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T HE W EEK IN MED I A A ND M A R K E T IN G

During last week’s upfront presentations, networks banded together to attack a common foe: 

digital video companies. But there were also plenty of laughs in between the digital attacks  

and data talk, as each network made its big pitch to buyers and advertisers.  

Here were some highlights from the biggest players. BY JASON LYNCH

FOX
Maybe Fox slipped 

something into 

the air vents of the 

Beacon Theatre, 

but this was the 

first upfront in 

several years 

where the audience 

seemed to like 

almost everything, 

including The 

Exorcist, which 

wasn’t nearly as 

“scary” as Fox co-

chief Gary Newman 

promised.

TheBig Show
TOP STORY

The Week
In Emojis

MOOD BOARD

Burger King  

is opening a spa 

in Finland.

StubHub 

and Philadelphia 

76ers sign NBA’s first 

sponsored-jersey deal.

Nokia  

will reenter 

the smartphone 

business.

San Francisco 

becomes first city 

to require health 

warnings on soda ads.

Three networks—

including CBS—

staged Hamilton-

inspired numbers

at their upfront

presentations.

ABC
Networks claim that 

all of their new shows 

are sensational, but 

with rare programs, 

they seem to actually 

believe it. That was 

the case with ABC’s 

mic drop to finish to 

its presentation, when 

instead of just showing 

a sizzle reel for its 

new Kiefer Sutherland 

drama, Designated 

Survivor, the network 

screened the entire 

first act.

CBS
What a difference a year 

makes. In 2015, Stephen 

Colbert was the talk 

of CBS’ upfront. But 

this year, he was quite 

literally an afterthought, 

as the network gave its 

other late-night host, 

James Corden, not one 

but two showstopping 

moments: a taped 

Carpool Karaoke 

segment with network 

ad sales chief Jo Ann 

Ross and a Hamilton 

number onstage.

NBCUNIVERSAL
NBCUniversal crammed 

two broadcast networks 

and 15 cable networks 

into a single combined 

upfront by unleashing a 

dizzying array of sizzle 

reels. The event was 

best summed up by Late 

Night host Seth Meyers: 

“Watching sizzle reels at 

the upfronts is like meeting 

your brother’s new 

girlfriend at Thanksgiving: 

She seems great … but 

chances are she won’t be 

around next fall.”



Everyone’s Invited
Great stories and lovable characters come from anywhere and everywhere.

ABC takes pride in celebrating what makes us unique as well as the emotions we

all share.  The bigger the party, the more connections we can make. 

Visit us at abcallaccess.com

Anthony Anderson
Black-ish



The past year has seen plenty of shake-ups on the business side at

Condé Nast, and last week some equally momentous news came

from its editorial ranks: Amy Astley, founding editor in chief of Teen

Vogue, is taking over Architectural Digest, while a trio of editors—

including beauty and health director Elaine Welteroth, digital

editorial director Phillip Picardi and creative director Marie Suter—

was appointed to run Teen Vogue. At AD, Astley replaces Margaret

Russell, who has been the magazine’s editor since 2010. —Emma Bazilian
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Editor Shuffle  
At Condé Nast

PRINT

At its annual I/O developers 

conference last week in 

California, Google unveiled 

hardware and software that will 

soon directly compete with 

existing products and services 

from other tech giants. 

Google Assistant, a Siri-like 

artificial intelligence assistant, 

will power the new Google 

Home voice-activated device for 

playing music, managing home 

systems and doing basic tasks. 

Google also unveiled plans for 

Daydream, a new virtual reality 

platform. —Marty Swant

Google  
Unveils New 
Tech at I/O

The Congress of Vienna

probably received less

build-up than Facebook CEO

Mark Zuckerberg’s meeting

with Glenn Beck and 14

other conservative political

commentators last week, and

the powwow seemed to bring

peace to social medialand.

Zuckerberg invited them to his

company’s headquarters in

Menlo Park, Calif., to address

a recent report where a former

Facebook staffer claimed

that the social network was

omitting buzzy, right-leaning

stories from its prominent news

section called Trending.

Beck came away convinced

that Facebook was not a left-

wing agent of censorship,

later writing on his blog that

“they are acting in good faith

and share some very deep,

fundamental principles with

people who believe in the

principles of liberty and freedom

of speech.” —Christopher Heine

Facebook Meets
With Conservative
Politicos

NEWS

IN/OUT

The New York

Times Co. names

Elizabeth Spayd

public editor. FCB Chicago

promotes Kelly Graves to

CMO. Deutsch hires JWT vet

Maggie Connors as evp, head

of business development.

Since being acquired by Apple in 2014, 

Beats by Dre has been in expansion mode 

under the leadership of marketing vp and 

Wieden + Kennedy veteran Jason White. 

While the firm has worked with R/GA and 

its own in-house production unit to make 

most of its biggest ads to date, it recently 

reached out to various shops to find a new 

creative partner to spearhead that growth. 

This week reliable sources told Adweek 

that Beats had awarded unspecified 

creative duties to MDC Partners’ 

Anomaly. Neither the agency nor the 

client responded to queries, but sources 

claim the New York shop beat out rivals 

including 72andSunny. Sources also said 

that the news does not affect the client’s 

relationship with R/GA, which was not 

involved in the review.—Patrick Coffee

Beats by Dre

“2016 is still an exciting time in
broadcast television, in the same
way that 1937was an exciting
time to be on theHindenburg.”

Jimmy Kimmel at ABC’s
Upfront presentation

160
HOURS

Amount of commercials

Netflix saves an average

subscriber from

each year.
( S O U R C E : C O R D C U T T I N G )

BIG NUMBER

Clearasil was ridiculed in social media last year for pushing out memes that 

felt tone-deaf to teens. That mishap was a blessing in disguise, though, as 

Droga5 took it and created a whole new campaign about how Clearasil doesn’t 

understand teens at all—it only understands their acne. This is communicated, 

with hilariously halting voiceovers, in 10 spots that masterfully perfect

the art of not knowing your target market whatsoever. –Tim Nudd

Clearasil | Agency: Droga5

AD OF THE WEEK

Snapchat’s
Ad Mix

According to researcher L2’s
latest report on Snapchat,
a trio of product sectors—

activewear, CPGs and consumer
electronics—are dominating the
ad space on Snapchat Discover.
Together, the three categories
accounted for 57 percent of

all ads L2 observed from
Jan. 15 through Feb. 15.

21% 19% 17%

ACTIVE 
WEAR

CONSUMER  
PRODUCT GOODS

CONSUMER 
ELECTRONICS
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ll Backer, the ad giant 

hind Coca-Cola’s iconic 

illtop” spot, which had a 

ominent role in the finale 

Mad Men, passed away 

May 13 at the age of 89.

Bil

be

“H

pro

of

on 

ACCOUNT IN REVIEW



NewsCred's software powers content

marketing for the world's best brands.

Create content 
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Learn how NewsCred can transform your brand
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11 A roundup of the broadcast 

upfronts’ biggest trends.

12 Is the agency-client relationship 

damaged beyond repair?

13 How candidates navigate a 

minefield of political meme trolls.

14 Global Citizen’s Hugh Evans on 

music as the anthem of advocacy.

TheUpfronts’
Biggest Buzz
BROADCAST VS. DIGITAL, MOVIES-TURNED-SERIES
AND KIEFER SUTHERLAND WERE AMONG THE
BIG TOPICS AS NETWORKS MADE THEIR ANNUAL
PRESENTATIONS TO BUYERS. BY JASON LYNCH

TELEVISION

The annual broadcast upfronts week has 

wrapped, as the networks spent four days 

wooing buyers with their new schedules, lots 

of impressive-sounding stats (some figures 

were more accurate than others) and, most 

importantly, open bars and buffets. And while 

each company made distinctive pitches in an 

effort to grab the biggest slice of the upfront 

pie, several universal themes emerged from the 

week—and not just that everyone had the same 

idea to incorporate Hamilton (the Broadway 

musical was mentioned during four different 

events and inspired three musical numbers). 

The biggest trends that emerged:

DOWN WITH DIGITAL
While the networks took a few swipes at one 

another, they each saved their heaviest artillery 

for digital video companies like Facebook and 

YouTube, which had just spent the two weeks 

of NewFronts claiming that more people watch 

them than broadcast TV. The networks struck 

back with a vengeance. Toby Byrne, president of 

advertising sales, Fox Networks Group, slammed 

what he termed “nonpremium, subprime video,” 

and noted that “the digital metrics game is 

rigged.” ABC hit hardest with a new study from 

Accenture Strategy that analyzed marketing 

spend and return on investment over three 

years, and found that digital can’t match the 

long-term ROI benefits of advertising on linear 

TV and its related platforms.

TV IS THE NEW MOVIES
Even though Limitless, Minority Report 

and Rush Hour all failed to score Season 2 

renewals this year, the networks picked up 

even more shows—five in all—based on popular 

movies: Lethal Weapon and The Exorcist (Fox), 

Taken (NBC), Training Day (CBS) and Frequency 

(The CW). “If you have awareness that already 

exists on the shows, it makes the launching and 

marketing of those shows easier,” said Jennifer 

Salke, NBC Entertainment president. But CBS 

Entertainment president Glenn Geller insisted, 

“I don’t think an IP [intellectual property] title 

has anything to do with the quality of the show 

… the show has to stand for itself.”

STUCK IN TIME
One subgenre tends to dominate 

each year’s pickups—say, Modern 

Family clones or shows that go 

behind the scenes of a TV production. 

This season, there was a run on shows 

about time travel (or communication 

across time), with four of them making 

the cut: dramas Time After Time (ABC), 

Timeless (NBC) and Frequency (The CW), 

and comedy Making History (Fox).

FUNNY BUSINESS
CBS, ABC and NBC have each added new 

comedy nights to their slates, with ABC 

now airing comedy three nights of the week 

(Tuesday, Wednesday and Friday, for five hours 

in total each week). ABC’s new entertainment 

president Channing Dungey said that for her 

first fall schedule she wanted to include more 

of “what we do well, which is our signature 

brand of family comedies” (she added American 

Housewife and Speechless). The other network 

president newbie, Geller, wanted to bring more 

multicams back to CBS this year, which led him 

to tap Kevin Can Wait, Man With a Plan and The 

Great Indoors. As for NBC, after several years of 

struggling to find its comedy identity, “we finally 

feel like we’re in a sweet spot,” said Salke, as 

NBC added The Good Place.

KING KIEFER
Kiefer Sutherland is back on TV in a big way, 

as he is involved with two of the best received 

shows during the upfronts. The actor is 

executive producing Fox’s reboot of his hit 

series 24, called 24: Legacy, which features 

a new cast—Fox thinks new lead Corey 

Hawkins, who steps in for Sutherland, has 

huge breakout potential—and will debut after 

Super Bowl LI in February. And he’s starring 

in (and executive producing) what looks 

to be ABC’s strongest series, Designated 

Survivor, where he plays a cabinet member 

who becomes president after an attack on the 

Capitol wipes out every one else in the line 

of succession. That show, said Dungey, “is 

perfectly in his sweet spot—and ours.”

Kiefer 
Sutherland

He stars 
in ABC’s 

Designated 
Survivor and 
is executive 

producing Fox’s 
24: Legacy.
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If 2012 was the “Twitter Election,” 

this year’s presidential race is more 

about zingers in the form of memes and 

GIFs than 140 characters—especially 

with presumptive Republican nominee 

Donald Trump socking it to his rivals 

daily on social media.  

Such buzzy blurbs can be funny, 

they can be mean, they can go viral, 

and they can backfire. Whatever the 

result, marketing experts believe that 

Trump and the Democrats—whether 

Hillary Clinton or Bernie Sanders is the 

nominee—will need to sharpen their 

skills around using such formats.

“Memes and GIFs are the perfect 

expression in the era of snark and 

Snapchat,” explained marketing 

consultant David Deal. “And the 2016 

election is already a troll’s dream.”

