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Clobal technology and engineering firm Emerson is in constant
need of new engineering talent to help in solving the world’s
most pressing problems well into the future. However, students
in the US are losing interest in STEM (science, technology,
engineering and math) education, threatening the talent
pipeline and making competition for existing talent fiercer than
it has ever been.

To overcome the misperceptions of STEM, Emerson
harnessed strategic content, media and celebrity partnerships
to drive engagement across native and organic channels.
Custom content created from these partnerships drove to a
page on Emerson.com called “I Love STEM” which was curated
through social publishing platform, RebelMouse. The hashtag
#|LoveSTEM was created to unite all created, co-created and
owned content together, under one community.

By establishing this curated community, Emerson was
able to mobilize the STEM conversation, inviting a series
of approved publishers to become prominent community
members. Publishers included Girl Scouts of America, HuffPost
Science, Fortune magazine, Time.com, Girls Who Code and
many more. This page served as a simple, smart way to drive
all content and media efforts to a singular place, attracting
widespread attention both internally and externally. Viewers saw
the page as a go-to resource for staying up-to-date on STEM-
related news and the STEM landscape.

The campaign was designed to encourage the bright
young minds of tomorrow to not only pursue STEM

coursework, but also consider Emerson as a potential employer.
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In order to break through the clutter and win over Millennials,
who represented a majority of overall sales within the premium
water category, Evian needed to drive trial in a way that created
a splash in the market. The campaign’s intent was to motivate
those who participated in the sampling event to share with their
network to drive PR and buzz.

With a limited budget, and the need to make a big impact
in the largest Millennial market in the US — New York City —
Evian developed an innovative paid social program. To help
their target audience beat the summer heat, Evian took to the
streets by offering VIP “bottle service” to whoever tweeted to
the brand’s pink bicycle-riding, chic Parisian-styled street team.

Consumers learned about the sampling event through the
promoted hashtag #EvianBottleService in the days leading up
to the August 19th sampling event. Messages were pushed out
encouraging users to tweet #EvianBottleService in order to get
a free bottle of Evian delivered right to them, served on a silver
platter. Incremental support of the #EvianBottleService was
provided by outside brands like Buzzfeed and through the help
of Maria Sharapova — Evian spokesperson — who got a special
Evian bottle service delivery.

The VIP service was necessary for this campaign as it
made each Millennial consumer feel special and want to share
their unique experience with others. Being “in the know” is
important, and Evian helped them not only stay on trend, but
well-hydrated too.

Since this campaign, Evian has become the #1 water
brand in Duane Reade, New York’s largest convenient store,
and has seen an double-digit percentage increase in on-premise
locations.
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The latest U.S. recession was among the worst in the nation’s
history, with unemployment and home foreclosures reaching
historic highs. Fifth Third Bank wondered how the recession
had affected their valued customers. “When we talked to
them, we found out they weren't deadbeats,” said Jack Riley, a
marketing vice president in Fifth Third’s regional headquarters.
“They wanted to pay their loans, but they had lost their jobs.”

Recognizing that it costs more to foreclose on a mortgage
than it does to help customers get back to work, Fifth Third
saw an opportunity: to behave differently than other banks,
championing its promise to stick with customers through
the highs and the lows of a shell-shocked economy. With the
dignity of its jobless customers on the line, Fifth Third Bank
looked to help their customers in a way that no other brand had
before.

The bank developed a strategy to grow the job seekers’
network exponentially and increase their chance of employment
— all the while delivering the message that Fifth Third is a
different kind of bank.

A digital campaign across paid, owned, and earned media
showcased actual Fifth Third customers participating in a
one-to-one job coaching program called Next Job. Long-form
videos featured unemployed Fifth Third customers, which were
natively seeded into relevant content sites such as Forbes, The
Huffington Post, and Mashable to allow users to view and
share the message through social channels. The plan was to
generate awareness, amplify brand reputation, and encourage
users to spread the message.

The campaign saw huge success-- reemploying 56% of
the customers in the program. Additionally there were 41,000
shares via social channels, funding for 53 training scholarships
was generated. A positive brand lift also proved that this
campaign changed how people felt about Fifth Third Bank.

In a category of typically low customer sentiment, Fifth Third
was amazed to see that 61% of people who saw this campaign
believed that the brand works to improve lives of customers
and the broader community.

Looking to push the boundaries of what is defined as native
content, GE, MEC and Quartz partnered to launch ‘World in
Motion,” a global destination for GE storytelling and content
discovery that brings together GE's paid, owned and earned
assets into one seamless experience. It's sleek yet simplistic
design re-invents the traditional content hub to support GE's
global messaging, while elevating its deep relevancy in local
markets.

Among the largest content-driven projects ever produced
by Quartz, the highly interactive digital content hub maps out
GE'’s global footprint through a ‘minority report-like’ platform
that allows users to discover the impact of GE technology on
a dynamic and visually engaging globe. Its technology-first,
social approach creates a fluid experience that features over
250 articles, videos, slideshows, photos and social media posts
from across 11 regions worldwide.

Living on both gz.com as well as ge.com, ‘World in
Motion’ is an ENGAGE plus advertising unit, which recognizes
a visitor's location and pans the globe to that region. Upon
expansion, the user is immersed in an interactive, 3D globe
that spins, tilts, and zooms in an infinite number of ways. It’s
sleek yet simplistic design re-invents the traditional content
hub to support GE’s global messaging, while elevating its deep
relevancy in local markets.

The launch also generated a tremendous amount of
coverage in the press. Readers praised World in Motion as “A
glimpse of the future of brand journalism” and “a beautiful and
interesting world powered by GE.”
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India, with its huge population, is a critical market, but witits
large native mobile population, it needs to be approached in
a unique manner. Hindustan Unilever's objective is to build 1
Billion Global profiles by 2020 as data-driven marketing is now
the future. Consumer 360 is an enterprise-wide, mobile-based
initiative that is designed to help Hindustan Unilever build a
mass, actionable consumer database across India to help brands
intelligently use data to create a value-exchange for consumers.
India with a mobile penetration of over 80%, makes it

one of the highest
mobile-friendly nations
| globally, second only to
\| China. However, over
95% of Indian users
are currently on pre-
paid connections. This
become the source for

a strong consumer-
based value exchange.
Those who bought key products-- (3 Roses, Cornetto, Vim, Surf,
Taaza, Huggies, Fair & Lovely, Bru, Close-up and Sunlight)--
during the campaign period could win free mobile minutes.

