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While COVID-19 is the most difficult and 
complex challenge that the world has faced in 
the 21st century, most multinational marketers 
continue to express empathy for their 
customers, while demonstrating the importance 
of social responsibility. 
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Marketing May Reflect Contemporary  
Culture, But It Also Can Shape It.

While COVID-19 is the most difficult and complex challenge that the world has faced in the 21st century, most 

multinational marketers continue to empress empathy for their customers, while demonstrating the importance 

of social responsibility.  There is no question that concepts of purpose are evolving for both the individual and the 

organization.  As we “pause” at home, we have all had theories about how we would ideally like to live our lives, as well 

as thoughts about our connections to each other and to the world at large.

The Internationalist has added a new feature to our stable, which we call “MARKETING NOW: Inspirational Work & 

Brand Leadership Amid Today’s New Reality.”  We look at three areas: responsibility, leadership, and inspirational 

work.  Our goal is to better understand how marketers are responding to an exceedingly wide range of coronavirus 

issues, while ensuring they present their brands responsibly and maintain a vital and meaningful connection with their 

customers. 

Marketing may reflect contemporary culture, but it also can shape it-- particularly now. And today, elevating the 

human spirit may be the most important job a marketer can do. The ability to inspire people to be their best is valuable 

in difficult times. AND NO ONE DOES THIS BETTER THAN MARKETERS.

 

Deb Malone 

Founder
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MARKETING NOW: Inspirational Work & Brand Leadership Amid 
Today’s New Reality

Responsibility
While the COVID-19 pandemic is certainly the 
most difficult and complex challenge that the 
world has faced thus far in the 21st century, 
most multinational marketers continue to 
express empathy for their customers, while 
demonstrating the importance of social 
responsibility.  

Without question, we’re now seeing a greater 
focus on honoring healthcare workers or 
providing solutions to ease their stressful and 
overworked lives.  

Even as the hospitality industry around the 
globe suffers tremendously now, Hilton 
Honors is partnering with American Express 
to donate up to 1 million hotel room nights 
across the United States to help frontline 
heroes and medical professionals leading 
the fight against COVID-19 in an effort called 
#HotelsForHeroes.

Brazil’s Ambev, a subsidiary of Anheuser-
Busch InBev, is reimagining what business 
can do right now for people. The company 
is using PET packaging material from its 
Guaraná Antarctica soft drink brand to 

The Internationalist is 
introducing a new  
weekly email series on 
how marketers are  
responding to an  
exceedingly wide range 
of coronavirus issues, 
while ensuring they  
present their brands 
responsibly and maintain 
a vital and meaningful 
connection with  
their customers.  
Marketing may reflect  
contemporary culture, 
but it also can shape 
it—particularly now. And 
today, elevating the  
human spirit may be the 
most important job a 
marketer can do.The  
ability to inspire people 
to be their best is  
valuable in difficult times.  
 
AND NO ONE DOES 
THIS BETTER THAN 
MARKETERS.



t h e  i n t e r n a t i o n a l i s t

5

internationalist

LOGO2 — news gothic

the

internationalistthe

internationalistthe produce and donate 3 million face shields to 
registered healthcare workers to help keep 
them protected.

Crocs is donating a free pair of shoes, with 
free shipping, to healthcare workers on the 
frontline of COVID-19. They’ve announced, “If 
you’re a healthcare professional in need of our 
easy-to-clean, comfortable Crocs shoes, we’ve 
got you taken care of.”

Iconic British lifestyle brand, Barbour, 
founded by John Barbour in 1894 and renown 
for wax cotton jackets, has turned to making 
much-need hospital gowns for overwhelmed 
hospitals in North East England . . .to the great 
delight of staff members.

Unilever’s Dove takes our breath away-- yet 
again-- by revealing the true face of Real 
Beauty today.  In a new campaign, Dove 
shows the faces of healthcare workers marked 
by protective gear, adding that “courage is 
beautiful.”

Perhaps a more glamorous view, but still 
full of gratitude, are the covers of the UK’s 
women’s magazine, Grazia, which paid tribute 
to NHS/National Health Service staff on the 
frontlines of the Coronavirus.  According to 
Grazia editor Hattie Brett, “The cover shoot 
was like none I’ve ever worked on; shot in 
a matter of minutes in the car parks of NHS 
hospitals, maintaining social distancing, 
before Dr Janitha Gowribalan, Dr Rosena Allin-
Khan, paramedic Sarah Blanchard and nurse 
Richenda Browne went back to their day jobs 
saving lives.”

