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Ad Age Collective

Ask marketing and media experts

Ad Age Collective

Find out if you 
qualify and apply 
adagecollective.com 

Ad Age 
Collective

What’s your best tip for 
improved efficiency? As a 
member of Ad Age Collective, 
you could share your opinions 
and insights. 

Cathy Oh
Head of Marketing and Analytics, 
Samsung Ads
Member, Ad Age Collective

“While advertisers want to defi ne TV 
as simply linear or just connected TV/
OTT, the truth is that TV is now an ultra-
fragmented, powerful combination of 
both. Advertisers are therefore going to 
have to rethink how they leverage this 
new TV paradigm in order to harness its 
power, increase reach/scale and target 
with precision.”

Lana McGilvray
Owner and Principal, Blast Public 
Relations and Marketing
Member, Ad Age Collective

“In the next one to two years, the industry 
will be dramatically impacted by the 
further elimination of people-based roles 
that intelligent technology can do faster 
and more e�  ciently. As this happens, 
new roles will rise, and the work we do 
will change and favor creativity over hard 
skills or expertise.”

Raashee 
Gupta Erry
Planning Lead, Essence
Member, Ad Age Collective

“The evolution from chatbots to other 
advanced uses of robotic process 
automation and AI will become more 
mainstream. As the fragmentation of 
channels and management of these 
customer touchpoints grow, marketers 
will need to operate at higher productivity, 
faster speeds and with greater scalability.”

Sujan Patel
Managing Director, 
Ramp Ventures
Member, Ad Age Collective

“Voice technology and augmented reality 
will start to drive sales and make an 
impact on revenue. Both technologies 
have shown real promise over the last few 
years, but now there’s enough market 
penetration to start making an impact.” 

2019 INDUSTRY 
TREND REPORT
We asked four industry leaders from Ad Age Collective for their pick 
of the advertising trend that will transform the industry this year. 
Find more original insights at AdAge.com/IndustryInsights.
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News

FACEBOOK’S 
FINE DOESN’T  
END ITS WOES 
Social network’s sales 
are going gangbusters, 
but observers see more 
constraints on the horizon

By Garett Sloane

Facebook is looking to put its record 
$5 billion fine over privacy lapses be-
hind it and get back to business after 
posting another stellar quarter in ad-
vertising earnings. But the company is 
not out of the woods yet, according to 
lawmakers and industry insiders. 

Last week, the Federal Trade 
Commission officially levied penal-
ties against the social network for 
violating a 2012 agreement that was 
supposed to protect consumer privacy 
on the platform. In the wake of the 
2018 Cambridge Analytica scandal, 
in which a the third-party data firm 
abused information from 87 million 
Facebook users, regulators imposed 
even harsher oversight  
measures. There is a new privacy 
board that will guide the social  
network’s policies and stricter report-

ing rules on future data breaches. 
For some lawmakers and privacy 

watchdogs, the fine and tweaks to 
privacy procedures amounted to a 
slap on the wrist. Meanwhile, Face-
book’s expanding ad sales suggest 
the company has reason to celebrate.  

Facebook announced sec-
ond-quarter results last week, gen-
erating $16.6 billion in ad revenue, a 
28 percent year-over-year increase. 
Profits took a hit, in part because of 
$2 billion in legal expenses attributed 
to the FTC negotiations. 

Facebook, however, could still feel 
a chilling effect, says Brian Wieser, 
global president of business intelli-

gence at GroupM. “Facebook is going 
to be constrained on a lot of levels,” 
Wieser says. “This is just inevitable.” 

For example, the new FTC agree-
ment governs how Facebook can 
develop facial recognition technology 
and what permission it needs from 
the subjects of any such program. 
Facebook will have to address per-
sistent privacy concerns every time 
it develops new products or weighs 
new acquisitions.  

CEO Mark Zuckerberg said as 
much last week in a company meeting. 
“Privacy is more central than ever to 
our vision for the future, and we’re 
going to change the way that we op-

Facebook CEO Mark Zuckerberg told employees last week that “we’re going to change 
how we build products, and if we don’t, we’re going to be held accountable for it.” 
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MAKE YOUR OWN 
KIND OF MUSIC
To pull off a successful 
music festival activa-
tion, marketers need to 
customize experiences 
for attendees.
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The Good Life recalls 
1965, when the  
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views in its advertising. 
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erate across the whole company from 
the leadership down and the ground 
up,” Zuckerberg said. “We’re going to 
change how we build products, and 
if we don’t, we’re going to be held 
accountable for it.” 

At a Facebook developer confer-
ence in April, Zuckerberg discussed 
new encryption technology to protect 
users’ messages, photos and videos. 
Advertisers have also felt the chang-
es particularly around how they can 
tap consumer data to target ads. This 
year, Facebook removed third-party 
data providers like Acxiom and Ex-
perian from an ad targeting tool that 
was embedded in the social network. 
Instead advertisers have to go directly 
to data brokers if they want to use 
their consumer information for ad 
campaigns, which shifted liability for 
that data away from the Facebook and 
on to marketers. 

Facebook acknowledged that new 
constraints could hinder ad sales 
growth, warning investors that curbs 
on data collection and new privacy 
measures coming out of Google and 
Apple, which affect online tracking 
through web browsers, could impact 
digital advertising later this year.

And there are more investigations 
ahead in Europe and the U.S. Last 
week, the U.S. Department of Justice 
confirmed that it was looking into an-
ti-competitive practices among Face-
book, Google, Amazon and Apple. 
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News Sound and the fury

AMAZON TESTS AUDIO ADS  
ON ALEXA MUSIC; PROMISES 1M 
LISTENERS BUT NO TARGETING,  
THE PITCH DECK REVEALS 
Marketing materials for advertisers obtained by Ad Age 
outline company’s plan to take on Spotify and Pandora

By Garett Sloane

Amazon is quietly asking some top 
brands to participate in early tests of 
music ads, marking the e-commerce 
giant’s first steps toward offering 
paid product placements within its 
Alexa voice-activated ecosystem.
In a pitch deck obtained by Ad Age, 
Amazon is offering advertisers an 
exclusive opportunity to try “audio 
ads” that it guarantees will reach a 
million listeners. 

In April, Amazon announced plans 
for an ad-supported music service to  
compete against Spotify and Pandora. 
The pitch deck reveals new details 
about the program. 

The test run is free for market-
ers,  and Amazon has invited Col-
gate, L’Oréal and Lululemon, among 
others, according to one advertising 
agency executive who spoke on con-
dition of anonymity.

With the music program, Amazon 
is looking to protect its turf on Al-
exa-powered Echo devices and voice- 
assisted home speakers and screens. 
Spotify and Pandora often use their 
presence on Amazon devices as a sell-
ing point to win business from brands, 
according to advertisers familiar with 
sales pitches from all the companies. 

Amazon has sold more than 100 
million Alexa voice devices, according 
to the company, but until the ad-sup-
ported music service there was no 
way for a brand to buy its way onto the 
platform. (Brands can build “skills” 
that serve consumers who ask Alexa 
questions, but they can’t buy ads.) 

“Audio ads are a really strong 
opportunity for reaching a niche 
audience,” says Emily Anthony,  
director of media services at Merkle, 
a marketing and data technology 
firm. “Amazon has the devices in-
home to support it.” 

Digital-audio ad sales topped $2.3 
billion in the U.S. in 2018, according 
to the Interactive Advertising Bureau. 
Spotify reported 123 million ad-sup-
ported listeners and $140 million in ad 
sales in the first quarter of this year.  

Amazon’s audio ads are interactive 

in a way Spotify and Pandora are not, 
according to advertisers briefed on 
the program. Listeners can speak to 
the ads and tell Alexa to add products 
to shopping carts and other functions. 

Amazon is also the default music 
option on Alexa devices when people 
ask for any random song or genre. 
However, in the first iteration of audio 
ads, brands can only reach a limited 
segment of Alexa listeners. The pro-
gram doesn’t include people who pay 
$8 a month for ad-free subscriptions 
to Amazon Music Unlimited or Ama-
zon Prime members, who get a limited 
but deep selection of music included 
in the $120-a-year service. That leaves 
only non-Prime Alexa users.  

In the pitch deck, Amazon guaran-
teed a million listeners would hear the 
test ad campaigns—one million impres-
sions—but in a sign of how nascent the 
program is, there were no targeting 
options, according to the deck. 

Brands can’t choose the songs their 
ads accompany, the deck says, nor can 
they target a specific segment of shop-

pers. A second ad agency executive, 
who spoke on condition of anonymity, 
says that the first run of the audio ads 
program revealed other flaws. 

Amazon gave brands only about 
two weeks to come up with the cre-
ative elements for their ads, including  
15- or 30-second audio and an image 
to run on Alexa devices with screens. 

Amazon, the executive says, 
was not prepared to share key data 
around how the ads performed, 
including whether they prompted 
action. So participating brands 
couldn’t tell if a listener had heard 
an ad for, say, paper towels, and then 
visited Amazon to search for that 
particular product.  

There is also no guarantee that 
a brand participating in audio ads 
will be the first search result for a 
listener who had subsequently visited 
Amazon. In fact, the ad could prompt 
a listener to search for an entire cate-
gory, leading the listener to purchase 
a rival’s product. It’s those kinds of 
concerns that Amazon will have to 
overcome, says the second ad agency 
executive, who was granted early 
access to the program. 

“The test wasn’t hugely suc-
cessful,” the agency executive says. 
“Amazon hasn’t quite figured out how 
to insert the ads in a way that makes 
sense and they haven’t thought out 
the usability for brands.” 

Amazon declined to comment for 
this story. Advertisers say the audio 
ads will be widely available in the first 
quarter of next year, but brands will 
be testing them until then, especially 
for the holidays. 

Amazon is aiming to protect its turf, since Spotify and Pandora use their 
presence on Amazon’s devices to win business from brands. 

No suds for Spuds
Spuds MacKenzie, Bud 
Light’s original party  
animal from the brand’s 
1980s ads, is now spokes-
dog for hemp and CBD in-
fused dog treats from Spuds 
Ventures. But he doesn’t 
look the same—the new 
Spuds isn’t a bull terrier,  
instead he’s a mix that ap-
pears to be part coonhound. 
There’s no agency for the 
product as yet. 

Living on the Edge
The Ad Council has 
launched a new strategic 
consultancy called The 
Edge to aid companies and 
foundations in engaging 
the public. The Ad Council 
typically partners with 
creative agencies to create 
probono campaigns for 
nonprofit and government 
clients with donated space 
and time. Lisa Sherman, the 
Ad Council’s president and 
CEO, said that prior to the 
consultancy’s creation, the 
Ad Council by itself wasn’t 
always able to fully support 
the needs of the groups 
seeking its services.

Smart diaper debuts
Procter & Gamble’s  
Pampers, with help from 
Google, is testing Lumi, a 
monitoring system that can 
alert parents via smart-
phone app when a diaper 
needs changing. Price is 
to be determined, and you 
need to get on a waiting 
list to try it. The reusable, 
detachable sensor, which 
works only with Pampers 
Swaddlers diapers, detects 
moisture but not necessari-
ly No. 2, which still requires 
the smell test. 

Juhl rises to GroupM CEO
GroupM, WPP’s media 
investment group, has 
appointed Christian Juhl as 
global CEO, effective  
Oct. 1. Juhl, who was global 
CEO of GroupM’s Essence, 
succeeds Kelly Clark.
It is unclear exactly why 
Clark, who will continue 
to be a senior adviser to 
GroupM, is leaving, and  
Essence has yet to an-
nounce  plans for Juhl’s  
replacement. In his new 
role, Juhl will oversee 
35,000 employees and $48 
billion in annual billings. 

Briefings
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THE INSIDE 
STORY, 
INSIDE 
YOUR EARS

Ad Age Ad Lib

AdAge.com/podcast

Join Editor Brian Braiker as he 
chats with some of the biggest 
personalities in media and 
marketing—without all that  
jargon—to get to know the 
humans behind the titles.

Available on iTunes, Pandora, 
Spotify, and Stitcher.

Listen now at  
AdAge.com/podcast
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News The state of TV

NBCU 
REPORTS  
$7 BILLION 
IN UPFRONT 
SALES
In a new SEC filing, 
the Peacock makes 
a rare case for 
transparency in the 
TV marketplace
By Anthony Crupi

NBCUniversal last week took a radical 
step toward bringing more account-
ability to the upfront bazaar, silencing 
the unverifiable bluster that has long 
been the lingua franca of TV’s annu-
al selloff in favor of a rather precise 
accounting with the Securities and 
Exchange Commission. In so doing, 
the media giant has provided inves-
tors with what may well prove to be 
the most forthright assessment of the 
state of the television marketplace.