With a toll-free number mentioned on-pack, and a unique
code inside product packaging across SKUs, consumers were
invited to give a missed call in order to stand a chance to win free
mobile minutes. Through a return call, an interactive platform
guided the caller through a menu of options after verifying the
unique code, and asked a series of incremental questions about
themselves and their shopping habits specific to the brand. They
were instantly rewarded them with free talk time.

The campaign profiled 70 million users, or 5% of the total
Indian population, in terms of demographics, buying patterns,
and competition mapping. The vast majority also opted in to
receive additional offers from Hindustan Unilever. Among the
many benefits beyond the development of a consumer database
to enable better targeting precision was a16% volume uplift
in engaged consumers and a 2% increase in market share for
Sunlight in West Bengal, one of India’s most populous states.

KFC has operated franchises in the MENA region since 1973 when
it opened its first store in Kuwait. The brand has since grown to
become the number one quick service chain in the Middle East,
and its “So Good” taste is enjoyed by millions. KFC can now be
found in 12 countries and 104 cities throughout the region. KFC
was about to reach a new regional milestone with the grand
opening of its 7ooth store in Kuwait.
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Just as KFC was about to release the news, false rumors
started to bubble up on Kuwait's social media feeds about the
brand’s food quality in some of its stores. The brand needed
to immediately find a way to counter the negative chatter
and ensure Kuwaitis that their local KFCs were up to global
standards.

Colonel Sanders is an iconic figure that almost all Kuwaitis
recognize. When the Colonel was still alive, he was famous for
traveling 250,000 miles a year visiting KFC restaurants around the
world. With each visit, the Colonel gave his stamp of approval of
KFC's quality and taste. His popular image continues to be used
to this day on KFC's packaging and branding materials.

Our first step was to address the quality issues and disprove
the false claims about KFC'’s local quality. Next, we released
news that Colonel Sanders himself was about the visit Kuwait to
inspect stores and greet KFC guests. Most Kuwaitis know that
the real Colonel passed away many years ago, and understood it
was a tongue-in-cheek way for KFC to affirm its high global quality
standards.

We hired a celebrity look-alike to impersonate Colonel
Sanders and unleashed him on a five-day tour of Kuwait that
included visits to a children’s hospital, local schools, KFC stores
where he prepared and served his secret recipe, and finally
to the largest shopping mall in Kuwait where he made his
grand entrance with a marching band while being greeted by
thousands of fans. Our social team followed the Colonel’s every
move and released photos and videos of each of his visits on
Kuwait’s social feeds using the hashtag (#unleashthecolonel, in
English).

As marketers, we can’t always dictate the social conversation
surrounding our brands. Bringing Colonel Sanders back to the
market after many years was a good reminder of the brand’s
heritage in the market and that KFC's global quality standards
are enforced throughout the region and the rest of the world.
#unleashthecolonel became the top trending conversation on
Twitter — reaching 3 million users and achieving
1 million engagements. Most importantly, the response
managed to increase positive brand sentiment 11%, while sales
increased on that weekend by 40% vs. average weekend sales.




Kraft's goal was crystal clear —increase the share of its dressings
as the shelf stable salad dressing category was losing ground
to new options. To achieve that, though, Kraft needed to
understand how to add value to a new generation of salad eating
occasions.

People weren't necessarily eating fewer salads; they were
eating salads differently-- skipping side salads and choosing
entrée salads as a main dish. These main dish salads were
growing rapidly and looked significantly different-- full of fresh
ingredients and more complex flavor combinations. For Kraft
Salad Dressings and the entire shelf stable dressing category,
this was new territory. So if people are thinking more carefully
about the ingredients in their salads, then Kraft would need
to be more thoughtful and personal in connecting Kraft Salad
Dressings to them.

The solution was a unique combination of precision
targeting and addressable messaging. The data was Kraft's
arsenal of original recipes and 1st party site data in addition to
3rd party purchase data.

First, Kraft selected the most popular entree salad recipes
based on real people’s behavioral user data from KraftRecipes.
com. The recipes that had recently generated the most views,
likes, comments, and shares all popped to the top of the
consideration set. They were then cross-checked with social
data-- taking the pulse of what salads were popular with both
home cooks and fast casual restaurants. This became the list of
salad recipes to feature.

Then, purchase data was piped into a customized DMP
(Data Management Platform) to create specific target segments
based on recent purchases of specific types of produce,
proteins and cheese—featured as ingredients in those popular
salad recipes. Household income was layered in so that
more expensive ingredients were suggested to more affluent
households and vice versa. This helped to deploy a simple
content strategy to match the right entrée salad recipes and
dressing (as ingredient) with the right people based on recent
purchases of the other main salad ingredients at the grocery
store.

Kraft salad recipe messages were delivered to the target
segments in personalized digital ad units-templatized and
automated to feature the salads most relevant to them in the
creative and predicting the type of salad they might actually
decide to make based on ingredients they had purchased. For
example, people who had purchased chicken got a salad recipe
that included chicken, while beef purchasers received a salad
recipe with beef—all with the Kraft Salad Dressing to

perfectly complement it
in the ingredients list.
As a whole,
Kraft's business grew
during this time
period. As competitors |
continued to push
an “all about the
dressing” agenda,
Kraft gained share in both Ranch
and Italian—reversing the decline of the prior year.

Marriott Hotels abandoned the predictable product
announcement and turned their Mobile Request launch into a
real-time, social event through the #AppYourService campaign.
Mobile Request, part of the Marriott Mobile app, allows travelers
everywhere to instantly connect with Marriott Hotels before,
during and after their stay to request services and amenities
from their mobile devices.

