what we were looking for.”

Beyond the consumer insights and strate-
gic ideas MediaVest presented, Accavitti and 
Terkelsen just plain clicked. As the marketing 
chief says, “It makes it just a more enjoyable 
experience if you can get along with the peo-
ple you work with, and I get along with Brian.”

As the year wore on, MediaVest contin-
ued to gain new assignments from existing 
clients, often without pitches. All told, about 
half of 2013’s revenue gain came from mar-
keters already working with the agency, ac-
cording to U.S. COO Tim Castree, who, like 
Terkelsen, assumed his role in the summer 
of 2012. Many of those marketers had worked 
with MediaVest for years.

Expanding existing relationships is “about 
having a real strong point of view and vision 
about where our clients’ business is going, a 
real understanding about where the media 
marketplace is going and consumers are going, 
and then working to make sure we have the 
right product set,” explains Castree, a former 
head of account management at Bartle Bogle 
Hegarty in New York. Adds Christine Merri-
field, president of investment and activation: 
“We focus heavily on organic growth and get-
ting our clients to go into that next generation, 
cross-channel, cross-screen” world.

While MediaVest handles major accounts 
like Walmart and P&G, sometimes it just 
likes to get a crack at a cool brand. Such was 
the case with Converse, which doesn’t spend a 
lot in media dollars and needs to stretch them 
further. Also, Converse sees media as a cre-
ative outlet. So, when the brand called a pitch, 
MediaVest jumped. “They exercised the pitch 
because they really wanted to go deeper and 
see more creativity in the media as opposed to 
it being ‘the tail on the dog,’” says Terkelsen. 
“They’re like, Why can’t media be the dog and 
why can’t creative be the dog? We just want a 
tailless dog.”

 The final pitch took place the same week in 
October as an off-site meeting for MediaVest’s 

top executives. So Terkelsen held the off-site 
not too far from the city, as he and others 
would need to return to prepare. The group 
ended up at a conference center owned by the 
Girl Scouts of the USA hidden in the woods of 
suburban Briarcliff Manor, N.Y. The relaxed 
environment facilitated free-wheeling dis-
cussions on everything from programmatic 
buying and changes in the agency structure 
to redefining media planning around con-
tent, says strategy chief Richard Hartell. One 
night, some execs even gathered around a fire 
pit to relax and share personal stories about 
the first concerts they saw and their first mov-
ies. The atmosphere was reminiscent of one 

of MediaVest’s biweekly executive commit-
tee meetings—less structured, a bit out there 
sometimes, but also a lot more open.

That change in dynamic is “creating a dif-
ferent kind of vibe inside the organization,” 
says client services president Sarah Kramer, 
who joined the agency in 2001. “I see people 
contributing, talking and dialoguing more 
than in the past, and I’ve been in the organi-
zation a long time. I think that comes with a 
leader who’s willing to let their guard down.”

Certainly, an environment of give-and-
take seems natural for Terkelsen, a former 
creator of TV shows and business partner of 
Mark Burnett who also worked in investment 
banking. In fact, Terkelsen’s first media agen-
cy job came 12 years ago when he signed on 
to lead MediaVest’s Connectivetissue, which 
later rolled up into LiquidThread. Indeed, he 
is not your father’s media agency CEO. 

After the two-day confab, Terkelsen and 
his team pitched Converse and two weeks 
later  found out they won the business, beat-
ing Horizon Media and OMD. The moral 
of the story: You can have your off-site and 
win business, too. In fact, the bonding in the 
woods may well have made for a more relaxed 
and confident pitch. —andrew.mcmains@ 
adweek.com; Twitter: @mcmains1965.

MediaVest
WINS: American Honda Motor Co., Mondelez 

(U.S. planning and digital buying, a share of 

global communications planning), Otsuka 

America Pharmaceutical and Converse. Also, 

new assignments from Coca-Cola (search, 

data and analytics), Aflac (search, data 

and analytics), Procter & Gamble (search), 

Bristol Myers Squibb (search) and Post Foods 

(digital). Revenue kicked in from late 2012 

wins TriHonda Dealer Group and Travelers. 