The numbers bear that out, 

with Trump clearly dominating the 

conversation. This month the candidate 

ran an Instagram ad that ended with 

video of former Secretary of State 

Clinton laughing maniacally in a clip 

taken out of context and laid over a 

fiery scene from the infamous Benghazi 

attack, which killed two American 

diplomats and brought the Democrat 

under intense scrutiny. Thanks to 

Trump’s supporters, the spot became 

an instant meme and a viral hit for the  

candidate. According to 

Amobee Brand Intelligence, 

it increased Clinton’s 

association with the Benghazi 

incident by 30 percent. 

In late March, Trump 

tweeted a picture of his wife, 

former model Melania Trump, 

alongside a photo of then-

candidate Ted Cruz’s wife 

Heidi Cruz, commenting that 

the images “were worth a 

thousand words,” an obvious suggestion 

that Trump’s wife was more attractive 

than Cruz’s, infuriating Cruz and many 

others. The tweet carried the hashtag 

#lyinted, created by Trump and used 

repeatedly by his supporters in memes 

to paint Cruz as less than truthful. The 

hashtag was used a total of 491,600 

times before Cruz dropped out of the 

race, according to Union Metrics. 

“You’ve got to get people to pause in 

their newsfeed and get their attention, 

whether that is with a text-only social 

post, a video, a meme or a GIF,” said an 

agency executive who works on GOP 

campaigns but asked not to be named. 

Imgur reports that some 20,000 

politically themed memes have 

garnered millions of clicks on the 

site this year, while GIF haven Tumblr 

reports it has disseminated 13.7 million 

election-related posts. 

Platforms like those are often the 

INSIDE THE  
MEME-OCRACY
AS CAMPAIGN 2016 RAGES ON, THE CANDIDATES 
NAVIGATE A WHOLE NEW SOCIAL LANDSCAPE.  

BY CHRISTOPHER HEINE

POLITICS birthplace for memes that crawl the 

web before running wild on the likes 

of Facebook, which told Adweek it has 

seen nearly twice as many users (75 

million) engage with election-oriented 

posts from January through April of this 

year compared to the last four months 

of the 2012 cycle (43 million).

Trump’s anti-Heidi Cruz bit and 

others like it aside, it remains the 

general public, not the campaigns, that 

are chiefly responsible for creating 

and spreading memes. None of the 

campaigns responded to Adweek’s 

inquiries about their plans to make 

their own memes and GIFs. But if they 

do ramp it up, they would be wise to be 

very careful, advised Sarah Newhall, 

evp, strategy and insights at agency 

Blue State Digital, which worked on 

President Barack Obama’s campaigns. 

Jordan Cohen, CMO of Fluent, which 

has worked with GOP and Democratic 

pols, agreed, pointing to a cautionary 

tale last fall when Cruz’s team created 

a meme-inspiring video to appeal 

to gun-rights voters called “Making 

Machine-Gun Bacon with Ted Cruz.” 

It went viral, but, Cohen 

wonders, “did it help him as 

a candidate? Probably not.  

Memes are aimed at younger 

voters, who are really 

good bullshit detectors. 

If it’s not authentic and 

doesn’t resonate, it’s going 

to fall flat.”

In the coming months, 

meme-loving millennials 

will be in the crosshairs of Trump and, 

assuming she is the nominee, Clinton. 

A Harvard Institute of Politics poll from 

April found that a significant slice of 

Gen Y voters were “unenthusiastic” 

about both Trump (49 percent) and 

Clinton (40 percent). 

Which likely means one thing, Deal 

predicted: “We will become saturated 

with memes by Election Day.”

‘Memes 
are aimed 
at younger 
voters, who 
are really 
good bullshit 
detectors.’
Jordan Cohen, CMO, Fluent 
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he ongoing McDonald’s creative
review initially included all
three of the industry’s largest
holding companies. But WPP
made headlines earlier this
month for bowing out (leaving

incumbents Publicis and Omnicom in the
running), and the alleged reasons behind
its decision are even more intriguing. The
client required competitors to complete their
respective pitches in 60 days, with a June 30
deadline, and presented contracts forbidding
future partners from turning a profit on base
compensation, according to sources with di-
rect knowledge of the matter. Agencies would
allegedly operate at cost before meeting un-
specified targets for performance-based pay.

“Clients have always had the power,” said
Bryan Wiener, executive chairman of 360i.
“And performance-based compensation is not
a new topic either, but it’s very hard to find ways
to make it work so that all parties are aligned.”

McDonald’s did not respond to Adweek’s
requests for comment on the claims, which
stirred controversy among creative agen-
cies. One source who requested anonymity
described the terms as “unheard of” and
noted, “I don’t know of any business that
operates that way.”

The 4A’s also found this business deal
questionable. “If the situation is accurate,
then there is no incentive at all,” said Tom
Finneran, evp, agency management services
at the association. “All the performance pay
would be to get you back to some degree of
profitability, but an ad agency is a for-profit
business.” He added, “A 60-day turnaround

You’ve Got
To Know
When to
Fold ’Em
AS THE DEADLINE FOR THE
MCDONALD’S CREATIVE REVIEW
DRAWS NEAR, AGENCY EXECS
WEIGH IN ON ITS CONTROVERSIAL
COMPENSATION PACKAGE.
BY PATRICK COFFEE

ACCOUNTS time would seem to favor the incumbents.” 
Another agency executive with a fast-food 

client said, “With risk there has to be reward. 
The two incumbent holding companies know 
what the business looks like, while WPP has 
no idea. That’s when you fold in poker.”

Mcgarrybowen’s global CMO Brandon 
Cooke compared the debate to a moment 
some years ago when the industry came 
together in opposition to clients’ desire for 
“ownership of intellectual property from 

an agency in a pitch situation.” He com-
mented: “Anytime things like this happen, 
we have to step back and say, wait a minute. 
Where are we going with the structure of 
this relationship?”

As one of America’s largest advertisers, 
McDonald’s has considerable leverage in ne-
gotiating details of its agency contracts. But, 
Wiener said, “there’s a fine line between get-
ting a fair deal for the business and squeezing 
so tight that they don’t get the performance 
they deserve.”

Industry groups have long discouraged 
the very sort of arrangement McDonald’s is 
demanding. “It has been 4A’s recommenda-
tion over the last several years that agencies 
and clients should not even begin to discuss 
performance compensation until the two 
parties have established a robust relation-
ship,” said Finneran. “Otherwise, there’s 
tension on both sides.”

Added the agency executive: “You gener-
ally don’t see adversarial relationships. The 
problem is when agencies feel sorry for them-
selves versus identifying with marketers that 
are struggling to contain costs.”

Another agency insider who has worked 
with multiple fast-food clients added, “Not 
only does this arrangement not benefit Mc-
Donald’s existing agencies, it doesn’t benefit 
their own business. They say they are seek-
ing new thinking that will ignite their sales, 
but they’ll end up with the very same people 
giving them exactly what they already had.”

As Finneran put it: “There has been 
some discussion that not all business is 
worth having.”

T R E N D I N G

‘There has been 
some discussion 
that not all  
business is  
worth having.’
Tom Finneran, evp, agency  

management services, 4A’s

The McDonald s creative review comes

as the fast-food chain is in the midst

of a recovery. Q1 earnings marked the

company’s third straight quarterly sales 

gain, driven in large part by its much-

hyped all-day breakfast offering. Yet the 

turnaround comes on the heels of a decade-

long struggle for McDonald’s, which has an 

ongoing relationship with both remaining 

competitors in the review: Omnicom and 

Publicis Groupe. In 2015, the company’s 

agency of record DDB faced off against Leo 

Burnett, with the latter ultimately winning 

lead duties on the subsequent breakfast 

campaign. WPP’s decision to drop out of the 

current review makes Omnicom and Publicis 

the last shops standing as McDonald’s 

seeks to consolidate its marketing efforts 

by partnering with a single creative agency.

FALLEN ARCHES
McDonald’s is experiencing a  

comeback thanks to its all-day breakfast 

menu. But the chain has a long way to

go following a decade long slump

The McDonald’s creative review comes

go following a decade-long slump.

I’M
LOVIN’
IT?
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Bio Hugh Evans came to

activism early, as a 14-year-old

student on a service project

in the Philippines. He started

trying to eradicate the kind of

poverty he saw in Manila when

he returned home to Australia

and, by 18—after volunteering

in India with Mother Teresa’s

Missionaries of Charity—

staged a concert that enticed

Bono to perform and the Aussie

government to double its foreign aid.

He created Global Poverty Project with

community education expert Simon

Moss, and linked with U.S. music execs

for the annual Global Citizen Festival,

set to expand from its New York roots

in the near future. There are some 7.5

million Global Citizens taking action on

health, women’s equality and universal

education issues. Evans will receive the

2016 Honorary Clio Music Award for

his impact on popular culture and his

groundbreaking creative achievements.

THE SOCIAL
SOUNDTRACK

Q&A

What kind of work will you look for 

as a Clio Music juror? I’ll evaluate 

on the creativity of the idea and 

how it tries to tackle problems and 

connect with the audience. Things 

that are on the cutting edge of digital 

communication really excite me. I 

want to be challenged in my own 

thinking about what’s excellent—I 

want to find those ideas that make 

me go, “Wow!”

Why do you think music and 

activism pair so well together? 

Activism is from the heart, and 

it needs an anthem. And music 

has always been this amazing 

unifier. That’s why Beyoncé and 

Eddie Vedder got together to sing 

“Redemption Song” (at last year’s 

Central Park concert), and we’re 

releasing it this Christmas to help 

drive people to take action to end 

extreme poverty. And that’s why I’m 

so excited about our project called 

Metamorphoses, with Mumford & 

Sons, The National, Kanye West, Ellie 

Goulding and others, which will be 

the world’s first truly crowdsourced 

album. (The collaborative 12-track 

collection will launch in the fall.)

Why do you choose not to go the 

Live Aid, Farm Aid traditional 

concerts-for-fundraising route? 

Based on any conservative estimate, 

ending extreme poverty is a $256 

billion a year challenge, if you tried to 

reduce it to purely monetary terms, 

which you can’t. No black-tie gala 

dinners are going to end this problem 

by themselves. We take a structural 

approach and ask, “What are the 

systems that keep people poor?” And 

we get involved there, looking at things 

like unfair trade practices, lack of 

education, children’s health issues. We 

believe that our voice is greater when 

it’s amplified, and if tens of thousands 

of us call on heads of state and 

governments to invest in ending global 

poverty, it’s enormously powerful. It’s 

far greater than what we could raise if 

we ran a charity gala forever.

What’s your reaction when people 

call you insanely optimistic? I’m 

under no illusion that we don’t have 

a long way to go—I’ve been a long 

distance runner all my life. I’m seeing 

all these incremental changes, and 

the optimism is justified because the 

world is getting better. Already in 

my lifetime, extreme poverty around 

the world has gone from 52 percent 

to 10 percent (according to the 

World Bank). There’s the prospect of 

ending it all together, so it’s not just 

a fanciful notion. And some of the 

greatest minds, like Bill and Melinda 

Gates, are applying themselves to 

this challenge.

What role can brands play in 

solving global problems? They can 

have a direct impact on issues through 

their own philanthropy and put their 

core businesses to good use, such 

as a drug manufacturer subsidizing 

medicine that prevents disease in 

children. Or they can get behind the 

mission itself, using their reach and 

scale, their marketing and media to 

build a true movement. We work with 

brands like Gucci, Comcast, Citi, HP, 

Caterpillar, H&M, iHeartMedia to 

make as much noise as possible and 

achieve the broader vision.

‘Activism is 
from the heart, 
and it needs 
an anthem. 
And music has 
always been 
this amazing 
unifier.’

Money can’t buy a ticket to one of 

the hottest concerts of the year, and 

that’s just how Hugh Evans likes it. 

