





Millennials- a digital-first audience that over-indexes on digital
video. “We looked for and relied on innovation to help us fill a
content void and reach this audience. Our campaign garnered
almost 10MM views, and yielded over 100MM social impres-
sions, most of which were driven by sharing. Because of this
success, we are looking at more ways to innovate in the Peer-
to-Peer space.”

Shannon confesses that she is “obsessed with pop cul-
ture and the consumer trends that are changing the way we
buy, what and how we watch, and ultimately which content we
spend time with.” She and her team are constantly scanning
the landscape both in the US and markets around the world
to understand what is going to make the next big impact for
their clients. She adds, “While the ‘content’ space was once
anchored in linear television, today the democratization of
content has created a more diverse and ultimately richer expe-
rience for consumers. Time and time again, we've seen that
if the content is good, people will seek it out, whether it's cre-
ated by a brand, a studio, a teenager or a computer. Brands
have a unique opportunity to join this environment with the
right level of creativity, ingenuity and utility.”

Since launching their Content Compass approach in 2014,
Shannon and team have helped notable blue chip clients,
ranging from GM to MasterCard, map out their content strat-
egies, with a clear view of both their consumers’ preferences
as well as how content can help amplify the brand’s overall
marketing messages across properties, screens and out-

lets. The Story Lab Content Compass is a proprietary method
for architecting branded content platforms from inception

to execution. Shannon’s hallmark of marrying consumer

data with popular cultural touchstones is at the heart of the
project. The Content Compass helps brands create a content
roadmap at the very beginning of their creative process - be-
fore they begin the content creation phase, then helps identify
the right consumers, the right content, the right time and the
right format-- becoming the foundation for a brand’s content
mapping, investment and creation plans.

“Additionally,” she says, “our experience shows us that to be
effective, branded content must be relevant and focused to
both the brand and their consumers; unfortunately, even the
best-intentioned creative companies can easily fall into the
trap of creating or sponsoring content that matters to one but
not the other.”

Shannon Pruitt lived in Japan for two years after college in
order to teach English to elementary and middle school stu-
dents as part of the country’s highly prestigious JET Program
(Japan Exchange Teaching Program). “Living in Japan and
teaching my students taught me invaluable lessons about
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local relevance and the importance of traditional customs and
cultural nuances. But | also learned that powerful ideas can
transcend borders and travel quite well, and that many emo-
tions, and their related experiences, are universal. Little did

| know that | would today be working for Dentsu, one of the
world’s largest and most respected Japanese businesses!”

Mary Redondo,
Managing Director—
Havas Sports &
Entertainment

Mary Redondo is Managing

Director for Havas Sports and

Entertainment, an engagement

agency that focuses on brand

strategy, branded content, social

media, experiential and sports marketing. Her clients range
from luxury to consumer goods to telecommunications. She
juggles these varied categories with a simple credo which

she describes as “Going beyond what has been done, exper-
imenting with unrelated ideas without fear of failure.” Mary
Redondo is not necessarily concerned creating the new; she’'d
rather connect the dots on seemingly unrelated elements of a
program to make something that already exists even better.

Havas management relies on her to think differently. Ac-
cording to Jerome de Chaunac, Global Chief Operations Officer
of Havas Sports & Entertainment, “Be it for client or new busi-
ness pitches, Mary brings each time a new way to look at briefs
and answer them. She is an ‘intrapreneur’ who sees media and
communication as a landscape that is constantly evolving, and
winners will be the ones who dare to test and take risks. She is
a strong believer in bringing technology into media, and experi-
ences and pushing clients to keep a portion of their investment
for innovation and out of the box ideas. Her curiosity for what
will happen next applied to what is now and new, makes every-
thing she touches special and successful.”

Mary herself admits to being proud of a project called
the “Agency of the Future.” Its main objective is to transform
the current agency model. She says, “The world we live in is
being disrupted by many technological advances that have
given people greater access to information and ultimately to
more power. With this in mind, we’ve turned to technology to
solve and enhance our offering to clients. How do we leverage
facial recognition to measure OOH? Or how do we track con-
sumer behavior in real life using wearables or beacons? Those
are the dots we are aiming to connect in order to create the
agency of the future.”



Before joining Havas, she served as Marketing Manager
for Telemundo Internacional, a leading Spanish content
distributor and producer worldwide. In this role, she ser-
viced over 100 markets with a wide range of responsibilities
ranging from creative, advertising, PR, event planning, social
media, production, programming and promotions. Mary
graduated from Tufts University with a double major in In-
ternational Relations and Entrepreneurship.

Shenan Reed,
President, Digital
North America —
MEC

As MEC’s President of Digital,
Shenan Reed leads the media

agency's digital business and

is responsible for driving the
advancement of digital growth
and innovation across North America. Her capabilities span
the entire spectrum of digital marketing: digital strategy,
online media placement, search engine marketing, search
engine optimization, social media strategies, creative con-
sulting, and ecommerce/eCRM consulting.

In fact, her early understanding of the digital consumer
journey led her to open her own agency, Morpheus Media,
in 2001, which she built into a highly profitable and well re-
spected business known for its work with luxury and fashion
clients such as Neiman Marcus, LVMH, Mont Blanc, and
Chanel, as well as The New York Times and A&E Television
Networks. In 2011, Shenan sold it, but continued with the
agency for two years to see the transition through.

Today at MEC, Shenan is helping marketers navigate
the sheer amount of data available to build future-forward
digital solutions that resonate with consumers. She says,
“It's not the volume of data that matters, but rather the in-
sights you can glean from it. To get great insights, you need
to know what questions to ask and to be open to finding
answers you didn't expect.”

She always keeps in mind that Steve Jobs often re-
marked that consumers didn’t always know exactly what
they wanted. She adds, “Self-reported survey data can
only tell us so much. Actions will always speak louder than
words, and our ability to now harness consumer action has
provided tremendous insight into what our customers really
want-- not just in terms of creative, but also in regard to
media and all messaging communication.”

Shenan has been working on CP30 for several years,

and is proud that the concept of it is starting to gain trac-
tion. CP30-- a play on CPM and 30 seconds—refers to the
amount of time an ad accrues attention and adds a price
dimension, so that marketers can better gauge effectiveness
and engagement. In other words, an ad is worth more when
the more time spent viewing it.

Shenan encourages the MEC team to connect all of
the consumer and media dots in new ways. “It is exciting
to follow the latest tech innovations and daydream about
new ways to use them to better serve our clients and their
customers. Please don’t ask me about your digital strategy. |
believe in a strategy for a digitally enabled world. Innovation
is seeing ideas today and how they will change the future,
and then pushing for that change.

She confesses, “I've had quite the journey from being
a self-proclaimed math geek, crowned beauty queen, mu-
sical actor to now being a mentor, digital entrepreneur and
female leader within a leading media agency, and best of all
mom to two beautiful children. | am honored and proud.”