LOSSES: 1-800-Contacts

REVENUE: Up 30 percent to  

$254 million

CREATIVE HIGHLIGHTS: Coca-Cola’s “Ahh 

Effect;” created “Most Shareworthy Video” 

category for Microsoft’s Bing for the MTV 

Video Music Awards; won a silver Lion at 

Cannes in social media for “Oreo Daily Twist.”

STRATEGIC MOVES: Helped negotiate 

Starcom MediaVest Group’s first upfront deal 

with Twitter on behalf of all clients, giving 

them access to new social media ideas; 

forged global mobile partnership with Apple 

to access new products like iTunes Radio; 

developed a new social quality index for 

SMG’s partnership with ShareThis. 

An environment 
of give-and-take 
seems natural 
for Terkelsen, a 
former creator of 
TV shows. 
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AWARDS. IT’S NOT THE ABUNDANCE OF OTHER INDUSTRY AWARDS. IT’S 

THAT EVEN WITH ALL THE AWARDS AND PRAISE, YOU STILL LOOK FOR 

WAYS TO DO THINGS BETTER. THANKS, OMD, AND CONGRATULATIONS. 
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OMD
De Nardis and Karo 

(facing page) enjoy an 

easy rapport, having 

worked together in 

various capacities over 

the last five years. 

The duo last year 

shepherded a 12 percent 

spike in global revenue 

to $2.1 billion. 

OMD global chief Mainardo de Nardis steers 
the shop on regional successes without becoming 
cookie-cutter. He also finds the right partner in 
U.S. CEO Monica Karo. By Gabriel Beltrone
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teady are the hands that guide OMD.
It’s a Monday afternoon in early January, 

and a handful of the media agency’s top ex-
ecutives are gathered at its headquarters near 
Wall Street to discuss last year’s performance. 
“2013 was a really great year for  OMD,” says 
Daryl Simm, CEO of the agency’s parent unit, 
Omnicom Media Group. “We’ve had some 
great examples of both client successes and 
also the development of people within the 
organization.”

It’s hard to dispute Simm’s point. Last 
fall, OMD landed marquee U.S. client Disney, 
to the tune of some $800 million in annual 
media spending, while expanding its hold 
on Hasbro’s global business from 11 markets 
around the world to 55, amounting to some 
$400 million in media annually. OMD  Aus-
tralia’s work for staple client McDonald’s 
earned it the Media Agency of the Year award 
at Cannes, while the broader network hauled 
in 10 media Lions. Overall, OMD’s global rev-
enue grew an estimated 12 percent to a whop-
ping $2.1 billion.  Such key successes have 
helped  OMD  earn Adweek’s Global Media 
Agency of the Year honors, the shop’s second 
win in three years and third in five. 

But the leaders that got it there are not from 
your traditional New York, TV-centric execu-
tive media agency suite. Global CEO Main-
ardo de Nardis—a native Italian who, prior to 
taking the OMD job in early 2009, worked as 
CEO of Aegis Media in London—has an easy 
repartee with his team, including new U.S. 
CEO Monica Karo, a near 20-year veteran of 
Omnicom Los Angeles media operations. De 
Nardis and Karo first teamed up five years 
ago, when he took the global CEO post and she 
was an OMD global account leader for Apple, 
Visa and Nissan.

“We have an awful lot of fun together,” 
says Karo. Her laid-back tone belies serious 
clout as a deal maker. This past November, 
she played a key role in luring Disney—lead-
ing some 110 staffers—away from the brand’s 

dedicated Publicis Groupe agency 4D. News 
of the win broke just two months after Karo 
took the reins of OMD’s largest market by rev-
enue. In September, she rejoined the agency 
after a year and a half as U.S. CEO at sibling 
PHD. At  OMD, Karo succeeded Alan Cohen, 
who left to launch his own Omnicom-backed 
marketing startup.  

