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#ANALOG
47.2%

Respondents who selected “Ads slow
down my browsing experience” as one
of their top three reasons for using an
ad blocker. Concern about malware or
viruses was second-most popular, at
40.6 percent, and “I never click ads”
was third, at 40.3 percent.
source: 2016 Optimal.com/Wells Fargo Consumer
Survey and U.S. Forecast

CAN’T BELIEVE MY EYES

I

magine someone scrolling through Netflix options by swiping the back of their
hand, a Starbucks barista knowing whether a customer will want a hot or iced
coffee depending on the color of her tattoo, or even a BMW owner turning his car
on with a wave of his hand. Thanks to a new innovation from the MIT Media Lab
those scenarios aren’t as far-fetched as they might seem. Working with Microsoft, researchers have developed a process for creating an on-skin digital interface that’s applied
the same way as (and looks just like) a metallic temporary tattoo.
On-skin interfaces aren’t new, but making them has required sophisticated equipment and expensive materials, according to the researchers at MIT. Their process, called
DuoSkin, uses gold leaf, flexible circuitry, and thin tattoo paper to create a durable and
inexpensive capacitive touch controller that can be applied directly to the skin. “Overall,
our process comprises three parts, which users can execute manually or automate with
custom machinery,” the researchers write in their report. Another benefit: users can
custom create the interfaces in whatever shape they want, so long as the design can contain a circuit.
As part of their experiments, the researchers created three main interfaces, including
a 2D touchpad for controlling music on a mobile device, “soft” displays using thermochromic pigments triggered by body heat, and near-field communication (NFC) tags
that transfer data to a digital device based on proximity. The NFC tag required less than
$2.50 worth of materials to make, meaning this new process has the potential for mass
production. Visit ana.net/160901 to watch these temporary tattoos in action.
— Andrew Eitelbach
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$5.2 BILLION

$162 BILLION

2016

2020

source: 2016 IDC Forecast

“Startups are out
to get us. We can
either accept
this or beat
them at their
own game.”
— SHIV SINGH, SVP AND GLOBAL
HEAD OF DIGITAL AND MARKETING
TRANSFORMATION AT VISA, SPEAKING
AT THE 2016 ANA DIGITAL & SOCIAL
MEDIA CONFERENCE IN JULY

TATTOO/JIMMY DAY; BOOK/SHUTTERSTOCK.COM

INNOVATION IS ONLY SKIN DEEP

Worldwide revenues for the
augmented and virtual reality market
are poised for a dramatic rise over the
next four years.

10

Calendar
WHEREVER BOOKS ARE SOLD

The number of employees at Fake Love,
a virtual and augmented reality marketing
design shop recently acquired by the New
York Times Co. to supplement its custom
publishing division, T Brand Studio.

21%

How much soda
consumption has fallen in
Berkeley, Calif., since the
implementation of a local
tax on sugar-sweetened
beverages in March 2015.
source: 2016 American Journal
of Public Health

According to the Financial Times, Amazon,
like a number of online retailers, is
expanding its brick-and-mortar presence
and will open new bookstores in Portland,
Ore., and Chicago next year. Amazon
already has one physical location in Seattle,
and earlier this year revealed plans to open
stores in San Diego and New York City.
Why these locations? A glance at
Amazon’s list of the most well-read U.S.
cities may hold some answers. While New
York didn’t make this year’s list, Seattle
ranks first, followed by Portland second.
San Diego is ranked 10th and Chicago
comes in at No. 17.
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HIGHLY REGULATED BRANDS MUST PLAY BY THE RULES WHEN
CRAFTING MARKETING AND ADVERTISING CAMPAIGNS, BUT THAT
DOESN’T MEAN THEY CAN’T HAVE FUN WHILE DOING SO
BY MATTHEW SCHWARTZ
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T

he marketing team at Mike’s
Hard Lemonade was starting
to put together ideas for a
video to promote the brand’s
new Hard Watermelon Lemonade. Knowing the video
would run on digital media
outlets and social media channels during
the 2016 Memorial Day weekend, the
team wanted to infuse the message with
some summer fun — but it proceeded
with caution.
Mike’s Hard Lemonade contains alcohol, so the brand’s marketing and advertising must adhere to certain regulations
imposed by the Beer Institute, the trade
association of the American brewing
industry. Among the rules, spots for beer-
related beverages cannot show over
consumption and must depict talent that
ANA.NET //

5

appears to be at least 25 years old. “You
have to know what’s off limits, what carries
some risk, and what’s a safe space to play
in,” says Diane Sayler, director of brand
experience at Mike’s Hard Lemonade.
“You look to find a surprising element, or
twist, in a situation.” The video spot for the
brand’s new flavor fit the bill.
Titled “Whack-A-Melon,” the ad stars
a diverse group of Millennial professionals
gathered in an office park, playing a game
of Whack-A-Mole — where the moles
have been replaced by watermelons. When
someone makes a direct hit, watermelon
bits spray the air, slow-mo, as the crowd
jumps for joy with bottles of the new Hard
Watermelon Lemonade in hand.
“We shot [the video] at the end of a
routine workday, when people are worried
about getting home,” Sayler says. “But
then we brought them to this moment,
where they can kick back, and get to after-
work fun a little bit sooner, along with
some refreshment.”
Sayler stresses that Mike’s Hard Lemonade’s marketing executives are all very