The U.S. state of Oregon has suffered 
greatly in terms of COVID-19 cases in 
nursing homes and long-term care facilities.  
Wieden+Kennedy, headquartered in 
Portland, provided a pro-bono campaign 
for the state which audaciously addresses 
how Oregonians can help save lives.  This 
version pokes fun at Portland, Oregon’s 
largest city, known for its eco-friendliness, 

MARKETING NOW
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as the location of the eccentric TV series, 
Portlandia.

And, finally, a little humor from France.  
For Quick Service Restaurants, advertising 
during a quarantine is certainly a challenge.  
However, Burger King France came up with 
a clever solution with the help of Paris agency 
Buzzman, “Le Whopper de la Quarantine,” 
or “Quarantine Whopper,” shows a variety of 
store-bought ingredients to approximate the 
taste of a Whopper at home.

Leadership

Today’s COVID-19 pandemic is a powerful 
reminder that infectious diseases do not 
respect borders and that global cooperation 
is essential. More than half of consumers 
believe brands are responding more quickly 
and effectively to the coronavirus than 
governments, according to a special Brand 
Trust Report by Edelman. 

•  Sixty-two percent believe that their country 
will not endure the Coronavirus crisis 
without brands playing an active role in 
relief efforts. 

•  Yet, at the same time, consumers are 
holding brands highly accountable, 
with 71% in agreement that businesses 
perceived as putting profit over people will 
lose trust permanently.

FedEx has been demonstrating its leadership 
role across the United States.  In 24 hours, 
the company moved thousands of COVID-19 
tests from drive-thru testing centers across 
the U.S. to labs for assessment—a critical 
operation #MadePossibleBy the FedEx 
network and a dedicated group of quick-
thinking individuals at #TeamFedEx.

MARKETING NOW



t h e  i n t e r n a t i o n a l i s t

7

internationalist

LOGO2 — news gothic

the

internationalistthe

internationalistthe

Inspirational Work

“Captain Obvious” from Hotels.com 
reminds stay-at-home travelers about social 
distancing in a new campaign from the 
lodging platform. While Captain Obvious has 
humorously made obvious travel statements 
since 2013, he does his best to make this 
message serious… (https://www.youtube.
com/watch?v=NjA-tgJTNmo)

Jack Daniel’s toasts social distancing 
through user-generated content that 
highlights real human connections.  Created 
by Energy BBDO, the spot is set to a stylized 
interpretation of Cyndi Lauper’s “True 
Colors” to show how we are distancing 
together…(https://www.youtube.com/
watch?v=lv5HkVpkiiQ)

MassMutual’s “Moments You Plan For” 
is perfect viewing for anyone who wants to 
feel happy! While this appeared long before 
the pandemic, it fills us with unexpected joy 
about wedding celebrations, dancing, and 
having a great time with the people we love.  
And there’s no shame in watching it over and 
over and over… (https://www.youtube.com/
watch?v=a4uuetvWJ7U) 

MARKETING NOW

“More than half of consumers 
believe brands are responding 
more quickly and effectively 
to the coronavirus than 
governments.”

— Brand Trust Report by Edelman

WATCH THE VIDEO

WATCH THE VIDEO

WATCH THE VIDEO

https://www.youtube.com/watch?v=NjA-tgJTNmo
https://www.youtube.com/watch?v=NjA-tgJTNmo
https://www.youtube.com/watch?v=lv5HkVpkiiQ
https://www.youtube.com/watch?v=lv5HkVpkiiQ
https://www.youtube.com/watch?v=a4uuetvWJ7U
https://www.youtube.com/watch?v=a4uuetvWJ7U
https://www.youtube.com/watch?v=NjA-tgJTNmo
(https://www.youtube.com/watch?v=lv5HkVpkiiQ)
https://www.youtube.com/watch?v=a4uuetvWJ7U
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Marketers Reshaping  
the Future of Marketing

 
Anthony Farina is Chief Communications Officer & Global Corporate Affairs Leader at CSL Behring—now the world’s 
third largest biotechnology leader.  Earlier this month, CSL Behring announced the formation of a new alliance with 

The Internationalist Trendsetters 
is written by Deborah Malone, 
founder of The Internationalist.

Japan’s Takeda Pharmaceutical 
Company and other international 
partners to develop a potential 
plasma-derived therapy for treating 
COVID-19.  He commented that 
“Unprecedented times call for 
unprecedented actions. This 
new alliance brings together 
the expertise of industry leaders 
worldwide for scale, sustainability 
and reliability.” 

