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NEW & OLD

1 was recently in Denmark attending a Connect
Alliance meeting which discussed “Print in a Digital
World.” One speaker, Nokia’s Harry Santamaki, with

the forward-looking title of VVP-media industry—
multimedia global, surprised the audience by stating
that Nokia is the world’ biggest camera manufacturer.
In fact, according to a new Nokia study in 11
countries, 44% of those between the ages 15 and 34
use their mobile as their primary camera. And an
amazing 67% expect their mobile to replace their
MP3 player.

Santamaki is currently based in New York, working on
a pilot program to offer free content via WiFi through
the New York City Parks system. A large part of that
content will come from The New York Times. This pilot
will be expanded to one European and one Asian
market later this year. And at this juncture,

the media owners have the right to figure

out suitable advertising options.

Yes, definitions of what is local or global are certainly
changing in large part due to the Internet. This is no
question that content is still key; however, we are
increasingly seeing it delivered on any variation of
screens that matches a consumer’ need for instant
demand—whether via monitors, mobiles, PDAs, iPods,
plasmas, or even in elevators.

According to MediaPost, the latest media enthusiasm is
for digital out-of-home or place-based television,
which features networked screens in stores, health

clubs, office buildings, gas stations, public restrooms,
and elevators. Apparently, this type of medium will
account for $1.2 billion in national ad spending in the
U.S. in 2006. Its marketing appeal is the

quality of television combined with a provocative
purchasing environment.

Of course, the way we shop has changed, as has the
way we interact with media and form opinions about
brands. Yet, despite the lightning-speed developments,
1 was still conscious of listening to these discussions in
Helsingor as | looked out to Hamlet’s legendary castle

near some of the world’s oldest shipping lanes—still

transporting product to “new” markets like Russia,
Estonia, Latvia, and Lithuania.

deborah malone
PUBLISHER

REPLACING THE
OLD-FASHIONED DIARY

| have had in the back of my mind for some time that
| wanted to take the time to regularly write a blog,

a bit about work, a bit about family, and how my life
is defined by how the two diverge and converge.

But as often happens, the plan never got close

to the top of my priority list. | was reminded again of
this when blogging came up in this issue.

I learned about the blog of Ogilvy exec John Goodman,
who started sharing his thoughts last summer when he
transferred from Mumbai to become president-CEO of
Ogilvy Japan (johninjapan.typepad.com). He wrote in his
first blog that he thought it was a good way to have some
dialogue with people he doesn't see otherwise as he
assumed his new role. He has kept up his postings
regularly, and you'll find them an interesting read. (You
can also read about where John vacationed this year in
our “Holiday Snapshots” feature put together by Asia
Editor David Kilburn starting on page 38.)

Blogs also came up in our Cover Story, examining
how the Internet and new technology have changed
the nature in the debate about global vs. multinational
vs. local marketing. In studies in EMEA and the U.S.,
UniversalMcCann explored how widespread blogging
is among frequent users of the Internet and their
attitudes towards advertising on blogs, which were
more positive than one might have thought.

Rapid changes in technology have affected all aspects
of our lives, and just when we think the

pace may slow, new developments allow us to do
more of all kinds of things we do every day with
smaller and smaller pieces of equipment. Still,
according to the studies, television is holding its own.
When asked which media channel they would miss
the most if they had to do without it, heavy Internet
users in the Germany, Spain, and the U.S. named
television, while those in the France, Italy and the
U.K. named online.

We hope you gain some insight from these pieces and
would welcome your comments.

For me, a blog could be today’s version of a daily
journal entry, but for others an old-fashion pencil and
diary are still preferred.

nancy s. giges
EDITOR
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This is not a holiday

It is a typical weekend
at your second home
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TARGET PROVEN HIGH-SPENDERS IN EUROPE, MIDDLE-EAST,
ASIA AND THE PACIFIC

CENTURION, DEPARTURES and PLATINUM premium
magazines are the ultimate sourcebooks for 21% century luxury
living. They reach Platinum Card® and Centurion® Members
in their main residence four times a year.

With many readers earning over €1 million per year, and with
no pre-set spending limit on their Charge Card, they are the
highest spending Cardmembers from AMERICAN EXPRESS®.

They set the standards for shopping and travel. They know
exactly what they want, and they have the income to get it.