As part of parent company 
Comcast’s second-quarter earnings 
statement, NBCU disclosed the dollar 
volume and rate-of-change for its 
recently completed upfront business, 
which the company said amounted to 
“nearly $7 billion” in advance adver-
tising commitments. That marked a 
10 percent increase compared to the 
year-ago quarter.

Setting aside money that’s coming 
in for the 2020 Summer Olympics, for 
which NBCU plans to book more than 
$1.2 billion in ad sales, the company’s 
dollar volume increased 3 percent 
year-over-year.

Comcast executives offered further 
detail during the company’s earnings 
call. “We had a record upfront,” said 
NBCUniversal CEO Steve Burke. “This 
year was particularly robust. Our [dol-
lar] volume was up 10 percent, I think 
our average pricing [increase] was up 
close to 10 percent, maybe 9 percent, 
and NBC in prime-time was up about 
13.5 percent.”

While Burke did not disclose the 
amount of dollars advertisers have 
set aside to buy time on the broadcast 
flagship’s 2019–20 schedule, that  

13.5 percent cost-per-thousand hike 
was negotiated on the heels of a 
season that saw NBC’s prime-time 
ratings fall 33 percent to a 1.4 in the C3 
currency. That translates to a nightly 
crowd of around 1.8 million commer-
cial-viewing adults 18-to-49. (The usu-
al caveats about TV’s supply-and-de-
mand marketplace apply.)

Unlike the organic ratings de-
clines posted by its broadcast rivals, 
NBC’s losses were primarily a func-
tion of tougher-than-usual comps. 
During the 2017–18 campaign, NBC 
hosted Super Bowl LII and the  
PyeongChang Winter Games.

Burke, who said this summer’s 
dealmaking resulted in a “record up-
front,” credited a strong economy and 
a spike in new client relationships. 
“The biggest category of advertising 
in our upfront was from digital-native 
companies: The FAANG companies 
[Facebook, Apple, Amazon, Netflix 
and Alphabet’s Google], streaming 
businesses, businesses that basically 
exist on the internet,” Burke said. 
“Ironically, those are the businesses 
that are putting some pressure on our 
ratings. Well over a billion dollars this 
year came from digital-native compa-
nies that literally didn’t advertise four 
or five years ago.”

NBCU’s notable haul included  
$1.3 billion in spend on its digital plat-
forms, Burke said, who added that the 
company’s first “all-screen” upfront 
offered marketers an opportunity to 
invest in the reach of traditional TV 
while enjoying the inherent benefits of 
splashing around in the data pool.

While broadcasters often book up-

front commitments for as much as 80 
percent of their prime-time inventory, 
the particulars of the marketplace 
have never been accessible to any-
one outside the Bermuda Triangle of 
buyers, sellers and marketers. A sort 
of uninformed voyeurism holds sway 
during the summer selloff, as people 
with no firsthand knowledge of the ne-
gotiations pass along uncorroborated, 
often wholly implausible information 
dutifully regurgitated in the press.

Which is why NBC’s nod to trans-
parency is of particular interest. This 
voluntary meander through the TSA 
body scanner that is Sarbanes-Oxley 
marks only the second time a broad-
caster has submitted its upfront deal-
ings for enshrinement in the official 
SEC record. Back in June 2005, ABC 
made a case for accountability with 
a similar gesture; if you’re keeping 
track, that’s two networks that have 
kicked the tires on transparency in the 
57-year history of the upfronts. 

While NBCU should be applauded 
for its decision to report its upfront 
business with the people who don’t 
look kindly on flimflammery and jibber 
jabber, the company still kept mum 
on a few particulars. For example, the 
Peacock didn’t exactly fling open the 
CPM kimono; rather than offering a 
specific cost for reaching 1,000 NBC 
prime-time viewers, Burke hewed to 
convention by expressing the increase 
as an ambiguous rate of change. And 
while it may be of some interest to note 
that NBC commanded a 13.5 percent 
rate hike, the absence of last year’s 
baseline rate leaves investors with a bit 
of a mystery on their hands.

If this year’s SEC disclosures were 
out of the ordinary, they were made 
in the wake of some big institutional 
changes at NBCU’s ad sales unit. Long-
time capo Linda Yaccarino in October 
tapped Co-Presidents Laura Molen 
and Mark Marshall to handle day-to-
day sales responsibilities, a move that 
for the first time put the two execs in 
charge of NBCU’s upfront negotiations. 
Yaccarino, who remains chairman 
of advertising and partnerships, has 
since shifted her focus to matters of 
overall strategy and tech development.

Now before anyone starts putting 
an addition on their third beach home, 
that $7 billion score must manifest 
itself into a pile of spendable dollars. 
Think of that sum as a placeholder, or a 
towering stack of layaway tickets. Even 
after NBCU has converted its holds to 
orders, the advertisers still have the 
option to modify or cancel outright 
a percentage of their upfront buys in 
three of the four fiscal quarters. In oth-
er words, the upfront projections won’t 
transform into bank-vault-clogging 
dollars until the checks clear.

At any rate, NBCU’s wrangling is 
done for another year. (It joins CBS, 
the CW, Univision, WarnerMedia and 
Fox at the upfront afterparty.) And if 
there’s one thing of which we can be 
certain, it is that advertisers’ belief in 
traditional TV remains steadfast de-
spite attention-gobbling Netflix, DVRs 
and, um, TikTok.

“The advertising market is very, 
very healthy,” Burke said. “That’s the 
reason why we’re still very optimistic 
about the future of broadcast and 
cable channels.” 

NBCUniversal’s Mark Marshall and Laura Molen at the network’s 2019 upfront in New York.
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News Revolving door

How one chief creative departure can cause  
a ripple effect among so many other agencies

SHOP SHUFFLE CAUSES 
CREATIVE CHAOS
By Lindsay Rittenhouse

Advertisement

HOT RIGHT NOW

Sponsored by

CUSTOM VIDEO SERIES
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ALL ADVERTISING IS LOCAL: 
REGIONAL BRANDS, BIG IDEAS
In part two of this custom 
video series, we visited with 
several business owners and 
marketing experts in the 
Philadelphia area to gauge 
the bene� ts of local cable TV 
advertising. 

EDITORIAL FACT PACK
AdAge.com/LNA

AD AGE LEADING NATIONAL 
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FACT PACK
Ad Age packaged this year’s 
report on top advertisers 
as a 36-page Fact Pack, 
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brands, market share data 
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GEN Z AND THE FUTURE: 
A MIXED OUTLOOK
Generation Z has mixed 
feelings about the future and 
what it holds, according to 
a recent survey by Student 
A�  nity Network UNiDAYS. 
For brands, this presents both 
a challenge and an opportuni-
ty. Here are some steps smart 
marketers can take now to 
connect with this generation. 

Sponsored by

The creative turnover within the 
agency sphere has been so high 
lately, it’s giving the industry 
whiplash.

The first domino fell in May, 
when it was announced that FCB 
Chicago Chief Creative Officer Liz 
Taylor would be leaving the Inter-
public Group of Cos.’ agency to 
become chief creative of Publicis 
Groupe’s Leo Burnett Worldwide 
and the larger Publicis Com-
munications North America. 
Taylor came aboard at Publicis 
in July, succeeding Leo Burnett 
Worldwide Executive Chairman 
and Chief Creative Officer Mark 
Tutssel, who retired. FCB’s search 
for a new Chicago chief creative 
officer is ongoing.

It was Nick Law, Publicis 
Groupe chief creative officer, who 
recruited Taylor. But in late June, 
Ad Age learned that Law was 
decamping and would join Apple 
in September to sit alongside Tor 
Myrhen, VP of marketing and 

communications at the Cuperti-
no, California tech giant.

From there, the ball really 
got rolling. “What’s developed is 
the shuffle aftermath of losing a 
giant in our industry, Nick Law, 
to Apple,” says Christie Cordes, 
founder of industry talent scout 
Ad Recruiter. “When you lose a 
giant like that, it’s like throwing a 
rock in a lake.”

The ripples continue: Toygar 
Bazarkaya left Omnicom-owned 
DDB’s We Are Unlimited and this 
month joins global brand experi-
ence agency Optimist as its first 
global chief creative officer. We 
Are Unlimited is now led by Ex-
ecutive Creative Directors Derek 
Green and John Hansa.

DDB fired back by poaching 
Britt Nolan, Leo Burnett’s chief 
creative officer in the U.S. Nolan 
heads to DDB as the Publicis 
agency’s North American chief 
creative officer and remains 
based in Chicago.

“It’s all going to settle down,” 
Cordes says, but she agrees the 
heightened activity is “definitely 
raising eyebrows.”

Cordes says that she’s sensing 
a general dissatisfaction with 
holding companies from cre-
atives. She calls “the chess games 
they are playing” with consol-
idation and restructuring —for 
example, WPP merging J. Walter 
Thompson with Wunderman and 
Y&R with VML—“a bit demoraliz-
ing for our industry.”

Cordes says this is causing an 
increasing number of creatives 
she works with to seek oppor-
tunities either client-side or at 
independent boutique agencies, 
particularly away from the  
big cities. 

In this vein, Bobby Hershfield, 
The Community’s VP  and execu-
tive creative director in New York, 
is moving to Portland, Maine, to 
become The Via Agency’s new 
chief creative officer. 

McDonald’s is re-
evaluating its agency 
model, putting more 
pressure on We Are 
Unlimited, the agency 
that Omnicom’s DDB 
created in 2016 to han-
dle U.S creative for the 
restaurant chain.

“For some time, 
the McDonald’s U.S. 
marketing team has 
been evaluating an 
agency model that 
mirrors the signifi-
cant transformation 
in the U.S. market,” 
a spokesman said 
in a statement. “An 
internal process to 
identify the model 
that is best for our 

business and for our 
customers is under-
way and nearing 
completion.”

McDonald’s re-
cently put a signif-
icant project out to 
bid with Wieden & 
Kennedy, New York 
and  TBWA/Chiat/
Day Los Angeles 
emerging as finalists, 
according to multiple 
people familiar with 
the matter. McDon-
ald’s has worked 
globally with TBWA 
for more than three 
decades and recently 
expanded its rela-
tionship with the 
agency in the U.S. 

If independent 
W&K wins this assign-
ment it would add a 
new threat for We 
Are Unlimited. Still, 
W&K must navigate 
conflict concerns 
since it handles KFC. 
The chicken chain did 
not return requests 
for comment. 

Asked if McDon-
ald’s has selected a 
winner in the pitch, a 
spokesman referred 
back to the compa-
ny’s statement that 
the process is “near-
ing completion.” 

DDB, W&K and 
TBWA declined to 
comment. 

MCDONALD’S 
‘REEVALUATES’ 
AGENCY MODEL
By E.J. Schultz and 
Lindsay Rittenhouse

M
cD

on
al

d’
s

MASTER
5Important to Important People

P005_AA_20190729.indd   5 7/26/19   6:09 PM

http://adage.coverleaf.com//advertisingage/july_29__2019/TrackLink.action?pageName=5&exitLink=http%3A%2F%2FAdAge.com%2FComcastVideo
http://adage.coverleaf.com//advertisingage/july_29__2019/TrackLink.action?pageName=5&exitLink=http%3A%2F%2FAdAge.com%2FLNA
http://adage.coverleaf.com//advertisingage/july_29__2019/TrackLink.action?pageName=5&exitLink=http%3A%2F%2FAdAge.com%2FUNiDAYSFuturesWhitePaper
http://adage.coverleaf.com//advertisingage/july_29__2019/TrackLink.action?pageName=5&exitLink=http%3A%2F%2FAdAge.com%2FUNiDAYSFuturesWhitePaper


Questions & Ad Age Holding patterns

By Brian Braiker
Illustration by PJ Loughran

Q&AA: 
THE NEW GUY
WPP’s chief marketer explains the 
holding company’s path forward 

Laurent Ezekiel has his work cut out 
for him. The Publicis and Digitas vet 
joined WPP Group on May 1 to serve 
as its first chief marketing and growth 
officer. It’s a new position at the 
world’s largest advertising holding 
company—which was also the worst 
performing agency holding company 
in 2018. (Publicis was not far behind.) 