Few marketers are given the 
opportunity to introduce a well-
established, but little-known, 
company to the world. Anthony 
Farina has been building the 
global communications function 
at CSL Behring— literally from 
the ground up-- as he is the 
first chief communications and 
marketing officer in the global 
biopharmaceutical firm’s 100-year 
history.  He is working internally 
and externally to portray a global 
organization that is literally saving 
lives through the development 
of biotherapies to treat rare and 
serious diseases. And he’s doing it 
with both refreshing genuineness 

and a new level of personalization 
that’s only possible in a digital age.

To hear more from Anthony Farina, 
tune in to our Trendsetters podcast 
as he shares many of the lessons he 
learned from that building process 
and why “saying what you stand 
for” and being consistent about 
the purpose of your organization is 
critical in these times.  CLICK HERE. 
 

Anthony Farina  

https://www.spreaker.com/user/12164524/tip-anthonyfarina


t h e  i n t e r n a t i o n a l i s t

9

internationalist

LOGO2 — news gothic

the

internationalistthe

internationalisttheIn our conversation, we discuss the 
following:

•  His three principles for 
engagement during these 
extraordinary times.

•  How to make a difference when 
building a global brand from the 
ground up.

•  Ways to build confidence among 
stakeholders and employees.

•  Why a longer-term strategy is 
an essential blueprint for any 
purpose-driven initiative.

•  The role of the CEO in a non-
traditional communications 
program.

•  How you can donate plasma if 
you’ve recovered from COVID-19

___________________________________

Anthony Farina is globally 
recognized as an innovative 
and results-oriented strategic 
communications leader with an 
established record of developing 
and leading creative, high-
performance global teams that 
deliver against business objectives. 

He has held a range of progressive 
leadership roles during his 30-
year communications career 
in both the private and public 
sectors, including as an Associated 
Press award-winning journalist 
and executive communications 
director for the governor of 
Delaware.

As the first Chief Communications 
Officer for one of the world’s 
largest — and oldest — biotech 
companies CSL Limited (ASX: 
CSL), Anthony leads strategic 
communications, brand and 
reputation management, and 
corporate affairs for the company 
in more than 60 countries with 
21,000+ employees and nearly $10 
billion in annual revenue.

Under Anthony’s leadership, CSL 
has evolved from “the largest 
company no one has ever heard 
of” to a global brand leader in 
rare diseases. He created CSL’s 
global Communications function, 
launched its first global brand 
positioning as well as employer 

brand, transformed its digital 
communications into leading-
edge capabilities and developed 
a differentiated content strategy 
which is yielding tangible business 
results. During Anthony’s tenure, 
CSL’s CEO has emerged as a global 
thought leader, earning a number 
of recognitions including “CEO of 
the Year” by the highly respected 
Australian Financial Review. 
Forbes also named CSL among its 
Top 50 employers in the world in 
2017 and 2018 for the first time.

Anthony was named among the 
world’s top 25 communications 
and marketing leaders as 
“Internationalist of the Year” in 
2017 for championing innovative 
communications strategies and 
advocating responsible brand-
building. He is widely recognized 
for his Public Relations excellence, 
including receiving the Best 
of Silver Anvil Award and 2 
additional Silver Anvil Awards by 
the Public Relations Society of 
America (PRSA. 
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Anheuser-Busch InBev’s Jodi Harris Reimagines Marketing to 
Thrive in a Disrupted World

Jodi Harrisl is Global Vice President, 
Marketing Culture & Capabilities 
at Anheuser-Busch InBev, the 
world’s largest brewer with well 
over 500 brands and countless beer 
varieties.  She was been instrumental 
in building the Anheuser Busch 
marketing culture in the U.S. by 
igniting a passion for learning and 
creativity to empower the company’s 
people and its partners. 

Since October, her responsibilities 
have expanded globally as she 
continues to shape creative 
leadership and culture as AB InBev 
aspires to live their purpose of 
“bringing people together for a 
better world.”  The secret to her 
success is “leading with empathy to 
shift minds and hearts.”

Anheuser-Busch has responded 
quickly to the Coronavirus—from 
using manufacturing facilities to 
make hand sanitizers and face 
shields, as well as redirecting sports 
and entertainment marketing 
funds to the American Red Cross. 
Plus, Bud’s “One Team” commercial 
emotionally used the names of 
sports teams to celebrate medical 
personnel, delivery people and 
ordinary Americans staying-at-home.  
The company has since adapted it to 
other markets using local beers and 
other national teams.

To hear more from Jodi Harris, 
tune in to our Trendsetters 
podcast as she discusses what it 

takes to reimagine marketing as 
winning brands find new ways to 
thrive in a disrupted world. CLICK 
HERE.