With the goal of merging product capabilities and millennial
desire for instant gratification the #AppYourService Twitter
campaign was conceived. For 8 hours, hundreds of Marriott's
concierges — Red Coats — were dispersed across NYC on a
mission to deliver personalized gifts to consumers who tweeted
their request with #AppYourService. Producing an on-the-
ground LIVE takeover through the setup of a social command
center and the insertion of people on the ground, showcased the
ability to own a conversation and become the trending topic on
twitter thus amplifying the message, while enabling Marriott to
interact with users with low awareness of #AppYourService.

The social chatter was astonishing. Within the first
few minutes, influencer tweets promoting the brand drove
engagement rates 2,500% above industry benchmark and
#AppYourService organically trended on Twitter in NYC for the
day. The activation resulted in 2,052 brand mentions in the NYC
area within an 8 hour period (700% above industry benchmark
engagement rates) and 2MM+ impressions. The campaign
was also mentioned by USA Today and Buzzfeed, praising the
brand for its creativity and unique approach to bringing the app
experience to life.
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A #PRICELESSNYE
WITH SOMEONE SPECIAL

The holiday period is cluttered
with marketing messages
from financial services
brands. MasterCard needed
to cut through this clutter
with an emotional campaign
that touched people’s hearts,
while driving the right
merchant offers to the right
consumers at the right time.
To do this, MasterCard
partnered with Hugh

Jackman to create an emotional campaign
that asked people where they would like to be at the stroke
of midnight on New Year’s Eve, and who they would like to
spend it with.

The campaign was powered by MasterCard’s
marketing innovation, the Digital and eCommerce Engine.
The Engine enables MasterCard to mine insights from
social data and track trends in real-time to optimize
emotional campaign messaging, as well as target the
right offers to the right consumers at the right time. Over
500 creative variables were delivered throughout the
campaign, ensuring that each consumer was presented
with relevant content.

Consumers across the country shared elaborate
and emotional stories about their loved ones, providing
MasterCard with deep consumer insights to optimize
our campaign further. Those insights were then used to
provide customers with Priceless Surprises and Priceless
Experiences they truly cared about. Subsequently, these
Priceless Moments then became a catalyst for even more
engagement, allowing MasterCard to get even richer
insights.

The results of this campaign — powered by The
Engine — were unlike anything MasterCard has ever seen--
surpassing all campaign objectives, including engagement,
merchant click-through rates, cost per engagement, and
lift in transactions. The campaign drove over 100% higher
engagement rates in every market, compared to any
previous MasterCard campaign.
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Mountain Dew is consistently
the Fastest Growing CSD in
the portfolio of PepsiCo across
all regions, in the last 3 years.
Extensive Analysis showed

that even though Mountain

Dew is rapidly growing globally

there was huge room for improvement regarding its Digital

Presence across countries.

Among the innovations created for a new Mountain Dew
Global Content Strategy:

- A 52 Week Content Strategy based on the Periodic Table of
Content delivered to each country every month. This featured
with suggestions of what to post and when, what channels to
use for the distribution, what to promote and also what are
the Goals for each Content Piece. Countries are invited to use
the same template of Content Calendar for their local Content
as well, in order to have a more clear picture of what is posted
and when.

- Real Time Monitor of the performance of Mountain Dew's
Online Presence in each country through the set-up of a
unigue online Dashboards platform.

By providing Global content with specific features,
utilizing different Content Types and Social Sharing Triggers,
Mountain Dew is overcoming the obstacle of Inconsistency
as countries have now a variety of Content to share to their
Social Networks that builds the Global Common look and feel
of the brand, but also increases their Organic Reach. Also, by
providing access to the Dashboards platform, Mountain Dew
allows countries to monitor and evaluate their efforts in real
time to enhance their Content Marketing efforts, maximize their
campaigns and optimize ROI.

Using the Online Dashboard Platform provided the
following results:

- +217% Increase in the Monthly Total Reach, on average

- +120% Increase in the Monthly Organic Reach, on average

- +137% Increase in the number of Engaged People with the
Brand.

- +50% Increase in the number of online searches for
“Mountain Dew” via Google Trends



P&G Prestige Fragrances needed to find a way to translate

the experience of a new scent, and the feelings surrounding it,
to the digital space.Why? Because you can't smell through a
screen—it's difficult to convey a scent online. While trials and
free sampling give customers an opportunity to “try before they
buy” and are proven sales drivers in stores, 89% of people now
prefer to shop online.

Of our five senses, the olfactory sense of smell is most
closely linked to memory and emotions. P&G Prestige needed
to romance customers back to the fragrance category and
remind them how powerful and indeed deeply personal scent
can be.

A custom video-led campaign was created to highlight the
feelings and emotions of smell. “Smell My Neck” showcased
blindfolded strangers experiencing and describing the unique,
perfumed scent of the person they were paired with—from
guessing their physical attributes to their personality and innate
characteristics. The pairs forged bonds within minutes of the
activity. The content was integrated into Allure’s social channels
and online content. YouTube was supported by digital ad units
that allowed for fragrance purchase in-unit without having to
ever leave the page. The full digital experience was leveraged
with retail partner, Sephora with P&G Prestige Fragrances
promoted heavily on site.

The “Smell My Neck” video series romanced customers
playing on deprivation of a sense (sight) to enhance another
sense (smell) and surprised customers during the purchase
process. Smell My Neck content was viewed over 6 million
times, resulting in an incredible holiday season, with a fragrance
category sales lift of 3% versus year ago.

The paint category drives
high in-store traffic
while offering retailers
the opportunity to sell

high margin secondary
products. Facing a growing number of specialized stores and
new US franchises launching in Quebec, Réno-Dépét was
seeking a disruptive idea to generate impact, stand out in the
Quebec competitive environment and increase consumers'’
consideration in the paint category.