Source: American Express Magazine Reader Survey Europe, Asia & Pacific, 2005

For more information please contact:

Neil Sartori, International Director of Sales
Sartori@journal-international.com Tel: +49 89 64 27 97 65
www.journal-international.com

JOURMNA TR o
' ' Publishing

Magazines for Platinum Card and Centurion Members from American Express
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Power Breaktfast, Japanese Style

The Asahi Shimbun newspaper — Japan’s influential day-starter

|48 o |
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Best coverage of corporate executives in Japan

Asahi Shimbun

28.9%

Data source: “Household Index Survey, March 2003”,
Central Research Services, Inc.
(1,474 respondents)

Newspapers associated with The Asahi Shimbun:

|_-..,__

'_‘E

Best newspaper brand in Japan

Asahi Shimbun

21.6%

Nikkei
8.9%

Data source: “Newspaper Readers Basic Survey 2003”
conducted by Central Research Services, Inc.
(4,876 respondents)

For Japan’s business leaders, a typical day starts with The Asahi Shimbun, Japan’s flagship
newspaper. In a society that values consensus, it reaches a wider range of business readers

from managers to CEOs who influence decision making. If you want to impress key people,
select The Asahi Shimbun. It powers your message in Japan.

The New York Times (U.S.A.), Le Monde (France), Siiddeutsche Zeitung (Germany), El Pais (Spain), Corriere della Sera (Italy), The Bangkok
Post (Thailand), Straits Times, Lianhe Zaobao (Singapore), The Times of India (India)

Better cost performance (CPT)

Nikkei

Asahi
Shimbun Us$56.49
Us$40.09 Circulation: 3,009,253

Ad rate*: US$170,000
(JP¥20,400,000)

Circulation: 8,284,513
Ad rate*: US$332,125
(JPY39,855,000)

Data source: Circulation: “ABC Report of Jan.-Jun. 2003”
* Full page, morning edition, B&W published rate
as of June 2003 (US$1.00=JP¥120)

For more details, visit

adv.asahi.com/english/

The Asahi Shimbun |

Well Read in Japan

o
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OCTOBER 1-6

GOLDEN DRUM ADVERTISING
FESTIVAL & MEDIA MEETING
pLace: Portoroz, Slovenia
RESERVATIONS:
www.goldendrum.com;
386-1-439-6054

prICE: Various packages

[N O O

9 N

BEAN PO

OCTOBER 5-8

MASTERS OF MARKETING
ANA ANNUAL CONFERENCE
pLAcE: Ritz Carlton,

Grand Lakes, (Orlando), Fla.
RESERVATIONS:

1-212-697-5950

price: ANA member US$1,095;
non-member US$1,595

Al e F Yl

S I NJAAC

OCTOBER 11

IAA UK.

Henrik Bustrup, Xerox Europe,
speaking at lunch

pLace: Savoy Hotel, London
RESERVATIONS:
www.iaauk.com;

Annika McCaskie,
44-20-7381-8777,
office@iaauk.com

pricE: Member £65;
member guest £75;
non-member £85

OCTOBER 24-27

THE CABLE & SATELLITE
BROADCASTING ASSOCIATION
OF ASIA

CASBAA ANNUAL CONVENTION
“FROM BANDWIDTH TO
BRANDWIDTH”

pLace: Hong Kong Academy for
Performing Arts

RESERVATIONS:
www.casbaaconvention.com;
Konstancija Ruza, 852-2167-8040;
konst@brandedasia.com

price: Member US$1,095;
non-member US$1,280

excluding Charity Ball

Submit your events to
editorial@inter-national-ist.com




Inter2006efall 9/20/06 9:49 AM Page 9

friends of the garden
When the Singapore National Parks Board chose Grey
Global Group for a campaign to help it attract
hundreds of thousands of visitors to the Singapore
Garden Festival, the agency recommended this
approach, called “Friends of the Garden.” “By using
animated characters that bring a smile to your
face, the Singapore Garden Festival feels like a
cool and fun event for the whole family, not just
something for botanists and horticulturists,” says
Subba Raju, CEO of Grey Global Group Singapore.
The creatures were created using the latest 3D

animation software. “Each friend looks as life-like as possible yet is charming and adorable,”
says Raju. Some 200,000 visitors are expected to attend the flower and garden show in
December. The ads are appearing in newspapers and as posters in many venues.

guides & surveys

® Publicitas Promotion Network has published a
“Global Guide to National & Pan-National Media
Surveys.” The publication provides an objective,
easy-to-read overview of each of the main media
surveys available in a country or a region. It covers
the major national and pan-national print-media
surveys around the globe. Other trends, charts, and
rankings are also included in the guide, which is
available on CD-rom for €99 plus shipping.