In our conversation, we discuss the 
following:
•  How a “culture of ownership” 

fosters cooperation and creativity.
•  Inspiring teams to “Dream Big” 

takes the same energy as to 
“dream small.”

Jodi Harris 

Jodi Harris was named an Internationalist of 
the Year in 2019 for work at Anheuser-Busch. 

She also champions the company’s “Women 
in Beer” em ployee resource group, which 
includes programming and mentoring from 
women at all levels of the organization. 

Prior to joining AB InBev in 2011, Jodi began 
her career in market research on the 
supplier-side at Harris Interactive and TNS 
and then transitioned to the client-side 
in consumer planning at Diageo USA and 
Ann Taylor.  

https://www.spreaker.com/user/12164524/ts-jodiharris
https://www.spreaker.com/user/12164524/ts-jodiharris
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BlackRock’s Graciela Benveniste Talks About Content, Media and 
Data Now

Graciela Benveniste recognizes 
that people are experiencing an 
inundation of information now. 
She also admits that consumers 
now expect brands, particularly 
financial services, to help with 
analysis and trends on everything 
from the global economy to 
personal finances.  

As Global Head of Media at 
investment management 
corporation BlackRock, the world’s 
largest asset manager, her role is 
essentially to provide the right 
message to the right audience at 
the right time.  She is particularly 
sensitive to that fine line between 
a message’s relevance and its 
frequency, or perhaps more 
accurately said, as the effects of 
its “over-exposure.”  Her role is 
daunting in the best of times and 
is particularly challenging today.  

However, Graciela has built a 
career around digital media 
best practices in both the U.S. 
and throughout the world.  She 
understands the importance 
of developing a data-driven 
marketing strategy that can 
provide measurable results, 
particularly return-on-investment.

To hear more from Graciela 
Benveniste, tune in to our 
Trendsetters podcast as she 
discusses how media helps 
BlackRock demonstrate its 

dedication to helping its clients, 
employees, shareholders and 
communities—particularly now.  
CLICK HERE.

In our conversation, we discuss 
the following:
•  The importance of harnessing value 

from data.
•  Understanding the triangulation of 

content, media and data.   
•  The importance of ensuring that 

messages are useful to consumers.
•  As more people trust information 

from experts, how is thought 
leadership affected?

•  Why brands should play a 
supportive role now through both 
empathy and respect.

•  How working remotely is not only 
more collaborative, but it is also a 
great equalizer.

Graciela Benvenist

Graciela Benveniste has been the Global 
Head of Media at BlackRock for one 
year.  Her prior role was Vice President of 
Digital Media and Video at L’Oréal, where 
she partnered with the company’s CMO 
and SVP Media to strategically develop 
and drive the digital media vision for the 
Beauty Giant in the U.S.  

She also served as Global Media Director 
for Red Fuse, the dedicated WPP agency 
created for Colgate Palmolive.  There, 
she worked with the company’s VP of 
Integrated Communications to set the 
global vision for media and enable its 
deployment across 60 markets.

Graciela also spent several years in London 
as Director, EMEA at Wavemaker (then 
MEC) where she coordinated the network 
offices in Europe to deploy Sony Ericsson’s 
regional communications strategies and 
drive the local teams’ digital acceleration.  
Her earlier role at the agency was Digital 
Account Manager—working with Colgate 
Palmolive, XEROX, easyCruise, Citibank, 
Apivita, Chanel, Canderel, Volkswagen, 
Novatis.

https://www.spreaker.com/user/12164524/ts-graciebenveniste
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Marla Kaplowitz, 4A’s CEO, Discusses the Value of Agencies Now 
and in the Future

Marla Kaplowitz understands 
that the responsibility of leading 
a trade association means having 
a laser focus on the needs of its 
members—especially now.  As 
President & CEO of the 4As, she 
serves more than 600 member 
agencies across 1,200 offices, 
which control more than 85% of 
total U.S. advertising spend.

She joined the organization 
three years ago to help define 
and shape the future focus of the 
association. Under her leadership, 
the 4A’s purpose as evolved to 
helping empower its members to 
deliver insightful creativity that 
drives commerce and influences 
culture-- all while moving the 
industry forward.  Today, however, 
she is focusing on what members 
need right now to get them 
through the crisis—from virtual 
forums for knowledge-sharing to 
useful content to practical advice 
on the U.S. stimulus package.

To hear more from Marla 
Kaplowitz, tune in to our 
Trendsetters podcast as she shares 
how agencies and marketers 
alike need to evolve by not only 
adapting to these times, but to 
new working scenarios and to 
reimagining creativity. CLICK 
HERE.