Research showed that homeowners have a higher
propensity to buy paint than renters and better paint quality
(higher margins). Overall, increasing their share would generate
higher performance to achieve our objective. While perceptive
metrics clearly established Réno-Dépot as a leader for price, the
brand was trailing behind for color selection. We needed to be
more relevant for consumers regarding the second variable.

To demonstrate Réno-Dépbt's wide hue selection, we
aimed for the stars and chose the sky as our media partner.
Constantly evolving from day into night, the color of the sky
offered an unlimited palette to pick shades from. Knowing
that our target did a lot of mileage, our strategy was to use
advanced digital technologies to replicate the sky colors on
digital billboards-- a technology first. The entire execution
was orchestrated in real-time: the detection of the sky, its
association within a color database and its synchronization with
the digital board. The digital boards then became intelligent
tools that were able to establish clearly Réno-Dépét as a leader
in the paint category.

This digital innovation transformed standard digital boards
into compelling brand ambassadors. We redefined the media
with this trailblazing use of technology, enabling Réno-Dépot
to make a powerful and clear statement that elevated the brand
in the color selection perception. The technology was able to
identify 53 different shades over the duration of the campaign,
lifting the sales up to 165% versus the same period in 2013.
Overall, Réno-Dépé6t paint sales increased by 17%, lifting
the market shares by 19% during the campaign, but more
importantly by 11% ever since.

www.internationalistmagazine.com 35



DIGITAL INNOVATION

ENERGIZED:

One of the most significant energy

challenges the world faces is that,

by 2050, the world's population

will grow to g billion and 75%

of those people will be living in
cities. Shell is a modern energy
company actively addressing
these future sustainability needs,
and is constantly trying to build

asli awareness of and conversation
‘ M around these important issues.
Lo The problem is
credibility; while Shell tends to have

a better reputation than many of its competitors, consumers
are still skeptical of the “big oil” industry as a whole. And
Shell, to be clear, has had its own share of challenges, with
brand favorability and engagement on the decline since the
company's last major corporate campaign in 2010.

To get the message across about the need for new
energy solutions in the world's cities, we needed a credible,
authoritative partner. We also imagined a sweeping, multi-
media native advertising initiative that would engage
consumers in the human stories of city dwellers starving for
energy, along with the facts and figures. Our target is especially
knowledge-craving, so we knew we could tell a long story.

We imagined print, digital, video and augmented reality. We
imagined something literally landing on people’s doorsteps:
something they couldn’t ignore.

We created the FIRST EVER print native ad with The New
York Times and coupled it with an immersive storytelling
experience online.We worked hand-in-hand with the in-house
Times Studio production unit, leveraging their storytelling and
journalistic expertise to create our “Cities Energized: The Urban
Transition” print guide and online experience, complete with
augmented reality, documentary-style video and interactive data
visualizations.

In effect, we created an exceptional multi-platform
experience for consumers that — emboldened by The New York
Times name — gave us the platform to explore urban energy
issues and highlight Shell’s own commitment to sustainability
along the way. Brands that are in flashpoint industries
- oil, pharmaceutical and financial services, for example —
sometimes find it difficult to talk about themselves, or tell an
important story, because the audience has a negative pre-
conceived notion of who they are and what they're about.

Most importantly, Shell has seen unprecedented positive
lifts — the strongest ever — in almost every category measured,
per our Millward Brown/Dynamic Logic. The YouGov annual
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brand rankings placed Shell at number one in the Oil & Gas
category, specifically citing the New York Times partnership as
a major contributing factor.

Strayer University is a fully-accredited online and on-campus
college determined to grow by convincing adults of the
importance of education and its role in helping individuals
succeed in their careers and in life. With a focus on practical and
business-related studies, Strayer offers accredited associate’s,
bachelor's and master's degree programs that give students the
opportunity to truly transform their lives.

In truth, what Strayer delivers is more than a degree: it
delivers a dream. Proprietary research found that adults who
did not attend college in their teens and 20's typically believed
it was too late: too late to matriculate; too late to be what
they wanted to be; too late to achieve the independence and
success that their wished-for careers would bring. Success
also means personal growth through education, pride in one's
accomplishments and a strong sense of self-worth—this
became the basis for “The Success Project.” We enlisted real
people with real success stories as the face of the campaign and
created an initial four-part video series designed to motivate
and inspire people to make a difference in their lives through
education.

We took to the streets and asked people of all backgrounds
for their definitions of success. Next, a success coach helped
select participants identify and thank the very real people who
have made the biggest difference in their lives. In the “Shout It
Out” segment, we gave people the platform to shout out the
ambitions that they might've been hesitant to reveal before. We
installed a giant megaphone on a Strayer University campus and
invited students and everyday community members to share
their most personal goals and dreams. Finally, we set up a quirky
pop-up coffee kiosk on a campus and asked people to chat with
us about their paths to success in exchange for a cup of coffee,
capturing the heartfelt conversations on tape.

With a modest budget, we were able to take advantage
of Strayer's earned and owned media properties to maximize
distribution. Most
importantly, we exceeded
all campaign objectives,
while those saying a Strayer
education was “worth the
time and investment” went
from 19% to 25%.

SHARE A Cyp




Many Visa customers in China are used to Chinese payment
method UnionPay when they travel overseas. They don't realize
Visa actually has wider coverage. Visa wanted to appeal to
young affluent Chinese customers who are more independent
and willing to explore on their own when travelling abroad. This
young audience are unlike traditional Chinese tourists who
typically prefer group travel and visit only the most famous
tourist attractions.

The favorite cities amongst the target group were
Melbourne, Sydney and Seoul. Young Chinese travelers were
presented with a unique opportunity with “Visa Rental Bike”
to explore off the beaten track with Visa in these cities, while
also leveraging this online to open the eyes of affluent Chinese
youths to the benefit of using Visa abroad.