Here, Ezekiel discusses his remit 
and how WPP aims to dig out of its 
hole, what his new boss, WPP CEO 
Mark Read, means when he talks 
about becoming a “creative transfor-
mation company,” and more. 

This conversation has been edited 
for space and clarity. 

WPP was the worst performer among 
the agency holding company groups 
in 2018. You have no small job ahead 
of you. 
You’re right. I also see it as the best job 
in the industry right now. I can’t think 
of a more exciting thing to come in 
and do. In terms of my remit, it’s really 
looking at how we talk about and mar-
ket WPP and growth. And those things 
are completely interlinked as far as I’m 
concerned. 

Mark Read talks about repositioning 
WPP as a “creative transformation 
company.” Transformation is a huge 
buzzword in the industry right now. 
How do you give it real meaning?
The words, as you can imagine, were 
chosen extremely carefully. “Creative,” 
because that should be our differentia-
tor and our focus, and I think it’s what 
our clients are leaning on us for.

Meaning it had not been there before?
I’d say so. We’ve really put it back 
on the agenda. “Transformation” 
because all of our clients are going 
through change or dramatic change. 
So the ability to understand that and 
work with them through that. And 
then “company” [because it’s] very 

important that we evolve from a 
group to a company to become more 
collaborative and more client-centric.

WPP has created bespoke agencies 
from different agencies within the 
holding company. At what point do 
you compromise the individual  
agency brands? 
The culture of those agency brands is 
very important to clients. We’re able 
to have both. We have a starting point, 
but then we obviously tailor them on a 
case-by-case basis. At the same time, 
the agency brands are incredibly im-
portant. We’ve publicly talked about 
creating fewer, better brands and it’s 
no small feat. Talk about Wunderman 
and Thompson. Talk about VMLY&R, 
what we’ve done with the PR agencies 
or the health care group.

Over the past year, WPP has has dis-
posed of something like 30 holdings. 
Most recently it divested a majority 
stake in Kantar. Is WPP shrinking? 
The emphasis is on simplifying. 
Honestly, I think that as we set a 
new strategy—it was set just before 
I arrived—and as we try and deliver 
on that, we need to be able to express 
that in a simple way. There’s some 
streamlining going on, but it’s putting 
the brands together that I mentioned 
a little bit earlier.

There’s been reports that WPP was 
preparing to sell Wire and Plastic 
Products, the original basket making 
business. 
WPP is going to keep being called WPP, 
but the shell itself, yes. Yes. That is 
correct.

Omnicom has built its data analytics 
in house. Dentsu bought Merkle. IPG, 
Acxiom. Publicis bought Epsilon. 
What are you guys doing?
We’re of the belief that renting data 
partnerships is the right approach. 

What is the rationale? Do you have 
access to first-party data when you 
are renting it?
Yeah, you do. Data’s incredibly im-
portant to us. Whether it’s in service 
of insights that is then in service of 
better creative ideas —whether it’s in 
service of better media planning and 
therefore buying, whether it’s in ser-
vice of research—it’s important across 
the board. 

How do you get better fees for  
your work?
We continue to evolve the way that 
our remuneration deal setups are 
done with clients. And there will 
definitely be more performance-based 
deals. We’ve also been asked to be 
paid for output, not just the time. 

Scope of work?
Exactly.

We’re seeing more clients expanding 
in-house capabilities. Is that a fad?
I wish I knew. In my experience, the 
in-house teams sometimes tend to get 
closer to their agencies than their own 
organizations. And in many respects, 
it can help bring the partnership 
together, better and closer.

What are the main pain points for 
your clients?
We’re seeing a lot ask for end-to-end 

experience. It’s not just marketing, 
it’s not just communications. A good 
example would be a retailer whose 
digital presence is only increasing. It’s 
really working both with the digital 
tools fueled by technology, the in-store 
experience and making sure that those 
experiences are end-to-end. 

You came over from Publicis. If I were 
to say “Marcel,” what are the first five 
words that come to mind?
I actually left before Marcel was  
officially launched, so that’s how I get 
out of that one.

The word “transformation” appeared 
in one of Publicis’ recent earnings 
calls something like 33 times. Publicis 
has its “Power of One.” WPP has its 
bespoke agency model. IPG has its 
“open architecture.” How do holding 
companies differentiate when these 
things all sound so similar?
It’s an interesting moment in the 
history of holding companies. They’ve 
made major acquisitions in the last 
year and all set new strategies in the 
last two to three years. It may not be 
obvious right now, but as they inte-
grate the acquisitions, as we here at 
WPP bed down on our strategy, I think 
we’ll look back in a year or two and 
we’ll look and feel a bit different.  
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HOW TO 
PROMOTE 
YOUR BRAND 
AT A MUSIC 
FESTIVAL
Successful sponsors 
customize the 
experience for fans
By Jessica Wohl

“Brands that do it well, they insert 
themselves in a way that only elevates 
that experience,” says Karly Tuckness, 
sponsorship sales director at Aus-
tin-based C3 Present, which puts on 
festivals including Austin City Limits 
and Lollapalooza. “They provide 
those sort of FOMO moments that 
people can post on social media, the 
things that keep people talking after 
the weekend is done.”  Here are some 
considerations for brands:

Know before you go
Brands need to ask if their target 
audiences are at the festivals and if 
their marketing would lead to true fan 
engagement, says Alex Joffe, head of 
partnerships and media at Founders 
Entertainment, which organizes the 
Governors Ball Music Festival on New 
York’s Randall’s Island.

Every festival has a distinct cul-
ture and brands should become aware 
of them. Take Bonnaroo, for example. 
“There are brands that can be in that 
space. It’s a camping festival, that’s 
obviously unique, that enhances the 
experience of someone living on a 
farm for four days that wouldn’t nec-
essarily work at Lollapalooza in the 
middle of Chicago,” says Tuckness. 

Brands should also be aware that 
music fans will seek out sponsored 
areas that offer deeper access. 

“They’re totally open to whether 
that’s being brought to them by a beer 
brand, which seems like it fits a little 
bit better, or an insurance company, 
which doesn’t inherently have any 
ties to the experience,” says Gordon, 
whose agency works with clients 
including Anheuser-Busch InBev and 
American Family Insurance.

How to stand out
At Governors Ball this year, Johnson 
& Johnson haircare brand OGX host-
ed what Joffe called “a beauty play-
ground” in general admission and 
some VIP areas to have hair done by 
stylists. OGX, he says, thought about 

how it can enhance the experience for 
fans in a way that can drive affinity. 
Bacardi had spaces where fans could 
catch additional programming such 
as DJ pop-up sets and breakdancing 
shows that stretched the brand’s 
presence beyond the stage it was 
showcasing and the cocktails it was 
pouring. “Brands can’t solely rely on 
a logo slap or just a stage sponsor-
ship or just guerrilla-style sampling 
efforts,” says Joffe.

During Austin City Limits, Amer-
ican Express erected a two-story 
air-conditioned house with amenities 
for cardholders up top; below it gave 
out flags that festival goers wave 
along with customized patches they 
can affix to them. “They tap into the 
culture of the city and the market,” 
says Tuckness.

The bottom line
The costs merely start with securing 

the sponsorship. “We don’t just want 
to take any partnership just because 
there’s a check behind it. We want to 
make sure that it is a brand fit and it’s 
going to be something the fan will ap-
preciate,” says Tuckness. For example, 
although C3 works with marketers 
across various categories, it won’t 
work with any tobacco brands. 

Expect spending in the six figures 
to be standard, with meaningful part-
nerships at top-tier festivals rising 
above $1 million. “Investing appro-
priately in that activation expense is 
important so you produce something 
that is well done and meaningful and 
gets you the ROI that you’re looking 
for,” says Tuckness.

The good news is that results are 
getting easier to measure. With festi-
val wristbands that are RFID-chipped, 
sponsors can track how many people 
in their coveted demographics were 
exposed to their messages. 

Multiday, multistage music festivals 
are still first and foremost about the 
performances. But savvy marketers 
know that offering fun, unique expe-
riences at music festivals can make 
brands stick in consumers’ minds in 
ways that go beyond more traditional 
marketing approaches.

Brands spent an estimated $1.6 bil-
lion to sponsor music festivals, tours 
and venues in 2018, with festivals 
accounting for the biggest chunk of 
that spending, up from $1.3 billion in 
2013, according to IEG. The average 
music festival now has more than 
15 sponsors. CMA Fest, according to 
IEG’s tally, led the pack with 58 official 
sponsors last year.

“Almost any brand that is interest-
ed or has a reason to play in music can 
be successful in that music festival 
space,” says Brian Gordon, CEO of 
Engine Shop, an experiential agency 
that bought IEG in 2018.

Festival sponsorships can include 
everything from sponsoring a stage 
to securing pouring rights to quench 
the thirsts of thousands. Brands can 
set up areas where fans can meet their 
favorite stars—or at least be able to 
hear them a bit better from the com-
fort of a limited-access lounge.

Brand Playbook
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At shows like Governors Ball (top)  brands like Bacardi (l.) and OGX (r.) do well to tailor brand expeiences 
to festivalgoers.
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How much experiential 
marketing is too 
much experiential 
marketing?

SENSORY 
OVERLOAD

At a recent unveiling of a new café in downtown 
New York, attendees came with their smartphones 
blazing. A rainbow of colorful pastries, including 
Oreo cake sandwiches and cakepops, and lattes in 
bright hues of pink, green, orange and yellow were 
artfully arranged. Nearby, consumers filmed their 
friends touching interactive displays of flippable 
sequins and grass. 

“Guys, don’t feel shy—take lots of extraordinary 
pictures today! Hashtag See Color,” urged Michelle 
Fernandez, senior director of home entertainment 
brand marketing at LG Electronics USA. 

Of course, in a society that has been conditioned 
to share every moment on social media, no one felt 
shy. What they perhaps felt was rushed—the shop,  
a collaboration between LG, pastry chef Amirah 
Kassem and Pantone to showcase LG’s new col-
or-rich OLED TVs, was only in existence for three 
days, so visitors had to scramble to broadcast to 
friends what they had missed by not attending. It’s 
all about the FOMO.

LG is only the latest large-scale marketer look-
ing to cash in on the craze of limited-run, pop-up 
Instagrammable activations. They’re all part of the 
“experience economy.” This month alone, Baskin- 
Robbins teamed up with Netflix’s hit show "Strang-
er Things" on a scoop shop that saw lines wrap 
around the block (See story, P. 12); Adidas encour-
aged consumers to solve a maze while testing their 
new Boost shoes; and V8 hosted a class with Soul-
Cycle and Spotify to jazz up attendee energy. Such 
demonstrations are in addition to “museums” that 
showcase so-called picture-worthy installations, 
such as wine at the Rosé Mansion, color and art at 
Color Factory and sweets at Candytopia. 

“People are craving these types of experienc-
es—they want some form of entertainment,” says 
Patrick Jong, VP of experiential at Giant Spoon. “It’s 
a way for brands to give consumers an experience to 
touch and feel their brand and gain brand affinity by 
creating these amazing experiences.”

Thanks, millennials
Millennials have long been credited for the shift to 
experiences from products—a trend that has been 
gaining ground in recent years. A 2016 EventBrite 
survey conducted with Harris Poll found that 72 
percent of the group would rather pay for an ex-
perience than a material item. But as more brands 
invest in their own lavish activations, and pay more 
attention to the return on investment from such 
marketing, experts say we could be nearing a tip-
ping point of oversaturation. 

Interactions like Rosé Mansion and the Mu-
seum of Ice Cream may be all the rage, but their 
roots trace back more than a century. In the mid-
18th century, consumers were entertained by P.T. 
Barnum and his American Museum of oddities in 
Lower Manhattan. Tyler Balliet, a former producer 
of traveling wine events, researched Barnum and 
the history of the pop-up before starting New York’s 
Rosé Mansion, a museum that shines a light on all 
things rosé, including wine tasting, history lessons 
and interactive photo spots, last year. 

“It’s not a new concept at all,” says Balliet. 
“People have been creating these attractions, these 
oddities and wonders, but now with Instagram and 
because everyone has these super-high-powered 
cameras on their phone, they want to share what 
they’re doing and who they’re with.”

But Barnum never had to worry about so much 
competition. Existing players are in growth mode. 
After a sold-out 16-week run in 2018, during which 
80,000 visitors tippled vino in a series of themed 
rooms, Balliet’s pink playground returned this 
summer in a space twice as large, touting chande-
lier swings and tarot readings. Meanwhile, Color 
Factory, which showcases different art exhibits of 
bright and bold hues, just announced it will expand 
beyond New York to Houston. 