Karo hadn’t even officially arrived at OMD 
when she started fishing for Disney. She and 
the brand’s svp of media, Anthy Price, both 
power players in the relatively small Los An-
geles ad scene, connected when OMD formally 
pitched against Publicis for the business in 
2011. This past May, while Karo was still at 
PHD, she and Price started in earnest their 
discussions about moving the Disney account 
to Omnicom. “Part of the agreement [with 
Disney] is that there will be more senior man-
agement hands on,” says Karo. But she’s quick 
to point out that Simm helped lay the ground-
work during the review three years ago, despite 
his demurral. “That one is entirely Monica’s,” 
he says. “I had nothing to do with that.”

It’s not quite right to call Karo’s return 
to OMD a homecoming. Even during her brief 
stint at PHD, Karo continued her role leading 
global work on Apple, one of OMD’s largest 
global accounts. It’s a key responsibility she 
retains, despite a new title that, according to  

Recma, more than doubles the number of staff-
ers under her purview to 1,900. 

Her role extends beyond domestic borders, 
which underscores the level of trust de Nar-
dis has in Karo. “Many of our global clients 
are U.S. based, and it’s very hard to determine 
what is U.S., what is global, like Visa,” he says. 
“One day it’s Monica doing it globally, one day 
it’s me.” 

Needless to say, de Nardis is a busy man. 
Like many modern CEOs, he spends a lot of 
time airborne, clocking around 200 flights a 
year. And the agency’s financials—net glob-
al revenue growth of some $225 million in 
2013—are all the more impressive consider-
ing that substantial revenue from wins like 
Disney and another November coup, Hasbro, 
won’t be realized until this year. Add to those 
a slew of regional gains from existing clients 
like Beirsdorf and Carlsberg.

One can attribute the dramatic spike in 
revenue to de Nardis’ focus on continually ex-
panding OMD’s hold on existing global clients 
including Pepsi, McDonald’s, Renault-Nissan, 
Vodafone, Visa and Apple. 

“New business is fundamental to every 
marketing service organization,” says de Nar-
dis. “But for us, it’s even more important to 
retain the clients we have, and to constantly 
expand the remit we have, the scope of work, 

and perhaps the number of markets in which 
we work together.”

There’s little question the shop can deliver 
for top clients across different regions. “About 
80 percent of our [global] business is OMD,” 
says Simon Lowden, PepsiCo’s CMO for North 
America. “In more developing markets, they 
bring a level of discipline and scale to our 
business to enable us to get very efficient me-
dia buys across country and region where, by 
bringing their different clients together, it 
gives us scale in the marketplace we might not 
deserve independently.

“They also transfer best practices very ef-
ficiently,” he adds. “The work we did with The 
X Factor in the U.S. is being leveraged in places 

OMD (Omnicom Group)
WINS: Global: Hasbro (except Latin 

America), Carlsberg, Experian. U.S.: Disney, 

Walgreens, Cisco. Retained U.S. portion 

of General Electric as well as Asia-Pacific 

responsibilities on Johnson & Johnson.

LOSSES: Hershey’s (global), GE 

(international markets)

REVENUE: Up 12 percent to 

$2.105 billion

CREATIVE HIGHLIGHTS: Won 10 media 

Lions at Cannes; OMD Australia earned Media 

Agency of the Year honors; enabled fans 

to pick next release from Katy Perry’s new 

album, part of Pepsi’s sponsorship of MTV’s 

Video Music Awards; hosted first Final Front 

for branded content, which led to Aquafina 

FlavorSplash effort in Grammys; “Roadshow 

for Growth” bus tour for GE Capital; 

“Bleachable Moments” billboards for Clorox. 

STRATEGIC MOVES: Tapped PHD’s Monica 

Karo as U.S. CEO; promoted Kathleen 

Brookbanks to U.S. COO; shifted digital 

chief Ben Winkler to chief innovation officer; 

launched the Grid subsidiary as a boutique 

for key client GE; launched global operating 

system Vision. 
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like Pakistan, where Pakistan Idol has just 
been launched. So they bring media best prac-
tices around the world, which is a very good 
thing for us and a powerful arrow in their bow.”