Free for all Visa customers, Visa equipped Chinese youths
with bikes and a mobile location-based GPS device to explore
lesser-known areas of their favorite cities. By scouring Visa’s
huge merchant database, we designed the best cycling routes
around each city’s hidden gems. We even pre-programmed
the mobile devices with these interesting spots and attached
them to bikes providing easy “off-the-beaten-track” routes. This
directly guided young Chinese to explore Visa-accepted vendors
who may not accept UnionPay credit cards. Visa bikers could
also capture their personal adventures on the device and share
them on social media.

Word spread fast about Visa's travel adventures, through
a combination of social KOLs, online videos, online banners
and print and outdoor ads focused on Visa’s offline biking
adventures. The innovative mobile devices on the bikes
continually updated Visa's website with all the new routes and
discoveries that Chinese Visa bikers found abroad. This meant
that young Chinese planning their next trips from home could
see the huge number of Visa-accepted merchants abroad and
experience Visa's wider coverage for themselves. And Visa's
outbound transactions increased by 40% compared to the

previous year.

ABB, YuMi —
Reuters
ABB, a leader in power and
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automation technologies -
for industry, wanted to
generate awareness of their '_ ———
new robot called YuMi -

when it was unveiled at the
Hannover Messe, the world’s leading trade fair for industrial
technology. ABB sought to convey that YuMi is the world's first
truly collaborative dual-arm robot for small parts assembly. Its
solutions include flexible hands, parts feeding systems, camera
based location and state of the art robot control. YuMi is you
and me, working together to create endless possibilities!

One of the key selling points of YuMi—or literally You
and Me working together—it that it can interact with people.
To showcase this, Reuters created a unique, custom ad unit
that brought YuMi to life and modelled in 3D. The creative
execution let YuMi build the homepage for Reuters.com users
and interact with a user’s mouse movement by following the
cursor.

Canon Europe, Your City: Unique
Perspectives — Zooppa
As part of their “Come and See” campaign, Canon wanted

to gather images and videos showing gorgeous metropolitan
areas through the lens of a Canon camera. To extend the
campaign, Canon partnered with Zooppa, a crowdsourcing
platform based in Seattle, WA. The video and print project,
“Your City: Unique Perspectives” invited Zooppa's worldwide
creative community to produce videos and images capturing
the hidden beauty of a city near them. Creatives around the
world explored their cities with cameras in hand to produce
nearly 150
videos and
450 prints
- effectively
propelling
the “Come
and See”
campaign
forward on

a global scale.
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General Motors [ Chevrolet,
#BestDayEver — DAN /Carat/Story Lab/
iProspect

Chevrolet's goal was to change brand sentiment and drive
consideration with active and creative Millennials.

To address this challenge, Malibu and Spark models
were revealed on April 1st, also known as April Fool’s Day
by turning this day of pranking on its head. By taking a day
full of clichéd and deceptive tricks and making a day full of
possibilities and positive surprises, Chevrolet encouraged
young consumers to not only re-think the idea of April 1st but
their opinions of the Chevrolet brand as well.

To ignite random surprises of optimism, April
Fool's Day became known, “#TheBestDayEver, brought
to you by Chevrolet.” #BestDayEver consisted of «Acts
of Awesomeness» happening all over the United States.
Everything from surprising the military with a Kid Rock
concert to Alec Baldwin and Olivia Wilde taking over college
classrooms. By changing the way consumers think about a
day like April Fool’s, Chevy also enabled reappraisal of the
brand in the US.
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The brands at Hindustan
Unilever were gearing
up for Valentine’s

Day with a throng of . Lakmé Salon
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digital campaigns and
coupons-led activities.
But instead of entering the throes of all the
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Valentine’s Day banter, Unilever decided to take a different
approach by unifying the power of 12 brands under one
consolidated communication agenda #Tweetheart—without
having to compete among its own brands for share of voice.
The #Tweetheart garnered 14.7 million impressions on
media, driving close to 400k unique visits to the webpage
and an astounding e-commerce value of INR 2.3 million in
just 15 days! Plus, 13% of those who clicked on one offer also
clicked on another thus creating a halo effect on participating
brands. #Tweetheart created a beautiful interplay between the
Valentine’s Day social and E-commerce dynamics.
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KFC Arabia, KFC
Brings You More
Ronaldo — Initiative
MENA

KFC understood that
advertising and media have

‘@ Listening

shifted from just being about
exposure to being more

about experience. With an
endorsement deal from famed
footballer Cristiano Ronaldo,
KFC's TVC running during the
World Cup did a pretty good
job at getting KFC exposure.
But to really connect with

its audience, KFC turned
to the encrypted TVC and
using Shazam in a whole new way for a rich and personal
experience with the brand.

Football fans who ‘Shazamed’ the TVC were taken to KFC’s
mobile landing page featuring a visual of Ronaldo holding

a bucket of KFC with the caption “The World’s Best Player

— The World's Favorite Secret Recipe.” Viewers were then
given two options, view “Exclusive Ronaldo Videos” or “Play
& WIN with KFC.”

KFC Arabia’s integrated digital strategy worked. View
time behind the Exclusive Ronaldo Videos exceeded 20,000
minutes, while play time behind the Play & WIN with KFC
contest surpassed 13,000 minutes. Plus Brand favorability
on Social media increased from 12% to 23%.
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Lenovo, Striking a [Yoga] pose to captivate
consumers in ANZ — Lenovo
As the number one PC vendor in the world, Lenovo is a

well-known business technology brand that is committed
to delivering a range of high-quality, reliable and innovative
hardware. Yet, the brand’s online share of voice among
consumers was virtually non-existent in Australia.

Lenovo Australia set out with clear goals of building the
perception of the brand among consumers, and increase
Lenovo’s share of voice from 1% to 20%. This was in tandem
with the launch of the new consumer range in October
2014. Through a programmatic, flexible & cost effective
marketing strategy that broke the boundaries on engagement
marketing, the company achieved a ground-breaking entrance
into Australia, capitalizing on giving global content a local
perspective.