Eka Ruola, CEO
& Chief Creative
Officer — Hasan &
Partners Group

Eka Ruola is one of the most
awarded creative directors in
Finland both nationally and
internationally. But while

most creatives are happy to
remain creative, Eka has gone further, taking on the busi-
ness leadership mantle as CEO of hasan & partners.

In that role he’s helped the agency grow to become one
of the leading modern marketing communications networks
in the Nordics, expanding the brand to Sweden. In 2014 the
company bought renowned digital agency Perfect Fools that
operates in Stockholm and Amsterdam. Plus, he's broaden-
ing the range of the group via new subsidiaries focused on
insight and analytics, video production and PR.

In addition to expanding his company’s footprint, Eka’s
also equipping his teams to create brilliant content, amplify it
via all relevant channels and react to feedback within seconds.
This move means revamping the agency model and getting cli-
ents ready for the age of story creation and conversation — an
on-going dialogue between brands and their audiences.

“The most successful brands and CMOs,” he says, “will
be the ones who dare to believe in the opportunities that
are evolving in the new media climate and have the guts to
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walk where no one has tread before.” Eka believes that most
CMOs are aware of this, but struggle to get the rest of the
company leadership to believe and invest in something that
lacks a track record.

At the heart of his mission to expand hasan & part-
ners is the need to ensure the agency understands how to
demonstrate its contribution to a client’s business reality and
provide relevant advice on business-critical decisions. “This
is the only way to earn a seat at the boardroom table that so
many agencies cherish, but so few seem to have access to. In
our original home market of Nordics, we are able to call up
almost any CEO and get a meeting. Not to talk about adver-
tising but about growing their business.”

Among his new project is a company that he founded
under the hasan & partners Group called Frankly Partners, a
consumer insight agency. “I have the honor of being the chair-
man of Frankly, and I've been a part of building a vision that
enables data and intuition to form a holy alliance. Frankly’s
first full year was a huge success, and its future looks extremely
bright. Data does boost creativity. It's simply magical.”

Maani Safa, Vice President, Creative &
Innovation — Somo Ltd.

As the Vice President of Inno-
vation and Creative, and the
founder of both the innova-
tion and product divisions of
Somo, Maani is credited with
helping global clients reinvent
consumer engagement and
interaction by influencing
how brands like Audi, De-
Beers, Domino’s, Disney and Red Bull devise and deliver

industry-leading, award-winning mobile solutions. These cus-
tomized solutions range from virtual test drives for Audi to
utilizing high frequency audio triggers to allow festival goers
to check-in at different stages of a music festival.

Maani is responsible for driving the ideation, conceptu-
alization, and creation of some of the world’s leading mobile
products for more than 8o global brands.

Somo considers itself both a prominent mobile agency
and a company that creates solutions for “the connected
world.” With a strong emphasis on strategy and insights,
Somo focuses on custom product development, marketing
for the connected world, and products and platforms. Their
mission is to help businesses increase sales, customer

engagement, and productivity. Founded in 2009 and private-
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ly-held, Somo now has over 180 employees in its offices in
London, as well as it satellites in San Francisco, New York,
and Bristol, UK.

Maani also runs Somo’s global innovation labs in New
York and London. Designed as centers for creativity, con-
ceptual thinking and technological innovation, Maani and
his team use next-generation mobile products to guide and
deliver solutions for clients looking to use mobile to create
better efficiency for their brands.

Maani Safa’s career took off at the early age of 26 when
he was Head of Mobile for The Telegraph Group in London.
He built, designed and launched the first news app on iOS
and Android.

Originally from Iran, Maani>s family were forced to
leave their home country when he two years old for praciging
the Bahasi faith. He has since called London his home, but
continues to live by the Baha>i mantra: «The Earth is but one
country and mankind its citizens.» He considers himself a
true global citizen.

Jonathan Schaaf,
President Of Digital
Investment —
Omnicom Media
Group

As President of Digital In-
vestment, Jonathan Schaaf

oversees Global Partnerships,
Digital Marketplace and Performance Analytics teams across
all brands within the Omnicom Media Group. He has been
able to structure the kind of partnerships and investments
that help Omnicom agencies gain real-time insights, inte-
grate offline and online media, better use new models for
cross-channel attribution, while also enabling clients to
leverage greater scale. Ultimately, his goal is to drive a higher
return on investment back to clients investing in the media,
so that Omnicom Media agencies can become stronger busi-
ness partners to brands.

Given his significant accomplishments for Omnicom
and his 17 years of experience with “all things digital”-- from
online and traditional media strategy, buying, planning, as
well as social media and mobile marketing, Jonathan was
recently named to the first Board of Advisors for the IAB’s
Digital Video Center of Excellence. This new group of senior
brand marketers and top media-buying executives is charged
with providing insights and recommendations that will help
propel digital video — on all platforms— to become a signifi-



cant and dynamic medium for marketing and creativity in
programming. The group’s guidance is expected to impact
initiatives across technology, content, measurement, con-
sumer insights, and even the Digital NewFronts.

Prior to Jonathan’s global roles at Omnicom Media
Group, he served as Media Director at Razorfish, VP of In-
tegrated Media at GyroHSR, and Media Director at Beyond
Interactive, where he developed integrated media strategies
for national and global brands including: JCPenney, Oracle,
HP, Compagq, Vodafone, Delta Airlines, and Kelloggs. His
advertising career has taken him all over the world.
Jonathan holds an MBA from University of Denver and a
B.A. from Lafayette College with a major in Business & Eco-
nomics and a minor in European History.

Wolfgang Schaefer, Chief Strategic Officer
— SelectNY

Wolfgang Schaefer has been
building global brand strat-
egies for over 20 years in
Europe, the US and Asia Pa-
cific for companies as diverse
as PepsiCo, P&G, Unilever,
Coty and Nestle. He is that
rare internationalist and chief

strategist with true global
reach, as well as with first-hand experience of cultural under-
standing and empathy.

His main expertise lies in prestige brands such as Da-

vidoff, Chopard, Swarovski, Lancaster amongst many others.

Today he serves as Chief Strategic Officer for SelectNY, one
of the world’s leading premium brand building networks
where he focuses on:
«  Brand expansion, partnerships and co-operation
«  Business and product ideation and innovation
«  Cross-cultural brand and communication assess-
ments, development and adaptation
. Strategic-creative development of brand platforms
and activation programs
«  Market segmentation and portfolio planning
«  Trend and cultural research programs

He is also the co-author, with |P Kuehlwein, of Rethinking
Prestige Brands--Secrets of the Ueber-Brands. The book
discusses how both the concept and context of prestige
is changing. For example, it is no longer unusual to find
items that were once considered premium at stores or in

categories where they were not expected in the past- such as
a Missoni line in Target or water that retails at $15 a bottle.
Interestingly, as luxury becomes more mass, consumers

are also rethinking consumption. Rather than owning more,
they now prefer to curate a portfolio of experiences and
items that express who they are and what they stand for.
Ueber-Brands or modern prestige brands are therefore less
self-important or aggrandizing, and instead are now more
self-aware and self-reflecting.