Such efforts are working well enough that 
de Nardis is trying to institutionalize them. 
OMD  last year launched Vision, which it de-
scribes as an “operating system” whose core 
is a global strategic approach supported by 
an online tool kit. That tool kit connects the 
agency’s teams around the world so that they 
may share and grade ideas and insights across 
markets, and organize their approaches to 
client briefs against more clearly defined and 
concrete business goals. In de Nardis’ words, 
the system exists “to help our clients man-
age their business and their brands, not just 
the awareness or the eyeballs or other fluffier 
marketing measurements.” 

Vision played a big role in the competitive 
pitch brief for Hasbro’s marketing leadership, 
outlining tools to develop winning approach-
es for five of Hasbro’s brands across 12 mar-
kets. Clearly, Hasbro was convinced. 

“Hasbro, operating in so many markets, 
was really looking for greater consistency, 
because the interpretation of their brands 
in different places by different teams doesn’t 
necessarily all tie back together,” explains 
Andrew Lazzaro,  the agency’s global chief 
brand officer.

Adds Wiebe Tinga, Hasbro’s chief com-
mercial officer: “OMD demonstrated a strong 
ability to harness great creative media ideas 
from around the world and to globalize 
quickly through their talented team and their 
unique OMD Vision system.”

This doesn’t mean that every client gets 
exactly the same thing. As part of its effort to 
retain the General Electric business during a 
competitive review last year, OMD  restruc-
tured its services for the industrial giant.  
The result was the Grid, a team designed to 
approach GE’s U.S. media business in a more 
nimble fashion, with a greater focus on quick 

digital executions and content production—
all very much in line with GE’s broader shift 
in the market.  It worked, as OMD held the 
U.S. remit. 

“We are constantly looking for ideas that 
reinforce GE as a brand that’s about inven-
tion, innovation, science, technology,” says 
Linda Boff, the corporation’s executive di-
rector of global brand marketing. OMD, she 
adds, “brought real heat in terms of saying, 
‘We know you guys are looking for something 
unconventional, looking to drive impact to 
drive ideas—and business as usual isn’t good 
enough. We need to reimagine what an agency 
looks like that can solve for that.’”

That original thinking was also evident in 
the partnership OMD forged with hot tech 
startup Uber to offer San Franciscans free 
rides, courtesy of GE, in DeLoreans—a con-
cept tied to a Back to the Future-themed ad 
created by sibling shop BBDO. 

Of course, no agency has a perfect year. 
Hershey’s, an  OMD  client of some 10 years 
and a $450 million spender, consolidated 
its business at Interpublic’s UM following a 
review. And while GE kept its U.S. business 
with OMD, it split off global assignments to ri-
val MEC, part of WPP. For his part, de Nardis 
takes that loss in stride. “The important thing 
for us was to stay in the game, and to stay in 
the biggest market where the vast majority of 
the spend is concentrated,” he says. 

In a sense, the focus on content creation 
that helped  OMD  retain GE’s U.S. business 
represents the type of forward thinking the 
agency aims to apply to all its clients. Last Sep-
tember, OMD held its first Final Front event, 
arranging an auction at the DreamWorks 
campus in Glendale, Calif., where a dozen or 
so  OMD  roster brands—among them, State 
Farm, McDonald’s and Lowe’s—could bid on 

exclusive ideas from content producers such 
as AOL, Funny or Die and Viacom.  The idea 
behind Final Front: creating a more efficient 
way to plug content-hungry brands into the 
right kind of new opportunities early enough 
in the development process to properly inte-
grate them into budgets and calendars. In the 
end, a handful of deals sparked at the event 
are now in development, and at least one has 
already come to fruition. During this year’s 
Grammy Awards, an ad aired starring pop 
star Austin Mahone promoting Aquafina Fla-
vorSplash, a new Pepsi brand aimed at tweens 
and teens. (DreamWorks-owned Awesome-
nessTV was creative agency on the spot.) 