well-versed on branding regulations. They
work closely with the company’s compliance team to ensure that all marketing collateral is above board, regulation-wise,
and no aspect of the creative has been left
to chance.
It’s a similar drill at LivWell Enlightened Health, which owns 14 marijuana
dispensaries throughout Colorado, where
pot is legal recreationally. Earlier this year,
for example, the marketing department
6
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created a print ad campaign for THC
Magazine, which caters to the hemp and
cannabis industries.
The ad, portraying a person mountain
biking through lush forest, originally included the text: “Riding the perfect trail is
exhilarating. When you’re done — hang
out with the trees a little longer. Enjoy responsibly.” (The bottom of the ad carries
price points for eighths and ounces of recreational marijuana sold at some of
LivWell’s dispensaries in Colorado.) However, when compliance officers saw the ad
they had marketing change the copy because the phrase “hang out with the trees a
little longer” could be read as encouraging
public consumption of marijuana, which
is forbidden in any marketing or advertising of marijuana products in Colorado,
according to Matthew Givner, director of
marketing at LivWell.
The ad’s revised text reads, “There’s
nothing like the feeling of riding through
the trees. Except for maybe relaxing with
some of ours at home. Enjoy responsibly.”
Adding the words “some of ours at home”
was key to ensuring the ad
would pass regulatory muster. It’s a subtle alteration in
phrasing. But it helps to illustrate the creative challenges
highly regulated companies
face when developing branding and/or marketing campaigns, in which even the
slightest misstep can cost a
company precious credibility
with consumers (not to mention monetary fines).
“There are so many rules and regulations,” says Givner, who points to more
than 150 new or revised regulations for the
Colorado marijuana industry promulgated
in 2015. These rules, which are enforced
by the state’s departments of agriculture,
health, and revenue, include not being able
to refer to marijuana-
infused edibles as
“candy” (because that appeals to children),
and new rules requiring a universal THC

symbol to appear on the packaging of edibles and the edibles themselves, which goes
into effect next month.
The rules and regulations are “pretty
black and white,” Givner says. “The penalties for violating any one of the rules
could be anything from a warning from
the Marijuana Enforcement Division to a
suspension or revocation of our licenses.”

EXTRA VIGILANT
Creating innovative marketing campaigns
is challenging enough. But it’s a bigger
challenge for highly regulated brands to
develop the creative and execute marketing campaigns without running afoul of
regulations. Here, marketers must be extremely cautious regarding precisely what
can be communicated, and how. That’s
why it’s vital that marketing execs work
closely with compliance to nip any potential problems in the bud, as in the case of
LivWell’s lifestyle ad campaign.
Depending on the business sector, such
as financial, health care, insurance, or
pharmaceuticals, brand managers confront a maze of federal and/or state regulations and even industry association
guidance as they start to build the creative
for marketing and advertising campaigns.
However, regulations don’t have to be
creative roadblocks. “The irony is that
marketing efforts can often be just as effective working in a controlled [legal] environment as when you try to push the
envelope,” says Joe Mason, CMO at
Allianz Worldwide Partners, which sells
tuition insurance and travel insurance
that is regulated at the state level. “We
don’t feel we are overly encumbered by
rules and regulations. Instead, we recognize the boundaries and do our best to
work within them to create compelling
marketing campaigns.”
Take the company’s “Easy Partner”
campaign, which debuted in 2015. The
B-to-B campaign, targeting thousands of
travel agents, ran in travel trade publications, such as Travel Agent Magazine and

Travel Weekly, as well as many online
properties targeting the travel industry.
One ad, titled “Easy as Sundae
Morning,” shows a beaming young
girl about to take a spoonful from a
heaping bowl of sprinkled ice cream.
“Enjoy the sweet taste of success with
AgentMax Online,” reads the copy,
which goes on to say, “AgentMax Online puts the award-winning power of
AgentMax in the palm of your hand.
You’ll love the added flexibility of selling
travel insurance anytime, anywhere on
your phone or tablet — making it easier to
reach your business goals.”
“We have very defined processes for all
of our marketing efforts, which include
frequent interactions with our legal and
compliance teams,” Mason says. “In the
case of the Easy Partner campaign, we
worked with them to showcase the benefits of Allianz, which included our AgentMax sales tool and educational materials
for prospective agents. Such a campaign
was very straightforward, whereby there
was a clean, clear value proposition to a
very specific audience.”
Indeed, for highly regulated companies,
half the marketing battle is not to get
bogged down on what’s acceptable in communications, be it the labeling attached to
products and/or services or casting a TV
commercial. It’s beneficial for marketers to
discuss the regulatory outlook “upstream,
rather than downstream” to avoid any unpleasant surprises once the campaign is in
full swing, says Jamie Moldafsky, CMO at
Wells Fargo. “It’s a philosophical conversation you have first, and then you work your
way through it.”
Moldafsky says that regulations help to
inform the bank’s overall marketing communications, including a series of branding ads running this year promoting the
bank’s security services. In one spot, for
example, two pals belly up to a juice bar
when one of the guys gets a text message
from Wells Fargo on his smartphone alerting him about suspicious account activity.

FOR HIGHLY
REGULATED
COMPANIES, HALF
THE MARKETING
BATTLE IS NOT
TO GET BOGGED
DOWN ON WHAT’S
ACCEPTABLE IN YOUR
COMMUNICATIONS.
His pal eggs him on to commence drinking, but it only takes a second for the first
fellow to send a text back confirming the
purchase in question before they resume
with their drinks.
“It was a desire to assure customers
that we have their security interests at
heart,” Moldafsky says. “We wanted to be
very respectful in how we show that to our
customers, not over-promise, and be very
transparent about it, and that made regulators very happy because this is a topic they
care very passionately about.”

INTEGRATED APPROACH
Despite ever-developing changes in marketing and the growing influence of social
media platforms, brand managers working for highly regulated companies need
to stick to the fundamentals.
“The same regulations apply to the
traditional marketing world — radio ads,
newspaper ads, direct mail — as to the
digital marketing space,” says C. Michael
Zabel, group VP of corporate communication at M&T Bank, a Buffalo, N.Y.–
based bank that owns more than 800
branches throughout the Northeast and
Mid-Atlantic regions. The bank is regulated by the Federal Reserve and the
Financial Industry Regulatory Authority,
among others. “What makes digital different is our customers increasingly expect a
certain amount of interactive experience,
which we can provide via online and social
media, but then there’s more room for
potential violations and less room to take
your time,” he says.