Raised in Germany’s Rhine valley, an early access to
other countries and cultures was natural. Today, Wolf is
co-located between NYC and Berlin. He's a frequent lec-
turer at universities and conferences in the US as well as
Europe, and holds an MA from the University of the Arts

Berlin,

Pam Scheideler, EVP/ Executive Director
Of Digital — Deutsc

Pam Scheideler admits

that she’s “fundamentally a
software nerd,” however, she
also confesses “along the way,
| learned that software or utility
in the absence of an emotional
connection or context doesn't
get traction with users. Brands
and their agencies can provide
the context users need. Winning products and experiences
succeed because they use brand filters to ensure that the ex-
perience is unique to the brand and when that happens, the
business results can be amazing.”

Now at Deutsch for almost three years, Pam has a
broad variety of interactive advertising experience. While
head of production and operations at Google Creative Lab,
she built a top team of video and interactive producers for
both advertising campaigns and product innovation proj-
ects.

Prior to the Creative Lab, Pam was the Director of
Digital Production at JWT, and a member of the Board of
Directors for the NY office, where she worked in a strategic
capacity to grow digital revenue and capabilities. Pam was
responsible for the digital excellence of over 30 accounts
while at JWT.

Before JWT, Pam worked at CP+B as VP/Executive In-
tegrated Producer where she was part of the team that won
the Titianium Lion for Twelpforce. She also worked on the
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CokeZero Facial Profiler, Microsoft, and Burger King. Pam was a
founding partner of interactive production company, Fuegos.

She says, “Interactive advertising is an exciting space,
because people love and trust brands and when an interactive
experience hits the sweet spot of being true to the brand and
useful or meaningful to users, there’s no end to how exten-
sive the engagement can be.” She adds, “One of the most
gratifying parts of my job is helping brands find their voice
in the interactive landscape. For some, that is developing an
engaging, entertaining way to experience their products and
for others it's more utility based — but it's never the same and
it's always evolving.”

Pam has learned through her work with both creatives
and technologists that literally anything is possible. “In all of
my roles, I've been given the challenge of creating products
that have never been done before - and they all share a similar
curve: optimism, despair, realism, fear, launch, and then it
starts all over again.”

Her international insights are equally inspiring. “One of
the biggest lessons I've learned about working in markets
outside of the US is that in order to be successful, you have
to understand your idea in its simplest form. The expression
in marketing needs to be one that appeals to the universal

human condition. That’s a common denominator of success-

ful global campaigns.”

~ Jason Alan

- Snyder, Chief
Technology Officer,
North America

— Momentum
Worldwide

Ask Jason Alan Snyder to de-

fine innovation, and he’ll offer
up a quote from the poet René
Char: “That which comes into the world and disturbs nothing
deserves neither patience nor respect.”

An inventor, before and since joining Momentum, he
holds numerous patents and his most recent product, Luci,
a solar powered lantern, was widely hailed at the Consumer
Electronics Show where it earned the rare distinction of win-
ning the coveted Innovation Award in both 2014 and 2015
from the Consumer Electronics Association winning for out-
standing design and engineering of cutting edge consumer
electronics products. The lantern is also nominated at the
upcoming Danish Index Awards which celebrate design and
products that improve the lives of people around the world.

He admits to internalizing poet René Char’s words as
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his personal credo. “Many of the inventions | have made

— from embedded software systems that power mobile
advertising campaigns, to the solar lanterns that build
capacity and provide safety for women and children around
the world — were born of this ethic.”

Jason Alan Snyder was appointed earlier this year to the
newly-created position of Chief Technology Officer, North
America for brand experience agency Momentum Worldwide.
Previously SVP, Group Director, Creative Technology and
Integrated Production, the new position enables him to lead
all technology products and services that the agency creates
for a client roster including American Express, Microsoft, Co-
ca-Cola, United Airlines, U.S. Army, Mondeléz International,
and more.

Upon joining the agency in March 2013, Snyder was
instrumental in the creation of American Express> award-
winning «Art and Sound of Tennis» experience at the 2013
U.S. Open and the Bentley Studio Experience, along with
numerous other client intitiatives. In April 2014 Digiday pro-
filed Snyder calling him “the embodiment of the new agency
creative.”

He says, “Innovation is how | monetize marketing ideas.
| consider ‘invention’ to be pure science and ‘innovation’ as
applied science. In marketing however, innovation is easily
distinguished from invention by following the money. Inven-
tion is seen as the conversion of money into ideas. Innovation
on the other hand is viewed as the conversion of ideas into
money. This difference is popularly illustrated by comparing
Thomas Edison with Nikola Tesla. Edison was an innovator
because he made money from his ideas. Tesla was an in-
ventor who spent money to develop his inventions, but was
unable to monetize them.”

He has spent nearly a decade with various Interpublic
Group agencies, including serving as a founding member of
Deutsch’s interactive group, iDeutsch and as SVP, Innovation
at MRM/McCann. Over his career he has worked with brands
such as Google, Facebook, HBO, IKEA, Johnson & Johnson,
Proctor & Gamble and Nike. He has also previously held posi-
tions as head of product design at AOL and at Yahoo! Music.

Jason Stein, Founder |

And CEO — Laundry e .8
Service ‘

&

Jason Stein is the founder and
CEO of Laundry Service, a full
service social media agency \

working with top brands such



as Amazon, Jordan Brand, and Beats by Dre. He founded
Laundry Service in 2011 after identifying a flaw in the
existing agency model: the handoff between creative and
media buying was too slow to keep up with the pace of
social media. Laundry Service handles all aspects of con-
tent creation and distribution, bringing creative, media
buying, production and influencers under one roof for
the first time. With this business model at the forefront,
Laundry Service has grown over 100% YoY for the last
three years and has more than 120 employees in New
York, Los Angeles and Portland. In early 2015, Laundry
Service named to AdAge’s A-List as an Agency to Watch,
and was acquired by Wasserman Media Group. Fun fact:
Jason solicited his first client via Craigslist.

As a product of Laundry Service, Jason also runs
Cycle, which is a multichannel network made up of the
top creators, influencers and athletes in the world. Every
month Cycle publishes 50,000+ pieces of original con-
tent, reaching over five billion people.

Jason'’s social media expertise is often featured
throughout stories in major media. In 2014, Jason was
named one of Forbes 30 Under 30 and Forbes named
Laundry Service a Media Company of Tomorrow. R3
Worldwide named the agency ‘Top Social Agency.’

Outside of Laundry Service, Jason is also a manag-
ing partnin Windforce Ventures, which invests in early
stage mobile technology startups. In the last year, two
Windforce portfolio companies were acquired by public
companies; see: Lettuce and Nexgate.