Macy’s, #AmericanSelfies —
Carat

As one of America’s oldest and most iconic retailers, Macy’s

supports the spirit of America with their annual July 4th
fireworks show held in New York City.

For the last two years, Macy's “American Icons” campaign
celebrated the people, places and things we love about
America, starting Memorial Day and culminating on
Independence Day. During this heightened time of patriotism,
Macy’s provided a platform for giving back to veterans
through the Got Your 6 organization. Got Your 6 believes
that veterans are leaders, team builders and problem solvers
who have the unique potential

to strengthen communities
across the country and works to
empower veterans to lead in their
communities.

Since Macy's consumers
are open to giving back, the

retailer turned to the “selfie” and built a social user-generated
campaign that helped Macy's give back to Veterans at scale.
We inspired people to show Macy's “their America” through
#AmericanSelfie—and each time a selfie was tagged, Macy’s
donated to Got Your 6. The program generated more than
260,000 total social impressions and donated $250,000 to
GotYour6.

Manulife (International) Limited, Price of
Living 2040 — PHD Hong Kong

The cost of living in Hong Kong is the second highest

in the world. The cost for the same basket of goods has
increased a triple over 15 years, but only a double for the
median household income. Hong Kong people are too busy
struggling for a better living of today, rather than planning
for tomorrow.

To reinforce Manulife’s image as the Retirement
Solutions Expert and grow our business in the retirement
insurance market, the company needed to communicate
the importance of early retirement planning to Hong
Kong people and be their top-of-mind advisor. While
most competitors promote their retirement solutions with
unaffordable rosy dreams, Manulife rang the bell with
the future basic cost of living, which many overlooked. By
putting price tags on “future’s life” and infusing them into
everyday context, the insurer hijacked consumers’ routine to
make them realize the impact of time on their future living
costs. It was an immersive experience that provoked and
engaged our target audience when they were off-guard.

Price of Living 2040 has generated huge consumer
response. With a strong call-to-action, the audience
was directed back to the content hub, RetireSimple.HK,
where they could explore retirement solutions or make an
appointment online with a financial advisor.

Engage Heng Kong people st their mest price

samsitive moment by fusing into local contest

Tapanding inte more product range E
t:g:ul ;n lifastyle seekers o8 social media

RESULTS
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Mattel and Fisher Price, #let'sTalkToys —
Starcom MediaVest Group

The kid play landscape is evolving. Kids are trading out of
traditional analog toys for digital devices, video games and
mobile apps—increasingly, at younger ages. Mattel and
Fisher Price toys faced tough competition for space on kids’
most coveted holiday gift wishlist. Mattel needed to reignite
sales with Moms during the most important season of the
year - the holiday shopping perio

Mattel found real kids and created an “unboxing” video
series for its key holiday toys. A dozen of the season's hottest
Mattel and Fisher-Price toys were given to lucky kids who
were videotaped as they took the toys for a spin. These were
unscripted, real life awe-inspiring moments of play became
the series-- #LetsTalkToys. The series was then developed
as a first-to-market, ecommerce innovation through a cross-
platform retail video channel on Amazon - the top Mom toy
shopping and review site.

#LetsTalkToys delivered over 1.6 Million page visits,
nearly 450K video views, 7K likes and 17K comments
throughout the 6 weeks it was live. It was quoted as a Top Toy
Social Media Campaign for the 2014 holiday period. Best of
all, it received unprecedented Return On Ad Spend

McDonald’s Restaurants (HK) Limited, A
Dim Jack “Hi-Jack” —
OMD Hong Kong

In Hong Kong, when it comes to branded content, TV
is the most regulated channel. Brand exposure, product
name exposure, even the mentioning of taglines was not
allowed! Although most brands strive to smartly infuse their
communication into TV shows, the subtle yet deliberate
product placements usually put off young adults!

When McDonald's re-launched their Dip Dip Sharing
Box, despite such high volume base, the brand needed to hit
an incremental sales target and incremental guest count. So,
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in a Hong Kong media-first, Dim Jack hi-jacked Hong Kong
Television Network’s blockbuster crime thriller ‘Borderline.’
Immediately following the show’s exciting and hectic chase
scene, Dim Jack made a surprise appearance, replicating the
same scene. Just when viewers expected the police to pull out
a gun, Dim Jack pulled out a box of nuggets, sharing its crave-
able contents with the actor!

Turning the suspenseful scenes into fun, within just
1 week, in a city of 7 million population, videos of Jack’s
“Hi-Jacks” successfully generated were
seen already
more than 1 \ 27
million views H ‘u@@l( :

Ry ULELD

combined, and i g S

on YouTube
and Facebook

an epic “Hi-
Jack” creatively

drove sales!

Microsoft, Project— Vertic, Inc.

As Microsoft’s products and customers embrace the cloud,
their market-leading project management software - also
named Project - has a cloud-based version that enables
users to manage work and resources effectively and reliably.
Microsoft Western Europe needed a campaign site in 12
markets that would help communicate the benefits story of
the of cloud-based collaboration-- working from anywhere.
The solution was a non-speech-based video that
shows diverse environments and time zones around the
world where members of a project team may collaborate
together. The video tells the story of an end-to-end project
and the ability to execute through cross-devices anywhere
in the world. The video, together with ‘hot-spots’ that deep
dive into specific product features, enables a storyline to
be woven into the fabric of scenarios where Project is used
every day. Given its West European success, the campaign
will now roll out in the US.
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Naked Juice, Drink Good Do Good —
OMD

With one pound of blended fruits and vegetables in every
bottle, Naked Juice knows the power a pound of good can
do. That's why they teamed with Wholesome Wave - a
non-profit dedicated to improving access and affordability
of fresh local produce to undeserved urban and rural
communities. However with so little known about food
deserts, Naked Juice’ challenge went beyond just donating
produce — it needed to raise awareness of the threat
and provide an opportunity for a broad audience to get
involved..