To get the word out
faster — but ensure it sticks
to the regulatory guardrails
— M&T Bank has been increasing the amount of information and content that
it pre-approves for online
marketing and advertising
purposes. The bank continues to bolster its traditional
marketing campaigns with
digital messaging, as well.
For instance, leading up to the bank’s
acquisition of Paramus, N.J.–based Hudson City Bancorp in late 2015, M&T deployed a microsite to supplement print,
TV, and radio spots promoting the transaction and how it benefits its new customers and prospects in the New Jersey
area. The microsite was promoted via
both M&T’s traditional and digital advertising and featured localized content
and videos of customer testimonials.
Jacqueline Kotek, partner and managing director at the integrated communications and marketing firm Peppercomm,
who works with several highly regulated
brands, including M&T Bank, says financial services companies understand there’s
a growing need to craft integrated marketing messages despite regulatory limitations.
“You’re starting to see [highly regulated]
companies moving toward a marketing
strategy that drives content across all channels,” she says.
Lincoln Financial Group (LFG), which
sells insurance and financial-related investment products and is regulated at the
federal and state levels, used omnichannel
marketing for its 2014 campaign plugging its employer-sponsored retirement
plan for Franciscan Missionaries of Our
Lady Health System (FMOLHS), a Baton
Rouge, La.–based hospital system with
13,000-plus employees.
“When we look at omnichannel it
means we have to think about different
regulations that apply across all channels
that apply to the company,” says Jamie
ANA.NET //
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Ohl, president of Retirement Plan Services
at LFG. “Our opportunity is to make the
message easy, simple to understand, and
aligned with regulations. As we do that, we
become more successful.”
In order to spur participation in the
plan among the hospital’s Millennial employees — many of whom were reluctant
to sign up — the campaign ran a video
contest featuring some of the hospital’s
workers answering questions about why
retirement is so important, with some of
the responses delivered in a humorous
vein. “We wanted to use a medium that
would really engage Millennials about a
subject they don’t typically engage in: retirement planning,” Ohl says.
More than 60 employees submitted
video clips, and more than 200 people
voted on their favorite ones. LFG’s marketing unit selected 11 of the videos and
worked with compliance officers to review the videos selected for the campaign
and make sure no content violated any
regulations.
The video was emailed to employees
and shown at the FMOLHS benefits fair.
In addition, LFG retirement consultants
on site at the hospital presented the video
via iPads to employees who had questions
about the retirement program.
The campaign, which was blended
with postcards displayed at the benefits fair
and in HR offices, provided solid returns.
When the five-month campaign ended in
December 2014 there was a 25 percent
spike among Millennial employees enrolled in FMOLHS’s LFG retirement
plan, according to Ohl.
“With the Franciscan Missionaries of
Our Lady Health System, our [marketing] team looked at the regulations that
exist as something that forced them to be
more thoughtful and creative about how
they could reach Millennials,” Ohl says.
“Marketing works closely with our compliance department through every step of
the process, to ensure that how we are
approaching the campaign is within the
8
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5 Takeaways for Marketing in
Highly Regulated Industries

1

Work closely with your compliance
department. Senior marketers should
consider the compliance department an
extension of marketing (and, ideally, vice
versa). Constant communication between
the two departments is vital to making
sure any branding efforts don’t run afoul
of regulations.

2

Follow the regulatory track. Having a
strong bond with compliance aside, the
onus is on senior marketers to stay attuned
to changes in the regulatory landscape and
be mindful of the delineations, which can
be subtle, in terms of what can be
communicated, how, and the language
therein.

3

Stay within your creative sandbox. When

creating branding campaigns marketers
need to know the regulatory boundaries and
what’s a safe place to play in.

4

Think long term. As they develop
creative and communicate via new
platforms, brand managers need to think
about how the regulatory landscape is
changing in relation to market forces.

5

Conduct competitive analysis. Gauging
what competitors are doing to get
their message out gives brand managers
a comfort level about accepted business
practices for highly regulated brands.

— M.S.

bounds of the regulatory framework that
exists.”

EMOTIONAL RESCUE
Messaging that is straightforward and easy
to absorb is crucial for CMOs and brand
managers working for highly regulated
companies. Giving the message an emotional core can also mitigate any regulatory
issues, particularly among B-to-B brands.
MSD Animal Health, a subsidiary of
Merck & Co., took an emotional path
when in 2015 the company introduced a
rebranding campaign for Bravecto, an
oral chew for dogs and a topical drop for
cats that protects from fleas and ticks for

up to 12 weeks (as opposed to monthly
protection by most similar products).
The previous branding campaign for
Bravecto took a functional approach to the
messaging and MSD Animal Health was
eager to switch creative gears. “I said to
my ad agency, ‘Go wild, and don’t think
about pharmaceuticals,’” says Karin Jager,
global marketing director at MSD Animal
Health, which is regulated by the Food
and Drug Administration. “Our goal with
Bravecto is to become the world’s preferred brand for flea and tick control in
dogs and cats,” Jager says. “To do this we
had to make sure to connect with different
audiences while delivering the same
brand message. Our audiences include
dog and cat parents, veterinarians, veterinary staff, pet shop owners, and staff, but
they all have one thing in common: they
love animals.”
The global campaign, “Expect the
Extraordinary,” features “extraordinary
moments” between people and their beloved animals. One banner ad, for instance, shows a bearded, tattooed biker
gazing into the eyes of a beautiful gray
kitty nestled on his shoulder. “Dare to
Provide the Extraordinary to Cats,”
reads the headline.
The campaign, which also includes
technical but easy-to-digest information
about the product, has been distributed
via direct mail to veterinarians throughout the world. Banner ads and signage
plugging the message have appeared at
various events catering to pet care.
Jager says giving the message an emotional core made developing the creative
easier. That helped the message travel well.
“We localize the touchpoints [to comply with regulations from different countries],” she adds, “but it’s the same message,
which is the strong feelings that people
have for their dogs and cats.” Perhaps
most important, the creative theme provided the marketing team with that
all-important comfort that the campaign
was regulatorily sound.