Jason also keeps a highly engaged audience of 30K+
on Twitter, talking all things social media and pop cul-
ture. His handle is @jasonwstein.

Gary Vaynerchuk, Co-Founder & CEO
A) Vaynerchuk, Co-Founder & COO —
VaynerMedia

VaynerMedia may be a social media-first digital agency
that focuses on storytelling across platforms; however
the stories of Gary Vaynerchuk and his brother, A, are,
appropriately, the stuff of advertising legend.

Gary Vaynerchuk talks about being an entrepreneur
at eight years old when he was managing—not one, but
seven-- lemonade stands in Edison, New Jersey. Born
in Belarus, he came to the US with his family in 1978.
The legend begins when he started work at his father’s
liquor store, named Shoppers Discount Liquors. It was

- SN
Gary Vaynerchuk

A) Vaynerchuk

1994 and he was a freshman in college who discovered the
benefits of the Internet. Three years later, Gary transformed
, one of the

Shoppers Discount Liquors to
first wine e-commerce businesses. The shop’s annual reve-
nues soared from $3 million to $60 million in just 5 years.

In the spring of 2009, Gary and his brother AJ launched
VaynerMedia, a new breed of digital agency to help For-
tune 500 companies such as GE, PepsiCo, Anheuser-Busch
InBev, the New York Jets, and USA Network build their
digital brands across social media and beyond with mi-
cro-content, video, campaigns, and other methods of
storytelling. They found a niche, and in just six years, the
6-person team has grown into a 500+ person agency across
the U.S., with offices in New York, San Francisco, Los Ange-
les and Chattanooga, TN.

Throughout, VaynerMedia has continued to use in-
sights gained through digital content to inform and build
creative campaigns that drive actual business results.

In addition to running VaynerMedia and Wine Library,
Gary has maintained an extensive public speaking and book
publishing schedule (he’s the author of three New York
Times bestselling business books). A] and Gary are also
founding partners of VaynerRSE--a venture fund and incuba-
tor focused building the next generation of world-changing
technology companies. In addition, the Vaynerchuk brothers

co-founded Cra; /, @ mobile-first marketing agency and

production house which pairs the best micro-content cre-
ators with innovative brands to tell powerful and engaging
stories.
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Barry Wacksman, EVP, Clobal Chief
Strategy Officer — R/GA

Karina Wilsher, Partner, CEO — Anomaly
New York

Barry Wacksman was named
this summer as the Executive
Vice President and Global
Chief Strategy Officer of R/
GA. In this important new
role, he will assume global re-
sponsibility for all three of R/
GA'’s strategic functions: Plan-

ning, Analytics and Business
Transformation, while continuing to lead the global Business
Development team. Based in the company’s New York head-
quarters, he continues to report to R/GA’s founder, CEO and
chairman Bob Greenberg.

R/GA is, of course, well known for its role in helping
longtime client Nike develop its Nike+ FuelBand fitness
tracker. Barry Wacksman has long been advocating “func-
tional integration” as a foundation for new business models.
Certainly the growing interconnection of brands and data, as
well as what he calls “connected ecosystems of value” are
changing the relationships between products and consumers,
as well as the roles between clients and agencies.

Barry is a key architect of R/GA’s vision of “The Con-
nected Age,” which focuses on growing brands through a
connected ecosystem of products, services and communi-
cations. This vision seamlessly combines digital platforms
that consumers use on an ongoing basis with the episodic,
storytelling content of campaigns to help brands achieve
differentiation in an otherwise commoditized marketplace for
consumer goods. Barry is also the co-author of Connected by
Design (2014, Jossey-Bass/Wiley) and his articles have been
published in a wide variety of industry publications. He has
presented on topics pertaining to the digital age at confer-
ences and events around the world.

Since joining R/GA in 1999, the company has grown
organically from an agency of under 50 employees to one
employing over 1,500 staff in 15 offices globally. Barry led the
charge to acquire many of the world-class brands that make
up R/GA’s client roster, from Nike to Samsung to L'Oreal to
Unilever.

Barry serves as Chairperson of the board of Miami Ad
School and also serves on the board of directors of the Amer-
ican Advertising Federation, the Advertising Educational
Foundation and Pilobolus Dance Theatre. He graduated from
Ohio State University with a B.A. in philosophy and was a
Ph.D. candidate in philosophy at Syracuse University.
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Karina Wilsher admits that
she is motivated by “doing
exceptional stuff with excep-
tional people.” Perhaps that is
also the best way to describe
Anomaly, an agency that lives
up to the very definition of
being different.

Since its launch in 2004,
Anomaly has combined mar-
keting services with business development and IP as it strives
to create true brand solutions. Yes, it works to develop intel-
lectual property for both itself and for its clients, and it may
indeed represent the future of agency-client partnerships.
However, Karina Wilsher was drawn to Anomaly as both
the business model and people were “wickedly smart and
ambitious” as the company structured for innovation and
multidisciplinary problem solving.

Five years ago, Karina Wilsher became CEO and Partner
at Anomaly New York and has been part of the shop’s extraor-
dinary growth and success. And she still feels that they’ve only
just begun!

Prior to Anomaly, Karina was the Managing Director of
Fallon London, having joined Fallon’s Founding Partners in
1999, and successfully grew the agency from creative startup
to a Top Ten agency. Under her leadership the agency dou-
bled its revenue, and was awarded Campaign’s UK Agency
of the Year in 2006 and 2007. Fallon went on to become the
most creatively awarded agency in the world (Gunn Report
2008), with creative highlights including a Cannes Grand Prix,
a rare D&AD Black Pencil for Cadbury “Gorilla”, and interna-
tional recognition for the agency’s Sony Bravia campaign.

Over ten years at Fallon, Karina ran a broad portfolio of
the agency’s business, from Sony to the BBC. During her time
as Head of Client Services, she built one of the strongest Ac-
count Management departments in London and went on to
develop an agency-wide talent pool with highly diverse skills
to position Fallon as a pioneering, front-of-market company.

In London, Karina played a key role in the UK industry,
including being part of the Training and Development Exec
for Women in Advertising and Communications London
(WACL) and being a member of the industry body’s Client
Services Committee at the Institute of Practitioners of Adver-
tising (IPA).



Rudy Wimmer, Managing Partner &
Innovator, CBi China Bridge Co-Founder
And Partner, Kaiba

Rudy Wimmer is striving

to empower people, busi-
nesses and himself to reach
a higher level of success
while, maintaining balance
by doing what he does best
with purpose. Perhaps a
heady statement, but he

has been able to achieve
these goals—not in Silicon Valley, New York or London,
but in China.