Direct-to-consumer brands, known for being 
innovative in how they reach customers, are also 
testing the waters. Showfields, the new four-floor 

By Adrianne Pasquarelli
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retailer that gives a brick-and-mortar home (for 
a monthly fee) to d-to-c brands including Quip, 
Boodles Gin and kitchen sponge seller Skura Style, 
this month introduced an experiential component 
on its second floor. Called House of Showfields, the 
program is a guided tour through different brand 
spaces. Each room is decked out in different brand-
ing as part of the immersive theme, and tour guides 
are paid actors. Tickets immediately sold out for 
July, with 10,000 of the free spots claimed.

“Creating a moment for the sake of creating a 
moment doesn’t really work,” says Tal Zvi Nathanel, 
CEO of Showfields. The experience is instead about 
brands creating a memorable experience with 
consumers to build repeat visits and sales, he says. 
So far, that experience involves brands such as 
book recommender “Book of the Month,” Skura and 
Boodles Gin. 

Established brands dig in
Larger retailers are also doubling down on more 
permanent experiences—in some cases as a way to 
return to solvency. Tru Kids Brands, the new owner 
of recently liquidated Toys R Us, announced late 
this month the toy retailer will return from the dead 
with new stores that include a treehouse, academic 
workshops and photo ops with Geoffrey the Giraffe. 
Tru is partnering with b8ta, a company that provides 
retailers with brick-and-mortar assistance. Similarly, 
Lululemon just opened a 20,000-square-foot experi-
ence in Chicago with a restaurant, meditation room 
and yoga studio. And Sweetgreen, the salad chain, is 
also trying to offer more in its brick-and-mortar with 
a new concept location in New York City that has 
a space for sampling and a different menu format. 
Even London Fashion Week recently announced a 
move toward experience with creative installations, 
expert panels, talks and a lab that will open to the 
public in September.

“There is a commercial side to all of this—obvi-

ously people are trying to make money,” says Denise 
Lee Yohn, a brand leadership expert and author of 
“What Great Brands Do.”

“Whether you’re a brand using this to supple-
ment advertising and marketing efforts or if you’re 
the Museum of Ice Cream trying to make money off 
of a museum experience, either way they’ve become 
a bit like tourist attractions and people seek them 
out as destinations.”

Yet, as with any trend, the more popular and plen-
tiful these experiences become, the greater the risk 
of the bubble bursting. Yohn points to an increasing 
focus on privacy, particularly with younger genera-
tions such as Gen Z. This group is more conservative 
and cautious than its older counterparts, particu-
larly when it comes to sharing information over the 
internet. In addition, some consumers are starting to 
prune their Instagram lists, unfollowing certain peo-
ple and influencers to make a statement about their 
beliefs—if the influencer does something socially 
insensitive, for example. 

“In general, [experiences are] trendy or faddy 
right now, but I think it will die down,” says Yohn.

That puts pressure on marketers to make sure 
their experiences are worth consumers' time and 

dollars—and not just social media hype. Samantha 
Callender, a freelance beauty writer in Chicago, 
was disappointed by a visit last year to 29rooms, 
Refinery 29’s five-year-old interactive activation 
that includes a mix of artist installations and spon-
sored booths. After seeing the pictures her New 
York-based friends posted on social media, Cal-
lender paid around $50 for a ticket for the event in 
Chicago, intentionally choosing a random weekday 
in the hope of avoiding crowds. That didn’t work 
out so well—she only made it through a handful of 
the 29 rooms before her timeslot expired and she 
had to leave.

“That’s what left a sour taste in my mouth,” she 
says, noting the lack of organization. “I paid $50 to 
see five rooms.”

A representative from Refinery29 did not return 
a request for comment.

The cost of entry
These experiences don’t come cheap. Marketers are 
increasingly looking at the returns they are gaining 
from the investment. Experts estimate temporary 
activations could cost a brand at least six figures, 
but typically it takes seven figures to really break Co
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“Everyone is asking about the  
[ROI for experiential events]. People are  

starting to plant their feet and cement themselves 
and say, ‘That’s well and good, but what does it 

mean to our investment?’” 
Matt Sincaglia, RedPeg

Visitors paid $38 per ticket and spent an average of two hours at Color Factory, which showcases art and color.
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through the clutter. In the past, companies were less 
focused on value gained, instead using softer metrics 
like “brand perception” and “likelihood to purchase” 
following an event, according to Matt Sincaglia, VP of 
strategy and analytics at Alexandria, Virginia-based 
marketing agency RedPeg. Now, they’re more inter-
ested in harder analysis to determine ROI. RedPeg 
works with brands to look at short-term revenue, like 
ticket or product sales, as well as longer-term poten-
tial revenue. It derives this in part from consumer 
surveys about what kind of person is attending the 
event and if that person is already a loyalist to the 
brand. Companies are also measuring the visibility 
an event is giving them—how it’s spreading on social 
media and through word-of-mouth. 

“Everyone is asking about the numbers,” says 
Sincaglia. “People are starting to really plant their 
feet and cement themselves and say, ‘That’s well and 
good, but what does it mean to our investment?’”

In late May, Under Armour hosted an interactive 
pop-up performance lab to showcase its new Rush 
fabric in New York’s SoHo. The shop, which includ-
ed a spot for selfies, took visitors through three 
science-focused zones highlighting how energy can 
convert to light. The objective of the initiative was 
to help both new and existing customers under-
stand how the Rush fabric works—a goal the Bal-
timore-based sportswear brand met, according to 
consumer surveys, says Kelley Walton, senior direc-
tor of global experiential marketing. She adds that 
shoppers who participated in the Rush activation 
are purchasing Under Armour product at a higher 
value, on average, than customers who did not.

“Experiential is a channel for marketing that can 
really amplify your brand positioning,” says Walton, 
but she cautions to remain true to one’s business 
objectives. “We’re not an Instagram museum—we 
don’t want folks to come and just take photos and 
post on Instagram. We want them come and un-
derstand how Under Armour makes them better—

that’s how we’re differentiating.”
Beyond just buzz, the devil is also in the details, 

says Jong of Giant Spoon, which worked with Under 
Armour on its spring shop. Many marketers under-
estimate the level of maintenance and commitment 
involved in a truly authentic experience—but con-
sumers are paying attention. At its “Westworld” 
activation for HBO at SXSW last year, Giant Spoon 
gained acclaim for its all-encompassing strategy, 
which included a last-minute run to a nearby magic 
shop for incense in the church reconstruction.

“There will always be a narrative to tie every-
thing together,” says Jong.

If there is a shakeout, experts say the survivors 
will need to be well-positioned financially since the 
cost of entry to newcomers will be too high. Many 
museums are venture-capital funded—Meow Wolf, 
an interactive art museum in Santa Fe, New Mexico, 
recently raised more than $150 million in venture 
capital—and several also use sponsor dollars. Rosé 
Mansion is mostly self-funded with 1 percent of 
revenue coming from sponsorship, says Balliet. The 
mansion is closed one day a week so staff can repaint 
and fix things that have been broken, but it’s a loss of 
revenue.

“The biggest gap will come down to money and 
operations,” he says. “I can tell you it’s not cheap to 
create and it is not easy to run,” though he declined 
to provide specific costs. Color Factory, which sells 
tickets for $38—consumers typically spend nearly 
two hours at the installation—had partners in 
Alaska Airlines and Method in San Francisco and 
Maybelline and My/Mo Mochi ice cream in New 
York. Alison Piepmeyer, director of marketing for 
the two-year-old venture, says finding sponsors is a 
balancing act.

“We don’t want a branded experience,” says 
Piepmeyer. “We want to use our platform to pro-
mote these partners, but we don’t want it to feel 
like a giant ad.” 

Rosé Mansion, an Instagram-ready “museum” dedicated to all 
things rosé including wine tasting and history lessons, drew big 
crowds last year.
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The scoop on Netflix and 
Baskin-Robbins’ race to 
recreate an ‘80s-era ice-cream 
parlor for ‘Stranger Things’

To drum up fans’ excitement for the arrival of 
Season 3 of “Stranger Things,” Netflix teamed with 
Baskin-Robbins to bring to life one of the show’s key 
locations, the Scoops Ahoy ice-cream parlor. 

The ice-cream retailer transformed its most-traf-
ficked shop, located in Burbank, California, into a 
real-life Scoops Ahoy, featuring interiors, signage, 
uniforms, product and personalities true to the show. 

Here, we break down everything that went into 
creating an ‘80s-themed experience straight out of 
the Starcourt Mall, beginning with this challenge: 
Agency 22Squared and production company  
M ss ng P eces, which brought the idea to life, had to 
get the thumbs up from not just Baskin-Robbins, but 
also from Netflix and “Stranger Things” creators 
the Duffer Brothers. Though the team had access to 
stills and early show clips, it did not have access to 
the show’s vendors, staff or official designs. 

1  Layout Reconfiguration
Unlike the Scoops Ahoy shop in the show, which has 
the deep orientation of a typical mall shop, the layout 
of the Burbank Baskin-Robbins location was wide 
and shallow. Experiential designer Kalie Acheson had 
to rejigger the parlor design for that floorplan. 

2  Window workaround
One particularly tricky aspect: the sliding service 
window that leads to the backroom of the ice cream 
parlor. In the show, the window appears right be-
hind the main serving counter, but such placement 
wasn’t possible in the Burbank shop. 

After many different placement ideas failed  to 
pan out, 22Squared came up with the idea to create 
a false wall on one side of the store. The design team 
then added a blurred-out background to create the 
illusion of more depth.  Acheson and specialists 
from her design and fabrication company Art Mafia 
built and installed set dressing and hero props.

3  Instagram opportunities
An experiential idea isn’t complete without its 
Instagram opportunities, so the store was outfitted 
with a ship’s bow, captained by actors in Scoops 
Ahoy uniforms.  There was even a Scoops Ahoy 
“Employee of the Month” cardboard cutout that 
actor Jack Black visited and stuck his head into. 

4  Playing the part
The Scoops Ahoy talent not only had to look the 
part, it had to “act” it too.  The production team 
cast actors who were studied fans of the show 

HOW TO TURN
BACK TIME  
IN 36 HOURS

so they could improvise responses with the fans. 
Baskin-Robbins staffers, too, wore uniforms and got 
a bit of performance training. The idea was to bring 
some “immersive theater” to the experience.

5  Dress-up
For wardrobe, the production team faced the same 
issue it did with the sets. Led by costume design-
er Marcel Gendron, they had to reverse-engineer 
costumes from stills and clips since they didn’t get 
access to the official show wardrobe. Garments were 
sourced individually and custom-tailored.

6  Managing the lines
The experience in Burbank ran for two weeks. 
Throughout, lines wrapped around the store and 

down the block, with some customers waiting up 
to four hours to be served. Extra security was hired 
to manage traffic in the parking lot and coordinate 
news crews that stopped by. 

7  Fan love
Though not an official part of the experience, some 
fans wanted to pitch in. Parked in front of the store 
during the event was one fan’s weathered Jeep 
Wrangler, decked out in “Stranger Things” memora-
bilia and carrying some creepy-looking passengers. 

8  Hidden clues
Hidden in the store were clues related to a 
Baskin-Robbins-”Stranger Things” alternate reality 
game, such as a coded sticker on the glass of the 

By Ann-Christine Diaz
Illustration by Blood Bros. 
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Scoops Ahoy ice cream case. Such clues weren’t just 
part of the experiential campaign, but could be found 
in all 2,500 Baskin-Robbins stores across the country.

9  Extra dressing
M ss ng P eces Experiential Producer Lawrence Lewis 
tapped specialists, including lighting designers, prop 
providers and vinyl printing and application special-
ists, to transform the different parts of the store into 
their 1985 counterparts. Everything from the walls 
and floors, to refrigeration equipment and the massive 
marquee that hung outside, got makeovers. Though 
the production company initially wanted five days 
to build, it ultimately only got 36 hours from start to 
finish because the franchise owner couldn’t close shop 
for the requested time frame. 

10 The product
Even the treats on offer were authentic to the show. 
Baskin-Robbins modified one of its old flavors to 
create the USS Butterscotch flavor featured on 
“Stranger Things” season 3, which was also sold at 
the store. The brand also created specific offerings, 
like the Demogorgon Sundae and Eleven’s Heaven, 
as part of the “Stranger Things” partnership.