SPECIAL SECTION

FRAGMENTATION, DATA, AND THE
FUTURE OF TELEVISION ADVERTISING

BRANDS ARE TUNING IN TO TV AGAIN,
AND WHILE THE FORMAT IS STILL A PRIME WAY TO
ACQUIRE CUSTOMERS, MARKETERS WILL NEED
A NEW ALLOCATION STRATEGY TO MAXIMIZE REACH
CONTRIBUTED BY MICHAEL ZIMBALIST
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WHEN THE CHARACTERS MARTY
McFLY AND DOC BROWN SET OFF
FOR THE FUTURE IN BACK TO THE
FUTURE PART 2 IT WAS OCTOBER
1985 AND THE MOST POPULAR
PROGRAM ON TELEVISION WAS
NBC’S THE COSBY SHOW, WITH A
RATING OF JUST UNDER 34. HAD
THE TWO TIME TRAVELERS FLICKED
ON THE TV AT THEIR DESTINATION
30 YEARS IN THEIR FUTURE, THEY
WOULD HAVE FOUND 2015’S MOST
POPULAR SHOW, THE BIG BANG
THEORY ON CBS, HAD A RATING OF
ONLY SEVEN.
Old news to many of us is the precipitous decline in primetime ratings over
the past three decades. New news, perhaps, is that this does not imply that
viewers have abandoned TV. To the
contrary, TV viewership remains rock
solid, with the average adult logging 4.5
hours of live TV per week, down only
1 percent year-over-year, according to the
“Q1 2016 Nielsen Total Audience Report.” In fact, declines in ratings have
been largely confined to the top-rated
shows. What has unquestionably changed,
however, is the underlying dynamics of
TV viewing. There is simply much more
to watch on TV than ever before. In
talking to the New York Times about how
10
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coverage of the Olympics has changed
over the years, Brian Roberts, CEO at
Comcast NBCUniversal, made this point
vividly: “Twenty years ago, there was
something like 170 hours of live content
on one channel. Now we’ll have 6,800
hours on 11 channels, and up to 41 live
streams. So that’s effectively 52 channels
with 6,800 hours versus one channel
with 170 hours.”
Think about it: There was only one
TV network with one channel broadcasting the Olympics 20 years ago; this
year there was still one network but with
11 channels. Between then and now
there’s been a blossoming of television
channels and offerings that have

dynamically changed traditional TV
viewing habits, but marketers often overlook the fragmentation that has occurred
within the walled garden of linear TV.
Why? Because at the same time TV was
expanding, digital media had burst onto
the scene — first through PCs and then
smartphones — diverting our time and
attention, and fragmenting viewership
still further.
Lured by the presence of young audiences, the innovative creative opportunities, and the promise of more precise
measurement, America’s top advertisers
moved money into digital media, slowly
at first, and then in a torrent. There was,
to say the least, an irrational exuberance
for the digital investment before its contribution to sales and business outcomes
could be quantitatively assessed. And in
that fervor of over-investment, digital
advertising — especially for mobile —
grew to become saturated. Not enough
audience and too much demand had
sent prices upward, diminishing the return on ad spend.
Now, the tables have turned.
On August 9, 2016 the Wall Street
Journal reported that P&G is scaling back
its investment on Facebook. As Marc
Pritchard, the global marketing and

SPECIAL SECTION

brand building officer at P&G, told the
paper, “We targeted too much, and we
went too narrow, and now we’re looking
at: What is the best way to get the most
reach but also the right precision?”
The fundamental issue is reach.
Brands simply cannot reach enough
people fast enough using digital media
to drive the volume of sales that consumer brands need in order to grow. As
Rich Lehrfeld, SVP of global brand
marketing and communications at
American Express recently remarked to
Ad Age, “When we run a heavy TV
schedule, we see a lift in sales and product awareness. We need to run two
weeks of digital to get the reach of one
day of broadcast.”

THE TV BOUNCE-BACK
By all indications, America’s top advertisers have woken up and realized that they
have probably been under-investing in
TV over the past few years. According to
a recent analysis by Morgan Stanley, the
top 100 marketers spent 1 percent more
on TV advertising in the first quarter of
2016 compared to the same quarter last
year. That compares to a 2 percent decline in their combined TV ad spend for
all of last year.
And for those who have wisely shifted
money back to TV, the results are impressive. In June 2016, Standard Media
Index (SMI) and Bill Harvey Consulting
released an Advertising Research Foundation peer–reviewed study of the relationship between media spend and sales
among 29 of the top 100 advertisers.
Their results showed a strong correlation between increased TV spending
and increased sales. Specifically, advertisers with the fastest-growing sales in
the study have been increasing TV
spend an average of 25.8 percent since
2014, and their sales grew 14.6 percent
over that period. The SMI study also
showed that advertisers in the CPG category who increased their TV ad spend

Q&A WITH TRISH MUELLER
FORMER CMO AT THE HOME DEPOT

Q
A

From your perspective as the former CMO of a big box retailer with a
growing e-commerce business, describe all the different jobs TV advertising did for you.
Television is a brand builder, an awareness builder, and a traffic driver,
even with the growth of digital advertising and online video. Television
viewing continues to change, but within key programs, targeting specific
audiences, it is still a great way to get your brand and products in front of
the customer. In addition, that awareness also drives search behavior and
further engagement with the brand across multiple devices after seeing
the TV ad.
One area that is often overlooked for leverage of TV ads is your internal
customers. TV advertising can become a rallying cry for store associates and
stakeholders inside your corporate offices. Sharing it with them before the
ad runs publicly can generate tremendous excitement and engagement, as
well as adoption of new product launches. Giving internal stakeholders an
advance look at TV ads and related content helps make your front line more
knowledgeable and engaged to drive success in the aisles.