The CEO of education and advocacy 

group Global Citizen wants people 

to mobilize to fight extreme poverty 

in the world, and when they do—via 

lobbying Congress, signing petitions, 

tweeting decision makers—they’ll 

win a chance to see chart-topping 

acts for free in New York’s Central 

Park. Global Citizens, as members 

are called, have taken millions of 

individual actions in this battle 

since 2012, starting what Evans 

calls a “sustainable movement, 

not a flash in the pan.” The Global 

Citizen Festival, timed to coincide 

with the UN General Assembly 

meeting in September, drew 60,000 

people last year for Pearl Jam, 

Beyoncé, Coldplay, Sting and other 

headliners. It’s the flagship event in 

the nonprofit’s effort to stamp out 

extreme poverty, defined as living 

on less than $1.50 a day, by 2030. 

(Artists for the fifth anniversary 

concert this fall will be announced 

July 12.) For the Clio Music Awards 

this year, Evans, whose high-wattage 

fans include Bono and Michelle 

Obama, will serve as a juror and 

will receive an Honorary Clio Music 

Award at the Clio ceremony Sept. 

28 in New York. Evans spoke to 

Adweek about soundtracks for 

social movements, brands as change 

agents and relentless positivism.

GLOBAL CITIZEN         
CEO HUGH EVANS ON 
BLENDING ACTIVISM 
AND MUSIC TO FIGHT 
EXTREME POVERTY. 
BY T.L. STANLEY



WHEN IN CANNES, TAKE ONE DAILY
June 20–23

Monday–Thursday, Carlton Hotel
Sean Connery Suite, 7th Floor

Content Sessions 3:30–5:00pm
Hosted Cocktails & Canapés 5:00–7:00pm

MONDAY
AUTHENTIC IS AS AUTHENTIC DOES: CREATING 
MEANINGFUL CONSUMER CONNECTIONS

It’s ironic that ‘authenticity’ is a word now so co-opted by
marketing, and so often misapplied, that it’s earned a place
in the buzzword list of overused marketing language. So when
we say authenticity what do we really mean? And what does
it take to create – tautology notwithstanding – authentic
authenticity? Communicating authentically isn’t just about the
words and messaging coming from a brand, it’s about the actions
and values behind those words. This session will explore the
underpinnings of a marketing relationship built on authentic
brand voice and action, and how to create consumer connections 
with actual meaning behind them.

FEATURING: Condé Nast, Fullscreen, iHeartMedia, Insider,
MediaLink, NBCUniversal, Robin Roberts, Turner, Undertone

HAPPY HOUR HOST: WebMD

TUESDAY
In Partnership with ADWEEK
DATA-DRIVEN DIGITAL STORYTELLING: UNLOCKING 
THE POWER OF NARRATIVE AND SCIENCE

As data gets smarter and ad blocking tech more sophisticated,
DTCPFU CPF RWDNKUJGTU CTG CV CP KORQTVCPV KPƃGEVKQP RQKPV
between the end of interruptive advertising and data-enhanced
digital storytelling. A growing number of media and marketing
executives have set out to better link brand marketers with
digital content creators as well as discuss how return on
investment on that content will grow and evolve beyond
interruptive advertising models. This Daily Dose, in partnership
with ADWEEK, will showcase thought leadership and key
takeaways from the people leading the charge into this new
space and highlight the creative and commercial opportunities.  

FEATURING: ADWEEK, AppNexus, Cadreon, COTY, 
Foursquare, Hulu, Screenvision, 180 LA

HAPPY HOUR HOST: ADWEEK

THURSDAY
VALUING VIDEO: MAKING THE MOST  
OF THE MOBILE OPPORTUNITY

9KVJ C ƃWTT[ QH FGCN�OCMKPI CEVKXKV[ KP VJG OQDKNG XKFGQ
world – look at Verizon’s acquisition of AOL and a chunk
of AwesomenessTV, and AT&T’s majority stake in Fullscreen
– the small screen right now has a brighter aura than its big
screen counterpart. As consumers spend more time on social
media – and on video designed for it (think Snapchat, Vine,
Facebook) – corporate content creators need to be there too.
That often means providing free content to social channels to
make sure it is viewed. But do we really want to give away more
free content? This Daily Dose session explores whether giving
content away on these channels is the right move – it’s proved
to be wrong in the past. Are we teaching viewers to devalue
the content because it is free? And will they pay for it if it’s not?

FEATURING: AOL, Bank of America, Mattel, MediaLink, 
MOXIE, Opera, Tone, Videology, Wrap Media

HAPPY HOUR HOST: FreeWheel Council for Premium Video

WEDNESDAY
CELEBRITY IN THE DIGITAL AGE: CREATING  
CONTENT WHEN YOU ARE THE BRAND

There is limitless potential when technology and celebrity
combine. Technology gives audiences a chance to relate
to their favorite celebrities in an unmediated – or at least
less-mediated – way. For celebrities, technology brings the
opportunity to manage their own brand, to take creative
control over aspects of their own output, and leverage their
audience in negotiations or in support of pet causes. It’s even
opened the door for some savvy celeb-preneurs to create
entire businesses. This Daily Dose explores the new spectrum  
of celebrity output – the websites, podcasts, apparel and
beauty lines – now that they have the freedom to create
their own product and not just endorse other people’s.

FEATURING: Fox Broadcasting Company, GOOP,
Johnson & Johnson, MediaLink, New York Post, PodcastOne, 
Universal Music Group, ZEFR

HAPPY HOUR HOST: Sonobi

 CANNES 2016 FOR FULL SCHEDULE AND TO RSVP, GO TO
dailydose.medialink.com  @MediaLink  #DailyDose
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Putting the  
Notion of Power 
In Perspective
AFTER A STORIED ADVERTISING CAREER 
SPANNING MORE THAN SIX DECADES, AN
AD LEGEND REFLECTS ON WHERE REAL
INFLUENCE RESIDES.

OPINION

BY KEITH REINHARD

client counterparts. David Ogilvy said, 

“Chairmen should harangue chairmen.”  

The president of the Minnesota Valley 

Canning Company said, “I want the little 

guy with the rumpled suit,” meaning Leo 

Burnett himself, who, in turn, gave his 

new client a much jollier Green Giant. 

Bill Bernbach could tell Edgar Bronfman 

he was wrong about a headline 

suggestion for Chivas Regal, and it was 

Bill’s close relationships with Carl Hahn 

at Volkswagen and Bob Townsend at 

Avis that resulted in advertising that 

changed advertising forever.  

But in time, many CEOs gave up 

their responsibility as ultimate brand 

managers and transferred their 

decision-making power from the corner 

office to the office of a chief marketing 

officer. Some of these CMOs not only 

embraced the power of creativity but 

also advanced its cause within their 

organizations and our industry. Jim 

Stengel at P&G was one of the first to 

lead a delegation of his execs to the 

International Festival of Creativity at 

Cannes, an initiative that other clients 

soon followed, seeking to better 

understand the creative process and 

its brand-building powers.   

There were other CMOs however, 

who exercised their new powers to 

create a wasteful churn of agency 

reviews and change, not for the sake of 

creativity, but apparently for the sake of 

change itself. In that process, valuable 

brand equities and powerful long-

running campaigns were often lost or 

abandoned. Such losses give credence 

to the boast of the late Rosser Reeves, 

chairman of the Ted Bates agency and 

father of the unique selling proposition 

(USP), who promised he could beat 

you with the third-best campaign 

because you’d keep changing and he 

A good thing about getting old in 

this business is that you’ve actually 

lived through all the changes and 

survived the perennial predictions of 

ad agency extinction.  

Along the way you’ve also 

observed, maybe even been a part 

of, any number of power shifts. But 

when I was asked by Adweek’s editors 

to contribute a few lines about the 

evolution of power within our industry, 

my thoughts went immediately to the 

one thing that’s remained constant 

throughout my 60 years in the 

business: creative power—the power of 

an idea to transform the meaning, and 

thus the fortunes, of brands.

In the ’50s, it was creative power, 

certainly not horsepower, that 

transformed an ugly little German car 

into the most popular import of its 

time. Creativity gave the Volkswagen 

Beetle a winning countercultural 

identity, a feature no engineer could 

add. Years later, it was the power of a 

one-word urban greeting—“Wassup”—

that lent youth and hipness to an aging 

Budweiser, and caused its brewer to 

state publicly, “In our lifetimes, we’ll 

never see so much value created from 

a single idea!”

More recently, a former wide 

receiver for an NFL practice squad 

urged us to “Smell Like a Man, Man,” 

turning a sleepy deodorant, Old Spice, 

into an international phenomenon. 

Those are just three examples of the 

wonder-working power of creative 

ideas developed by agencies partnering 

with great clients over the years.

There is power in partnership, and 

I sometimes lament the passing of the 

kind of partnerships we once enjoyed 

when CEOs of agencies had close, 

top-to-top relationships with their 
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Specs
Claim to fame Every

Wednesday for 20 years, Keith

Reinhard, chairman emeritus

of DDB Worldwide, sent out a

memo to the global agency he

ran that offered up pieces of

wisdom. The memos became

known as Any Wednesday,

which is the title of a recently

published book cataloging the

insights. Reinhard was also the

recipient of the 2015 Lifetime

Achievement Award from Clio.

Base New York

Twitter@kreatividad

we’ll likely see another cycle of agency 

consolidation. Clients will encourage 

this consolidation as they discover the 

advantages of partnering with a new 

definition of full-service agencies.

But within those agencies, instead 

of power residing only at the top of an 

outdated organizational chart, we’ll see 

flatter, more flexible organizations that 

quickly form and reform in response to 

fast-changing needs. Decision-making 

power will be more broadly distributed 

to on-the-ground operatives able to 

act and react quickly and creatively 

to real-time opportunities. Leaders 

will be reminded that the best way to 

gain power is to give it away—to the 

right people.  

And some of those people may well 

represent a new blend of generalist 

and specialist skills: perhaps a 

Leonard Bernstein-like advertising 

composer, arranger, synergist and 

conductor, all in one person. And given 

what scientists are telling us about 

who’s best at multitasking, that person 

is likely to be a woman. 

In any case, we’re sure to see a 

lot more power placed in the hands 

almost all of what we watch, read or 

listen to. The introduction of the internet 

in the ’80s led to the digital disruption 

later in the century. This in turn has 

become an unrelenting tsunami of 

technical innovation, with each wave 

bringing us new creative possibilities.

As marketers, however, we need to 

make sure that these disruptions don’t 

become distractions, taking focus away 

from building enduring brands.

Inside our own companies, 

technology allows us to easily connect 

with each other and with our clients 

from any point on the globe. But as 

with all technical advances, this benefit 

comes at a cost, most notably the 

power of presence—physical human 

presence. The synergy that results 

from team members interacting 

with each other in the same place at 

the same time cannot be matched 

by teams whose members are all 

working from different, often far-flung 

locations. And all the emails in the 

world will never substitute for real 

live managers walking the halls and 

offering a word of encouragement 

or genuine appreciation. It’s easy to 

underestimate the power of being there 

and caring. It can inspire great work or 

even turn a life around. 

Where will technology take us?  

VR and AI offer awesome, perhaps 

fearsome, possibilities. Some predict 

that machines, already composing 

news stories without any human 

involvement, will soon be originating 

our creative content, replacing our 

people and their talents. I question that 

prediction if for no other reason than 

that machines, for all their intelligence, 

still lack the power of passion, without 

which, according to the German 

philosopher Hegel, nothing great has 

ever been accomplished.

Now that the big legacy agencies 

are up to speed with the newest 

technology and specialist skills 

offered by the startup shops born 

during the great digital disruption, 

wouldn’t. How many readers today 

know the Avis tagline that four years 

ago replaced the long-running and still 

relevant “We Try Harder”? 