11 Merch
22Squared also designed special merchandise to 
go along with the experience, including T-shirts, 
stickers and Funko dolls. 

12 There was even a boat
In addition to the Burbank store, the teams opened 

up another Scoops Ahoy in Toronto. There was also 
a “roving” experience in the form of a Scoops Ahoy 
ship, a boat-themed ice cream truck that traveled 
around L.A., an original concept from 22Squared. 
The “ship” was a vintage-style ice cream truck 
wrapped in vinyl and covered with props like a life 
preserver, netting and buoys. The aspect that made 
it sing, however, was a fake ship’s bow that trans-
formed the truck into a boat. It wasn’t legal to drive 
the truck with the bow attached, so each time it 
moved, the bow had to be removed and reinstalled. 
One of the boat’s stops was at the Santa Monica 
Pier. According to M ss ng P eces, the ship was so 
heavy, it needed to sit on a reinforced section of the 
pier to keep from falling into the ocean. 

Stranger things have happened. 
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30+

From innovative pop-ups to immersive conferences, these experiential 

campaigns and events won over our panel of industry experts 

BY AD AGE STUDIO 30

T H E  B E S T  O F 
E X P E R I E N T I A L  2 0 1 9

The most successful experiential marketing 
creates hands-on moments that encourage 
audiences to actively participate with 
the brand. And more often, experiential 
marketing isn’t just consigned to consumer 
campaigns. Business-to-business events 
have fully embraced the movement, finding 
new ways to showcase their products in 
unique and memorable ways. “People want 
to experience something they can capture 
in a photo and share—it’s up to marketers 
to create those moments that are worth 
sharing,” says Rick Cosgrove, executive 
creative director at Agency EA. 

Here are the top experiential moments 
of the past year. Nominees were selected 
by Ad Age Studio 30 in partnership with 
Agency EA and voted on by a judges panel, 
which included Cosgrove; Doug Cameron, 
co-founder of DCX Growth Accelerator; Ari 
Kuschnir and Kate Oppenheim, managing 
partners of M ss ng P eces; Erik Basil 
Spooner, creative director of Ad Age; and 
Giacomo Vigliar, business director of Unit9. 
Due to the wide variety of activations and 
events, the winners are not ranked.

ABOUT AGENCY EA 
Agency EA (www.agencyea.com) is a 
full-service brand experience agency. We 
unite brands with their target audiences 
by creating exceptional user events, 
worldwide event programs, summits, 
conferences and B2B experiential 
campaigns. Founded in 1999 as Event 
Architects, Agency EA has worked with 
esteemed clients such as Hilton, Intuit, 
Google, Samsung, MillerCoors and the 
Obama administration.

SALESFORCE DREAMFORCE
With more than 170,000 attendees, Dreamforce has been dubbed “Cannes for 
martech people.” Last year’s event transformed parts of San Francisco into a forest 
with artificial turf, waterfalls and 400 living trees for multiple days of workshops, hands-
on training sessions, and appearances by Al Gore, will.i.am and Metallica.

SPONSOR CONTENT

FOR MORE, GO TO ADAGE.COM/BESTEXPERIENTIAL2019
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AWS RE:INVENT
Amazon offered some 50,000 attendees 
more than 2,500 sessions, with the ability 
to earn AWS certifications and hone their 
skills. The over-the-top re:Play party 
featured musical performances by Future 
Islands and Thievery Corporation and DJ 
sets by Skrillex and Mija. 

BUMBLE HIVE
This immersive pop-up took over a local 
coffee shop for the duration of SXSW, 
attracting about 20,000 visitors, who 
enjoyed a look at the company’s new 
products and took part in speed mentoring 
and breakout sessions focused on dating, 
friendship and business networking.

GOOGLE ASSISTANT RIDE
With 4,400 companies clamoring for the 
attention of 175,00 attendees, it’s hard 
to stand out at the annual CES in Las 
Vegas. Google did just that by combining 
a theme-park-level attraction with eye-
catching animatronics to showcase its AI-
powered virtual helper, Google Assistant.

ADIDAS, ‘BILLIE JEAN KING 
YOUR SHOES’
Adidas and TBWA/Chiat/Day New York 
teamed up with King during last year’s 
U.S. Open to transform fans’ sneakers into 
the blue-and-white trainers the ground-
breaking athlete wore during her “Battle of 
the Sexes” match against Bobby Riggs.

ADOBE SUMMIT
At Summit’s popular Sneaks session, Adobe 
engineers take the stage with celebs like 
Reese Witherspoon and Mindy Kaling 
to demo the company’s future products. 
“Sneaks shows Adobe is at the frontline of 
cutting-edge tech and doesn’t mind giving 
others an inside look,” says Cosgrove.

TRUTH INITIATIVE, ‘THE TRUTH 
ABOUT OPIOIDS: TREATMENT BOX’
The one-day installation in New York 
offered an unfiltered and intimate look into 
the life of Rebekkah, a 26-year-old heroin 
and opioid addict who was filmed around 
the clock for five days undertaking detox 
treatment after a decade of dependency. 

GOOGLE CLOUD NEXT
Interactive workshops at Next provided 
training through real-world applications, 
such as performing predictive analytics tied 
to the NCAA’s March Madness tournament 
and identifying a pizza’s style and prove-
nance via the Pizza Authenticator app.

TWILIO SIGNAL
At last year’s Signal conference, the band 
OK Go performed an interactive song that 
relied on sounds created by the audience’s 
mobile phones. The ever-popular closing 
party, $Bash, took things to the next level 
with 10 immersive Instagram-ready rooms. 

‘SKITTLES COMMERCIAL: THE 
BROADWAY MUSICAL’
The best way to make a splash on Super 
Bowl Sunday—without buying an actual 
ad: a 30-minute live musical commercial 
starring Michael C. Hall and a full cast 
singing “Advertising Ruins Everything.”

TO DOWNLOAD AGENCY EA’S 2019 EXPERIENTIAL MARKETING TREND REPORT, GO TO 
AGENCYEA.COM/THOUGHTS/2019-EXPERIENTIAL-MARKETING-TREND-REPORT/
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Case study: Amazon’s 
experiential campaign to 
promote a hit show won 
over fans, Emmy voters 
and upfront attendees

In the age of peak TV, wading through the seem-
ingly endless choices on broadcast, cable and 
streaming platforms is an exhausting exercise.  
Amazon Prime Video’s “The Marvelous Mrs. Mai-
sel,” Amy Sherman-Palladino’s late-’50s comedy 
about an affluent New York housewife who discov-
ers she’s the next big thing in stand-up, is one of 
the few shows to have broken through—at least 
as a critics’ and awards’ darling, picking up eight 
Emmys and three Golden Globes following its debut 
season in 2017. But without the right marketing 
strategy, it’s easy for quality programming to get 
lost in the crowd.

The marketing challenge 
Despite the buzz surrounding “Mrs. Maisel,” Ama-
zon Prime Video was faced with a significant obsta-
cle: How do you get viewers interested in a series 
set 60 years ago and centered on a fast-talking 
Jewish woman whose picture-perfect life is straight 
out of a vintage issue of Town and Country? 

“I like to bring people into a story and its 
characters as if it were real,” says Mike Benson, 
head of marketing at Amazon Studios. “A lot of our 
marketing involves bringing the show to customers 
in a way that is provocative and entertaining and 
makes you either want to experience the show more 
deeply—or ask, ‘What’s this show about?’”

The campaign
To promote the second season of the show, 
Amazon partnered with Tool North America to 
create a “Maisel”-themed Carnegie Deli pop-up 
on Lafayette Street in New York. The restaurant, 
which operated in December of last year, featured 
in-character waitstaff in ’50s garb and offered sig-
nature sandwiches named after show characters. 

Josh Jetson, creative director at Tool of North 
America, explains the inspiration for the pop-up: 
“If you, as a comedian, from the 50’s, 60’s, 70’s had 
made it really big, a deli named a sandwich after 
you. So we thought that was a really strong way to 
tie a Jewish deli to this particular show.” 

Although the Carnegie Deli shuttered its 
original Manhattan location in 2016, the company 
still operates through its Las Vegas and Madison 
Square Garden properties. The “Maisel”-specific 
menu included items that would not be amiss in 
Midge’s world, like black-and-white cookies, pick-

By Sarene Leeds

THE MARVELOUS MARKETING 
OF ‘MRS. MAISEL’

Clockwise from top: The pop-up restaurant 
modeled on the legendary Carnegie Deli; classic 
deli fare like  “The Maisel” pastrami sandwich 
was served by in-character waitstaff; Amazon 
placed Carnegie Deli food trucks at strategic 
locales thoughout New York City during the May 
TV upfront;  a poster for Midge’s  sandwich; a 
jukebox playing vintage hits keeps it authentic.
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‘The Donald J. Trump Presidential 
Twitter Library’
“The Daily Show With Trevor 
Noah” honored the tweeter-in-
chief’s June birthday by install-
ing this pop-up six blocks from 
the White House. 
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les and a pastrami sandwich called “The Maisel.” 
“‘Mrs. Maisel’ being set in 1958 offers this 

rich era for us to transport people to,” says Adam 
Baskin, director of innovation at Tool. “So even a 
simple trip to the deli becomes an immersive expe-
rience for people to connect with the show.”

The results
According to Tool’s website, the pop-up resulted in 
3 billion overall media impressions, with 70.3 mil-
lion in social reach—and 97.9 percent of the impres-
sions were positive. “We opened up a reservation 
site a couple of days before the deli opened, and 
within the day, it was booked for the entire stretch,” 
says Baskin. “There was a line around the block.” 

The activation was so successful, Amazon and 
Tool decided to bring back a version of the Carn-
egie Deli marketing strategy during the May TV 
upfronts, held in New York. This time around, it was 
in the form of a food truck parked outside various 
upfront locations while providing the same classic 
fare from the earlier restaurant activation. (Ama-
zon did not have its own upfront presentation this 
year.) “There was so much buzz going on around the 
upfronts,” says Benson. “We wanted to be part of 
that conversation.” 

A major goal of the food-truck activation was 
to increase visibility prior to the July 16 Emmy 
nominations. “Part of Amazon’s Emmy strategy is 
to bring humor into people’s lives,” says Baskin. 
“So, we thought, ‘What better way to do that than 
to make people smile during the upfronts when we 
know they’re hungry and tired, and to feed that with 
a touch of “Maisel” humor?’”

In this case, the message to Amazon and Tool’s 
audience was to “Consider It Marvelous,” playing 
on both the title of the show and the classic For 
Your Consideration awards slogan. The food-
truck employees were in character, whether they 
were working inside the truck or as a 1950s-style 
delivery person interacting with people entering 
or exiting an upfront presentation. 

The food truck also served another purpose: 
Get the show on the radar of Emmy voters while 
raising awareness about it in general. “I look at 
trade marketing in the entertainment business a 
little bit like consumer marketing,” says Benson, 
“and I think there’s a lot of things that we can do 
that will engage the Television Academy. But it 
can also be a consumer activity for us as well.”  

Figuring out how this all translates into higher 
viewership is a challenge because streaming 
platforms like Netflix and Amazon can be notori-
ously proprietary about viewership. Without citing 
specifics, Benson says that marketing campaigns 
like the Carnegie Deli pop-up and food truck have 
positively influenced the show’s numbers. “When 
the show wins awards, or it gets other notoriety, 
we see an uptick in customers,” he explains. “First 
streams, overall number of streams, or people who 
might’ve completed 30 percent of the episode—

something like [the pop-up or food truck] will 
remind them to go back and finish. So we look at 
different metrics of both interest and engagement 
and awareness, and we measure all those so we 
can directly correlate activities like this to seeing 
people watch the show.”

Nielsen has recently begun to track streaming 
viewership. The ratings firm claims that the second 
season of “Maisel” averaged 1.9 million viewers 
during its first seven days on Amazon Prime Video, 
with the first episode averaging an audience of 3.3 
million viewers during that week, according to a 
February 2019 article in The New York Times. Not 
too shabby, but this is far from a solid conclusion 
due to several factors: Nielsen measures only in 
the U.S., and, as an Amazon property, “Maisel” is 
available in more than 200 countries. As of 2018, 
Amazon Prime Video has more than 100 million 
global subscribers. Plus, the company doesn’t track 
out-of-home viewing, such as on a laptop, phone or 
tablet. The Times article pointed out that Amazon 
declined to comment, and that Netflix has previ-
ously dismissed Nielsen’s findings. 