Pop culture media collaborations have 
become a sort of calling card for OMD. The 
shop’s Content Collective, led by Claudia 
Cahill, has helped activate efforts for Pepsi 
brands, including such projects as the wildly 
successful Uncle Drew viral video series, first 
launched in 2012, and Nascar driver Jeff Gor-
don’s hit viral prank ad from last year. 

“[OMD  execs are] now strategy partners, 
not just media buyers,” says Pepsi’s Lowden.  
“We consider them to be the top table of all 
our brand decision making. Given that media 
will always be the biggest part of our market-
ing mix, it’s really important we’re seen to be 
at the forefront of changes in consumer en-
gagement. Through their thinking and their 
evolution, they make that happen for us.” 

To help ensure that the agency’s standards 
are maintained in emerging media, Karo 
shifted chief digital officer Ben Winkler to 
chief innovation officer, following Jonathan 
Haber, who joined former U.S. CEO Cohen’s 
startup. Winkler’s expanded responsibili-
ties include integrating the agency’s social, 
mobile and gaming work—as well as that of 
OMD’s Ignition Factory, a 20-person team fo-
cused on cutting-edge activations and whose 
work is increasingly expanding abroad—
with the nuts-and-bolts strategies of clients’ 
across-the-board investments. 

Says Winkler: “It’s my job to make it so 
that eventually my job is unnecessary.”

That’s all part of the same drive toward 
consistency. Even as de Nardis works to but-
ton up every aspect of the global offering, 
Karo is focused on evening out and bolster-
ing  OMD’s operations in the U.S.—a mission 
that, in addition to Winkler’s new mandate, 
includes promoting Kathleen Brookbanks, 
previously president of  OMD East, to a new 
COO role focused on streamlining the agen-
cy’s internal initiatives so regional presidents 
can focus on client business.

And that focus on continuing to improve 
across the board seems like a fact borne of 
simple necessity, given how Simm describes 
his mandate for  OMD  in 2014 “to keep the 
momentum going.” —gabriel.beltrone@gmail.
com; Twitter: @gabrielbeltrone. 

OMD brings ‘a 
level of discipline 
and scale to 
our business to 
enable us to get 
very efficient buys 
across country 
and region.’
Simon Lowden, CMO, North America, PepsiCo 

De Nardis clocks
some 200 flights
a year.
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Do you have watch-worthy 

digital content? 
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now in Programming, 

Production and Talent
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Canadian figure skater 
Barbara Ann Scott wows the media 
before the Winter Olympics in St. Moritz, 
Switzerland, January 1948.
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The production firm’s founders are committed to the belief that design 
transcends medium and technology in developing creative solutions.

Royale
Portrait

With one small client, an angel investor and well-worn credit cards, Royale’s founders opened their studio nearly seven years ago. The upstart was given three 

weeks to create a 90-second video about fashion brand Diesel, off of which Royale’s reputation was launched. With an office in Los Angeles for animation and visual 

effects and another in Seattle focused on digital projects, Royale now works for big names like Nike, Hyundai, PNC Bank, Coke Zero and Vitaminwater, among others. 

But the studio stays true to its founding values in crafting memorable characters and storytelling. For Oreo last year, the big bad wolf, a vampire and great white 

sharks frolicked through the whimsical spot while falling under the cookie’s spell. —Noreen O’Leary

Specs
Who Founding partners (from left) 

 Jen Lucero, managing director, and 

executive creative directors Brien 

Holman and Jayson Whitmore 

What Design and production studio  

Where Los Angeles office
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WATCH AWARDS
Look who’s watching & judging!

Do you have watch-worthy online video?