The mid-’80s saw a consolidation of 

power in the agency world touched off 

by the brothers Saatchi who seemed 

to be doing a deal a week. Our idea 

in 1986 for the three-agency merger 

that formed Omnicom was to amass 

unequalled creative power to better 

serve clients across the globe. The 

media called it “The Big Bang” after 

which other consolidations soon 

followed. Today, agencies of the five 

big holding companies dominate the 

advertising and marketing landscape, 

as well as the stages where creative 

excellence is honored.

Not long after the merger mania 

had subsided, full-service agencies 

experienced a damaging loss of power 

when media buying was shifted to 

separate, independent firms which 

promised clients unparalleled clout. 

Some observers now say this clamor 

for low-cost GRPs underestimated 

the rise of the internet and, in turn, 

the importance of digital and mobile 

advertising where the lines between 

content and connection are blurred. For 

many of us, losing the media function 

came at a time when, in response to the 

proliferation of media channels, we in 

the agencies were elevating the media 

practice and joining it with our creative 

resources. I’m with those calling for 

a reintegration of the two disciplines, 

however such a reunion might occur.

Another flashback reminds us that 

beginning in 1948 and continuing until 

the late 1980s, the big three networks 

dominated U.S. television—controlling 

the vast majority of advertising 

and pretty much determined what 

Americans watched, and when. 

Conventional wisdom holds that the 

power to choose now resides with 

consumers. But one could argue that 

this presumed power is an illusion, 

given that six media giants now control 

of women. The many panels we’ve all 

sat through addressing the subject 

will finally establish a marketing 

world where talent truly has no 

gender.  As for diversity and inclusion, 

I like what DDB’s Wendy Clark said at 

the recent 4A’s conference: “We will 

not rest until our company reflects 

the marketplace we serve.”

We’ll also see a fresh appreciation 

and application of the power of story, 

especially as neuroscientists are giving 

us new evidence that telling a good 

brand story is better for the bottom line 

than presenting rational arguments. As 

Peter Guber, the Hollywood producer 

and former CEO of Sony Pictures, put 

it, “In this age of rapid technological 

change, it’s not the 0s and 1s of the 

digital revolution, but rather the oohs 

and aahs of a good story that offer the 

best chance of compelling listeners to 

act on behalf of a worthy goal.” 

The power of story was given even 

more importance by Joe Nye, former 

dean of Harvard’s Kennedy School 

for Government, when he wrote:  

“Conventional wisdom has always been 

that the government with the largest 

military prevails, but in an information 

age it may be the state (or nonstate) 

with the best story that wins.” The 

same goes for brands.

Some scholars, perhaps channeling 

Mahatma Gandhi, make a distinction 

among three kinds of power: “power 

over,” “power to” and “power with.”  

“Power over” is the ability to dominate 

a person or a group. “Power to” is the 

ability to do something on one’s own, 

relying on one’s intellect, knowledge 

and stamina. But “power with” is 

the ability to work with others to 

accomplish a common goal.  

In our business, power will always 

reside with those who have the money. 

But in the future, as in the past, clients 

have a choice in how to use power. 

They can use their “power over” 

to intimidate, scare or starve their 

agencies, or they can use their “power 

with” to partner with agencies to 

unleash the kind of creative power that 

can make their brands rich and famous.

Not too long ago, I enrolled in a 

class on Basic Content Strategy at 

the General Assembly in New York. 

The instructor was younger than any 

of my kids. But in my attempt to stay 

current, I just might go back and take a 

class in writing code. As Bernbach said, 

“The future, as always, belongs to the 

brave.” I’m not sure how much future I 

have left in advertising, but given these 

exciting times—were it in my power—I’d 

sign up for another 60 years. 

‘Instead of power residing 
only at the top of an outdated 
organizational chart, we’ll 
see flatter, more flexible 
organizations that quickly 
form and reform in response  
to fast-changing needs.’
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Social Media Activity (%)

Tech-savvy
consumers
make up only:

Top Sites They
Regularly Visit (%)

More Trends and Callouts

Upload photos

Update status

Update profile

Seek advice/opinions

Like/become a fan of brand/product

Make purchases

Follow links to brand/product posted

12.3

11.9

12.1

12.1

7.2

38%
of people who make purchases
on social media consider
themselves tech savvy.

70.6
Amazon

32.3
Apple/iTunes

Store

27.9
Bing

41.0
eBay

73.2
Facebook

71.7
Google

29.9
Skype

43.0
Twitter

31.6
Instagram

13.5%
of Amazon visitors

12.5%
of Facebook users

12.9%
of Google users

23%
decrease in the
amount of tech
savvies who
made a
call/written
phone number
down

72%
more likely
to send a text

Hello?
In the past 4 years

Like the idea
of interacting
with digital
screens

2011

19%

Today

25%

61%
engage with brands
that use live social
media feeds in their
digital screen
advertising

Brand

Which is

188%
higher

than the
average
person.

A LOOK AT THE HABITS OF THOSE WHO LOVE BUYING GADGETS. BY CARRIE CUMMINGS

Tech-Savvy Spenders
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Each year, Dentsu’s out-of-home agency Posterscope conducts its Outdoor Consumer Study that zeroes in on a range of sought-after demographics. Tech-savvy 
consumers—people who describe themselves as such, love to buy tech gadgets and also give tech-related advice—are among the most coveted. The OCS study 
was able to target these consumers to gain information about their online habits and behaviors. “At a time when the omni-connected, tech-savvy consumers are 

bombarded with constant advertisements, OCS provides the necessary data for selecting out of home in places where our clients can engage their audiences,” said 
Posterscope USA svp, director of insights Clare-Marie Panno. Best of all, these consumers are ready and willing to shell out cash.

18 M AY 2 3,  2 0 16  |   A D W E E KPosterscope, Outdoor Consumer Study, OCS7 2015
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ESQUIRE’S NEW EDITOR ON THE POWER
OF PRINT, ICONIC COVERS AND THE

IMPORTANCE OF WOMEN’S VOICES IN A
MEN’S MAGAZINE. BY EMMA BAZILIAN

Jay Fielden
Q+A

Specs
Current gig Editor

in chief of Esquire;

editorial director of

Town & Country

Previous gig

Editor in chief of

Town & Country

Instagram

@JayFielden

Age 46

M O V E R

Growing up, were you an

Esquire reader? Sure I was. I

tell this story in my first editor’s

letter, when I was about 13 or 14

and growing up in San Antonio, I

started getting into magazines,

and Esquire and The New Yorker

were two magazines that I just

got curious about and wanted

to know more about. They were

probably both a little above my

head at the time. But I started

having that experience with

magazines that I envision still

being the most powerful thing

a magazine can do, that kind

of religious conversion where

you realize you want to see this

thing every month. So that was

the beginning.

What made Esquire such an

important brand? Because

it was genre-busting. When

you have Nora Ephron writing

about breasts, when you have

Joan Didion writing for it, when

you do the kind of covers they

did, a lot of it punched through

the culture. It was something

highly relevant, on the pulse,

fitfully trying to and succeeding

at often leading the cultural

conversation, saying things no

one else was, doing things no

one else was.

What changes will you be

bringing to the magazine?

Even though there’s a

tremendous history there, this

is a moment where you have to

pretend there’s no history and

see it as just a reboot and an

opportunity to ask the hardest

questions. I just spent five years

at Town & Country reimagining

what Town & Country was. [At

Esquire], I want to reimagine

the way fashion can be done in

the pages, and I want to make

sure that the level of the writing

and the journalism kind of

becomes a constant throughout

all the pages. I don’t want it to

feel like there’s two different

guys reading this: one who’s

reading it for the fashion and

the style, and then one guy

who wants it for the 10,000-

word well-reported article. I

would say also that my vision

of the magazine is one that has

symphonic contributors.

A lot of the contributors

you’re bringing in for your

first issue are women. Why

is it so important for the 

magazine to have female 

voices? Because I think that’s 

the real secret to the genre-

busting element. When you 

have women who are not simply 

in lingerie in the magazine, 

you’re creating a different idea 

about what a men’s magazine 

is. When you have significant 

bylines who are women, 

significant photographers who 

are women, significant figures in 

the magazine who are women, 

you’re actually mirroring what 

real life is. There needs to 

be a lot more realness to the 

magazine, in my opinion. A lot 

less worry about whether it’s 

manly or not. That’s a trope that 

I think has had its time. 

Esquire has had some iconic 

covers over the years. How 

do you recreate that kind of 

magic in an age when people 

aren’t buying magazines at 

the newsstand like they used 

to? Well, look, I think there’s 

still a lot of magic out there. 

The world has changed, but I 

think that a magazine still can 

do things like no other form of 

media. And therefore, maybe 

the place we’re in right now is 

giving us more freedom to be 

more experimental again. So 

my way of thinking about the 

cover is that it starts with the 

aesthetic team we put together 

to take whomever it is that 

we’re putting on the cover and 

making out of it what we want. 

And then thinking, secondly, 

who will those people [on the 

cover] be, if they are people all 

the time, and what will those 

moments be when we break 

away entirely from the tradition 

of having a celebrity on the 

cover. 

In recent years, a handful 

of magazines—Hearst titles 

included—have experimented 

with putting advertising 

overlays on their covers. 

Is that something you’d be 

open to? I don’t know. I want to 

approach things as they come. 

I want to see how creative and 

how thoughtful I can be about 

respecting the journalistic soul 

of the magazine, but also being 

a good steward of creating a 

healthy business that will keep 

this magazine around for a lot 

more years. That’s the mantle 

that I inherited. 
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1 (L. to r.) Entertainment Weekly editor Henry Goldblatt, Chicago Fire star Taylor Kinney and People and EW editorial director Jess Cagle celebrate at the People

and EW 2016 upfront party. 2 (L. to r.) NBC Entertainment chairman Robert Greenblatt, NBCUniversal Cable Entertainment chairman Bonnie Hammer, NBCU

advertising sales and client partnerships chairman Linda Yaccarino and NBCU International Group and NBCU Telemundo Enterprises chairman Cesar Conde catch

up at NBCU’s presentation. 3 Mark Burnett (l.), producer of Fox dating series Coupled, and show host Terrence Jenkins pause for a photo at the network’s upfront.

4 TruTV development and original programming svp Marissa Ronca and truTV president and head of programming Chris Linn arrive at Turner’s upfront. 5 TBS late-

night star Samantha Bee entertained the Turner crowd. 6 (L. to r.) Actor Breckin Meyer of Adult Swim’s Robot Chicken; Christina Miller, president, gm of Cartoon

Network, Adult Swim and Boomerang; and Rob Sorcher, Cartoon Network evp and chief content officer, attend Turner’s upfront.

To be considered for this page, please email photos to Facetime@adweek.com.
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To assemble Adweek’s second annual Power List, we considered the profiles and results of global corporate titans, taking into account such criteria as company value, revenue and 

revenue growth, market performance, consumer reach and affinity, their standing among rivals, the number of employees overseen, key acquisitions and partnerships, industry 

accolades and media buzz. This list is not intended as a ranking based solely on earnings ups and downs or the fluctuations of a company’s work force, nor is it designed to chart 

executives’ progress—or lack thereof—year over year. An executive’s standing in last year’s rankings largely does not figure into our calculations this year. There are many intangibles. 

Image counts a lot, as does the volume of news a company contributes to the Adweek stream. For example, Google’s Larry Page, No. 1 last year, surely turned in another winning 

performance but fell just behind our pick for the top spot this year, Facebook’s Mark Zuckerberg, because, in our estimation, Zuckerberg proved to have considerably more sway over 

the daily news cycle—making headlines in regard to advertising, video and more. Like last year, this list represents a range of disciplines. You will find agency chieftains, leaders of 

media and tech giants and CEOs of top brand marketers. You will also find entrepreneurs, chief execs who fly under the radar and divisional heads who punch well above their class. 

And, comparing apples to oranges seems somehow correct in the domain of marketing, media and tech where image and influence often play outsized roles in who wields power.