Today, he is leading a fantastic team, growing a world
class innovation strategy and insights firm in Shanghai
called CBi China Bridge, a remarkable organization that is
working with leading companies to gain a competitive ad-

company. As an insight-based innovation & strategy firm
focused on new product development and new business
creation, China Bridge supports clients at succeeding in
getting to their “next” level. The company guides their cli-
ents to create meaningful physical and digital experiences
that resonate at a cultural, social and human level.

The company’s client roster includes some of
the world’s best-known companies-- from leading
multinationals to start-ups and NGOs-- including BMW,
Philips, BD Medical, Johnson & Johnson, Disney, Kokuyo,
Samsung, Microsoft, Robam, Lenovo, China Telecom,
Vision in Practice and The Library Project, to name a few.

China Bridge views itself as an “unlimited organiza-
tion” that leverages technology and a broad network reach
though a community of leaders, associates and partners
from around the world to solve complex problems, to learn
and share. Passionate and skillful people tap into this net-
work, enhancing their ability to develop products, services

vantages in China through insight-based innovation. This
includes targeting opportunities, as well as shaping new
services, products and brands to be “China Fit.” Plus, he’s
involved with ongoing mentoring via the company’s China

Accelerator.

CBi China Bridge places purpose before profits, and
“Improving Futures” is the motivating force behind the

and experiences that will positively change people’s lives
through design and innovation. And Rudy Wimmer is at
the center of this thinking.

Daily, he is the championing leadership and the role
that Design has in improving the lives of people, overall

society and businesses. Constantly, he looks for challenges

that he can emotionally leverage his past experiences with
those of others to create positive and real impact.
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Past INNOVATORS include:

The 2014 INNOVATORS: Winston Binch of
Deutsch LA; Natalie Monbiot (nee Bokenham)
of UM Worldwide; Steve Carbone of MediaCom
USA; Weng Keong Chin of Saatchi & Saatchi
Arachnid; Shenan Chuang of Ogilvy & Mather
Greater China; Chris Copeland of GroupM
Next; Paul Dalton of DigitasLBi; Luke D’Arcy
of Momentum Worldwide; Juan Davila of
LiquidThread; Vladimir Djurovic of Labbrand
China; Craig Elimeliah of RAPP; Greg

Fischer of Swirl; Sergio Gordilho of Africa;
Sasha Grujicic of Dentsu Aegis Network
Canada; Paul Gunning of DDB Chicago; Steve
Harding of Geometry Global; Peter Hubbell

of BoomAgers; Sarah Ivey of Initiative; Peter
Magnani of Omnicom Media Group, EMEA;
Matthew Mee of MediaCom; Richard Pinder

of The House Worldwide; Mark Pollard of

Big Spaceship; Frédéric Raillard of FRED &
FARID Shanghai; Jessica Rink of INNOCEAN
Worldwide Europe; Shaffia Sanchez of MAGNA
GLOBAL; Avi Savar of BIG FUEL; Nirvik Singh
of GREY GROUP Asia Pacific; Leigh Terry of
OMNICOM MEDIA GROUP Australia & New
Zealand; Krisztian Toth of POSSIBLE Central
& Eastern Europe; Aaron Walton and Cory
Isaacson of Walton Isaacson.

The 2013 INNOVATORS: David Angelo of
David&Goliath; Ed Brojerdi of Kirshenbaum
Bond Senecal + Partners; Luis Casamayor and
Jorge Plasencia of Republica; Frauke Cast of
Just Media; Pully Chau of Draftfcb Greater
China; Damian Claassens of Profero NY; Ian
Cohen and Cal McAllister of Wexley School

for Girls; Brett Dawson of Bohemia; Anthony
Freeman of Host & One Green Bean; Yusuf
Hatia of FleishmanHillard India & Majlis,
FH’s Muslim Consultancy; James Hier of MEC
Australia; Rachel Israel of MEC-- now Executive
VP of Guardian Labs US; Ashwini Karandikar
of AMNET Global (Aegis); Vik Kathuria of
MediaCom; Dimitri Maex of OgilvyOne;
Dennis (DJ) Martin of Omnicom Media Group;
Mark Miller of Team One; PJ Pereira and
Andrew O’Dell of Pereira O’Dell; Chris Pyne
of MediaCom-- now President OMD East &
Chief Strategy Officer USA at OMD USA; Matt
Rayner of Starcom USA; Wannee Ruttanaphon
of IPG Mediabrands Thailand; Ian Schafer of
Deep Focus; Andrew Shebbeare of Essence;
Brad Smale of IPG Mediabrands Africa; Erik
Sollenberg of Forsman & Bodenfors; Tom
Telesco of ORION Trading; John Winsor of
Victors & Spoils/Havas; Ichiro Zama of TBWA
Hakuhodo.

The 2012 INNOVATORS: Wayne Arnold of
Profero-- now Co-Founder and Global CEO of
Lowe Profero; Valerie Beauchamp of Starcom;
Jordan Bitterman of Digitas-- now Chief
Strategy Officer, North America at Mindshare;
Chris Boothe of Spark/SMG; Arvid Bostrom
of MEC; Beth Doyle of Vivaki; James Fox

of RedPeak; Jan Gerits of Omnicom Media
Group; Huw Griffiths of UM; Warren Griffiths
of Starcom MediaVest Group; Bob Habeck of
Omnicom Media Group; Jonathan Hoffman
of Starcom-- now President of SMG’s ZeroDot;
Sebastian Jespersen of Vertic; Prashant Kumar
of MediaBrands; Anna Khin Khin Kyawt and
John Handley of SAIL, Myanmar; David Lee of
TBWA Worldwide-- now Chief Creative Officer
of Squarespace; Michael Litchfield of Doremus;
John Noe of Rokkan; Jitka Petrickova of MEC;
Tamina Plum of ZenithOptimedia; Sarah
Power of Initiative; Jim Russell of McKinney;
Francisco Samper and Jose Miguel Sokoloff
of Lowe SSP3; Miguel Magalhaes Santos and
Patrick Walhain of ICOM+IN; Andrea Suarez
of MediaBrands; Sue Unerman of MediaCom;
Steve Williams of PHD-- now CEO of Maxus
North America; Damian Winstanley of OMD
International; Jarek Ziebinski of Leo Burnett.
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The 2011 INNOVATORS: René Allemann of
Branders Group AG, Zurich; Kristi Argyilan

of UM, San Francisco-- now SVP, Media &

Guest Engagement at Target; Rich Astley of

MEC Interaction-- now Managing Director of
Videology UK; Giuseppe Barbetta of Maxus,
Milan; Avishesha Bhojani of BPG Group, Dubai;
Mark Bowling of Starcom MediaVest Group,
Singapore-- now Director of consultancy MashUp
CX; Lily Chakrabarty, of Starcom MediaVest
Group, New York; Emma Cookson of BBH,
New York; Barry Cupples of Omnicom Media
Group, Singapore-- now CEO of Omnicom Media
Investment, London; Katie Ford of Starcom
MediaVest Group-- now President & Managing
Director of Media Vest; Scott Hagedorn of Annalect
Group, New York; Alex Hall of TigerSpike,