For more information and to enter: AdweekWatchAwards.com

Entries Now Open

PROGR A MMING

DAMON BERGER
Co-founder, CEO, 
What’s Trending 

BARRY BLUMBERG
EVP, Defy Media

RAN HARNEVO
President, Video, AOL

ZACH JAMES / 
RICHARD RADDON
Co-Founders, Zefr

ADAM KASPER
Chief Media Offi cer, 
Havas Media

JOHN MCCARUS
SVP, Group Director, 
Brand Content, Digitas

ANDREA REDNISS
Chief Activation Offi cer, 
Media Storm

PRODUCTION

WILSON CLEVELAND
Actor, Producer & Founder, 
Unboxd

ALLEN DEBEVOISE
Chairman, CEO and 
Co-Founder, Machinima

FRED SEIBERT
Founder, 
Frederator Networks

LARRY TANZ
CEO, Vuguru

TA LENT

AMBER J. LAWSON
Producer, Comedy Gives Back

BRENT WEINSTEIN
Head of Digital Media, UTA

MORE TO COME
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Perspective

When this ad appeared 

in 1969, Amway was 

still in its first decade. 

Explaining the business 

model was necessary, 

yet the framework for 

selling the American 

dream (via dear old 

mother and father) was 

also front and center. 

“Amway was selling the 

American way,” Madden 

said, “and who’s more 

American than Norman 

Rockwell?”

In 1959, the Barbie doll hit store shelves, Cadillac rolled 

out its biggest fins, and Richard DeVos and Jay Van Andel, 

two high school friends from Ada, Mich., began selling soap 

door to door. Does that last one seem out of place? It’s not. 

The company the pair founded is Amway, which last year 

grossed $11.8 billion.

Not unlike Halliburton or TIAA-CREF, Amway is a 

company many have heard of but few are good at explaining. 

Amway sells hundreds of consumer products—everything 

from lipstick to pots and pans. Yet most of us have never 

used an Amway product. And while the company has taken 

regular forays into advertising (as evidenced in the 1969 and 

2013 ads here), even this expository exercise is bound to 

lead to a bit of head scratching.

“Both ads are about declaring your independence, the 

older one with the term ‘free enterprise,’” notes Peter 

Madden, founder of Philadelphia-based marketing firm 

AgileCat. “Yet neither ad gets into any specifics about the 

products and why they’re so highly profitable. It seems like 

some kind of secret.”

In a sense, it is.

Amway is what’s known as a multilevel marketing 

company. Its members (Independent Business Owners, in 

company parlance) sell the brand’s goods to friends and 

family, encouraging them to become IBOs, too, with cuts of 

sales from one’s “downline” flowing back up the chain. While 

the FTC has ruled that Amway is not a pyramid scheme, the 

company has been dogged by such accusations (just Google 

it). It settled a $55 million class-action suit in 2010, brought 

by former IBOs who claimed they’d been misled about the 

money they’d make.

But back to these ads. Vagueness is a tricky tool in 

marketing, but in this case it seems to be turning the right 

screw, lurking just beneath that American dream-come-

true messaging—Be your own boss! Quit that Dilbert job!—to 

create a critical mass of curiosity. As Madden assessed it: 

“Both ads have this can-do attitude, but I think Amway’s 

being purposefully vague while still looking legitimate 

enough to invite interest.”

Once that interest leads to membership, many people 

invariably discover other interesting things about Amway. 

The average IBO actually earns only $115 a month, 

according to a 2011 report in USA Today. Home-based 

direct sales companies are also tougher to operate than 

they used to be. Why buy your detergent or vitamins from 

a friend or neighbor when you can just zip across town to 

Walmart where you can get them faster and cheaper. And 

while Amway products generate a modest profit, much of 

the revenue reportedly comes from the sale to downline 

members of motivational CDs and admittance to seminars. 

As one writer put it: “What is primarily sold within Amway is 

Amway itself and its vision of financial freedom.”

So look again at those Norman Rockwell faces, at the 

young IBO sipping that latte, blissfully free of her cubicle 

prison. What’s really being advertised here may not be a 

brand at all, but the American dream that is attached to it.

By Robert Klara Successful as it is controversial, Amway has been with 
us for more than half a century. But what are its ads really promoting? 

Selling the Dream
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It’s a catchy headline—

but draws you in 

without actually 

leading anywhere. 

“They have a powerful 

message about 

entrepreneurship,” 

Madden said. “But 

they don’t explain how 

Amway works, or what 

kind of business this is.”