Q
A

In what ways have digital media and marketing changed the way you
think about traditional TV advertising?
I now expect TV ads to work much harder than I did even a couple of
years ago. Content in TV spots should be expandable for an online
experience, particularly as we see set-top TVs moving to smart devices —
and ads moving onto digital platforms as pre-roll or digital video placements on key platforms. If the customer wants more information or to
engage with the brand, TV ads must be able to connect and deliver a
deeper experience. This takes planning when ads are produced.
In addition, formatting of TV ads has to be thought through. TV spots
served on a handheld device are smaller and are often viewed in a vertical
format, with the sound off. The spots have to tell the story without sound, and
without the ability to read small type — and they also need to be interactive
to allow deeper engagement on the mobile device, in particular. We used to
put URLs in ads years ago — can you imagine trying to interact with one of
those on your phone today?
I think the days of the network upfront are numbered. With the options
available to target effectively in real time, why would anyone commit substantial resources that far in advance and pay a premium to do it? The big
networks have a problem they’re happy to let marketers pay for, and it’s
time to hold them responsible for being better partners, with rational
CPMs and up-to-date targeting techniques.


continued on page 12
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Q
A

Marketers have access to more customer data than ever before. How can
we use that to become better marketers?
We should be using data to avoid serving irrelevant content to consumers,
and to avoid wasting money serving those ads. Leveraging what we know
expands to partnering with others to source the right audiences who are most
likely to be interested in the messages we want to share. I would never answer
the door today to someone if they were trying to sell me something I wasn’t
interested in, so why would any marketer want to spend money to do that digitally, and risk annoying customers?
The power of using our own data and partnering with others to target
messaging allows us to close more sales by being useful to our customers, as
opposed to disruptive. Data should also be used continuously after the fact
to optimize which customers are responding, to fine tune the messages, how
they are delivered, and where. If people don’t engage with online video in
specific formats and on certain platforms, we should test and learn why — is
it the platform, the format, or the content? In each case, we can do a better
job if we study the test results.
Data should be used to remove “gut” from spending on nonproductive platforms. If your returns are low in a channel, cut it loose and get those dollars
working somewhere else.

Q
A

Audiences are fragmented across more channels and devices than ever
before. What’s the best strategy for reaching through all this complexity?
I always start with the customer, and determine the best way to make the
brand and product useful to them, in the places — channels and platforms — they frequent. I remain passionate about following the behavior, not
a segment label, and believe it’s important to go deep versus broad in targeting. In 2016 it’s irresponsible to use adults 25 to 54 as a target audience.
Marketers must have a clearer understanding of who is most likely to be
interested in their product. Merchants want their message in front of as many
customers as possible, but not those that don’t need or want the product.
This requires marketers to be more thoughtful when writing creative briefs for
ad agencies and creatives. Imagine how different your message would be if
you moved from broad to sniper-sharp targeting.
It’s also important to understand the platforms and channels you plan to
reach those customers on, so you’re not producing content that will never
be needed, or missing key content that would help customers convert to a
sale. I think the digital world has us running so fast we don’t always take
the time to stop and think through the desired outcome, what the messages
ought to be, and where we need to put them to effectively achieve that. I
prefer to thoughtfully begin with the end in mind and work back from there.
Finally, you don’t need to be everywhere every day to reach your audience.
I have seen some siloed channel communications be as effective as multichannel campaigns — it all depends on what you have to say and who you
need to say it to. 
— M.Z.
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saw a return of $4.68 for each dollar
added back to TV.
Conversely, a March 2016 study by
TiVo Research and 84.51°, a customer
engagement consultancy, found that
when 15 random CPG brands lowered
TV spend, 11 saw sales decline. For every
dollar removed from TV ad spend, those
11 brands suffered $3 in lost sales, the
study found.
The verdict is in. Digital media simply
does not have the capacity to reach
enough people fast enough to satisfy the
needs of most mass marketers, and that’s
why there’s been a return to television advertising. But the TV bounce-back will be
short-lived if marketers do not acknowledge that fragmentation within the linear
TV ecosystem requires a reappraisal of
how they allocate their TV budget.
Recall that in 1996 the Olympics was
broadcast on a single linear channel.
This year it was broadcast on 11 channels. The dramatic change in TV viewing dynamics is fueled by other factors,
too: The number of households with
three or more TVs has nearly tripled
since 1985, according to Nielsen; in the
U.S., more people work from home than
have in past decades, according to U.S.
Bureau of Labor Statistics, and thus have
more occasions to watch in dayparts other
than prime time; and, of course, there are
many more channels to watch, meaning
audiences are spread like peanut butter
across hundreds of networks and thousands of shows. Today, 65 percent of TV
viewing takes place on shows that have a
rating of 0.5 or less. There are 156 networks measured by Nielsen and an astonishing 133 so-called “dark networks” that
aren’t measured at all.
So, what’s the right way to think about
allocating TV budget amid all this fragmentation? The key for marketers is to
adopt an audience strategy on television.
Audience targeting on digital has become axiomatic. When advertisers invest
in digital, they recognize that context

SPECIAL SECTION

matters, but audiences matter even
more, so digital planning focuses
on maximizing reach against the
target audience and continuously
optimizing based on observed
results.
TV investment isn’t quite the
same. Advertisers are more focused
on containing costs than they are
on reach and results. Taking the
digital approach to television, and
targeting audiences rather than
buying context is a relatively new
idea. Advertisers still rely on contextual buying and negotiating for
a lower cost per point. It’s telling
that even though there are 289 networks, the most advanced media
plans today use 25 to 50 networks,
and some use even fewer. Reach
becomes the victim of this old fashioned approach.
How best, then, to maximize
reach in the fragmented landscape
of linear television?