The marketing lessons
If Amazon and Tool’s aim was to raise the profile 
of “The Marvelous Mrs. Maisel” and galvanize 
interest in the show, then it’s safe to say they’ve 
succeeded. Season two of “Maisel” grabbed an 
impressive 20 Emmy nominations—up from last 
year’s 14, and second only to “Game of Thrones,” 
which scored a whopping 32 nods.  

“A huge part of the success of this was tapping 
into culture in an authentic way,” says Benson.  
“The idea started with, ‘Let’s name a sandwich 
after Midge Maisel.’ The execution evolved into, 
‘What’s the smartest and most powerful version 
of that idea?’ And as we started looking, we found 
that the Carnegie Deli had closed, and we came 
up with using Amazon Prime and ‘Marvelous Mrs. 
Maisel’ as the heroes that bring back the Carnegie 
Deli. We started to tap into a really rich area where 
the marketing effort became the hero, and it was 
an authentic culture that people truly wanted to 
engage with. It didn’t feel like marketing.” 

For Benson, ironically, the key was mining 
elements of the show that, upon first look, didn’t 
seem terribly relatable to a wide audience. “We 
found that we could actually turn something that 
might feel narrow into something that was broad 
and also differentiated,” Benson says. “The things 
that made it unique, on face value, might be hard 
to sell, but they actually became the things that 
helped to sell it.”  

They’re real—
and they’re 
spectacular
These experiential 
activations also 
immerse fans in 
the worlds of their 
favorite TV shows

‘Bleed for the Throne’
To commemorate the final sea-
son of ‘Game of Thrones,’ HBO 
and the American Red Cross 
entreated fans to donate blood 
on-site in exchange for entry 
to a Westerosi war camp—and 
burgers from Shake Shack.

‘Garden of Earthly Delights’
At SXSW, Amazon Prime Video 
previewed its new series “Good 
Omens” by staging an immersive 
experience featuring angels and 
demons roaming the grounds, as 
well as a Tree of Knowledge fitted 
with beer and wine taps. 

‘The Seinfeld Experience ‘
To mark the 30th anniversary 
of “Seinfeld,” this pop-up—
scheduled to open in New York’s 
Gramercy neighborhood in the 
fall of 2019—will include  
previously unseen content. 

Become an Ad Age Insider subscriber to  
access the full case study. Sign up at adage.com/
help/member-content

“A lot of our marketing involves bringing the show to 
customers in a way that is provocative and entertaining and 

makes you want to experience the show more deeply.”
Mike Benson,  Amazon Studios 
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Automakers are running 
their own experiential 
marketing events, putting 
pressure on the shows to 
remain relevant

RETHINKING THE AUTO SHOW
When Audi unveiled its all-new electric-powered 
Audi e-tron SUV, it bypassed the carpeted conven-
tion center confines of an auto show. Instead, the 
automaker ferried 1,600 invited guests across San 
Francisco Bay from the Embarcadero to the historic 
Craneway Pavilion, where the vehicle made its global 
debut during a show that included Intel drones light-
ing up the sky to form Audi’s four-ring logo.

The glitzy event, staged late last year for jour-
nalists, dealers and other VIPs, was more appealing 
than an auto show reveal because “there is more 
that we can control,” says Shawna Burtscher,  
director of experiential marketing at Audi of Amer-
ica, who noted that at auto shows it must compete 
for time and space with other brands.

Audi’s decision illustrates how auto shows, once 
an imperative for brands looking to make a splash 
with new model launches, are facing scrutiny as  
automakers find other ways to create buzz and 
reach consumers. Attendance at U.S. auto shows 
fell from 6.9 million households in the 2017—2018 
season to 6.5 million households in 2018—2019, ac-
cording to Foresight Research, which consults with 
brands on auto show strategies. And automakers 
erected 200 fewer displays this season, according 
to the firm, which tracks 56 shows (including one in 
Toronto) during the season, which generally runs 
from October to April.

Cars at CES
Audi, Mercedes-Benz and BMW all skipped the  
nation’s most iconic show, the North American Inter-
national Auto Show in Detroit, in mid-January. But 
all three luxury brands showed up earlier that month 
at the Consumer Electronics Show in Las Vegas, 
which has emerged as a popular venue for automak-
ers to tout glitzy tech-like autonomous driving. 

“The auto shows in general have faded to some 
degree—and to a high degree based on their own 
hubris. They didn’t see things like CES coming and 
becoming more of an auto industry show and more 
important,” says Mark Wakefield, head of the auto-
motive practice at consultancy AlixPartners.

In a move to regain relevance, the Detroit  
show is undergoing a revamp and moving to June. 
(See sidebar.)

Still, auto show advocates say it’s too soon to 

write off the events as a retail force. Foresight CEO 
Steve Bruyn points out that they still draw serious 
buyers: 60 percent of attendees come to shop for 
a vehicle, according to the firm’s research. But he 
advises that brands skip the glitz and return to the 
basics, like organizing test drives and deploying 
product specialists. 

He recalled watching one car-show attendee 
taking a careful look at a vehicle with a specialist, 
but then cutting the viewing short because the 
person could no longer hear after a rock band began 
playing at that brand’s display area. “The old axiom 
the car is the star—that is true ... and the product 
specialists are the supporting cast,” Bruyn says. 

Not dead, just changing
Of course, with the automotive market slowing 
after a run of strong sales, money is getting tighter, 
prompting brands to make tough choices about 
where and how to spend their experiential market-
ing dollars. “Auto shows are not dead, they just are 
going to change a bit and maybe not all the players 
will be in,” says Autotrader analyst Michelle Krebs. 

After announcing last year that it was pulling 
out of the 2019 Geneva Motor Show in Switzer-
land, Volvo stated that “automatic attendance at 
traditional industry events is no longer viable. We 
must tailor our communications based on how the 
options complement our messaging, timing and the 
nature of the technology we are presenting.” The 
automaker pointed to nontraditional reveals, like 
debuting its XC40 compact SUV at the 2017 Milan 
Fashion Week and unveiling its S60 sports sedan 
last summer in Charleston, South Carolina, at its 
first U.S. manufacturing plant. Volvo’s U.S. division 
declined interview requests about the strategy.

Meanwhile, BMW is diverting some of its car- 
show budget to its “Ultimate Driving Experience” 
road shows, which typically involve bringing about 
100 cars to stadium parking lots, making them 
available for street drives and to speed through race 
courses, says Paul Ferraiolo, who leads experiential 
marketing for BMW North America. BMW expanded 
it from five U.S. cities last year to 16 cities this year in 
an effort to reach more buyers. “We bring the show to 
their town. They can learn about the car in a relaxed, 
stress-free environment with people that are there 
purely to educate them,” Ferraiolo says. At a car 
show, “you don’t have the space, you just can’t do it.”

Bringing autos to the masses
Mercedes-Benz USA operates a traveling retail ex-
hibit program that it calls “Brand Center” in which 
the automaker temporarily rents space in shopping 
centers for about a month, filling them with new 
models and interactive displays. The current one in 
Seattle’s University Village includes a virtual-real-
ity racing game that can be played from behind the 
wheel of a GT sports car. 

Mercedes has made previous stops in Miami, 

By E.J. Schultz

Chicago, Philadelphia, Minneapolis, Atlanta and 
Costa Mesa, California—all spurring a total of 1,800 
vehicle sales at local dealerships, according to the 
brand. The automaker staffs the brand centers with 
product specialists who feed leads to dealers, and 
then Mercedes tracks sales in the months following.

The program allows the automaker to bring its 
vehicles “to the masses” more so than “what an 
auto show maybe traditionally would bring us,” 
says Monique Harrison, who heads brand experi-
ence marketing at Mercedes-Benz USA. Still, while 
the luxury brand skipped the Detroit auto show, it 
remained active at two other high-profile shows in 
New York and Atlanta, Harrison points out.

Tricky timing
The decision to skip shows is not clear-cut, with 
various factors at play, including the timing of new 
vehicle launches. Ford remains committed to auto 
shows, but the automaker is adding modern touch-
es, says Crystal Worthem, who manages Ford’s auto 
shows and global events. In a move to entertain 
younger buyers, it puts Animoji-style chatbots on 
screens inside some of its vehicles on car-show 
floors that answer product questions. Product 
specialists control the responses from an unseen 
location. Millennials “don’t want to come and just 
look at cars on carpet,” Worthem says.

Cadillac is actually boosting its auto show pres-
ence as it enters a phase of more frequent model 

Car marketers are venturing 
beyond the confines of the 
auto show, bringing their 
demonstrations outside with 
hand-on brand experiences. 
BMW (top) shows off the speed 
and handling of its X7 during the 
“Ultimate Driving Experience.” 
Mercedes (bottom l.) uses virtual 
reality in its Brand Center set up 
in malls and Audi  (r.) introduced 
its e-tron SUV from the Craneway 
Pavilion with a light show created 
by Intel drones.  
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RETHINKING THE AUTO SHOW
launches. The General Motors brand plans to be at 
20 U.S. shows in 2019—2020, including regional 
shows like Cleveland, Minneapolis, Phoenix and 
Denver, up from five this past season.

“There aren’t many places [where you can] 
get in front of as many people as some of the auto 
shows provide,” says Cadillac Global Chief Market-
ing Officer Deborah Wahl. But she says shows are 
less important as media outreach since the rise of 
digital media, like video streaming, gives brands 
new ways to gain free publicity. 

In March, Cadillac revealed its CT5 sedan using 
a social media campaign that included videos using 
autonomous sensory meridian response, or ASMR, 
which is a technique of using sounds to trigger 
spine-tingling sensations. The “Sensory Symphony” 
campaign included scenes like a camouflage wrap 
slowly being peeled away to reveal the new sedan’s 
exterior. The sedan was officially put on display at 
the New York International Auto Show in April.

YouTube reveals
To be sure, auto shows still attract sizeable con-
tingents of media members, including hardcore 
auto writers. Detroit’s show in January drew about 
4,600 media members, although that was behind 
the recent peak of 5,000, according to Doug North, 
chairman of the 2020 show, which is put on by the 
Detroit Auto Dealers Association.

But journalist attendance at auto show “me-

Detroit’s auto 
show seeks 
sunnier days
Organizers hope a 
slimmer, summer 
show can lure back 
auto brands

Organizers of the Detroit auto 
show are trying to hang an air 
freshener on the event by moving 
it out of dreary January into 
sunny June. The next one won’t 
be until 2020, when organizers 
are planning both indoor and 
outdoor displays in and around 
the Cobo Center. That will pro-
vide more room for test drives to 
show off new technologies like 
self-driving cars, organizers say. 
The show is also being shortened 
from 14 to 12 days, while reduc-
ing the amount of time available 
for brands to set up their dis-
plays, which, as Crain’s Detroit 
Business has reported, should 
encourage more cost-efficient 
and smaller displays. The shorter 
window will give brands “a lot 
more opportunity to get a better 
return on their investment,” says 
Doug North, chairman of the 
2020 show, which is put on by 
the Detroit Auto Dealers Asso-
ciation. Remember to pack your 
driving shorts.    —E.J.S.

dia days” matters less, in some respects, because 
brands are now streaming their reveals on their 
own channels on platforms like YouTube. 

At the New York show, Hyundai drew more than 
71,000 YouTube views, including 5,500 live view-
ers for its onstage presentation revealing its new 
Venue crossover. Combined with articles written 
about Hyundai, the automaker says it drew nearly 
260 million impressions for an event that cost it 
$2 million. The streamed presentation included a 
highly produced video showing the vehicle zooming 
through an urban scene embellished with graphical 
elements that made the surrounding buildings look 
as though they were dancing.

Of course, that pales in comparison to the stage-
craft pulled off during the glory days of the Detroit 
show—like in 1992 when Chrysler debuted the Jeep 
Grand Cherokee by driving it up the stairs leading 
to Cobo Hall, right through a glass window. In 2008, 
the automaker unveiled its redesigned Dodge Ram 
by driving it through downtown Detroit, led by a 
herd of 120 longhorn cattle.

But if those over-the-top stunts never come back, 
it’s fine with North: “We don’t think it’s necessary to 
be having Jeeps go through the windows, or that kind 
of thing, which adds enormous costs to displays.” 
Consumers, he says, might “enjoy seeing things like 
that, as well as the media.” But “they really are more 
concerned about understanding the products and 
how they might fit in their own world.” 