While the prospective 

customer here 

presumably finds much 

to like in the Amway 

binder, critics point 

out that this method 

of selling is nearing 

obsolescence in an 

increasingly Web-driven 

retail economy.

As might be expected, 

our latte-sipping 

Amway IBO brims with 

confidence. And yet, 

“the ad romanticizes 

starting a business,” 

Madden said. “It also 

skips all the details 

about you having to call 

your parents and make 

them buy something.”

‘I think Amway’s being purposefully 
vague while still looking legitimate 
enough to invite interest.’
Peter Madden, founder, AgileCat
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The Real Housewives of Beverly Hills star is convinced social media is ruining 
our lives—and our dating habits. But that won’t stop her from tweeting.

Brandi Glanville
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What’s the fi rst information 
you consume in the morning? 

I guess it would be the weather. 

Later, I listen to the news on the 

radio—always very kid-friendly 

news because I drive my kids to 

school in the mornings. We also 

listen to Kiss FM, Ryan Seacrest. 

Very vanilla.

Your fi rst book was titled 
Drinking and Tweeting. What 
are your other go-to social 
platforms? I’ve actually been 

going back to Facebook. I’ve 

been joking with my friends that 

Facebook is the new Twitter. I’m 

kind of behind with Instagram 

because I just got an iPhone. 

The subtitle of your new 
book, Drinking and Dating, is 
“P.S. Social Media Is Ruining 
Romance.” Why is that? 

It’s actually ruining all of our 

lives, to be honest. People are 

forgetting how to be social, how 

to have conversations. And as 

far as romance goes, there’s 

just no more mystery. You can 

stalk somebody on Twitter and 

Instagram and Facebook and 

know what they’re doing 24/7. 

If a guy says, “Oh, sorry I didn’t 

call you back for two days, I was 

busy,” you can check his News 

Feed and see exactly what he 

was doing. If he had time to 

tweet or Instagram or update his 

Facebook, he had time to send 

you a text or call you—not that 

anyone ever calls anymore.

What TV shows do you watch? 

A lot of Top Chef. I don’t really 

watch scripted television 

anymore. I watch the other 

Housewives franchises, for sure. 

I’m kind of embarrassed to admit 

it, but I’m a fan! And I watch the 

Kardashians. I’ve been sucked in.

When your show airs on 
Bravo, is that the fi rst time 
you’re seeing the fi nished 
episode? No. We see it usually 

the Wednesday or Thursday prior 

because we have to write our 

blogs about it. They don’t want to 

give us too much time to complain 

because inevitably we all will be 

calling and saying, “I can’t believe 

you didn’t keep that in!” I feel 

sorry for our bosses, actually!

Are you generally pretty 
happy with how it comes 
out? No! But they don’t ever 

change it so there’s no point in 

complaining. And if you really 

are mad, you can take to social 

media and get in trouble with 

your bosses.

What are your favorite 
magazines? I’m a magazine 

addict. I love Allure—I buy 

everything they tell me to buy, 

it’s ridiculous—Glamour, Cosmo. 

I used to be obsessed with Vogue 

and InStyle, but they’re a little bit 

too fancy for me now that I’m a 

mom. I’m more into lifestyle stuff. 

What books are on your 
reading list? I just fi nished for 

the second time The Birth Order 

Book. It’s really interesting. My 

ex-husband was an only child, 

and I’m a middle child, and it 

says a lot about your place in 

life. Also, Beth Stern sent me 

a book she wrote called Oh My 

Dog, and it’s really cute. My son 

is obsessed with dogs—he wants 

to rescue every dog he sees—so 

we’re reading that together. 

– Emma Bazilian 
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Information Diet Specs
Age 41

Accomplishments Star of Bravo’s The Real 

Housewives of Beverly Hills; author (her new book, 

Drinking and Dating: P.S. Social Media Is Ruining 

Romance, will be released Feb. 11)

Base Los Angeles

On Air With Ryan Seacrest

The Real Housewives 

Top Chef 

New to 
Instagram
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