OPTIMIZING REACH
The gross rating point (GRP) still stands as
both the currency for transacting TV buys
and the measure of delivery, but so much
has changed. The product of reach times
frequency, GRP is a simple equation. What
is not so simple is to understand how audience fragmentation has affected the GRP.
To illustrate its effect, assume that “rating”
is equivalent to “reach,” that we are targeting one show, on one network, and that the
audience watches that show from beginning to end. Suppose that an advertiser
was seeking 100 GRPs. They could buy a
spot in a show with a rating of 10 and
reach each of its viewers 10 times (frequency of 10). But in the age of fragmentation few shows have a 10 rating. To get
100 GRPs in a show with a five rating,
they’d have to deliver a frequency of 20.
When the reach of the spot goes down to
two, the frequency is a whopping 50 for
those same 100 GRPs.

WASTE NOT WANT NOT
Reach-based planning dramatically improves the outcomes of any campaign.
This is especially true for TV, where advertisers still plan and evaluate their
campaigns based on gross rating points (GRPs). To illustrate this point, Simulmedia analyzed two different media schedules for the same product, the optimal
frequency for which was determined to be 10.
In the first schedule, based on contextual buying
using targets identified by age and demographic
information, only 52 percent of impressions fell
within the optimal frequency. Forty-eight percent
were wasted impressions.
In contrast, the other schedule utilized reach
optimization and used a predictive model to
estimate the probability that any viewer in the target
audience would tune in to a particular spot and then
algorithmically selected placements that maximized
the sum of those probabilities. Built to buy the
target audience — proven users of the product —
across all TV, irrespective of context, only 6.5 percent
of the total impressions were delivered outside the
range of optimal frequency. A full 93.5 percent of
impressions for the reach-optimized schedule fell
within the optimal frequency. 
— M.Z.

Granted, the assumptions in this calculation are fantastical, but they are similar to the assumptions marketers make
when conflating reach goals with GRP
goals. TV planning methodologies based
primarily on delivering GRPs will all suffer from this problem: They’ll deliver too
much frequency at the expense of reach.
And less reach means fewer customers,
plain and simple.
The key for TV advertisers today is to
maximize the reach to a target and minimize unwanted frequency. This requires
new and better planning tools — tools that
can take advantage of predictive analytics
to find where audiences will be in the future, not just where they’ve been in the
past. Big data holds the key. With accessibility to set-top boxes, second-by-second
viewing patterns can be analyzed across
millions of homes. Observed behaviors
can feed machine learning models to predict where viewers will be watching with

48%

52%

CONTEXTUAL OPTIMIZED
6.5%
93.5%

REACH OPTIMIZED
OPTIMAL IMPRESSIONS
WASTED IMPRESSIONS

greater precision than ever before. These
predictions can range across all networks,
measured and unmeasured. (See “Waste
Not Want Not,” above.)
TV does a variety of jobs for a marketer. One of the most important jobs is
to reach as many prospective buyers of
the marketer’s product or service as possible. More reach equals more customers.
Audience targeting on linear TV is a
strategy designed for the fragmented media ecosystem of today. It’s a complement to contextual buying, designed to
optimize the reach of the total media
plan. One doesn’t need a time-traveling
DeLorean to know the past is not where
we need to go for answers. All we need
are data, software, and science to bring
TV advertising into its future.
Michael Zimbalist is the CMO at Simulmedia,
a performance television company. You can email
him at mz@simulmedia.com.
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SHOOTING FOR THE

ST RS
Three keys to finding the best celebrity endorsement for your brand
BY RYAN DINGER

T

wo years ago, the Lincoln Motor Co. needed help. Following a long skid, the Dearborn, Mich.–based luxury
car company was coming off a reported 32-year low in
sales. Once considered a leader of the American car
industry, the brand had become an afterthought for consumers.
It needed a new positioning, one that would resonate with car
buyers and reestablish Lincoln as a top auto brand.
14
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A lifeline came in the form of a fresh campaign called “Live
in Your Moment,” featuring Academy Award–winning actor
Matthew McConaughey. The campaign, anchored by three TV
spots produced by the New York–based ad agency Hudson
Rouge and directed by Nicolas Winding Refn, the Danish auteur behind Drive, is propelled by a tense quiet that’s a departure
from the cacophony so common in TV advertising.

SHUTTERSTOCK.COM

Each spot features bouts of silence
and a pensive McConaughey behind the
wheel, pontificating on a number of abstract topics as he cruises around Texas
in a Lincoln MKC. They were viewed as
a massive success, spurring social media
attention and parodies from both Ellen
DeGeneres and Saturday Night Live, and
helping to boost Lincoln’s overall sales
volume by 16 percent in 2014, according
to Hudson Rouge. The MKC’s bump in
sales after the spots debuted in 2014 was
significant, rising from 1,763 units in September of that year to 2,197 in October a
month later, according to the Ford Motor
Co., which owns Lincoln.
The campaign had an undeniable lure,
lauded for its authenticity and lack of a
hard sales pitch. Each spot was unscripted,
with Refn feeding McConaughey loose
storylines for the actor to riff off of before
each take. Most importantly, the Texas-
born actor seemed at home in the car.
“I’ve been driving a Lincoln since long
before anybody paid me to drive one,”
McConaughey says in one spot, and he
seems to mean it. “I’m telling the truth …
I drive a Lincoln,” he told Larry King
when he appeared on Larry King Now in
the fall of 2014, shortly after the ads
debuted.
With all the positive press and the sales
bump to match, Lincoln and Hudson
Rouge were able to create a campaign
that now stands as a testament for how
powerful a celebrity endorsement can be
for a brand — when it is executed properly. Proper execution, however, is not
always the easiest thing to achieve. To
ensure your next venture into celebrity
endorsements is a hit rather than a miss,
here are three things to keep in mind.