To bring the food desert epidemic to life, Naked Juice
partnered with Zynga's latest mobile game, Farmville
2: Country Escape. Within the game, Naked hosted the
first ever community challenge — asking players to work
together to collect IMM virtual crops to be ‘donated’ in-
game to individuals who don’t have access to fresh fruits
and vegetables. This virtual food drive mirrored a national
promotion Naked was running in the real-world to help
underserved communities. The Farmville community
responded with overwhelming enthusiasm with nearly
15,700,000 Naked Juice branded kale collected, greatly
exceeding the 1IMM challengel!

Pennzoil,
Backseat Pass
MediaCom

Pennzoil has a history
rooted in a passion
for cars, driving and
music. The challenge
and opportunity is to
find fresh ways to leverage music as a conduit

K
s SARA

that reinforces the brand’s performance while helping to

reach a younger consumer base, particularly Millennials.
Pennzoil decided to create a special (and shareable)

series of original content showcasing musical artists from

all genres performing live, never-before-heard versions of
their own hit songs in the ultimate “backstage” studio:

a customized Dodge Durango. In each the artists first
discussed what cars have meant in their lives and to their
music. Each musician/band promoted each episode in their
own social channels first, to give their own fans a first look
at the new unique content.

Collectively, the videos averaged a 27% action rate,
exceeding our 20% benchmark. All videos resulted in at
least a 23% action rate, with one video driving a 41% action
rate, the highest of any video Pennzoil has promoted since
November 2014.

Samsung, Programmatic Search —
Starcom MediaVest Group

Search is an integral step in the customer journey, but in

traditional search you can't buy directly based on demo
or specific device-level targeting. Samsung is in a highly
competitive race to increase market share within the U.S.
mobile phone space, so it is challenged to find new ways
grow in every media channel. By creating the first-ever
programmatic search buy, Samsung met this challenge
while simultaneously creating a more tailored messaging
experience for in-market mobile phone consumers and
exemplifying Samsung’s brand promise of innovation.

The approach to SEM will never be the same. In the
first three months, Samsung saw click-through rates more
than double with a 105% lift relative to non-programmatic
search buying. Non-branded impressions per market share
also increased by 20%. Plus, lift in engagement suggested
those that were clicking on our tailored messaging were
users of higher quality.

www.internationalistmagazine.com 4
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= . All Nippon

: Airways (ANA),
1855 374 5016 Carry On —
Reuters
All Nippon Airways
(ANA) wanted to increase

REUTERS
0

Love

oy .
travel? o= awareness of their

Asian hubs as premier
connection points and
destinations for frequent
US international

:_l business travelers.

Through Reuters, the

E Travel with Carry On website
o e »50 OF| program brought ten
notable Asian cities to

life for ANA travelers through helpful

. ) articles, informative videos, beautiful photo galleries, and at-
Scotiabank AM EX, iTravel2000.com a-glance fact boxes with recommendations on the best places

Integrahon — PHD Canada to stay, dine and play. Carry On provided real, authentic

With an overwhelming number of travel rewards credit cards experiences through the eyes of travel experts, and exemplifies
how custom content can help a travel company be seen as

a reliable partner who provides customers with enjoyable
their points systems and overall usefulness. Scotiabank experiences.

needed to stand out, and demonstrate the value of its Gold
REUTERS

§ siotiotara § scotionans

in the market, there is a lot of consumer confusion regarding

American Express rewards card (SBGAMEX) in order to

convert consumers into new card holders.

In an unprecedented partnership, Scotiabank and Coca-CoIa, ,
#ChaseHappiness
iTravel2000.com, one of Canada’s largest travel websites, — NASCAR

combined forces to offer travelers a joint reward program

Coca-Cola was looking

for a turn-key fan

engagement campaign

American Express rewards card. By understanding that that would organically
weave their brand

into the overall social
made redemption easy for them, and made the real-world media conversation

involving an iTravel2000.com voucher and instantly

redeemable credit card points from the Scotiabank Gold
consumers were cynical of credit card rewards, Scotiabank

benefits immediate. The program drove a 35% increase in new during NASCAR’s new
Chase Playoff format.

So NASCAR developed

#ChaseHappiness, a Twitter-based celebration of both
NASCAR drivers and fans doing what makes them happiest
both on and off the racetrack. The #ChaseHappiness

card enrollments.

social conversation resulted in 6.7 million impressions. @
CocaColaRacing followers grew 16% and more than 12,000
tweets resulted.
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Emirates Airlines, The Destination Dubai
— CNN International & Havas

Emirates Airline was interested in activating a campaign
that would create an implicit link between the airline and its
hub- Dubai. The emphasis was on showcasing Dubai as a city
that offers more than just glitz and glamour by highlighting
how people from all walks of life experience this city.

Dynamic films were shot featuring real conversation with real
individuals and well-known personalities-- not simply actors
on a screen. The overall Digital and TV campaign yielded
strong results—dramatically increasing the “Intention to Visit
Dubai.”

General
Motors-
Chevrolet),
Video in Print
—CARAT

' To support the launch

of the fully redesigned
Chevrolet Colorado and Chevrolet’s entry back into this truck
segment, Chevy wanted to go beyond standard premium
print units to capture both consumer and press attention.
Chevrolet used its bold video assets — which proclaimed “You
Know You Want a Truck” — and brought it to life by partnering
with Americhip to create the first-ever video-in-print unit used
by an automotive brand in the US. Ten thousand subscribers
to both Esquire and Popular Mechanics received their May

issue with a video player embedded inside the print magazine.

Chevrolet’s ground-breaking, bold video-in-print unit helped
Colorado achieve the best retail sales month in 8 years.
highest of any video Pennzoil has promoted since November
2014.

Hasbro Deutschland GmbH, Nerf@
Gamescom- Reality Beats Digital —
OMD Germany

How could Hasbro convince young, digital natives to
become enthusiastic about a complete range of non-
digital toys? The innovation lies in the physical approach:

BRONZE

combining

the best of
digital world
game play with
physical action.
By equipping
15 top YouTube
stars with

Nerf Blasters at the Gamescom trade fair, Hasbro turned
the entire fair into an analogue playground-- proving the

strength of real life fun with Nerf. The Gamescom action
was recorded and instantly uploaded by the YouTube
stars-- boosting the message far beyond the borders of the
fair. Hasbro sold over 40% more Nerf Blasters versus the
previous year, making Nerf the best performing Hasbro
brand in Germany—and one that's no longer limited to
boys!