PRESENTING ADWEEK’S SECOND ANNUAL POWER LIST, OUR RANKING OF  

THE 100 MOST INFLUENTIAL, INNOVATIVE AND EFFECTIVE LEADERS IN  

MEDIA, MARKETING AND TECHNOLOGY. BY DAVID GIANATASIO
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CEO, chairman, co-founder, Facebook

Revenue: $17.9 billion

Employees: 13,600

It’s Mark Zuckerberg’s future—the rest of us will just  
live in it. Last month, during his keynote address at Facebook’s F8 

developers’ conference, Zuck, 32, set his sights on tomorrow, laying out 

a bold vision for shaping the connected world for decades to come. 

Chatbots will increasingly inform customer service and other aspects 

of the Facebook Messenger experience, letting advertisers more smoothly 

communicate with audiences and, ultimately, sell them more goods 

and services. This could be a game changer of epic proportions, letting 

Facebook and its brand partners bypass the model of the app store in 

favor of a system that offers greater speed and convenience. At the same 

time, Facebook is looking to drones to beam wireless internet across the 

globe, expanding the digital community while providing access to millions 

more consumers for Facebook and its advertising partners.

But wait, there’s more. Augmented and virtual reality are also high on 

the agenda. Facebook is developing glasses with a conventional design 

(that is to say, not goggles) that overlay graphical data on the physical 

world. And it wants to open new vistas and revenue streams with Gear VR 

devices produced by its Oculus Rift unit, in tandem with Samsung.

In a macro sense, Zuckerberg wants to make Facebook even 

more ubiquitous than it already is, further embedding the service in 

the daily lives of as many human beings as possible—and naturally, 

making lots of revenue in the process. Given his record of success 

since he co-founded the social network in his dorm room at Harvard 

a dozen years ago, virtually no one is betting against him. 

In the first quarter of this year, monthly and daily active users 

totaled 1.65 billion and 1.09 billion, representing a surge of 15 percent 

and 16 percent, respectively. At the same time, monthly and daily active 

mobile users grew 21 percent and 24 percent, respectively. Against 

that backdrop, Facebook’s market capitalization hovers around $340 

billion—up by $120 billion versus last year, and more than triple its 

value four years ago when the company went public.

Given its scale and its vital presence for so many of us, Facebook 

is one of the most powerful platforms ever created for connecting 

mankind. As grandiose as it sounds, it is also indisputably one of 

the most influential instruments whereby a company controlled 

by one person can shape public opinion and even public policy. 

During his F8 keynote, Zuckerberg took a not-so-thinly veiled jab at 

presumptive Republican presidential nominee Donald Trump when 

he said: “Instead of building walls, we can help build bridges. Instead 

of dividing people, we can connect people. We do it one person at 

a time, one connection at a time. That’s why I think the work we’re 

doing together is more important than it has ever been before.”

Critics say such rhetoric is actually driven by Zuckerberg’s desire 

for more visas to be issued to foreign workers. He has also been 

accused of hypocrisy over Facebook’s sponsorship of July’s Republican 

National Convention in Cleveland. More recently, a media report 

charging Facebook with suppressing pro-conservative stories also had 

Zuckerberg on the defensive. The company initially suggested that what 

appears in the main news section, called Trending, is dictated more by 

an algorithm than people but ended up admitting that human judgment 

does have a bearing on which content appears and doesn’t appear. 

Zuckerberg seems unfazed by the criticism, including the response 

to his comment in Facebook’s most recent earnings call that he hopes 

to play a role in “helping to cure all diseases by the end of this century, 

upgrading our education system so it’s personalized for each student 

and protecting our environment from climate change.” Zuckerberg 

and his wife Priscilla Chan have committed to ultimately give away 99 

percent of their Facebook shares to fund such endeavors.

That charitable divestiture doesn’t mean Facebook’s CEO is going to 

give up his bully pulpit. In fact, he proposed a stock structure that would 

allow him to maintain control of the company while selling off shares.

The move just feels so Facebook. For Zuckerberg to maintain his 

power and influence—and by extension, his ability to affect outcomes 

on a worldwide scale—it’s imperative to stay connected.
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2
LARRY PAGE
CEO, co-founder 

Alphabet  

(incl. Google)

Revenue: $75 billion

Employees: 64,115

Searching for an 

over-arching structure 

to encompass the 

enormity of what 

Google has become 

since they formed 

the company in 

1998, Page, 43, and 

Sergey Brin launched 

Alphabet last summer. 

Google’s core media 

operations—including 

YouTube, digital 

advertising, Maps and 

Android—continue 

under the Google 

name, run day-to-day 

by Sundar Pichai as 

divisional CEO. From 

self-driving cars and 

drones to artificial 

intelligence, mobile 

operating systems 

and, possibly, products 

and services designed 

to extend the human 

life span, Page’s 

vision encompasses 

many diverse and 

essential facets of 

daily life. “Most people 

think companies 

are basically evil. 

They get a bad rap. 

And I think that’s 

somewhat correct,” 

Page once told a TED 

ideas conference. 

“Companies are doing 

the same incremental 

thing that they did 

50 years ago, 20 

years ago. That’s 

not really what we 

need. Especially in 

technology, we need 

revolutionary change.” 

Just as, in its initial 

incarnation, Google 

revolutionized the way 

we search for facts 

and, by extension, 

changed our entire 

relationship to data, 

Alphabet is geared 

toward shaping the 

world in even bigger, 

bolder strokes—while 

maximizing profits, 

naturally. “We should 

be optimists,” Page 

said during last 

year’s shareholders’ 

meeting, “and be 

excited about all the 

things we’re building 

and contributing to the 

world. It’s working.” 

3
TIM COOK

CEO 

Apple

Revenue:  

$233.7 billion

Employees: 110,000

Lately, Apple’s 

shiny reputation 

has been tarnished. 

Following four years 

of dynamic growth 

since Cook, 55, took 

over from legendary 

co-founder Steve 

Jobs, Apple began 

underperforming its 

Silicon Valley peer 

group, and the tech 

giant’s stock has 

slipped accordingly. 

After becoming the 

first U.S. corporation 

to hit $700 billion in 

market capitalization, 

the company’s value 

recently dipped below 

$500 billion, and 

Apple now finds itself 

in a slugfest with 

Alphabet for the top 

slot on the S&P 500. 

The biggest culprits? 

Slower iPhone sales 

and a disappointing 

debut of the Apple 

Watch. Some say 

the correction is 

long overdue—and 

few blame Cook for 

the slide. In fact, he 

is making inroads 

that could open new 

revenue streams 

down the line. One 

example: a recent $1 

billion investment in 

ride-hailing service 

Didi Chuxing, the 

“Uber of China.” 

Another: The Apple 

Music app for Android 

OS launched in 

November, arguably 

the company’s

biggest push into a

rival platform. Ads

for the app starring

Taylor Swift went

viral, displaying a

juicy cultural tang

Apple’s advertising

has been missing of

late. (Apple did win

two Grand Clios, one

for its “World Gallery”

iPhone campaign,

and another for “The

Game Before the

Game” from its Beats

by Dre unit.)

4
ROBERT IGER
CEO, chairman

The Walt Disney Co.

(includes ABC, ESPN,

Disney Theme Parks)

Revenue:

$52.5 billion

Employees: 185,000

Under Iger, the

Mouse continues

to roar, despite a

Q2 hiccup that saw

Disney miss analysts’

earnings-per-share

estimates for the

first time in five

years. Regardless,

this adroit mogul has

grown the company’s

operations across

the last 11 years via a

mix of diversification,

merchandising and

acquisitions. Under

his stewardship,

Disney has become

the leading

purveyor—and

guardian—of

popular culture. The

company’s scope is

remarkably broad and

incredibly diverse,

ranging from theme

parks and cartoon

characters to the Star

Wars franchise, ABC

News, ESPN’s NFL

telecasts, even Maker

Studios’ multichannel

network built

around YouTube star

PewDiePie. Largely

thanks to Iger, 65,

Disney cuts across

all conceivable

demos, reflecting

and defining the

American zeitgeist

as it keeps the world

entertained. Last

month, Cohn &

Wolfe named Disney

the world’s most

authentic brand. Even

Walt himself would

be impressed.

5
A.G. LAFLEY
CEO, president,

chairman

Procter & Gamble

Revenue:

$76.3 billion

Employees: 110,000

The world’s largest

advertiser dealt

agency holding

company Publicis

Groupe a harsh

blow last December,

naming Omnicom and

Dentsu Aegis’ Carat

the big winners in a

review of its North

American media

business, one of the

most sought-after

prizes in last year’s

“Mediapalooza.”

Earlier, P&G agreed

to sell 43 beauty

brands to Coty for

$12.5 billion. Lafley,

68, undertook such

moves to cut costs

and focus on core

brands like Always,

Crest, Gillette

and Tide. Always’

groundbreaking “Like

a Girl” campaign

remains one of

the most lauded

creative initiatives of

recent years. More

recently, P&G made

headlines for a series

of surprisingly dark

and affecting “Thank

You, Mom” ads,

featuring themes

around Mother’s Day

and the upcoming

Summer Olympics in

Rio de Janeiro.

6
BRIAN ROBERTS

CEO, chairman

Comcast (includes

NBCUniversal,

Universal Studios,

MSNBC, Telemundo)

Revenue: $74.5 billion

Employees: 153,000

Comcast transmitted

an especially sharp

signal last year across

its diverse operations.

Under the seasoned

leadership of Roberts,

56, cable revenue

rose 6.2 percent

(driving an 8.3 percent

increase overall),

while 666,000

customers signed up,

an 85 percent year-

over-year increase.

The company also

added 1.4 million

high-speed internet

customers, marking

a decade of net

increases in excess of

1 million. Meanwhile,

NBCUniversal enjoyed

what Roberts called

“a remarkable year,”

marked by record-

breaking results in

its theme parks and

movie units—the

success of the later

driven by blockbusters

like Minions and

Jurassic World, which

entered the home-

video market in time

for the holidays and

year-end financial

results. NBCU’s

recent acquisition

of DreamWorks

Animation for $3.8

billion will make

Comcast an even

more formidable

player in Hollywood.

7
JEFF BEZOS
CEO, chairman,

president, founder

Amazon.com

Revenue: $107 billion

Employees: 230,000

It’s been an

impressive ascent

for Bezos, 52,

since he launched

the ecommerce

powerhouse in 1994.

Through the years,

Amazon has become

woven into the fabric

of modern life—and

lately, its financial

performance has

been like a drone

soaring on rocket

boosters, with no

end in sight. Last

year, Amazon broke

through the $100

billion revenue mark

(revenue was up 25

percent year over

year) and earned a

$596 million profit

after having lost $240

million in 2014. In

the first quarter of

this year, propelled

largely by its cloud

business, the

company produced

the most profitable

quarter in its history.

Bezos also owns The

Washington Post and

has played a key role

in driving its explosive

online growth, with

the newspaper’s site

hitting a record 988

million pageviews in

March.

8
MARTIN

SORRELL
CEO

WPP Group

Revenue:

$17.6 billion

Employees: 190,000

The leader of the

world’s largest

agency holding

company recently

warned that “a low-

growth environment”

is “the new normal”

for the industry,

owing to clients’

intensified focus on

costs. Despite that,

Sorrell, 71, guided

WPP, owner of Grey,

JWT, Ogilvy & Mather,

GroupM and other
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9
RUPERT MURDOCH

21st Century Fox 

News Corp

While others have taken 

on CEO responsibilities, 

Murdoch, the last of the 

old-school media moguls, 

remains a force.
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marquee agency 

brands, to a solid 

performance last year, 

notching 6.1 percent 

revenue growth and 

an 8 percent uptick 

in after-tax profit.  

More than 40 recent 

acquisitions, many 

in the media and ad 

tech spaces, stand to 

position the company 

for the future. 