® New research by the International Federation
of the Periodical Press (FIPP) on the success of
business-to-business publication Web sites has
found that around 66% of Web sites surveyed are
profitable compared to only about 25% four years
earlier. Correspondingly, the proportion of sites
operating at a loss has fallen from about 50% to
less than 20%. The survey aimed to examine good
practice online among publishers of printed b2b
magazines worldwide. More findings are available
for free at www.fipp.com/publications. @

\ﬁ RANGE has teamed
up with National

Geographic to promote to
Europeans across the
continent the benefits of
traveling with Orange. The ' -

media owner, working with r i 'rt

Orange’s agency Fallon, e

created print ads and TV S

vignettes using National

Geographic’s photographic

imagery and TV footage.

Each spot focuses on a wild animal and some of its behavior.
Orange is identified only at the end of the spot with a
tagline such as “Enjoy traveling with Orange.” The ads are also
integrated onto a microsite at www.orange.com/travel. Media
agency is MPG International.

Liz Stainthorpe, Orange worldwide brand communications
director, says, “Our aim is to shift perceptions of the brand
among both leisure and business users, demonstrating that Orange
is the right choice for all their travel communication needs.” e

performance (p°r-for' m®ns) n.

=

“The ability to perform,

i

3

F i

The fulfilliment of @ claia, promise, or request,
“The maweey of veacting to stivewell.
Thig exgoution of pw action: Aun fccomplisiment.
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To learn how 1B0" can porform for
¥ou, please comisct:
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OCTOBER 25-27 [
LATIN AMERICA— |~
SEIZING OPPORTUNITIES
ESOMAR [=
pLace: Sofitel Rio de Janeiro  |—
RESERVATIONS: Z
WW\W.eSOmar.org
price: Member €1,000; [+
non-member €1,250;
workshop €350 |11
OCTOBER 26-27 [<
WORLD DIGITAL PUBLISHING |
CONFERENCE & EXPO
WORLD ASSOCIATION OF = reVVing Up
NEWSPAPERS/WORLD EDITORS' With the purchase of autos in China rising rapidly,
FORUM CONFERENCE [y automotive-related products are in big demand. According to
puace: Hilton Metropol Ogilvy & Mather, China’s lubricant market is expected to grow
Hotel, London by 10% annually for the next five years.
RESERVATIONS! To capture some of the growth, BP’s Castrol has launched a
Www.wan-press.org; 30-second branding campaign in China aiming to take share away
33-1-47-42-85-00 from local players that dominate the market. (O&M reports that
price: Member WAN/WEF/INMA foreign companies, such as BP, Esso, Mobil, and Shell,
880: W AN Association: €1,200; currently have just one-fifth of the market.)
other €1,450 The Castrol campaign, called the “Green Road” reflects the
company’s 100-year heritage as a lubricant specialist company
OCTOBER 30-31 and its understanding of the relationship people have always
ITV-INTERACTIVE had with their vehicles—whether
TV SHOW EUROPE car, bike, truck, or plane. The
pLace: Maritim proArte Hotel, Berlin commercial combines archived
RESERVATIONS: footage with new Ffilm to
Www.itvshoweurope.com describe the brand’s historic
rice: £1.305 jJjourney in lubricant
technology advancement and
OCTOBER 31 aims to gain acquaint
MEASURING AND PREDICTING consumers with the brand and
ENGAGEMENT SEMINAR what it stands for. The spot
ADMAP ends with the tagline: “It’s
pLace: The Crown Plaza Hotel, more than just oil. It’s
London liquid engineering.”
RESERVATIONS: Originally created for
Clare Beveridge 44-(0)1491-418-614 the China market, the .
rice: US$1,187.50 plus VAT campaign tested so W(_ell |t_w!ll run in
18 markets across Asia Pacific and the Middle East.
November 9 0&M and Mindshare Shanghai are agencies for the brand. e
IAAN.Y.
Don Friedman, CMO, Computer
Associates, speaking at lunch
pLace: The Princeton Club,
15 West 43rd St.
RESERVATIONS: WW\W.iaany.org;
1-212-338-0222;
director@iaany.org
price: Member $85; member guest
$95; non-member $115
continued on p. 44

10 www.inter-national-ist.com
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regulations ncight inindi
THE EUROPEAN COMMISSION has announced InSIQ t Into men in india

plans to require airlines to advertise What shou_ld marketers do to regch the _highly_desirablg targfet.a}udience in India of men ages 40
on their Web sites the full cost of to 45?To find out, Grey Worldwide India and its planning division Grey Cells surveyed 1,400
tickets, including fuel surcharges, urban professionals, earning a minimum of one million rupees annually. The agency came up
taxes, and processing fees. Proposals with seven key recommendations:

would also ban airlines from charging « Tap into India’s current economic optimism and the nation’s growing opportunities,
customers differently for online focusing on heightening positives.

bookings in different EU member

statess 1 spproue, the ruies nouts S Z ARSI
_ o ' , .
apply starting next year. /M"!} - convince the whole family.