New York; Matt Howell of Arnold Worldwide,
Boston-- now Partner at Vermonster; Marcus
John of MediaCom SPORT, London-- now EVP
World Sport Group, Singapore; Mark Kiernan

of Digitas, New York; Dave Knox of Rockfish,
Cincinnati; Joe Phelps of The Phelps Group,
Santa Monica; Paul Price of Creative Realities,
New York; Mauricio Sabogal of Mediabrands,
New York-- now Global CEO, Kinetic Worldwide;
Sasha Savic of Havas Media, New York-- now
CEO of MediaCom USA,; Steve Schildwachter

of Draftfcb, Chicago-- now CMO of rVue and Ad
Majorem blogger; Oliver Snoddy of Doremus, New
York-- now Director of Global Content Marketing
Strategy at Twitter; Michael Stich of Rockfish,
Cincinnati; Shekar Swamy of RK Swamny
BBDO, Mumbai; Maartje Symons Wisecrackers,
Amsterdam-- now Founder of The Workz; David
Tang of DDB Group, Singapore; Scott Tegethoff
of UM, New York-- now Executive Director Global
Accounts, Managing Partner Transformation at
OMD; Paul Woolmington of Naked, New York--
now Angel Investor; Charlotte Wright of MEC,
London-- now Head of Planning for MEC Global
Solutions Singapore; Oscar Zhao of BlueFocus
Communications, Beijing.

The 2010 INNOVATORS: Mark Beeching of
Digitas, New York; Cheuk Chiang of PHD,
Singapore- now CEO Asia Pacific for Omnicom
Media Group; Saurav Chakaraborty of Digital
Direction, Mumbai; Karl Cluck of Mindshare
Asia-Pacific, Singapore-- now CEO Japan & Korea
at Mindshare; Allison Coley of MEC, New York-
now Client President at MEC Global Solutions
London; Lee Daley of McCann Worldgroup,
London- now Founder/CEO at Daley Strategic
Adbvisory; Agnello Dias of TapRoot India,
Mumbai; Matthew Don of Doremus, London;
Anne Dooley of Energy BBDO, Chicago; John
Duban of Starcom MediaVest Group, New

York-- now CMO of AFS USA; Ricardo Fragale of
Starcom MediaVest Group, Miami-- now SVP/
Managing Director of SMG Argentina; Elaine Ip of
Omnicom Media Group, Shanghai; David Lang
of Mindshare Invention / Entertainment, New
York; Cynthia McFarlane of Saatchi & Saatchi
Latin American, Miami; Andrew McLean of
GroupM, New York--now CEO of Mercury Media;
Deepika Nikhilender of Mindshare Asia Pacific,
Singapore; Enyi Odigbo of Casers Group, Lagos;
Jean-Guillaume Paumier of Banner, London- now
Senior Account Director at Essence, London; Reda
Raad of Raad\TBWA, Dubai; K. Satyanarayana of
Media Direction, Mumbai; Marc Schader of MPG,
Madrid; Tracey Scheppach of VivaKi, Chicago;
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Mark Sherman of Media Experts, Montreal; Toby
Southgate of The Brand Union, New York; Angela
Steele of Starcom MediaVest, Chicago-- now CEO
of Ansible Mobile; Paul Suskey of Media 8, Miami-
now CEO Exit 7; Kenny Tomlin of Rockfish
Interactive, Arkansas; Dick van Motman of DDB
Group, Shanghai-- now Chairman & CEO of Dentsu
Asia; and Andy Wasef of MEC, New York-- now
Managing Director of ESP, a WPP company.

The 2009 INNOVATORS: Tim Andree of
Dentsu, New York-- now Executive Chairman,
Dentsu Aegis Network; Bianca Baltrusch of
DaVindi Selectwork, Diisseldorf; Joel Bary of
LatinMedios, Miami; Serge Dumont of Omnicom
Asia Pacific, Shanghai; Michael Fassnacht of
Draftfcb, Chicago; Roderigo Figueroa Reyes of
FiRe Advertainment, Buenos Aires; Malcolm
Hanlon of Zenith Media China, Shanghai- now
COO/Asia Pacific at ZenithOptimedia, Singapore;
Mark Heap of PHD, Shanghai- now CEO

Asia Pacific of MediaCom; Barbara Kittridge of
Spark, Chicago- now Board Advisor/Strategist for
Abundant Ventures and BPK360i; Tom Laranjo of
Total Media International, London; Daryl Lee of
Universal McCann, New York; Jessica Michaels of
The Wunderman Network/Group M, Seattle-- now
Founder of Bread N Butter Digital; Mike Moszynski
of LONDON Advertising, London; Saneel Radia of
Denou, Chicago- now Founder at Finchis, a VivaKi-
incubated innovation boutique; Rand Han of Bloody
Amazing, Shanghai; Lauren Richards of Starcom
Mediavest Group, Toronto- now Founder of Polling;
Jasmin Sohrabji of OMD India, Mumbai; and
Brandon Starkoff of Starcom Worldwide, Chicago.

The 2008 INNOVATORS:: [an Bell of
MediaCom, London-- now Global Strategy Partner
at Carat Global Management; Dan Benedict of
Mediaedge:cia, London; Philip Brett of TBWA\
Tequila, Singapore, Shadi Bteddini of B.E.
International, New York & Dubai; Christina
Dagnello of Mediaedge:cia, New York; Charlotte
White (nee Freemantle) of Universal McCann,
London-- now Strategy Partner at Carat Global;
Shubha George of Mediaedge:cia, Mumbai- -- now
MEC; Patricia Gogliara of McCann Erickson
Brasil, Sao Paulo; Alistair Henderson of Fuse/
OMD, Sydney; Rob Hilton of The Promotion
Factory, Melbourne; Christian Kugel of Denuo,
Chicago- now VP Consumer Analytics & Research
at AOL, New York; Hani Mahdi of Mindshare
Interactive, London; Laura Milsted of JustMedia,
London-- now Managing Director at Carat
Enterprise; Mark Stewart of OMD, New York- now
EVP, Chief Strategy Officer at Townsquare Media
LLC; Nazeer Suliman of Univeral McCann
South Africa, Johannesburg; Martin Sundberg
of Mediacom, Stockholm; Will Swayne of Carat,
Hong Kong- now EVP, Managing Director at Carat
USA; Givi Topchishvili of Global Advertising
Strategies, New York; Becky Walden of Starcom,
Chicago; Crystal Wang of G2 Star Echo Group,
Beijing and Felix Wong of The Marketing Arm,
Beijing.