Sorrell took some 

heat for his initial 

defense of former 

JWT chief Gustavo 

Martinez, the subject 

of a discrimination 

lawsuit. Still, Sir 

Martin managed to 

zing Maurice Lévy 

of Publicis Groupe 

after Lévy said at the 

4A’s Transformation 

gathering in Miami 

that agencies are 

not, in fact, rife with 

sexism. “Maurice has 

a habit of ignoring 

the facts,” shot back 

Sorrell, proving that 

he’s never at a loss 

for words, especially 

those that generate 

headlines.

9
RUPERT 

MURDOCH
Executive  

co-chairman 

21st Century Fox 

(includes Fox Film 

studio and television 

network, Star TV, Sky); 

executive chairman, 

News Corp (includes 

Dow Jones, the New 

York Post, The Wall 

Street Journal)

Revenue: $29 billion 

(Fox); $8.6 billion 

(News Corp)

Employees: 20,500 

(Fox); 22,000  

(News Corp)

Though Robert 

Thomson has served 

as CEO of News Corp 

for several years and 

James Murdoch was 

named chief executive 

of Fox last summer, 

this wide-ranging 

media empire—now 

split along print and 

electronic lines—will 

always be the house 

that Rupe built. At 85, 

Murdoch is still going 

strong, though recent 

developments have 

been somewhat anti-

climactic following 

his failed 2014 bid 

to buy Time Warner. 

Highlights at Fox 

include the success of 

feature film Deadpool, 

FX miniseries The 

People vs. O.J. 

Simpson and the Fox 

network’s X-Files 

reboot—driving strong 

quarterly earnings 

and beating analysts’ 

expectations. 

Conversely, at News 

Corp, revenue fell 

short for a fourth 

straight quarter. But 

Murdoch transcends 

mere numbers, of 

course. The last of 

the old-school media 

moguls, he’s as much 

tabloid fodder as 

publisher these days, 

with his marriage this 

past March to Jerry 

Hall, Mick Jagger’s 

ex, generating 

the kind of gaudy 

coverage his Fleet 

Street newspapers 

have honed to 

perfection over the 

past half century.

 

10
INDRA NOOYI
CEO, chairman 

PepsiCo (includes 

Frito-Lay, Gatorade, 

Quaker Foods)

Revenue: $63 billion

Employees: 263,000

Among the most 

powerful women 

in global business, 

Nooyi, 60, is credited 

with driving innovation 

on many fronts at the 

food and beverage 

giant. She partnered 

recently with Fox to 

co-create content 

for hit series Empire, 

and struck a deal with 

the UEFA Champions

League. On the ad

front, the company is

rolling out 100 emoji-

themed commercials

this summer—each

five seconds in

length—to tap into

the youth market.

(Pepsi also won a

Grand Clio Sports

prize for “Made in N.Y.”

for Gatorade.) Nooyi

is trying to put some

pop back into sales,

but PepsiCo continues

to struggle. Revenue

was down 3 percent

in Q1, though earnings

per share beat Wall

Street estimates. At

the same time, under

Nooyi, the company

has introduced

healthier drink and

snack options across

the brand portfolio.

That fare, increasingly

in demand by

consumers, now

makes up 45 percent

of the company’s

total revenue.

11
ROGER GOODELL

Commissioner

National Football

League

Revenue:

$13 billion (est.)

Employees: 1,000

(excluding teams)

This tenacious

competitor largely

broke free of lingering

controversies around

player domestic

violence and

concussions to lead

the league to another

championship season.

Brands ponied up $5

million for 30-second

spots in Super Bowl

50, which drew 111.9

million viewers, the

third-largest audience

in TV history. During

the regular season,

games averaged

18.1 million viewers,

triple the average for

other programming

in prime-time

broadcast, providing

sponsors with one

of the few remaining

mass-audience buys

on a fragmented

media playing field.

Goodell, 57, is rushing

toward an even bigger

audience—and more

ad revenue—with

a new model for

Thursday Night

Football across

broadcasters NBC

and CBS, the NFL

Network and Twitter.

12
LESLIE

MOONVES
CEO, president,

chairman

CBS

(includes the CBS

network, Showtime,

The Movie Channel,

Flix, CBS Films)

Revenue:

$13.9 billion

Employees: 22,000

Next year, Moonves

plans to boldly go

where the network

has never gone

before, debuting a

new Star Trek series

on traditional TV,

then transporting

it to subscription

streaming service

CBS All Access.

Look for other CBS

shows to follow,

plus more original

content, as Moonves,

66, continues to

transform the

company into a

21st-century media

force that barely

resembles the old-

school company he

joined two decades

ago. It’s all part of the

executive’s aggressive

digital strategy,

which he now has

even more power to

implement having

recently inherited the

chairman’s title from

the ailing 92-year-old

Sumner Redstone.

13
JEFF BEWKES

CEO, chairman

Time Warner

(includes Warner

Bros., The CW, DC

Comics, HBO, CNN,

TNT and TBS)

Revenue:

$28.1 billion

Employees: 24,000

Acutely aware that

“the shift to on-

demand consumption

is accelerating,”

Bewkes, 63, has

worked hard to

keep Time Warner

competitive versus

other media giants,

and he won’t rule out

investing in a streaming

video service along the

lines of Hulu should the

right deal come along.

Growing the online

service HBO Now

(which pulled in just

800,000 subscribers

in its first year) is a

priority. Video games

also continue to be

a growing business

for the company, led

by Mortal Kombat X

and Batman: Arkham

Knight. Last year, it

remained the No. 1

supplier of broadcast

TV shows, including

one of the biggest

hits of the season,

Blindspot. And as of

this writing, League

of Justice: Batman

vs. Superman is

nearing $900 million

in worldwide box

office revenue,

trailing Zootopia and

Captain America:

Civil War for the

year’s top-performing

feature film.

14
PAUL POLMAN

CEO

Unilever

Revenue:

$57.8 billion

Employees: 169,000

Polman, 59, led the

world’s second-

largest advertiser

to a 10 percent

sales bump last

year by focusing on

premium segments

of the personal care,

home products

and refreshments

categories.

Momentum slowed

in Q1, however, as

sales were off, and

Polman warned

that challenges in

emerging markets

could intensify.

In November, the

company concluded

its massive

“Mediapalooza”

review, shifting some

global assignments

between Omnicom’s

PHD and WPP’s

Mindshare but

making few major

changes. Innovative

ad campaigns across

the brand portfolio

continued, including

“First Kiss,” an

effort from Knorr

that paired singles

according to their

tastes in food to make

a love match.

15
CARLOS BRITO

CEO

Anheuser-Busch

InBev

Revenue:

$43.6 billion

Employees: 150,000

This intense,

professorial Brazilian

has built A-B InBev

into the world’s

largest brewer,

commanding a

quarter of the global

market. And Brito,

55, is still thirsty

for growth, forging

a $100 billion deal

to acquire rival

SABMiller. As

that union awaits

regulatory approval,

going after a cola

company also

remains a possibility,
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It’s not every year that the industry’s top publication

names you as one of the hundred most influential people in the business

T E R R Y  J .  L U N D G R E N
C H A I R M A N ,  C H I E F  E X E C U T I V E  O F F I C E R ,  M A C Y ’ S ,  I N C .

Congratulations to our own

selected to Adweek’s Power 100 List

for a second year in a row
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INDRA NOOYI

PepsiCo 

One of the highest-ranking 

women in global business, 

she is credited with driving 

innovation at the food and 

beverage giant.
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How to run an 
advertising agency

Running an agency requires midnight oil, salesmanship of the highest order, a deep
keel, guts, thrust, and a genius for sustaining the morale of men and women who

work in a continuous state of anxiety.

It is popularly believed that advertising attracts neurotics who are naturally
prone to anxiety . I don’t believe this. Wh at happens in agencies is enough to induce 
anxiety  among the most phlegmatic people.

Th e copywriter lives with fear. Will he have the big idea before Tuesday morning? 
Will the client buy it? Will it get a high test score? Will it sell the product? I have never
sat down to write an advertisement without thinking THIS TIME I AM GOING
TO FAIL.

Th e account executive also has reasons for anxiety . He represents the agency 
to the client, and the client to the agency. Wh en the agency goofs, the client holds him 
responsible. Wh en the client is bloody-minded, the agency blames him. 

Th e head of the agency also has worries. Is such and such a client going to 
fi re you? Is a valuable partner going to quit? Will you make a hash of the new business 
presentation on Th ursday?

Make it fun to work in your agency. Wh en people aren’t having any fun, they 
don’t produce good advertising. Kill grimness with laughter. Encourage exuberance. 
Get rid of sad dogs who spread gloom.

Wh at kind of paragons are the men and women who run successful agencies? 
My observ ation has been that they are enthusiasts. Th ey are intellectually honest. Th ey 
have the guts to face tough decisions. Th ey are resilient in adversity . Most of them are 
natural charmers. Th ey are not bullies. Th ey encourage communications upwards, and 
are good listeners. Many of them drink too much, and read little except offi  ce paper, 
in which they drown.

David Ogilvy 

Congratulations, John Seifert, on being 
chosen for the Adweek Power List.
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given Brito’s stated 

desire to grow A-B 

InBev’s portfolio 

of low- and non-

alcoholic beverages. 

“The margins are 

very good because 

you don’t have the 

[alcohol] excise 

tax,” he said at the 

company’s annual 

meeting in April. “You 

charge sometimes 

the same price 

as beer or higher, 

depending on how you 

position the product.”

16
JOHN WREN
CEO, president 

Omnicom

Revenue:  

$15.1 billion

Employees: 74,900

The second-largest 

agency holding 

company, parent of 

BBDO, DDB, TBWA, 

Omnicom Media Group 

and others, has seen 

mixed performance. 

Hampered by weak 

foreign currencies, 

revenue was flat in 

2015, as was net 

income of nearly $1.1 

billion. Still, organic 

revenue increased 5.3 

percent, keeping pace 

with its top rivals. 

Wren, 63, promised 

improvement this year, 

and Q1 revenue was 

up slightly (around 

1 percent) to $3.5 

billion, with earnings 

up 4.4 percent. Last 

month, Omnicom 

launched a new media 

network, Hearts & 

Science, with P&G’s 

North American 

assignment as its 

founding client. (P&G 

was Omnicom’s 

biggest win of 2015.) 

A few months back, 

Wren also reorganized 

the company’s health 

and PR offerings to 

simplify operations 

and promote 

efficiencies.

17
IRENE 

ROSENFELD 
CEO, chairman 

Mondelez

Revenue:  

$29.6 billion

Employees: 99,000

Could the creamy 

middle finally be in 

sight for Mondelez, 

the maker of Oreos 

and other iconic 

snack brands? Some 

analysts think that 

might be the case 

after a first quarter 

that saw the company 

generate a $554 

million profit, up 71 

percent, beating Wall 

Street estimates. 

New products like 

Oreo Thins and 

BelVita Bites helped 

drive the growth. An 

enlightened marketer 

unafraid to take risks, 

Rosenfeld, 63, has 

worked hard to recast 

the food behemoth 

as a hip purveyor 

of healthier fare in 

the face of changing 

consumer tastes. 

Dentsu Aegis’ Carat 

will play a bigger 

role in helping her 

achieve that goal 

after adding North 

American buying, 

planning and global 

communications 

assignments for 

the company in 

one of the biggest 

“Mediapalooza” 

reviews of 2015.

18
AKIO TOYODA

CEO, president 

Toyota

Revenue:  

$237 billion

Employees: 344,000

This exec “has 

changed the attitude 

of stodgy and insular 

Toyota,” according 

to auto analyst 

George Peterson,

who praises the

60-year-old Toyoda

for “giving their

product-development

people the confidence

to push the design

envelope even

with their most

conservative

vehicles.” That

bolder style is most

notable, perhaps, in

the revamped Lexus,

with its prominent

grille, which Peterson

calls “brave and

controversial—just

what they need.”