In our conversation, we discuss the 
following:

•  How the 4As is advising agencies 
and the industry at large during 
this crisis.

•  What agencies should be doing 
now—in terms of helping their 
clients and their staffs.

•  The goals of the 4As as the 
agency world undergoes 
tremendous transition.

•  How the vast and varied agency 
landscape will potentially evolve.  

•  If the future of work will change 
the client-agency relationship. 

•  Ms. Kaplowitz’ plans for the 
future of the 4As.

Marla Kaplowitz 

Marla Kaplowitz brings 30 years of industry 
experience in marketing and communications 
to her role at the 4As.

 As the former CEO of MEC North America, 
beginning in 2011, Marla drove the agency’s 
strategic initiatives with a focus on delivering 
growth for its people, clients and the 
industry. Marla led MEC to become a major 
disruptor in the area of talent management 
with its innovative approaches to attracting, 
nurturing and retaining the industry’s top 
talent. MEC NA was cited in Fortune’s “Great 
Places to Work” feature and was named in 
Advertising Age’s “Best Places to Work in 
Advertising and Marketing” in 2015.

Prior to joining MEC, Marla spent 12 years at 
Mediavest, where she oversaw the Procter 
& Gamble Communications Planning 
assignment for North America, and previously 
managed a multi-client team. Marla began 
her career at DMB&B before moving to 
Ammirati Puris Lintas. 

She serves on the Boards of The Ad Council, 
Advertising Self-Regulatory Council (ASRC), 
Digital Advertising Alliance (DAA), and 
Trustworthy Accountability Group (TAG).

https://www.spreaker.com/user/12164524/trendsetter-ep2
https://www.spreaker.com/user/12164524/trendsetter-ep2
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Tim Love, Former Vice-Chairman of Omnicom Group,  
Sets His Sights on Discovering Truth

I have known Tim Love for two 
decades.  He’s a man who cares 
deeply about the world at large 
and its many peoples, and in 
doing so, has brought a myriad 
of cross-cultural ideas to the 
many marketers he has served 
throughout his 42-year career in 
advertising.  His relationships with 
so many individuals across the 
globe are truly enduring; he has 
the gift of profoundly touching 
their lives and their ways of 
thinking.

It came as no surprise to me, 
consequently, that Tim Love 
has now created a fascinating 
podcast series on “Discovering 
Truth.” In 30-minute interviews, 
his series examines the difficulty 
of determining truth in a Twitter-
World of heightened social media 
information and data, fake news, 
foreign propaganda, hacks and 
lies. 

“Discovering Truth” talks with 
business legends like Paul 
Polman- former CEO of Unilever, 
John Pepper- former Chairman 
of Procter & Gamble and The 
Walt Disney Company and Keith 
Reinhard- Chairman Emeritus 
of DDB Worldwide, as well as 
contemporary leaders like Steve 
Pacheco- President & CEO 
of AAF/American Advertising 
Federation, Stephan Loerke- 
CEO of WFA/World Federation 

of Advertisers, Wally Snyder- 
Executive Director of the Institute 
for Advertising Ethics, and Dr. 
Augustine Fou, Cybersecurity, 
Anti-Ad Fraud Consultant at 
Marketing Science Consulting 
Group —many of whom are 
counted as long-time friends and 
colleagues of Mr. Love.

To date, 17 episodes have been 
produced.  For complimentary 
access, CLICK HERE.

“Discovering Truth” grew out of a 
lecture Tim Love delivered at Ave 
Maria University in 2017 entitled 
“The Difficulty of Determining 
Truth in a Twitter World” to help 
the school launch a marketing 
communications curriculum. The 
lecture, also shared with John 
Pepper, became the genesis for 
the first podcast episode. The 
podcast series was initiated 
August 2019 on Life Lessons 
Blog/Talk Radio through Rick 
Tocquigny, Executive Producer 
and former P&G and PepsiCo 
executive. 

Tim Love

Tim Love is a true citizen of the world. He has 
lived on three continents- North America, 
Europe and Asia-- while also spending 
increasing amounts of time in fast-changing 
areas like India and Africa.  He pioneered 
ideas like “Think Like the Sun,” and shared 
them freely so that all could contribute and 
move concepts forward.