Various groups continue to explore » Embrace the idea of a more sensitive man. This group has begun to accept that it’s all right
food marketing issues, the European to pursue activities beyond those traditionally deemed as distinctly male. This may open up
Association of Communication Agencies opportunities in newer categories, for example, convenience cooking products.

reports. The EUROPEAN section of the - Capitalize on the romantic opportunities between husbands and wives. This is a largely
World Health Organization has proposed untapped emotion by the Indian marketing fraternity.

S UL A (oL e G ol  Create new products and brands just for him. New products can fill the void left by women

marketing that would include the ) . ) .
adoption of regulations to having more control and choice in general. Personal indulgence products, high tech, and

substantially reduce the volume and entertainment products need to tap into this reality.

impact of food advertising to children » Focus on new themes in the entertainment space. Important themes will include

and the development of an connecting with friends, freedom from chores, and freedom from the mundane routine.
international code on food marketing. = Work with work. As these men take greater control of their careers, the workplace will become
In IRELAND, The Irish National Heart an important new theme in communication. Brands that can create an emotional appeal based

Alliance and the Irish Heart . - - . .
- on the career desires and ambitions of these men will communicate very effectively. ®
Foundation have called on the

government to introduce restrictions

on food advertising to children. In

the U.K., a coalition of industry 1 1

organizations iIs supporting the ban_ks ha\_/e h I g hes-l_-' 0 n I Ine mem be r
government’s proposals to reduce the reg ISstration rates in japan

exposure of children under 10 to food ) )
advertising. The group supports Some 76% of respondents to a survey of 4,864 adults in greater Tokyo said they have
restricting the volume of advertising online membership with at least one company in the 20 industry categories surveyed by
on children’s television channels and ) o ' :

during periods when children are most Hakuhodo’s research & development division. By industry, banking has the most
likely to be watching TV. The industry members (35.9%), followed by tour companies/travel agencies (23.7%), and airlines
;ﬁeaazg E;e??giﬂszg iﬁgﬁz c:gr: IIO s nfggd (21.2%). Other industries that have attracted 10% to 20% of respondents as members
advertising as well as to a ban on include CD shops, mobile carriers, 1T equipment vendors, alcoholic beverages makers,

the use of celebrities who could

i securities firms, and automakers. «
appeal to children. e

business (biz'nis) n.

T The principal activity bs your Life thet You do to malke money,

= Cagte L"[E’lh‘l"FI.-{L BFOREr CONEEFIL .:'-f-im.tglrﬁ,:,'.' o l‘ES‘p-Du‘."_-.i.L’.-i.li.tH.
" The sccupation, work, ov trdde and the people who constitute it. Business

A SEriows Endlegvor réguiring time gnd &ort, iE our mlddle narme.

INVESTOR'S BUSINESS DAILY

To lzarn how B0 cam holp Improse Mo York: P ul Samm L 4 rowy: s imrmmtorn com
your business, pleass contack Lonsam: Fincs ke Sowe Wanager LSS A Facln | prsenSpubiciae com

INVESTORS e
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/' Recognizing the shifts taking place in the way that
individuals choose, consume, and publish media content,
UniversalMcCann in two separate studies, one in EMEA and one
- in the U.S., talked to consumers to explore the impact of how
~ they are using the Internet and related technologies.
The EMEA study concluded that Web 2.0 developments, enabling
consumers to create and share content, and the i
explosion of high-speed broadband are having a big impact on
Europe’s online consumers behavior, their methods of social
f interaction, and their media consumption.




Inter2006efall 9/20/06 9:49 AM Page

One of the defining realities of the digital networked economy is that it's become much harder

for marketers to reach customers and influence their decisions. Gone, for example, are the days

when the U.S. tuned into three TV networks, and marketers from General Motors to Procter

& Gamble preached to the American nation in the breaks. Today’s audiences are much more

sophisticated and have a much broader range of entertainment and information services to
Vice President-Marketing choose from.

BT GLOBAL SERVICES But that’s not the only challenge. Markets have become incredibly complex. Over the past
decade, for example, the levels of competition have tripled in most industry sectors, and
J ! product life cycles have reduced by 70%. Many of the products and services on offer today
hadn't even been thought of a few years ago.