Toyoda is also

gearing up for the

much-buzzed-

about connected

car, earmarking

$1 billion over the

next five years to

support research into

robotics and artificial

intelligence.

19
LOWELL
MCADAM

CEO, chairman

Verizon

Revenue:

$131.6 billion

Employees: 173,300

McAdam rose

through the mobile

ranks, so his focus

on cutting-edge

technologies and his

vision to grow Verizon

beyond traditional

“corded” services

are no surprise. The

company bought

AOL a year ago for

$4.4 billion, and that

deal and the launch

of mobile service

go90 stand to make

the company a more

potent force in digital

video, advertising

and entertainment.

Verizon is also

reportedly interested

in Yahoo’s core

assets. The 61-year-

old McAdam is also

stepping up Verizon’s

game in the Internet

of Things, introducing

connected-car

solution Hum and

smart-energy

product Grid Wide,

and even agricultural

technology that

manages water

resources and

monitors crop

conditions.

20
JEAN-PAUL

AGON
CEO, chairman

L’Oréal

Revenue:

$24.7 billion

Employees: 82,900

Agon, 59, has

spent his entire

professional life at

L’Oréal and appears

more intent than

ever on transforming

the cosmetics giant

into a vibrant player

for years to come.

That includes a laser

focus on digital. He

grew the company’s

ecommerce business

nearly 40 percent

in 2015 to more

than $1 billion.

One quarter of the

company’s ad spend,

meanwhile, is now

devoted to digital

media, connecting

L’Oréal brands with

younger consumers.

(WPP’s MEC will

play a key role in

shaping L’Oréal’s

strategy moving

forward, tapped

last December as

lead agency on the

marketer’s near

$900 million media

account.) Agon also

gets major points

for establishing the

L’Oréal Technology

Incubator, dedicated

to cutting-edge R&D

and developing such

innovations as the

Makeup Genius (the

first virtual makeup

mirror) and a mobile

app to measure UV

exposure.

21
RANDALL

STEPHENSON
CEO, chairman

AT&T

Revenue:

$146.8 billion

Employees: 281,000

Stephenson guided a

strong performance

in 2015, and that

momentum carried

over into the first

quarter of this year, as

consolidated revenue

soared past $40

billion, a 24 percent

jump. DirecTV—which

the company acquired

for $48.5 billion last

summer—played a

key role in driving

those gains. Now,

AT&T plans to launch

three DirecTV-

branded online video

services, though

channel lineups and

pricing have not

yet been revealed.

“We’re seeing good

momentum with

our initial integrated

wireless, video and

broadband offers,”

says Stephenson,

56. “We’ll expand the

integrated choices

for customers in the

fourth quarter when

we launch our new

video-streaming

services.” Leveraging

DirecTV as an engine

for continued wireless

penetration is

imperative.

22
MARK PARKER

CEO, president

Nike

Revenue:

$30.6 billion

Employees: 62,600

Though Adidas and

Under Armour have

made inroads, Nike

still sets the pace in

the global sportswear

market and doesn’t

plan to cede its

No. 1 ranking anytime

soon. “Our consistent

growth is fueled

by our connection

to the consumer

and our ability to

deliver innovation at

an unprecedented

pace and scale,”

says Parker, 60.

Nike competes

from a position of

strength, having long

established itself as

the world’s favorite

brand of athletic gear.

That standing lets

Parker dream big,

confident that he can

bring his vision to life.

“Doing $50 billion in

sales in five years is

bold but achievable,”

says NPD analyst Matt

Powell. “The planned

growth in Nike’s

direct-to-consumer

business, especially

ecommerce, will

change the retail

landscape across

the world.” On the ad

front, work remains

impressive, and Nike

scored a Grand Clio

Image trophy for its

“Zoom City Arena”

campaign.

23
MARY BARRA

CEO, chairman

General Motors

Revenue:

$152.4 billion

Employees: 215,000

The first woman

chief executive of a

major automaker,

Barra, 54,

successfully steered

the company through

an ignition-switch

recall while ushering

in improved internal

communications

to prevent such

mishaps. “While

their bureaucracies

are still pretty

ingrained, they

seem to be working

better together,”

says analyst George

M AY 2 3 ,  2 0 16  |   A D W E E K

T H E  P O W E R  L I ST



ADWEEK | MAY 23, 2016

23
MARY BARRA 
General Motors

The first woman chief 

executive of a major U.S. 

automaker has managed 

crisis while championing 

the latest technology.
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Peterson, who 

believes GM has 

begun “moving 

where it needs to 

go.” For example, 

Barra spearheaded 

a $500 million 

investment in Lyft 

to develop self-

driving cars, and the 

companies recently 

launched a program 

called Express Drive, 

with GM providing 

vehicles to Lyft 

drivers for $99 per 

week plus mileage—

or for free, if they 

generate enough 

business.

24
BOBBY KOTICK

CEO, president

Activision Blizzard

Revenue: $4.7 billion

Employees: 9,000

This 53-year-old 

executive isn’t just 

playing games 

anymore. Kotick 

has worked hard to 

expand the appeal of 

Activision’s brands 

beyond consoles 

and PCs. In fact, 

he is morphing the 

company—publisher 

of Call of Duty and 

World of Warcraft, 

among others—into 

a multifaceted 

entertainment 

powerhouse through 

the launch of a TV 

and film studio, an 

esports division 

and, most notably, 

the $5.9 billion 

acquisition of mobile 

giant King Digital, 

creator of the 

Candy Crush Saga. 

Some analysts say 

Kotick overpaid (the 

deal was twice the 

size of Microsoft’s 

Minecraft purchase). 

But with mobile 

game sales 

projected to soar 

more than 20 

percent this year 

to $21 billion—

while growth on 

other platforms 

has slowed—

Kotick believes 

the investment is 

essential to ensure 

Activision will 

remain a robust 

player for years  

to come.

25
MUHTAR KENT

CEO, chairman 

Coca-Cola

Revenue:  

$44.3 billion

Employees: 129,000

Will Kent ever find 

the secret formula 

for success? 

Struggling against 

growing consumer 

antipathy toward 

sugary drinks, the 

brand ditched its 

long-running “Open 

Happiness” tagline 

as the year kicked 

off in favor of “Taste 

the Feeling,” which 

quickly graced a 

flurry of product-

focused ads. While 

observers agreed 

the “happiness” 

mantra had fizzled 

out, some questioned 

the new promotional 

play given Coke’s 

standing as one of 

the “bad guys” in the 

war on obesity. A few 

months later, the 

company reported 

that its first-quarter 

global revenue 

and net income 

declined 3.7 and 5.1 

percent, respectively, 

with softer sales 

of sweetened 

carbonated 

beverages a key 

factor. Though 

advertising can’t be 

expected to move 

the needle all by 

itself, Kent, 64, was 

probably hoping 

that something a bit 

more positive would 

bubble up in the 

wake of the big new 

campaign.

26
GRANT REID

CEO, global president

Mars

Revenue:

$33 billion (est.)

Employees: 80,000

Having already

eliminated artificial

colors from many

of its candies, gums

and drinks, Mars

doubled down on

its commitment

as the year began,

announcing it would

remove synthetics

across its entire

portfolio over the

next five years.

“Our consumers

are the boss, and

we hear them. If it’s

the right thing to

do for them, it’s the

right thing to do for

Mars,” Reid says.

Given the changing

nature of the

marketplace, with

buyers demanding

natural and healthier

choices more than

ever, observers view

the strategy as an

essential ingredient

for the long-term

success of iconic

treats like M&M’s,

Skittles, Snickers

and Combos.

27
ALEX GORSKY

CEO, chairman

Johnson & Johnson

Revenue:

$70.1 billion

Employees: 127,000

Last quarter, J&J

overcame currency

headwinds to deliver

top- and bottom-line

growth, with Gorsky,

56, boosting 2016

sales projections by

$400 million. Even

so, the healthcare

and pharmaceutical

conglomerate has

suffered some

unsightly bumps.

In February, it was

ordered to pay $72

million to the family

of a woman whose

death from ovarian

cancer was linked

to the company’s

baby powder, and

more lawsuits are

pending. J&J’s

public response was

widely derided as

obtuse and unfeeling,

running counter to

Gorsky’s reputation

as an enlightened,

progressive leader.

J&J was another

major player in the

“Mediapalooza”

reviews of last year,

shifting its global and

domestic chores to

IPG Mediabrands.

28
STEVE

EASTERBROOK
CEO, president

McDonald’s

Revenue:

$25.4 billion

Employees:

1.9 million (incl.

all franchises)

Promoted to the

top spot in March

2015 and tasked

with cooking up a

turnaround plan,

Easterbrook, 48,

has plenty of

reason to be lovin’

it these days. Last

month, the chain

reported its all-day

breakfast menu

and McPick 2 meal

deal helped boost

same-store sales for

a third consecutive

quarter—this,

following a two-

year decline. This

month, the stock

hit an all-time high.

Even so, continued

softness in the

fast-food market

overall means this

CEO’s work is far

from done. Along

with closing under-

performing stores

and modernizing

menus, he might be

mulling a change

in the direction

of the company’s

advertising. The

company recently

launched a creative

review designed to

consolidate its U.S.

business (DDB and

Leo Burnett have

shared duties on the

main account).

29
IVAN MENEZES

CEO

Diageo

Revenue:

$16.9 billion

Employees: 33,000

At the world’s

largest distiller,

Menezes, 56, sold

off Diageo’s wine

assets to focus

on beer and spirit

brands like Guinness

and Smirnoff, and

appointed finance

director Deirdre

Mahlan to revitalize

the sluggish U.S.

business. (It also just

confirmed its putting

its $2.3 billion

media account up

for review.) A flurry

of moves designed

to shore up its

global position

included completing

the acquisition of

the remaining 50

percent of Don

Julio, making

Diageo a more

muscular player in

tequila, the fastest-

growing spirits

category. Despite

such initiatives

and Menezes’

promise to “deliver

improved, sustained

performance,”

analysts believe the

glass will remain

half empty for

some time, with no

dramatic upturn for

at least another year.

30
STEVE BURKE

CEO, president

NBCUniversal

Revenue:

$29.5 billion

Employees: 53,000

Following February’s

deal giving NBC a

split with CBS for

Thursday prime-

time NFL games,

Burke, 57, last month

spent $3.8 billion to

acquire DreamWorks

Animation, giving

Comcast-owned

NBCUniversal an

impressive weapon

to compete against

Disney and other

Hollywood studios in

the all-important kids

and family market.

Those moves follow an

impressive run for the

unit, which has helped

double cash flow at

the parent company

since its acquisition

was announced half

a dozen years ago.

Last year, Universal

Pictures enjoyed the

highest-grossing year

in box office history,

buoyed by ginormous

hits like Minions,

Jurassic World and

Furious 7. Broadcast,

cable and theme parks

were also surprisingly

strong. Eyeing

millennials, Burke

invested $200 million

each in BuzzFeed

and Vox Media, while

NBC and Vox agreed

to sell ads on each

other’s sites.

31
RAKESH KAPOOR

CEO

Reckitt Benckiser

Revenue:

$12.9 billion

Employees: 37,000

“Despite a year

of mixed-market

conditions, we
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WHO DOESN’T

STAY IN HIS 

LANE.

Congratulations to Akio Toyoda  

for the distinction of being

named to Adweek’s Power List,  

two years running.

Your drive and commitment have

paved the way toward the future 

of mobility.

We’re proud to share the ride.



Your friends at

                                 to the power 
behind the greatest year in 

entertainment history!

Thrilled to celebrate with you, Steve.

Congratulations    



44
SUSAN WOJCICKI

YouTube

After changing the face 

of video programming, 

YouTube under Wojcicki 

now is challenging the TV 

networks for ad dollars.
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achieved broad-

based growth across 

both developed 

and developing 

markets,” Kapoor 

said in February as 

he reported laudable 

gains in profit and 

revenue for 2015. 