He is the former Vice-Chairman of Omnicom 
Group, and retired in 2013 as CEO of the 
Asia Pacific, India, Middle East and Africa 
regions. Throughout his 42-year career in 
the advertising industry he helped clients 
and the industry be more globally insightful, 
collaborative and effective. His exceptional 
brand-building credentials came on some 
of the world’s largest and most successful 
brands: like P&G, Nissan and Infiniti 
automobiles, PepsiCo, Unilever, Gillette, Mars, 
UBS, Kraft, Philips and Johnson & Johnson. An 
industry forerunner in international branding, 
he lived in Tokyo, Singapore, Brussels and 
New York obtaining first-hand experience 
with consumers in 138 countries.

An active leader in the international 
advertising community, Tim served on 
several boards and advisories including The 
Advertising Council, the Heart of America 
Foundation, the Organization of Women in 
International Trade (OWIT), the Institute for 
Advertising Ethics—now part of the AAF/
American Advertising Federation and the 
National Underground Railroad Freedom 
Center in Cincinnati. There are few people 
like Tim, and in his own quiet way, he has 
played a critical role in the evolution of the art 
and science of our business—always from a 
people-first perspective.

https://www.spreaker.com/show/lifes-lessons-unleashing-your-full-poten


t h e  i n t e r n a t i o n a l i s t

14

internationalist

LOGO2 — news gothic

the

internationalistthe

internationalistthe

LUXEMBOURG. 
Stéphane Coruble of RTL Discusses  
Life and Work in Luxembourg Now 

CONVERSATIONS

THE WORLD
around

 
Today, The Internationalist talks with Stéphane Coruble, Managing Director 
of RTL/AdConnect, the advertiser connection into RTL Group, the Luxem-
bourg-based digital media group.  RTL’s origins began in 1924 as a single radio 
station, which grew to become Radio Television Luxembourg.  Now RTL Group 
is a leader across broadcast, content and digital, with interests in 60 television 
channels, eight streaming platforms and 30 radio stations. Stéphane Coruble has 
been part of the company for 20 years with multiple roles in Belgium and now in 
Luxembourg with global responsibilities.

Luxembourg is an extraordinary place—a tiny, landlocked nation with one of the 
world’s highest GDP rates per capita and a population of roughly 625,000. The 
City of Luxembourg with its well-preserved old town and vast fortifications is a 
UNESCO World Heritage Site.  

Luxembourg has experienced nearly 4,000 Coronavirus cases and 90 deaths. 
Compared with other countries, particularly in across Europe, Luxembourg’s 
numbers may seem small.  However, in terms of a per capita context, the coun-
try is among the most affected by COVID-19.

Interestingly, 60% of the country’s health workers are “frontaliers,” or citizens 
from neighboring cities in France, Belgium and Germany who cross the border 
daily to go to work.   The government has offered to house them and their fami-
lies free of charge in now-empty local hotels.

Stéphane Coruble talks about trends in European television and “Total Video,” 
as well as a bold move now on behalf of RTL/AdConnect to enable brands and 
agencies to streamline programmatic pan-European advertising campaigns 
directly across its broadcast video-on-demand (BVOD) properties.
 
 
The new RTL/AdConnect programmatic platform called VMP Connect, which 
stands for Video Marketplace, is designed to simplify the process of buying BVOD 
campaigns across multiple markets, giving advertisers direct access - from book-
ing to set up - linking global brands directly to RTL’s premium digital inventory. It 
is compatible with all major existing DSP (Demand-Side Platform) seats, and does 
not involve additional tech or separate invoicing.

In his role as Managing Director of RTL/AdConnect, Stéphane Coruble supports 
brands in their international growth through advanced media solutions. Previ-
ously he was TV and New Business Director at RTL Belgium from to 2012 to 2016. 
From May 2009 to October 2012, Stéphane served as New Business Operations 
Director. Prior to this, he worked for IP Belgium and RTL Belgium in several mar-
keting and sales positions. 

Let’s hear a little more about life 
and work in Luxembourg now from 
Stéphane Coruble as part of a new 
Internationalist podcast series

Stéphane Coruble

https://www.spreaker.com/user/12164524/tip050120
https://www.spreaker.com/user/12164524/tip050120
https://www.spreaker.com/user/12164524/tip050120
https://www.spreaker.com/user/12164524/tip050120
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AMSTERDAM, NETHERLANDS. 
Heineken Dutch Grand Prix’s Tijmen Bos  
Discusses Life and Work in Amsterdam Now 

CONVERSATIONS

THE WORLD
around

 
Today, The Internationalist talks with Tijmen Bos, Commercial Director of 
Formula 1 Heineken Dutch Grand Prix in Amsterdam. Interestingly, auto racing’s 
highest class of single-seater competition was scheduled to take place at Circuit 
Zandvoort, North Holland, Netherlands earlier this month.  The event, of course, 
was officially postponed; however, 2020 and subsequent years represent the 
return to Formula 1 for the Heineken Dutch Grand Prix after the Netherlands 
hosted the races from 1948 to 1985.  According to Tijmen Bos, bringing back 
Formula 1 after 35 years was big news to Dutch fans—especially to Heineken as 
lead sponsor.  Yet, despite the postponement, all 400 supporting companies—of 
all sizes— have continued to back the race.