1

CHOOSE AUTHENTICITY
Not all celebrity endorsements have the
positive impact that McConaughey’s has

had on Lincoln. In fact, for consumers
they often have the exact opposite effect,
coming off as a contrived form of corporate pandering. The “Nielsen Global Survey of Trust in Advertising,” which was
conducted over Q1 of 2013, polled more
than 29,000 consumers across six continents and found that only 12 percent of
respondents listed celebrity endorsements
as a form of advertising that resonated
with them the most. Plugs from stars fell
behind humor (47 percent), real-life situations (46 percent), and sexual scenarios
(14 percent) in terms of effectiveness.
Endorsements from athletes were even
less impactful, logging a paltry 8 percent
among those polled.
Perhaps worse, many consumers do
not trust ads with celebrity endorsements.
According to a study conducted by The
Boston Consulting Group over the course
of 2013, just 15 percent of Americans
find such endorsements to be trustworthy.
Only Brazil and China reported higher
percentages on this front at 17 percent
and 21 percent, respectively.
When viewing these numbers and
considering the sometimes exorbitant
cost associated with hiring a star — Kim
Kardashian reportedly asks for more
than $200,000 for one brand-sponsored
social post, for instance — it becomes
clear that the world of celebrity endorsements is one wrought with danger for advertisers. So why bother?
“I think if it’s done right, there can be
tremendous value,” says Thomas Burk
hardt, SVP of global brands, marketing,
and design at New York–based Marchon
Eyewear. Over the course of his career,
Burkhardt has worked with a number of
celebrity talents, including Ryan Reynolds
and Maggie Gyllenhaal. “The amplifying
effect you can get in terms of the immediacy of your message, the effectiveness
of the campaign, and the PR you can get
can very much justify it.”
To Burkhardt’s point, there is some
demonstrable value in getting a big name

in bed with your brand. Tap a celebrity
who is recently coming off a career triumph (i.e., Michael Phelps winning his
23rd Olympic gold medal, for example),
and that value grows even larger.
The key, says Burkhardt, is to start with
a strong idea, rather than a particular
celebrity.
“It’s very rare that you start with a
particular person in mind,” he says. “You
usually want to start with the advertising
idea. And then you see whether a spokesperson adds value or can bring something more to the campaign.”

2
FOCUS ON CHEMISTRY
Once a brand finalizes the marketing
idea around which it will build a campaign, it’s time to explore the possibility
of a celebrity endorsement — but not
before. It should be a rule for the internal
marketing team and their agency partners to make no mention of a celebrity or
public figure on any preliminary document, Burkhardt notes. That includes
scripts, storyboards, and creative briefs.
Instead, he suggests using vague terms
like “in the style of ” or “similar to” without ever mentioning a person as actually
appearing. The reason, he says, is twofold. First, it avoids a situation where a
decision maker falls in love with one particular person and insists that he or she be
the face of the campaign. This mentality
is negotiation poison, as you’ve now lost
the ability to walk away from the bargaining table when the price tag rises above
the initial budget. More importantly,
however, the reason is to avoid a sticky
legal situation.
“I had a situation where a client used
a celebrity lookalike in a commercial,”
says Nancy Schroeder, VP and senior
broadcast consultant at Ernst-Van Praag
Inc., an advertising production consultancy based in Boca Raton, Fla. “Sure
ANA.NET //
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enough, they got sued, and they
that will be required, and the
had the original celebrity’s name
need for the celebrity to do
on a script. In court, that shows
some press.
intent.”
“Involve all of the stakeWhen it does come time to find
holders at your organization in
the right celebrity, the No. 1 thing
these decisions,” Schroeder says.
to look for, according to Bruno
“Be sure you ask everyone if
Gralpois, co-founder and principal
there is something they may
at Agency Mania Solutions, an Lincoln’s “Bull,” one of the first ads featuring Matthew
need from the campaign at
McConaughey,
drew
attention
for
its
use
of
tense
quiet.
agency relationship management
some point. Even if it’s somefirm based in Seattle, is chemistry
thing not in the original deal,
between the brand and the personality. payment for services rendered. There will you can still have options for it.”
“You’re looking for compatibility,” he says. likely be SAG-AFTRA costs for pension
Having a couple built-in press days is
“Do you and the celebrity share the same and health, hidden costs for celebrity particularly important, as the PR that
brand personality? Will it come as a cred- amenities, and the cost of travel for the can result from these types of events can
ible partnership and will it propel the talent, even including provisions for the often be very valuable. Burkhardt shared
company’s brand forward?”
star’s entourage, depending on the per- an anecdote from his time working at
This mentality helps narrow the scope son. This is where having multiple op- P&G Prestige when he oversaw the
of who a marketer should be targeting for tions becomes important. If a brand’s HUGO BOSS global fragrance license
a campaign. For example, a boisterous first option is too expensive, there’s al- and Ryan Reynolds became the face of
and loud personality probably wouldn’t ways plan B.
BOSS Bottled men’s fragrances in 2009.
have made a lot of sense for Lincoln’s
Most importantly, say experts, it’s in a Hired for his chiseled good looks and
“Live in Your Moment” campaign. Luck- brand’s best interest to hire an outside ne- masculinity, Reynolds brought so much
ily for advertisers, there are resources for gotiator with experience in brokering more to the press opportunities. “In press
brands to determine how a celebrity is these types of deals. “The reality is any- meetings, he turned out to be a stand-up
perceived publicly.
body can find out who represents a celeb- comedian,” Burkhardt says. “He basically
One such resource is Q Score, an on- rity and pick up the phone,” says Jeff had our guests, customers, and media
line database that scores the public percep- Chown, president of the celebrity acqui- rolling on the floor with laughter. It ended
tion of thousands of media personalities, sition practice at The Marketing Arm, a up being so much more than we had ever
including actors, athletes, musicians, and Texas-based promotions, sports, digital, asked for or expected.”
even cartoon characters. Resources like and entertainment agency. “That doesn’t
More than anything, the main goal
this help brands to narrow down their mean they’ll get a good deal or that they when crafting the campaign and the
preferences, compiling a short list of pos- know all the potential land mines out spokesperson deal should be to ensure
sibilities for a campaign. Once there’s a there and how to avoid them.”
that both the celebrity and your brand
list of possible candidates, it’s time to hit
According to Chown, many of these have a positive experience. This makes
the bargaining table.
land mines often have to do with SAG’s success all the more likely, but also puts
collective bargaining agreement. Factors the brand on solid footing should it want
like allocation, the timeline for payment, to work with another celebrity in the fuwhether or not the shoot will operate ture. It’s important to keep in mind that in
within the union, the talent’s age, and this space, agents talk with each other and
KNOW YOUR TERMS
how to appropriately void the contract reputation can go a long way.
It seems like a no-brainer, but the first should the celebrity have a PR issue, can
“The universe of agents and the peothing to do before approaching a celebri- all present potential problems for a brand ple they represent is small, particularly in
ty talent is set a budget. “When you’re when negotiating the contract.
Hollywood,” Burkhardt says. “You want
preparing an estimate for a negotiation,
Beyond the legalese, it’s also impera- to make sure both the celebrity and the
put the absolute max that you’re willing tive for a brand to maximize the work of representative see it as a positive experito spend on that estimate,” Schroeder the celebrity. Brands should consider ence. So the next time you come knocksays. When creating this budget, there how the celebrity will interact on social ing on their door, you can continue where
are several things to consider beyond the media, the number of public appearances you left off.”
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Great Expectations
IN AUGUST, the ANA and the ANA’s
Alliance for Family Entertainment
launched the website for “See Her,” a new
initiative that aims to achieve a consistently
accurate portrayal of women and girls in
media by 2020. While hardly the first of
such initiatives, See Her’s existence speaks
to the changing mindset of the American
consumer, which is indicative of changes to
in the population itself. In 2013, for instance, analysis of census data by Pew Research Center found that women were the
sole or primary breadwinners in 40 percent of U.S. households with children under 18; that number in 1960 was only 11
percent. A separate study by Pew Research
shows the nuclear family in the U.S. has
reached its half-life — 46 percent of families in 2014 had two married parents in
their first marriage; that number sat at 73
percent in 1960. This year a study by YouGov and Johnson & Johnson’s BabyCenter
found that 40 percent of families reflect
modern types, including single-parent
households, cohabiting parents, LGBT
parents, mixed-race parents, and households with a stay-at-home dad.
The U.S. population is changing, and
the makeup of key consumer segments —
and how they expect to be treated — is
changing right along with it.
As recently as 2014, according to a
study by The CMO Council and Geo
scape, 49 percent of senior marketing
leaders did not have a multicultural marketing initiative in place. As demographics continue to change, consumers are
expecting more diverse representation in
advertising, be it racial or based on gender
or sexual orientation, and brands will
need to deliver.
Here’s a closer look at several different
groups who wield some of the highest
purchasing power in the U.S., and what
they want from brands. — Urey Onuoha