The 2007 INNOVATORS: Damian Blackden

of Universal McCann, London- now Global

Chief Strategy Officer CEO at Maxus; Adnan
Brankovic of Initiative, New York- now Managing
Partner, Group Account Director at MediaCom;
Chris Carmichael of Mindshare, London- now
Global Head of Media at HSBC; Peter Colvin of
Mediaedge:cia, London-- now MEC; Hamish

Davies of Mediaedge:cia, London-- now MEC;
Rupert Denny of Banner London-- now Director
and Head of Mediacom Business; Andrew Fair

of Ogilvy, New York-- now Senior Partner/
Executive Director of OglivyEntertainment, Los
Angeles; Torie Henderson of OMD, Hong Kong;
Philip Jabbour of Starcom Mediavest, Dubai--
now EVP, Managing Director at Spark, Chicago;
Michael Jones of Mediaedge:cia, Miami-- now
enjoying the good life in early retirement; Elie
Khouri of Omnicom Media Group, Dubai;

Silas Lewis-Meilus of Mindshare, London-- now
Digital Media for McDonald’s Asia Pacific Middle
East Africa (Singapore); Christophe Mayer

of ZenithOptimedia, Paris-- now Director of
Communications for Lancel, Paris; Hiroshi Ochiai
of TBWA/Hakuhodo, Tokyo; Tonia Perretta of
Initiative, London-- now Director of Products &
Reseach at MediaBrands Social; Anna Ringsberg
of Carat Business, Malmo; Patrick Ryan of
Mediacom, London-- now Worldwide Business
Development Director at PHD; Sesh Sampath

of BBDO Asia, Singapore; Jacqui Wallis (nee
Seddon) of Just Media, London- now Media
Strategist at AdditionPlus, London; Latha Sunderam
of Starcom, Chicago-- now Global Account Director
at OMD USA, Chicago; Jill Toscano of Mediaedge
CIA, New York- now Vice President US Media

at American Express; Hanne Tuomisto-Inch

of Banner, London- now Senior Industry Head,
Finance at Google; Magnus Wretblad of Low
Brindfors, Stockholm.

The 2006 INNOVATORS: Jorge Irizar of

MPG , Paris-- now Global CEO of Havas Media
International; Stuart Clark of MPG, London--
now Managing Director of Havas Media APAC,
Singapore; Diana de la Torriente (nee Sevillano)
of OPTIMEDIA, Miami- now VP Business
Development & Product Strategy at Havas
Worldwide, Miami; Andrew Swinand, STARCOM
Chicago-- now Co-partner at Abundant Venture
Partners; Joe Warren of UNIVERSAL McCANN,
New York- now Client Services at MediaCom; Matt
Eaton of MEDIAEDGE:CIA, Tokyo--now CEO/
Managing Partner of Strategy SET, Tokyo; Lori
Senecal of McCCANN WORLD GROUP- now
CEO of Kirshenbaum Bond Senecal, New York;
Somak Chaudhary of LEO BURNETT, Bangkok;
Matt Dyke of TRIBAL DDB-- now at his own
agency, London; Carolina Jimenez-Garcia of
MINDSHARE, New York-- now Account Director
at 3601 , New York; Mark Boyd of BARTLE
BOGLE HEGARTY, London-- now Founder

of Gravity Road; David DeSocio of OMD, New
York-- now SVP of A+E Networks; David Mayo

of OGILVY & MATHER, Singapore- now CEO
of Bates CHIgPartners; Tom Brookbanks of
MEDIAEDGE:CIA, New York--now at Starcom
MediaVest Group; Asuka Mogi of BEACON
COMMUNICATIONS, Tokyo; Jimmy Liang

of LEO BURNETT, Guangzhou; Rob Hughes
of MINDSHARE, Beijing-- now CEO Aegis
Media North Asia, Hong Kong; Steve Traveller of
STARCOM, London; Ean Shearer of DENTSU,
New York--now Partner, Director Integration

at MEC, New York; Kavita Kailash of LEO
BURNETT, Mumbai; Sean Finnegan of OMD
Digital, New York- Chief Strategy Officer at
true[x] media, New York; Mark Jones of ZENITH
OPTIMEDIA, San Francisco- now President of
Global Solutions at MEC, New York.
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John Billett Issues a Stern Warning to
Global Marketers about Media Agency

Management

He States: ‘The Agencies have become the Media

Owners’

In his autumn address to the Worshipful Company of Marketors in London—see

box for more information, John Billett talks about how media agencies came about,

how they grew so quickly and where they find themselves today, considering the

dramatic impact for marketers and how they may have lost control of their media.

Here is the opening of his address:

I have never shied away from the opportunity
to challenge existing operations, especially when
current practice has failed to keep pace with
opportunities to get better financial returns
from an investment. My media evaluation and
performance measurement business was never
designed to make enemies, but if along the way
we helped advertisers, but upset some agency
suppliers, that was an acceptable price to pay.

Tonight I want to update you on the major
trends and changes taking place in the trading
of media activity between advertisers and media
vendors via agencies. I will suggest that far too
many advertisers are currently being financially
and operationally disadvantaged by being not fully
aware, and in some case just disinterested about
the way in which their marketing resources are
being expended.

And I shall conclude with observations and
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recommendations on what I see as the best actions

to take to protect your best interests.

Fundamental Change

“The fundamental change taking place
across the marketing services business is that
the agencies, who for a long time were the
agents working on behalf of advertisers acting as
custodians of the advertisers’ best interests, have
now become the media owners.

An alternative title for this lecture “The
Agencies have become the Media Owners’ could
be ‘“The Lunatics have taken over the Asylum.’

And whilst hyperbole has entered the equation,
the facts are stranger than most good fiction
writers could have dreamed up.

This development is not a sudden eureka
phenomenon. It has gradually emerged and

developed over some 15 years or so. But only



recently has the matter reached such proportions that
it’s difficult to see how things can be reversed.”

I shall attempt to identify the trends, chart the
evolution and changing nature of advertising media
trading between advertisers, agencies and media owners
and pick up on the radical implications for future media
buying and selling.

It would be good to focus on the future and not
spend too much time charting the history of how we got
to where we are. But some brief historical perspective

will be useful.

The Advertising Agency and 15% Media Owner
Commission

Perhaps it’s hard to imagine. But the very first
“agents” were just media buyers, regulated by the
media owners to act on advertisers’ behalf just to buy
the space. The astute media buyers realised they could
make more money by offering to create the ads and fill
the space. This evolution brought about the birth of the
full-service advertising agency,

Today, the business has come full circle.

The agency’s financial probity and professional
expertise was assessed and when proved satisfactory
were rewarded by payment of a 15% discount for their
services by the media owners. The media owners
preferred to deal with a number of agencies acting on
behalf of several advertisers both to reduce the number
of contact points and to regulate and operate common

professional standard.
Here are a few key highlights from his address:

¢ “The fundamental change taking place across the

marketing services business is that the agencies,

COMMENTARY

John Billett has a long history in the advertising
industry in the UK and throughout the world.
He also enjoys a well-deserved reputation

for being both a creative media thinker and
challenger to convention. He started in the

ad agency business in 1966 and continues as
an active participant in media and marketing
communications today. Working first in the
Unilever Media Department and then in a top1o
advertising agency, he became the industry’s
first media agency media director under the age
of 30.