As of May 11th, the Netherlands has relaxed some measures in response to the 
coronavirus, including a return to work for most people in “contact-based” roles, 
such as health-related professionals (dieticians, masseurs, occupational thera-
pists, etc.), hair and beauty professionals (beauticians, hairdressers, pedicurists, 
etc.) and alternative medicine practitioners (acupuncturists and homeopaths, 
etc.). The move came in recognition that most clients for these professionals are 
local and are expected to come to their appointment alone. Plus, their facilities 
make it easy to comply with the hygiene instructions like handwashing.

Restaurants, cafés and bars may reopen outdoor seating areas as of June 1st-- 
provided that social distancing occurs. Cinemas, restaurants, cafés and bars and 
cultural institutions will also reopen, but will be limited to 30 people, includ-
ing staff, and social distancing must be maintained.  The greatest relaxation of 
preventative measures is planned for September 1st—when gyms, saunas and 
health spas will reopen and competitive sports events, including professional 
football matches, can take place without spectators. 

Tijmen Bos talks about the magic of organizing an event like the Grand Prix and 
discusses how brands need to provide solutions in times of crisis—not merely 
compassion.  He believes that actions matter now, and brands cannot ignore the 
voices of all their stakeholders. 
 
Tijmen Bos has been the Commercial Director at Formula 1 Heineken Dutch Grand 
Prix for one year. The role requires both operational organization and commercial 
stewardship. Tijmen comes the Heineken Dutch Grand Prix with a wealth of expe-
rience, a large network, and a belief in magic, as outlined in a recent TedX talk.  He 
has spent over a decade as an entrepreneur, and has also worked at the manage-
ment level for Talpa Radio, Sky Radio Group / TMG and FD Mediagroep, among 
other companies in his native Holland.

Let’s hear a little more about life 
and work in Amsterdam now 
from Heineken Dutch Grand 
Prix’s Tijmen Bos as part of a new 
Internationalist podcast series

Tijmen Bos

https://www.spreaker.com/user/12164524/tip-heinenkendutchgrandprix
https://www.spreaker.com/user/12164524/tip-heinenkendutchgrandprix
https://www.spreaker.com/user/12164524/tip-heinenkendutchgrandprix
https://www.spreaker.com/user/12164524/tip-heinenkendutchgrandprix
https://www.spreaker.com/user/12164524/tip-heinenkendutchgrandprix
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Advertiser Guidelines 
for the Current U.S. Media Market Outlook 
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Complex and  
Fast-changing Environment

Many media plans have now been deferred, 
delayed, or cancelled entirely as marketing 
messages, as well as budgets, are being  
re-calibrated for an anxious world.
 
Amid this complex and fast-changing environment, 
Cortex Media is providing advertiser guidelines to 
likely scenarios going forward. There are three 
critical areas for U.S. media right now:

 1.  The Current Outlook for Media 
Cancellations

 2.  The Status of the 2021 TV Upfronts & 
Likely Scenarios Going Forward

 3.  The Media Inflation Outlook for both 
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2020 and 2021

The Current Outlook for 
Media Cancellations

What can be cancelled now in terms of TV commitments, as well as 
other media-- including digital? 
 
Television....
Although the deadline to exercise Q2 cancellations for Upfront TV 
commitments was February 1st, networks are allowing Q2 cancellations 
for affected categories including airlines, cruises, hotels, restaurants, etc. 
However, cancellations for Consumer Products Companies and other 
categories not directly affected are not being accepted.
 
Shifts from Q2 to Q3 are being allowed with limitations, but there 
are concerns that Q3 inventory could become scarce.  Networks 
are cautious about advertisers moving Q2 activity to Q3 and then 
exercising Q3 options-- effectively canceling Q2 activity.  This will require 
negotiation.
 
It remains to be seen how Q3 options will net out and how much 
inventory will be available after May 1st.  Many advertisers are expected 
to exercise all options and buy back in Scatter, which is expected to drop 
by about 10% in terms of CPM. Options are likely to be exercised in full 
to provide flexibility and take advantage of lower Scatter pricing.
 