So what does an ambitious marketing director have to do to survive—and thrive—in the
digital networked economy? Clearly, there is no one-size-suits-all solution, but here are three
key recommendations:

« The first is to listen carefully to your customers and respond to their input.You need to get
inside the customer’s head—to look at your company using their eyes, not yours. Customers
are no longer just the passive recipients of your marketing ideas. Indeed, in the digital
networked economy, it is often they who dictate the terms of your relationship.

Point two is to get personal. The figures show that customers respond best to offers that
relate to their individual needs and circumstances.While blanket marketing typically delivers
a response rate of between 1% and 5%, for example, marketing that’s linked to an event such
as a birthday or the anniversary of a previous purchase can be five times more effective.
Marketing that’s tied directly into the conversations you have with customers is even more
effective—10 to 20 times higher than for traditional marketing campaigns.

Finally, exploit new technology to the full. In the digital networked economy, you can
monitor customer demand in real time, detect changes in behavior, and react to them
quickly. Marketing campaigns don't have to be locked in months in advance: They can be
adjusted as purchasing patterns change and new opportunities open up.

Yes, marketing is different now. Arguably; it's become a much more demanding profession—
( one in which an understanding of what technology can do is as important as the ability to shape
offers that appeal to customers. But is marketing the worse for the change? Some may regret the
passing of simpler times, but 1, for one, find the new challenge invigorating. e

In the U.S., the study found that technology Is replacing music as the great divide between
generations, in other words, the source of the “generation gap.” Digital media fluency is dominating
modern day culture among the younger, tech-savvy segment, who are leading the way in-adopting new
media platforms. In both regions, the Internet has become the new way to socialize.

For marketers, it’s clear that building online as a core component in their communications is important.
However, the studies indicate that consumers are still relying on traditional media formats and will
continue to do so. But as more and More media consumption and content move to a
digital platform, the lines between media owner, advertiser, and consumer begin to blur, opening up
new ways for advertisers to communicate. The research shows that consumers not only accept online
advertising and understand its benefits, they value it as a source of information.

In EMEA, the study was conducted among at least 1,000 consumers, ages 16 to 44 and frequent users of
the Internet, in each of five countries—France, Germany, ltaly, Spain, and the U.K.This was
representative to the online population in each market. In the U.S., the survey was conducted online of
1,000 heavy Internet users, ages 16 to 49, representing about one-third of the U.S. adult

18-49 population.

Source: UniversalMcCann
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THE ART OF BEING GLOBAL - Jim Speros —

& CMO, Marsh & McLennan Companies

He’s an innovator known for getting things done. He makes this happen by bringing the right people together at the highest

levels of collaboration. Here he shares his thoughts on big picture thinking, and what he carries in his wallet.

Being international doesn’t make you global. Being global
is more about influencing attitudes and behaviors versus location.
It also implies a two-way street: the influences born from one
culture are shared or diffused to another.

The big challenge for any global company is in following
through on ideas. Marsh & McLennan Companies are dedicated to
offering the best services and people from across our individual
companies. The way to succeed globally is to create big innovative
strategies with a die-hard focus on execution. Teamwork makes this
happen; understanding people is the key.

Face to face is critical. Globalization
may bring markets closer, but it doesn’t
necessarily bring them together.
Technology, as impressive as it is,
can only get you so far. So people,
especially those with different
cultures, need to dedicate time to
understanding one another. It is this
understanding that bridges gaps.

Wiy,

A global view for a global world
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I travel a lot, visiting our offices and clients around the world.
No matter where I go, I have found that there is nothing more real,
or important, than ‘being there’.

You still need to remember where home is. No matter how
much I travel, I’'m still a family guy. My wife and I have two
beautiful daughters and I take memories of them wherever I travel.
They remind me of the important things. Business leaders from
other parts of the world feel the same way when we talk; the most
important thing in your wallet should be your family. On that level
you can bond with anyone, anywhere.

The FT offers a perspective premised on ‘global first,
business second’. I get from it the most relevant
and up-to-date global perspective on everything that
influences business, politics, and international
finance. It helps guide my thinking because their
starting point is ‘global first’, so the issues are always
offered in context of the big picture, as opposed to
simply presenting me with a local view. And ‘big
picture’ thinking is what being global is all about.

This is one in a series of reflections by leading marketers, who are also regular
readers of the FT. The series can also be found at FT.com/toolkit/globalview