Most people know John Billett from the
creation of Billett's-- launched as an alternative
and distinctive media auditing business, which
grew to have offices across Europe, and then
expanded to bring media auditing practices
to the US. Billett’s was founded on media
evaluation, as well as marketing effectiveness
validation. Under his chairmanship, the
company grew to become the largest
benchmarking media business worldwide.

He sold the company in 2007, and it now
continues as the rebranded Ebiquity. Today
he serves as the Chairman of ID Comms,

a value-based media consulting company
which provides first-class media expertise,
consulting and resources to brands. Neither
an auditor nor accounting firm, ID Comms
has the freedom to consider the value of

communications-- not just the price.

www.internationalistmagazine.com 47



who for a long time were the agents working on
behalf of advertisers acting as custodians of the
advertisers’ best interests, have now become the
media owners.”

« “Faced with declining fees from their

advertiser customers, the media agencies, quite

understandably have turned their attention to the

media owners as sources of additional income.”
« “The media agencies now find themselves in a
wholly changed environment. Originally charged

with protecting advertisers’ best interests and

being paid by the advertisers accordingly, they now

enjoy the considerable majority of their income
from the media owners, whilst still vowing to
work for advertisers, and now bring to the media
owners even more new opportunities.”

« “The pace of change and the scale of offering
have come as a surprise to many in the business.

This is an example of how easily advertisers have

ID COMMS

Wednesday November 11" 2015
“The Agencies have become The Media Owners”

The Worshipful Company of Marketors
Autumn 2015 Lecture

John Billett
Chairman ID Comms Ltd

oL

WORSHIPFUL
COMPANY of
MARKETORS

To download the full speech go to:
http://idcomms.com/wp-content/
uploads/2015/11/IDComms_WCM_Lecture2015_
AgenciesBecomeMediaOwners.pdf
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become detached from the reality of how their
money is being spent.”

“Six media holding companies, most of whom are
larger and more influential in media trading than
any media owner, now determine who gets what
and where and at what price. The media agency
has indeed become the media owner when it
comes to trading media.”

“Automation is a very hot topic and cross- industry
studies show that marketers deploying data driven
campaigns can increase efficiency by a third. But
the risks are considerable.”

“The media agencies have the scale to exploit this
financially across the portfolio of their activities

in this fast moving expanding field in which the
blurring of boundaries accelerates.”

“Matters have now reached a head of steam where
advertisers have now relinquished control. But it is
the advertiser who controls the purse strings and
now is the time to use that authority.”

“For too long marketers have been lulled into a
false sense of security about their media trading.
This has allowed media agencies a free hand to
operate in their own best interests.”

“The time is right for Marketers to regain control
over the way in which they allow third parties to

spend their money.”

According to John Billett, 3 Action Points
Will Deliver Results:

1. First, start taking seriously the organisation,

decision taking and monitoring of your
marketing spend. Advertisers must take back

control.

No longer can managers leave this to

procurement who have demonstrably failed to



WORSHIPFUL
COMPANY of
MARKETORS

The Worshipful Company of
Marketors—(coat of arms pictured
here)—is Livery Company within the
City of London and one of 125 Livery

Companies currently operating. The

origins of Livery Companies date
back to the 12th century, representing
some of London’s original craft guilds
or trade unions, like the Weavers’
Company established in 1155. The
Marketors, one of 30 “modern-day”
Livery Companies, was formed as a
Guild in 1975 and this year celebrates
its 4oth anniversary. Its membership
is drawn from senior marketing
practitioners, marketing services
experts and recognized marketing

academics.

The Marketors promote Marketing
as a force for economic and public
benefit, encouraging excellence in
marketing education and marketing
in practice. Its presence in the City
of London underscores the need
for marketing principles at the heart
of corporate decision-making. Like
all Livery Companies following

a centuries-old tradition, the
organization supports the City of

London and the Mayoralty.

protect the company’s best interests. Appoint

an in house expert in governance. Come back

the media manager whodisappeared in the

1970’s/1980’s.

2. Second, don’t rely on your contract with your
media agency to protect your best interests. They

no longer control your media inventory.

You must have a contract with their media

holding company.

3. Third, establish who are your top 10 media &
technology vendors, whether analogue or digital
and build direct contact and relationships with
them. (It’s quiet staggering to realise that most
advertisers don’t know their vendors). Negotiate

your own over-rider contracts with the media.

They will welcome this and you will enjoy

preferential service.

For too long marketers have been lulled into a

false sense of security about their media trading.

This has allowed media agencies a free hand to
operate in their own best interests.

Sadly that working method is broken.

Advertisers have to regain control over the

way their own money is spent.

For too long media agencies have

demonstrated that whilst power corrupts,

absolute power corrupts absolutely. If you act
in an unacceptable way, but no one finds that

unacceptable, you are free to carry on as though
this is an accepted way to behave.

We don’t want our business to go the way of
Volkswagen. We don’t want a LIBOR scandal. We
must not be a FIFA.
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NORTHERN HEMISPHERE MEETS SOUTHERN HEMISPHERE!

The Internationalist and the ANA connected Northern
Hemisphere with Southern Hemisphere as they

acknowledged the Internationalist’s LATIN AMERICA 50
marketers and invited them to mingle with ANA members
from North America who were attending the ANA's Masters of
Measurement conference on Miami Beach this fall. The group
shared insights amid food, wine and good company at a peer-
to-peer dinner at SoHo Beach House.

Pictured left to right:

1 Fernando Cimato, HP (Latin America 50) and Bruce Dincin,
Choice Hotels

2 Jorge Luis Diaz, Belcorp (Latin America 50)

3 Maria Carrasquillo, Jarden Consumer (Latin America 50)

4 Bob Liodice, ANA and Rebecca Barba, Royal Caribbean
Cruses (Latin America 50)

[Sa]

Edigdia Contreras, Enterprise Holdings (Latin America 50)

Duke Fanelli, ANA and Laurie O’Connor, Mondelez
International

(o)}

~

Fernando Mariano, Multimedia Inc.

@

Elisabetta Bell, Caterpillar (Latin America 50) and Andréa
Pinotti Cordeiro, Itai Unibanco (Latin America 50)

9 José Luis Ruiz, Oracle (Latin America 50)

10 Mark Sharwarko, Talent Partners and Lisa Jebodhsingh,
InterContinental Hotels Group
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“If you have nothing to hide, there
IS No reason not to be transparent.”

Mohamed EIBaradei
Nobel Peace Prize Winner

Hello,
fransparency.

Know how your ad spend is
working for you. Gain clear insight 'I' " .
info what you're getting with VIS O | by Collective
VISTO™ by Collective.