IBAC, Better Find a Broker —
M2M Canada

The Insurance Brokers Association of Canada (IBAC) is a
national organization that collectively represents over 35,000
insurance brokers across every community. IBAC does not
sell insurance or represent insurance companies, but is
tasked with being the voice of Canadian insurance brokers,
promoting the profession, and building its image of trust,
integrity and service among consumers.

To realize this vision, IBAC consolidated its efforts
with one partner, AOL, to provide the scale, targeting and
editorial breadth needed. Editorial teams helped to both
leverage and create relevant content, while IBAC utilized
a highly integrated, multi-pronged approach to deliver
targeted insurance broker messaging to consumers in key
insurance-related life stages-- buying a car, their first home,
renovations, starting a family, and so on.

The campaign
made the “necessary
evil” topic of
insurance truly
engaging for

consumers, and

drove awareness &

broker education for
IBAC.

home renovation
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IKEA, Pinterest Catalog — MEC

IKEA found a way to utilize an existing asset on a new platform

with a forward-thinking interactive approach. The furniture giant
was able to take a Pinterest pin and change it from a single
panoramic image into a series of swipe-able pins. Users would
see a single frame in-feed, but when they expanded they could
swipe right to see the rest of the panorama, and click hotspots
throughout the image to visits pins of the featured products.
The catalog pin drove remarkably increased engagement for
IKEA, while it also allowed users to spend more time interacting
and exploring IKEA's ideas and products.

One Touch (Johnson & Johnson), Step Up
for Life—Initiative MENA

Sometimes serious products deliver serious messages to
audiences that don’t want to listen. One Touch—J&)’s blood
glucose meter for monitoring diabetes-- reached audiences
in an unexpected way while convincing them to act.The One
Touch Step Up For Life campaign used a powerful song by
Lebanese pop star Saad Ramadan to encourage people to
learn more about managing diabetes. Next audiences were
asked to pledge a song to help a loved one fight the disease.
A ‘Step Up and Sing’ talent traversed its way throughout
the region on a 30-day tour leading up to World Diabetes
Day. Over 2,000 video song pledges were received, which
is especially remarkable given the reluctance of many in

the Arab culture to post video images of themselves.The
campaign also helped deliver business results—including
growing sales volume by 14%.
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REI- (Recreational Equiﬁment Inc.), REI
Introduces Digital Ads that Change with
the Seasons —

Spark SMG

Specialty outdoor retailer, REI, looked to outsmart the
competition by merging technology, data, and customized
product creative to deliver relevant messages triggered by
weather conditions on smartphones. This means that a
woman browsing on a rainy day in Chicago may be shown
a red North Face Misses Rain Jacket, while a young man
living in Los Angeles, saw REI board shorts and a sun shirt.
By combining programmatic buying to identify the right
prospects with
the ability to

vary the creative
based on gender,
location and
real-time weather
conditions,

the campaign
increased
responsiveness

by 14x.

Saco (3M), Breathe the Difference —
Initiative MENA
In Saudi Arabia, it's
easy to forget that

one lives in one of the
world's largest deserts
as vast urban centers

feature tall towers, new o i Aabia
l[\I,RI.\\,'Ll-"- 2

buildings and modern

238"
continue to be a threat. [\

3M air filters are
designed to remove
solid particulates like
sand and dust, as well
as pollen, mold, and

homes. Sandstorms

bacteria linked to respiratory health problems.

Saco used the weather forecast and predictions of
sandstorms to automatically release product integrations
in health-related content from qualified health experts.
Parameters for temperature, humidity and pollution levels
activated digital and mobile messages indicating how 3M
removes 99.99% of dust and smoke.
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Imagine a networked currency enabling instant exchanges
anywhere backed by real resources and carbon futures, greening
everything it touches. One-click web payments to the fraction of a
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INNOVATORS CELEBRATE!

The Internationalist honors Innovators past and present to celebrate its annual
list of AGENCY INNOVATORS. The 2015 roster includes an extraordinary group
of 30 individuals from all corners of the globe who are embracing change and
making a difference for their agencies and for their clients.

Pictured left to right:

1 Eka Ruola, hasan & partners (20715 Innovator); Barry Wacksman, RG/A (2015
Innovator)

n

Amanda Crowley, Carat; Chase Altenbern, Collective; Veronica Gutierrez,
Collective

w

Vik Kathuria, Oracle (2013 Innovator when at MediaCom); Katie Jamieson,
Oracle

4 Ed Gorman, Carat (2075 Innovator); Mark Stewart, Town Square Media (2006
Innovator when at OMD)

Jonathan Schaaf, OMD (20175 Innovator) and Megan Schaaf

Rob Griffin, Havas (2015 Innovator); Mary Redondo, Havas Sports &
Entertainment (2075 Innovator)

(o2 NS,

~

2015 Innovators Celebrate! Kneeling in front: Eilenn Kiernan, J3: Eka Ruola,
hasan & patners. Standing: Brendan Gaul, UM;Tej Desai, MEC; Shenan Reed,
MEC; Shannon Pruitt, The Story Lab; Ed Gorman, Carat; Caitlin Bergmann,
MediaCom; Joe Warren, MediaCom (2006 Innovator), Wolfgang Schaefer,
SelectNY; Heather Dawson, Mindshare CanadaUnibanco (Latin America 50)

48 THE INTERNATIONALIST



Enter by
January 2gth 2016

It is Simple to Enter

ENTER AT
http://www.internationalist-awards.com/mediasolutions/index.html|



“If you have nothing to hide, there
IS No reason not to be transparent.”

Mohamed EIBaradei
Nobel Peace Prize Winner
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