MASTER
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New brands put the 
consumer in control

A REMEDY FOR HEALTH CARE

On a first-quarter earnings call with analysts 
earlier this year, Michael Roth, chief executive of 
Interpublic Group of Cos., called out health care as 
a major revenue driver for the holding company. 
“That’s where the action is right now,” Roth said, 
citing the performance of specialized IPG agencies 
like FCB Health, as well as Huge, which won creative 
duties for Sinai Health Foundation in April. He reit-
erated the strength of the category while reporting 
on IPG’s second-quarter earnings last week.

Once labeled an “and also,” health care is quickly 
becoming a cure-all for an ad industry recovering 
from spending cutbacks in prime categories like 
consumer packaged goods. The category, including 
over-the-counter and prescription drugs, remedies, 
health care providers, hospitals and optical goods, 
spent a robust $12.7 billion on measured media in 
the U.S. last year, up nearly 1 percent from the year 
earlier, according to an Ad Age Datacenter analysis 
of data from Kantar Media. Driving the renewed 
interest is long-overdue disruption in the health 
care category that’s creating opportunities for fresh 
advertising campaigns and improved experiences.

Consumers in control
For years, consumers have complained of expensive, 
confusing and inconvenient doctor experiences. 
Now, those customers are taking greater control of 
their heath care needs and a host of new brands are 
stepping in, incorporating some of the technologies 
that have been successful for direct-to-consumer 
retail brands. There are startups like Hims and 
Roman, which offer specialized service and care for 
specific ailments. In addition, brands like CityMD are 
encouraging walk-in doctor visits. Chains like Aspen 
Dental and membership-based providers such as One 
Medical are also boosting advertising as they strive 
to grow and build brand awareness. Such companies 
are engaging in campaigns that promise more trans-
parency and better services for customers eager to 
establish ownership of their health needs. 

Even long-existing players are reinventing 
themselves. Traditional drugstores, for example, 
have been ramping up their services for patients 
with chronic conditions as a way of encouraging 
more walk-in traffic.

“There’s definitely a trend in the American 
health care marketplace toward more consum-
er-driven medicine where patients are engaged in 
their care, they’re active consumers of their care, 
and they’re well-informed and making decisions 
based on quality and cost,” says Adrienne Faerber, 

By Adrianne Pasquarelli
Illustration by Doug Chayka
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administrative director of the Academy for Surgical 
Coaching at the UW-Madison School of Medicine 
and Public Health’s Department of Surgery. 

The deductible factor
The shift has been underway for years. Consumers 
are taking control of their health care futures as a 
result of the prevalence of higher insurance  
deductibles, experts say. When patients have to 
spend more of their own dollars for coverage, 
they’re more likely to research how that money is 
spent and find the best, most affordable options 
available. Recognizing that consumers now have a 
choice, new marketers are doing their best to con-
vince them that their brands are up to the task.

“It’s the culmination of this increased consumer 
focus, the idea that you’re empowering consumers 
by helping them have more control over their health 
care and giving them access,” says Dr. Steven Wo-
loshin, co-director of the Center for Medicine and 
Media at the Dartmouth Institute for Health Policy 
& Clinical Practice. “It’s a reaction to how difficult 
it is to get care conveniently on a timely basis and 
concerns about cost.”

With this shift, consumers now expect more 
transparency from brands in both cost and mes-
saging. Such clarity was exemplified in May when 
the Trump administration announced a new rule 
in which drugmakers are required to include the 
price of their products in TV ads. The government 
expects such disclosures will lead to lower medicine 
prices by pharmaceutical giants, but the data could 
also help guide consumers in their own choices. Of 
course, experts say that drug prices aren’t nearly as 
cut and dry: insurance coverage also plays a role in 
the price a consumer pays.

“Unlike a retail clinic where they have a lot of 
control over the price of their services, the variabil-
ity in the price of prescription drugs is much great-
er,” says Faerber. In June, pharmaceutical compa-
nies fought back with a lawsuit. Earlier this month, 

a judge blocked the rule, arguing that it exceeded 
the Department of Health and Human Services’ au-
thority. It’s unclear if the Trump administration will 
pursue other options.

Clinics in growth mode
Since its 2010 founding, New York-based retail clinic 
CityMD, which offers walk-in appointments with 
medical professionals seven days a week, has been 
steadily increasing its numbers and now has some 
120 locations. The brand is also expanding into areas 
like telemedicine as it strives to make its services as 
easy and convenient as possible for patients. 

Until now, most of CityMD’s marketing had been 
created in-house and centered around improving 
the user experience, according to K. Calvin Hwang, 
co-founder and chief experience and brand offi-
cer. But late last year, during flu season, the chain 
worked with new creative agency-of-record Terri & 
Sandy on a marketing campaign encouraging con-
sumers who feel sick to visit a CityMD location. 

“When you say the patient has a choice, how  
do you win the love and loyalty of the patient? 
That’s how we think about our approach,” says 
Hwang. “In our marketing, we’re putting the pa-
tient at the center.” Ci
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“The health care 
system to date is 
something where a lot 
of people have been 
left out and fallen 
through the cracks.”
Hilary Coles, Hims 

Called “You need some CityMD,” the campaign 
adopted a funny, but not too funny, tone by show-
casing the potential germs sick people can spread 
to their neighbors and loved ones when they put off 
visiting a doctor. 

“It’s unusual in the health care world to be witty 
and entertaining,” says Sandy Greenberg, co-found-
er and CEO of Terri & Sandy. She notes that the 
traditional health care system hasn’t been geared 
toward millennials, who are often not visiting doc-
tors when sick for a variety of reasons—treatment is 
impersonal, hours are inconvenient, waiting rooms 
take forever. Brands like CityMD are filling the void, 
and attracting younger consumers because of it.

Similarly, One Medical, a San Francisco-based 
startup that charges annual fees for personalized 
health care service with a subscription model, 
is also boosting its marketing. The 12-year-old 
company hired former Google Nest marketer Doug 
Sweeney as chief marketing officer last year, and 
recently debuted an ad campaign, “Sick Cities,” with 
Goodby Silverstein & Partners. 

Sweeney notes that while other industries, like 
retail, have evolved, health care has lagged. “You 
have a category that’s really unloved—it’s not been 
as progressive in keeping up with consumer expecta-
tions and demands as other categories,” he says. To 
that end, One Medical offers an app with technology 
that it says streamlines the doctor-patient appoint-
ment and follow-up process into a convenient experi-
ence that includes prescription delivery. The brand, 
which also accepts insurance, charges $199 each 
year. That fee goes toward visits, video consultations, 
and help with booking and billings. 

“It’s about a service that bends to the ways people 
live their lives today—not the other way around,” 
says Sweeney.  One Medical has more than 70 loca-
tions and plans to double its footprint over the next 
two years. “One Medical has created an experience 
that we thought through end-to-end to make sure 
it’s as enjoyable as it possibly can be, and that’s one 

CityMD (l.) uses  humorous ads to draw  patients to its retail clinics.  CVS (r.) is converting some stores into HealthHUBs that will offer services like diabetes testing and yoga classes.
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reason why the company is growing as fast as it is.”
For Sam Peters, who works in the hotel industry 

in Washington, D.C., One Medical is worth the $199 
membership price because of the convenience. 
After switching insurance earlier this year, Peters 
tried contacting several doctors but found that all 
of their new patient appointments were months 
away. Swayed by a recommendation from a friend 
and the promise of same-day appointments, Peters 
joined.  “I loved that I could do everything online 
or via the app,” he says. “Having to call [traditional 
doctors and clinics] was super annoying, especially 
given the hold times.”

Convenient and transparent
The convenience factor—coupled with the ease 
with which consumers now order goods online for 
delivery at their door—played into the founding two 
years ago of Hims, a wellness brand that helps men 
with issues including balding and erectile dys-
function. Men are encouraged to submit photos of 
receding hairlines, for example, on the Hims site in 
order to find treatment options from licensed medi-
cal professionals—the brand works with around 140 
doctors. Since its launch, Hims has expanded into 
its own line of skin care and shampoo products and 
a Hers brand for women. The company, which works 
with agency Gin Lane, recently ran a “Fly your flag” 
subway campaign and has been able to rely on user- 
generated content to widen its reach, according to 
Co-Founder Hilary Coles.

“What we’ve been focusing on a lot is this idea 
of, ‘If you feel good, then you’re going to take care of 
yourself,’” says Coles. “We want to make sure you 
feel good, because unfortunately, the health care 
system to date is something where a lot of people 
have been left out and fallen through the cracks.”

Coles notes that Hims tries to be as upfront as 
possible with its pricing and subscription ser-
vices—something consumers have come to expect 
from brands they trust, but a trait that has been 

The new waiting 
room
One new way companies are 
focused on improving the health 
care experience is updating the 
waiting room, an area not known 
for consumer-friendly person-
alization. Earlier this year, Man 
Cave Health, a new nonprofit 
focused on men’s health issues in 
New York, renovated the waiting 
room of the urology department 
of Mount Sinai Hospital to make 
it more appealing to patients. 
The refresh included a sports 
theme with coffee bar, dark 
leather seats and memorabilia 
from local sporting teams. 

Thomas Milana Jr., Man Cave’s 
founder, is in talks for similar 
waiting room renovations with 
eight other doctors at health 
institutions around the country—
spots will be localized, like a 
surfboard theme in California, he 
says. Milana expects to eventually 
roll the concept out beyond hospi-
tals to other iterations, including 
YMCAs and gyms.

“If you do have to get stuck in 
a waiting room, make it a cool 
waiting room,” he says, noting 
that personalized offerings make 
for better experiences. —A.P.  
 

missing in much of health care. There’s still room 
for improvement, though, as brands grapple with 
insurance costs and post-deductible prices. 

“Pricing transparency is one of our key strate-
gies, but we face a lot of key challenges when we try 
to do that because insurance plans are so complex,” 
says CityMD’s Hwang.

Drugstores get service-savvy
At the same time new brands are entering the health 
care market, existing companies are expanding their 
reach. Both CVS and Walgreens have been ramping 
up their service offerings, moving beyond over-
the-counter wellness and prescription drugs into 
services for consumers with chronic conditions such 
as diabetes and high blood pressure. The moves are 
meant to encourage repeat store traffic and help the 
retailers become a solution for all consumer wellness 
needs. Walgreens has embraced the idea of “neigh-
borhood care” with more services in the hopes of 
becoming a neighborhood “destination” for all health 
care needs, according to a spokeswoman. The chain 
uses digital marketing to direct customers to sched-
ule appointments at its clinics and also promotes its 
services with in-store signage.

HealthHUBs
CVS, which last year acquired insurer Aetna, has 
been experimenting with dedicating one-fifth of its 
square footage in certain locations to services. Last 
month, the chain announced it will convert 1,500 of 
its locations to HealthHUBs by the end of 2021. Such 
hubs could include things like diabetes testing, yoga 
classes or even sleep apnea diagnoses. By incor-
porating services, integrated with the products to 
treat health issues, in its stores, CVS could become 
a one-stop shop for customers, says Norman de 
Greve, chief marketing officer at CVS Health.

“If we can get people to come in every day as a 
place to find stuff to take care of themselves, it helps 
them think of us as a health care company” versus 

just a drugstore, he says.
Like other industries, health care purveyors 

both new and old are focused on improving the 
experience for customers. UW-Madison School of 
Medicine and Public Health’s Faerber points to the 
rise of concierge medicine, a relationship in which 
primary care doctors receive membership dues from 
patients, to the tune of around $100 a month in some 
cases, in return for full access and most routine 
services like consultations and lab work. While con-
sumers still often have insurance for larger medical 
expenses, their everyday care is included. 

“It’s a way of trying to mix together these retail 
elements—transparent upfront pricing—and is 
generally a pretty affordable relationship,” says 
Faerber, noting that the offering simplifies the bur-
den for doctors of billing insurance and handling 
administrative paperwork.

Of course, some experts worry that the rise in 
consumer-driven health care, including startups 
that give more control to patients, could lead to an 
increase in medicating and a movement toward 
self-diagnosis. Dartmouth’s Woloshin says he is 
concerned about quality control and medical his-
tory when consumers are able to take more charge 
of their wellness. He noted that in theory doctors 
evaluate a patient, but it’s unclear how familiar 
they are with the person’s background.

“I’m afraid in a way this will encourage in-
creased use of medicines and prescriptions that 
may not be in people’s interests,” he says. While 
the potential mandate for pricing in drug ads adds 
a level of cost transparency formerly missing in 
medicine, Woloshin says the real way to encourage 
informed decisions by consumers is to include drug 
fact boxes that summarize side effects, FDA evi-
dence and benefits in a method similar to nutrition 
boxes that accompany food brands.