Other Media, including Digital...
Yearly or long-term commitments will need to be renegotiated on a case 
by case basis.  Rescheduling flexibility is expected in most cases where 
inventory is not a critical issue. Short-term commitment cancellations will 
vary depending on standard practice for specific media.

Digital will offer the most flexibility, particularly any real-time bidding 
(RTB)  or Programmatic plans, since it is purchased on a short-term 
basis.
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The Status of the 2021 TV 
Upfronts & Likely Scenarios 
Going Forward

Live Upfront presentations have been cancelled, and many 
networks have moved presentations on-line.  Currently, Newfronts 
have already been pushed back to late June. And the 2020 
Olympics have been delayed, so budgets are likely to move to 
2021 and not be allocated this year.
 
Note that only one of 54 new shows are in the can and many pilots 
have not been produced, which means they cannot be shown at 
Upfront presentations.  In fact, many season finales for current 
shows have not been produced yet.
 
The likely scenario going forward is that the Upfront process is 
expected to be delayed to late 2020, which means that Upfronts 
will probably cover Q1 2021 to Q3 2021.  (Q4 2020 is likely to be 
Scatter only.) Networks don’t want to move to a Calendar Upfront 
permanently.  They are also expected to use this opportunity to 
move to bundled upfront offerings-in other words, both linear & 
non-linear offerings.
 
In terms of Inventory Supply and Demand, CORTEX anticipates 
that while the supply of impressions is currently up due to C19 
restrictions, the impact is likely to wane when schedules return 
to normal.  Demand for Q4 is hard to predict and will depend on 
how the economy rebounds.  In any case, pricing is expected to be 
down.
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The Media Inflation Outlook for  
both 2020 and 2021

Media Inflation 2020 Outlook:
 
National TV...
•  Q2 TV CPMs may see a reduction due to over-deliveries, however, 

efficiencies may be reduced if media is cancelled or re-scheduled. 
 •  Cancellations of live-sports programming has seen minor 

reallocation of budgets to other properties but not enough 
to create inventory pressures yet.  However, campaign reach 
goals are being affected due to lack of live sports audiences. 

•  Q3 pricing for existing Upfront commitments should be flat but 
Scatter is expected to be down 10+% due to low demand

•  Q4 pricing is also expected to be down 10% but may be affected if 
market moves to 100% scatter for the quarter.  Pricing will depend on 
demand that will hinge on how strong the economic rebound is.

 
Digital
•  Addressable, Data-optimized and Non-linear Video offerings are 

seeing a high increase in viewership.  (Nielsen predicts an increase 
of 60% in content viewing.)  This will result in lower pricing for some 
offerings.

•  Programmatic pricing is expected to decrease due to investment cuts 
and increased inventory. 

•  Social usage rates have increased dramatically but this has not 
resulted in more investment.  This will result in short-term pricing 
decreases.  Cost decreases are likely to last into the recovery.

Other Media
•  A 10% decrease in pricing is also expected for all media.  There may 

be some pricing distortions for Local TV and Radio due to elections.
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Media Inflation 2021 Outlook:
 
National TV
•  2021 planning is already being done with flat pricing vs. 2020.
•  Upfront pricing for 2021 is likely to be 10% to 15% down.
•  Due to the increase in non-linear viewership, networks will 

aggressively package Linear with other offerings.

Digital
•  Display is likely to see a sharp drop of 15%+
•  OLV will be more resilient in terms of pricing.  Budgets are likely to 

increase due to flexibility vs. broadcast.  Pricing is expected to be flat 
to -5%.  Premium content will fare better.

•  Social usage rates are likely to return to normal levels, but pricing is 
likely to be down about 5%.

Other Media
•  A 10% decrease in pricing is also expected for all other media overall. 
 •  Print at -5% to -10%.  A lot of publications are expected to 

close or move to on-line only.
 •  OOH will also see decreases of 10%+.  Based on experience 

from the 2008 crash, advertisers will try to hold on to 
incumbencies in premium locations, but all other inventory 
will see decreases in pricing.

 •  Local TV and Radio are likely to see pricing down by 5% to 
15%+, depending on the market.

 
Agency Fees, Payment Terms and Opt-in Buys
•  Agencies are getting requests from clients to reduce fees and extend 

payment terms. 
•  At the same time, agencies are really pushing non-transparent “opt-

in” transactions to clients to improve their revenue.  In many cases, 
they are requiring advertisers to opt-in to these transactions in order 
to reduce fees or extend payment terms.

 

The Media Inflation Outlook for  
both 2020 and 2021
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