Then Versus Wow

92

By 2060, the racial breakdown of the U.S. population will
change dramatically.
2014

WHITE

2060

62.1%

42.6%
17.6%

HISPANIC

29.3%

12.7% 14.7%

AFRICAN-AMERICAN
ASIAN-AMERICAN

5.0%

8.2%

OTHER/TWO OR MORE RACES

4.3%

8.2%

Percent of total U.S. population
growth between 2000 and 2014
that came from multicultural
groups.
source: 2015 Nielsen Report

$884 billion

The purchasing power of LGBT
adults in the U.S. in 2014.

source: U.S. Census Bureau
Note: Totals exceed 100 percent because of overlap for Hispanics of
mixed race

source: 2015 Witeck Communications

56.7 million

8 in 10

Americans who believe showing LGBT people in ads
“simply reflects the reality of society today.”

Number of people who selfreported a disability in 2010.
That’s 19 percent of the U.S.
population.

source: 2014 J. Walter Thompson Worldwide

source: 2012 U.S. Census Bureau

80%

54%

2 in5

Parents who say they like
seeing diverse families in ads.
source: 2016 YouGov and
BabyCenter

Millennial parents who will
purchase products from
companies that feature diverse
families in their ads.

Millennials who would choose an
equality-focused brand over a
competitor.
source: 2014 Google Consumer Survey

source: 2016 YouGov and
BabyCenter

On the Rise

The Breakouts

The purchasing power of U.S. multicultural
consumers has grown exponentially.

Buying power and potential growth of the top three
U.S. multicultural consumer segments:

YEAR

PURCHASING POWER

1990

$661 BILLION

2014

$3.4 TRILLION

2015

2020

HISPANICS

$1.3
TRILLION

$1.7
TRILLION

AFRICAN-AMERICANS

$1.2
TRILLION

$1.4
TRILLION

ASIAN-AMERICANS

$825
TRILLION

$1.1
TRILLION

source: 2015 Nielsen report

73

Percent of U.S. spending
controlled by women.
source: 2015 Nielsen Report

source: 2015 Terry College Multicultural Economy Report
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2016 ANA

Multicultural Marketing & Diversity Conference
presented by
October 9–11

|

JW Marriott Los Angeles at L.A. Live

|

Los Angeles, Calif.

Learn from top client-side multicultural marketing professionals and key industry experts as they explain how to optimize
multicultural media spend, reach the new transcultural mainstream, accelerate diversity and inclusion, employ a total
market approach, and much more. This is the go-to event to discuss and debate industry issues, network, and celebrate.
CONFIRMED SPEAKERS INCLUDE:

Dionne Colvin

Rick Gomez

Alicia Enciso

Ivan Pollard

Michael Sprague

Director of Marketing Strategy
and Performance

Senior Vice President
of Marketing

President, Beverages Division

Senior Vice President of
Strategic Marketing

Chief Operating Officer and
Executive Vice President

Toyota Motor Sales

Target

The Coca-Cola Company

Kia Motors America

Nestlé USA

For more speakers, additional information, or to register, visit www.ana.net/16multi.