“Medical advertising, it’s just burgeoning with 
all these new fields opening up,” he says. “We’re at 
the beginning of a huge expansion.” 
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Experiential 
marketing should 
mean so much 
more than creating 
a cute weekend 
retail space or 
spending a few 
days at SXSW

As our lives—and most of market-
ing—become more and more digi-
tally based, the role of the physical 
experience is elevated as a vital way 
to connect in an emotionally au-
thentic manner. Beyond traditional 
retail, most of a brand’s physical 
interactions have taken place at large, 
multibrand tentpole events such as 
SXSW and Coachella, or in the form of 
a pop-up store. It’s hard not to notice 
that—in a somewhat lemming-like 
manner—pop-ups have come to domi-
nate experiential marketing, especial-
ly for ubiquitous food, beverage and 
fashion brands.

Yes, branded pop-up experienc-
es have long been trending as the 
marketing tactic du jour, but expe-
riential marketing can (and should) 
be about so much more. Especially 
when it comes to using the power of 
in-person brand engagement to work 
for brands beyond the usual suspects. 
The challenge is how. The opportunity 
is to think more broadly about what 
an experience should be, through em-
ploying a “no lazy assets” approach. 
This means leaving no stone unturned 
in identifying consumer touchpoints 
that can serve as an extension of your 
brand’s message, whether it’s a park, 
delivery truck or your parking lot. 

To think through fresh approaches 
to experiential, start by asking the 
following five questions:

What aspects of your brand lend 
themselves to physical interactions? 
It doesn’t have to be the entirety of 
the brand, it might just be one dimen-
sion. When AllWays Health Partners 
wanted to show consumers they care, 
and bring to life their people-first, 
“you in every way” approach, it set 
up stands around Boston and handed 
out free Valentine’s Day cards. They 
were cute and fun for everyone, and 
also included health tips to share with 
loved ones. This small alteration of a 
traditional holiday allowed AllWays 
to take one aspect of their business—

caring for their consumer—and turn it 
into an experience.

Who are the people who can best 
represent my brand in person? 
Are they influencers? Celebrities? 
Designers? An unexpected touchpoint 
might be offering consumers the op-
portunity to interact with someone in-
teresting or influential who represents 
your brand in some way, rather than 
a physical manifestation of the brand 
itself. For example, Adobe tapped Erik 
Johannson, an expert in Photoshop, 
and stationed him outside a bus stop 
in Sweden. He then pranked people by 
Photoshopping them into digital movie 
poster ads displayed next to the bench. 
The entire experience was documented 
with hidden cameras and shared via 
social, an element that plays into our 
next question.

Is there an opportunity to create an 
event that lends itself seamlessly to 
social content? 
As just described, Adobe used the 
experience to connect with people who 
were there in person. But it also saw 

the potential to make the connection 
via social, so it adapted the content 
into a video and allowed everyone to 
see the stunt. Adding this extension 
gave everyone the opportunity to 
experience it without alienating those 
unable to be physically present. 

How can an event serve as the 
culmination of a provocative digital 
marketing or social-media-based 
outreach? 
In this case, prospects and customers 
can actually be driven to an encounter 
at a certain date and time. For exam-
ple, the Citi Bike Summer Scavenger 
Hunt challenges its users to engage 
in a weekly, citywide contest instead 
of just riding from point A to point B. 
After posting a puzzle that hints at 
a specific destination, participants 
pedal to the location and post a photo 
with their Citi Bike to social channels 
to win a prize. This experience allows 
the brand to engage with its consum-
ers and drive user growth, all while 
connecting with them on social.

Is there an opportunity to draft off an 
existing event? 
If there’s an event where your desired 
audience is already gathered, consider 
it as an activation platform. This could 
be a music festival, convention or 
sporting event. It’s even more inter-
esting to push beyond the usual sus-
pects to identify places where other 
brands aren’t competing for attention. 
Think high-traffic, high-utility places 
such as public transportation, parks 
and even portable toilets.

The opportunity to stand out in 
a unique way is enhanced when you 
break from pop-up conventions and 
figure out ways to create physical 
brand experiences that are more  
relevant. Once you identify your 
brand’s true purpose, and where it 
intersects with your consumer’s day, 
knowing how to convey that purpose 
through an impactful activation will 
quickly follow. 
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BEYOND 
THE POP-UP
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An attendee at this year’s SXSW tests 
a KozieWe wall, which plays sounds in 
response to touch.
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Customers 
are judging 
brands based 
on expectations 
formed by 
their personal 
experiences across 
all industries, 
not just a single 
category

To succeed in today’s experience-led 
economy, it’s not enough for compa-
nies to simply “do better” than their 
industry competitors. Consumers 
have a holistic expectation for brand 
experiences, which is forcing compa-
nies to redefine their competition.

While brands are witnessing the 
positive impact of well-designed 
consumer experiences—investing 
accordingly to stay ahead of the 
competition—the traditional method 
of simply outperforming competitors 
within an industry has evolved. In the 
past, customers judged an experience 
with one brand based solely on their 
experience with other brands within 
the same category, i.e. comparing 
their experience at a Wendy’s with 
their experience at a McDonald’s. In 
today’s rapidly growing industrial 
landscape, customers are now judging 
brand experiences based on expec-
tations formed by their experiences 
across all industries.

Take Bank of America and Star-
bucks, two companies in two vastly 
different industries. But in the same 
way a customer can order a drink 
using the Starbucks app and avoid the 
line completely, so too can a customer 
schedule a financial-planning meeting 
or make a virtual deposit and avoid 
the line as well. Customers expect 
their commercial-banking experience 
to be as fast and convenient as their 
morning coffee run.

In an article published by Fjord, 
Baiju Shah and John Greene defined 
this phenomenon as “‘liquid expec-
tations,’ when customer experiences 
seep over from one industry to an 
entirely different industry.”

Customer expectations are now 
fluid across industries. Once con-
sumers experience something in one 
industry, they expect it to be present 
in others, and if it is not, it will nega-
tively affect their experience. This has 
forced companies to pivot, redefining 
their competition and more frequent-
ly integrating innovative approaches 

found in other industries.
Uber disrupted the transportation 

industry with the launch of never- 
before-seen innovations in ride-
sharing, and these strides had a 
far-reaching impact on the fast-food 
and restaurant industries as well. The 
development of Uber has led to the 
launch of Uber Eats, which has affected 
customer expectations in the restau-
rant industry.  Now customers expect 
to order their favorite dishes from tra-
ditional sit-down restaurants without 
leaving the comfort of their home.

Here are three ways to remain 
competitive in the world of liquid 
expectations:

 
Think broadly
Today, brands are vying for as much 
consumer screen time as they can get. 
When creating a strategy, product road 
map, feature set or vision, it is helpful 
to know what users and customers are 
actively engaging with across all devic-
es, and compete accordingly.

For example, when Apple released 
the Apple watch, it came with the 
ability to download a plethora of apps 
that were already closely integrated 
into users’ day-to-day routines. While 
these apps were already accessible 
from a user’s iPhone screen, Apple 
knew customers could also bene-
fit from a more convenient way of 
accessing the same information on an 
even smaller screen. 

 

Stay curious
Customers judge against what they see 
is possible. Brands must do the same, 
by staying curious and applying  inno-
vations from other industries in a way 
that further personalizes and improves 
the customer experience. Assess other 
industries for opportunities to remove 
barriers for customers.

Features released on Instagram 
and Pinterest have given business-
es the opportunity to link to their 
products and services directly in a 
post. No longer does a static image 
of a product come with a 15—to 20—
minute customer commitment to 
research the product’s origin, price 
and availability. Now customers can 
be linked directly to a product they 
like with one click. 

 
Disrupt or die
Businesses must disrupt their in-
dustries in order to stay ahead of the 
competition. Shah and Greene believe 
that liquid expectations “pose a broad 
and acute competitive threat,” stating 
that “only marketers who continu-
ously reshape offerings for shifting 
expectations can reclaim control of the 
customer experience, and foster loyalty 
and even passion for their services.”

The graveyard of corporations 
that have failed to innovate continues 
to grow. But among the failures are 
bright spots. Take Tiffany & Co. Strug-
gling financially just a few years ago, 
the iconic jewelry brand has made a 
comeback with in-store experiences 
and products like the Blue Box Café in 
its New York City flagship store, and a 
new engagement ring design. 

Strides in innovation create the 
expectation that things are easy, 
seamless and intuitive. Businesses 
that are not rising to meet and exceed 
those expectations will inevitably 
create frustration for their users. The 
real competition isn’t found in one’s 
own industry; the real competition 
consists of whatever is taking up the 
customer’s time. 

BRANDS MUST 
REDEFINE 
THEIR 
COMPETITION

Ben McCraw is chief 
design officer and co-
founder at Accomplice
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Assistant Managing Editor, 
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Natasha Smith
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West Coast Editor  
Angela Doland
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Senior Editor, Media & 
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Agencies Lindsay Rittenhouse
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Anna Sekula
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George Slefo
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Associate Multimedia 
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Director, Conferences  
& Events Nicole Nelson
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Arianna Nacci
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Simone Pryce

Crain Communications Inc
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Next

NextNext

NextNext

Learn more at 
AdAge.com/nextdtc

#AdAgeNext

Ad Age Next: 
D-to-c

Sept. 9, 2019
Convene, 
237 Park Avenue, 
New York City

Julie Channing

Andrea Hippeau

Brian Norris

Zak Normandin

VP of marketing, 
Allbirds

Senior VP of direct-
to-consumer sales, 
NBCUniversal

Founder and CEO, 
Iris Nova and 
Dirty Lemon

Principal,
Lerer Hippeau

The rise of 
d-to-c

The success of direct-to-consumer 
marketers has turned the traditional 
retail model on its head as a wave of new 
businesses eats away at big, established 
behemoths. But what will prove 
sustainable in the long run?

Join Ad Age on Sept. 9 to delve into 
how young, agile startups are changing 
retail and explore the challenges and 
opportunities facing the entire industry.

Get your ticket for $299 through Aug. 4. 
This event will sell out!
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The Good Life

A MISSED 
BUS
By Brian Braiker  

Referred to internally as the Type 2, 
you may know this vehicle as the Volk-
swagen bus, Microbus or Kombi, if 
you’re nasty. Volkswagen itself insist-
ed on calling it a “station wagon” for 
years in its advertising. This gorgeous 
model, beloved by the Woodstock 
generation, boasts in this 1965 DDB 
ad that it has “twice as much room as 
most wagons” and that it is “only 9 
inches longer than our sedan.” 

Of course, the real selling point 
here is the view. Or rather, views. All 21 
of them. The possible views here lean 
into nature and, uh, Las Vegas (oh, the 
places you’ll go!), all laid out in a snap-
py grid of modernist quadrangles.

In 2015, scandal arrived at VW’s 
door when the automaker was 
caught installing “defeat devices” on 
vehicles in an apparent attempt to 
evade emissions testing. The crisis 
badly damaged the brand and ran 
directly counter to the company’s de-
cades-long pro-enviroment messag-
ing (not unlike the one in this ad).

Now, four years later, VW, which 
largely avoided addressing the scan-
dal, has been tackling it head on in 
advertising for its forthcoming line 
of eight electric vehicles—including 
a snazzy new bus. A TV spot called 
“Hello Light,” by Johannes Leonardo, 
hearkens to VW’s hippie heyday. Set 
to Simon & Garfunkel’s anthem “The 
Sound of Silence,“ it spins that the 
crisis spurred the company’s electric 
slide. The accompanying text: “In the 
darkness, we found the light.”

The times, they still seem to be 
a-changin’. 
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Calling all advertising, marketing, media and adtech 
industry employees:

• Does your work environment or fellow employees 
motivate you in ways that you never thought possible?

• Is there something about your company’s culture that 
makes it stand out in a positive way?

• Are there things about your workplace that you think 
every company would benefit from knowing?

If you answered “yes” to any of these questions, enter  
Ad Age Best Places to Work 2020 to tell us just how great 
your company is—and save $50 when you do so by August 8!

Call for entries!

Entry deadline: September 9 at 5 p.m. EDT
Learn more at AdAge.com/bptw2020

BEST 
PLACES 
TO WORK
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for  the

prevent
wildfires,

love  of  the 
outdoors.
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