Those results 

bucked the trend in 

a challenging global 

market and generated 

reams of positive 

press for RB. More 

recently, however, 

the headlines have 

taken a darker turn, 

as Kapoor, 57, found 

himself apologizing 

for the sale of 

disinfectants linked 

to about 100 fatal 

lung injuries in South 

Korea. As of this 

writing, South Korean 

officials continue 

to investigate, amid 

calls to boycott RB 

products.

 

32
BERNARDO HEES

CEO 

Kraft Heinz

Revenue:  

$27.5 billion

Employees: 42,000

Last year was a 

year of transition, as 

Hees, 46, worked to 

combine the diverse 

cultures of Kraft 

and Heinz. “We are 

working to implement 

proven management 

methodologies, 

remove inefficient 

spending and 

streamline our 

organization, while 

investing in our brands 

and innovation to drive 

long-term profitable 

growth,” Hees says. 

Translation: The 

company is closing 

seven factories and 

cutting 2,500 North 

American jobs. Such 

moves may sound 

unappetizing, but 

toughness probably 

suits Kraft Heinz—

parent of brands like 

Capri Sun, Jell-O, 

Kool-Aid, Maxwell 

House and Oscar 

Mayer—which 

competes in an 

especially cutthroat 

space.

33
REED HASTINGS

CEO, co-founder 

Netflix

Revenue: $6.8 billion

Employees: 3,500

How chill can you 

get? Hastings, 55, 

continues to remake 

the global video 

landscape, his hugely 

successful streaming 

media/original content 

model a lead-in for the 

rest of the industry. 

Since launching in 

130 new markets 

this past January, 

the company boasts 

more than 81 million 

subscribers worldwide 

and does business in 

all major territories 

save for China. 

Hastings heralded 

this expansion as “the 

birth of a new global 

internet TV network,” 

and he believes that 

by “putting power in 

consumers’ hands 

to watch whenever, 

wherever and on 

whatever device,” 

Netflix is writing a 

playbook for future 

growth, “bringing great 

stories from all over 

the world to people all 

over the world.”

34
PHILIPPE 
DAUMAN

CEO, president, 

chairman 

Viacom (includes 

BET, MTV, Comedy 

Central, Nickelodeon, 

Paramount Pictures)

Revenue:  

$13.3 billion

Employees: 9,700

Inherited the

chairman mantle

from ailing 92-year-

old Sumner Redstone,

after the latter’s

daughter, Shari

Redstone (Viacom’s

vice chair), declined

the position. (Sumner

Redstone and

his family remain

majority owners of

Viacom and CBS.)

Dauman, 62, a

Redstone protégé

who has served as

chief executive for a

decade, is credited

with helping the

company move into

the digital age, and he

has accelerated that

via partnerships with

DigiTour, Snapchat

and Roku—important

moves, as Viacom’s

traditional TV

platforms continue

to lose young viewers

to new media. Some

investors have

called for significant

changes—such as the

sale of the company

or its various assets,

or even a reunion

with CBS. Adding

fuel to the fire,

Shari Redstone

cast the lone vote

against Dauman’s

ascendancy to the

chairmanship, feeding

speculation more

drama is to come.

35
BERNARD
ARNAULT

CEO, chairman

LVMH

Revenue:

$38.8 billion

Employees: 120,000

What weak global

market for luxury

goods? Last

year, LVMH Moët

Hennessy Louis

Vuitton defied

expectations to

generate record

sales, with 6 percent

organic growth—

more than double

the luxury category’s

performance as a

whole. Arnault, 67—

France’s richest man

and an art collector

with his own

personal museum

of treasures—is

credited with giving

managers across

his 70-plus brands

the freedom to

experiment and

follow their passions,

fostering a spirit of

corporate joie de

vivre that drives

innovation and

helps keep LVMH

on top. In the first

quarter of this year,

strong demand for

wine, cosmetics

and perfume helped

produce a 4 percent

revenue gain, though

sales of clothing and

leather goods have

slowed.

36
MICHAEL

BLOOMBERG
CEO, president,

founder

Bloomberg

Revenue:

$9 billion (est.)

Employees: 17,000

A consummate New

Yorker and Gotham’s

former mayor,

Bloomberg, 74, has

moved his data

and media empire

forward, unveiling

scores of content

and advertising

initiatives at the

recent NewFronts.

These include

Kinection, a content

studio; support

for in-program

ads; and content

plays focused on

technology, gender

equality and luxury

goods. Of course,

all expansion

ultimately supports

the company’s

core product, the

Bloomberg terminal,

which streams the

latest news and

financial data to

325,000 customers

worldwide.

Subscriptions go

for $21,000 per

year. However,

JP Morgan Chase

and other banks

have threatened

Bloomberg with a

kind of recall vote,

according to reports,

and may switch

from the terminal to

cheaper alternatives.

37
FABIAN GARCIA

CEO, president

Revlon

Revenue: $1.9 billion

Employees: 5,700

Retail veteran

Garcia, 56, became

the new face of

Revlon last month,

taking over the chief

executive post from

Lorenzo Delpani,

who remains on

the board. Garcia’s

impressive resume

includes senior posts

at Colgate-Palmolive

(where he was most

recently COO, global

innovation and

growth), P&G, Chanel

and Timberland.

The change came

shortly after Ron

Perelman, chairman

and majority owner

of the cosmetics

maker, said he would

seek “strategic

alternatives” for the

company, which has

battled competition

via retailers like

Sephora and slower

sales in emerging

markets. With a

new CEO at the

helm, an immediate

move to sell the

company seems

less likely, though

Perelman’s goal in

the long run might

still be to beautify

the company for

potential buyers.

38
GREG CREED

CEO

Yum Brands

(includes KFC, Pizza

Hut, Taco Bell)

Revenue:

$13.1 billion

Employees:

1.5 million

Creed, 58, leads

the world’s largest

fast-food empire, with

43,000 restaurants

across 130 countries.

Named CEO as

last year began, he

inherited essentially

flat sales, and that

trend has continued,

as the industry

struggles with

changing consumer

tastes and dining

habits. Helping Pizza

Hut rise in the U.S.

is a key goal, and

Creed last November

tapped KFC’s David

Timm—known for

dishing up innovative

campaigns in the

U.K.—to be CMO and

spice up the pizza

chain’s domestic

marketing effort.

(Pizza Hut has since

enlisted Droga5.)

Creed is also

shepherding one of

the biggest strategic

moves in Yum’s

history: spinning off

Chinese operations

into a separate

public entity called

Yum China.

39
SATYA NADELLA

CEO

Microsoft

Revenue:

$93.6 billion

Employees: 118,000

After getting into hot

water early on in his

tenure for remarks

about women’s pay,

Nadella, 48, has

won over most of his
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EVAN SPIEGEL

Snapchat

Snaps may vanish in a 

flash, but there’s no sign of 

Spiegel and his messaging 

app disappearing anytime 

soon; 100 million active 

daily users can’t be wrong.
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critics while decidedly 

upping Microsoft’s 

cool factor. In fact, 

some tech watchers 

liken Nadella—who 

took the reins from 

Steve Ballmer two 

years ago—to Bill 

Gates, the company’s 

legendary founder 

because of efforts 

ranging from AI and 

gaming (Nadella 

acquired Minecraft 

in 2014) to cloud 

computing, at 

which Microsoft has 

become especially 

adept. In fact, FBR 

analyst Daniel Ives 

credits Nadella’s 

wizardry with putting 

the company on 

the “yellow brick 

road to the cloud.” 

The company’s 

annual commercial 

cloud business now 

exceeds $10 billion 

in revenue, a number 

projected to double 

by 2018.

40
MAURICE LÉVY

CEO 

Publicis Groupe

Revenue:  

$10.9 billion

Employees: 80,000

The industry’s 

third-largest agency 

holding company 

turned in a middling 

performance in 2015, 

posting 1.5 percent 

organic growth and 

suffering major 

losses like Coca-

Cola, Mondelez and 

P&G (and Walmart 

as 2016 began). Lévy, 

74, boldly met those 

challenges while 

accommodating 

the ever-changing 

marketplace, 

streamlining 

operations into 

four global hubs: 

Creative, Media, 

Digital/Technology 

and Healthcare. Now, 

some view Publicis, 

once a voracious 

acquirer, as an 

acquisition target 

itself, with Omnicom 

and Dentsu seen as 

likely suitors. The 

biggest impediment 

to a sale—other 

than an estimated 

$17 billion purchase 

price—would be 

Lévy himself, who 

steadfastly insists the 

company is not on the 

block. “It would most 

certainly have to be 

a hostile takeover,” 

Seth Alpert, 

managing director of 

M&A firm AdMedia 

Partners, told 

Adweek in March.

41
TIM ARMSTRONG

CEO 

AOL

Revenue:  

$2.8 billion (est.)

Employees: 6,300

Acquired by Verizon 

a year ago, AOL 

is playing a key 

role in helping the 

telecommunications 

giant expand its reach 

in digital media and 

advertising. According 

to recent reports, 

AOL’s Q1 revenue 

of $670 million—its 

best Q1 results in 

half a decade—let 

Verizon avoid a loss 

in revenue in the 

period. Bolstering 

its momentum in 

the digital ad space, 

Armstrong, 44, 

purchased Millennial 

Media and inked a 

10-year deal with 

Microsoft’s ad unit. 

He also cut deals with 

60 television partners 

and 230 multichannel 

networks while 

creating 55 original 

series with Verizon 

mobile subscription 

service go90. Last 

month, AOL bought 

virtual reality studio 

RYOT, establishing a 

360-degree-video unit 

under its Huffington 

Post division, as the

company plans to

build a production

studio in lower

Manhattan.

42
MICHAEL ROTH

CEO, president,

chairman

Interpublic Group

Revenue: $7.6 billion

Employees: 49,700

Slow and steady

best describes the

recent performance

of No. 4 agency

holding company

IPG. Last year, the

parent of McCann,

MullenLowe, FCB and

IPG Mediabrands had

flat revenue. Even

so, organic revenue

grew better than 6

percent—besting

some key rivals.

“Increased macro

uncertainty and

market volatility”

led Roth, 70, to

approach 2016 with

“an appropriate degree

of caution,” which

is why he projected

organic growth of

3-4 percent for the

year. Activist investor

Elliott Management,

long a thorn in Roth’s

side, recently cut its

stake from 6.9 percent

to 4.8 percent and

seems to have been

appeased by both its

$15.7 million profit

on the stock sale

and the company’s

performance—for now.

43
SHANE SMITH
CEO, co-founder

Vice Media

Revenue:

$900 million (est.)

Employees: 1,800

Smith launched Vice

with two pals in

1994 as a free punk

music and lifestyle

magazine. Fast-

forward 22 years,

and Smith, 46, has

grown the company

into a digital media

juggernaut spanning

30 territories

with a market

valuation, by some

estimates, in excess

of $5 billion. Vice’s

strong millennial

appeal—it appears

to have cracked

the generational

code that remains

elusive for many

traditional media—

precipitated a series

of partnerships with

news, entertainment,

technology and

telecommunications

companies, including

Sky, HBO, Verizon,

A&E and ESPN (the

latter a brand-new,

wide-ranging deal

that brings Vice

World of Sports to

the cable network).

These multiscreen

alliances have

helped fuel Vice’s

ascent and ensure

that its edgy content

becomes further

ingrained in the

cultural landscape.

44
SUSAN

WOJCICKI
CEO

YouTube

Revenue:

$5.2 billion (est.)

Employees: 1,500

After 11 years

of breaking new

ground in digital

video, YouTube is

ready to take on

TV-size budgets

and challenge the

networks. “What

we’re seeing this

year that’s new and

different is that we’re

being considered

right alongside TV”

for ad dollars early

in the allocation

process, Wojcicki,

47, told Adweek.

YouTube stars with

millennial cachet

make the service

more appealing

for advertisers

looking to reach

the elusive 18-34

crowd. According

to Wojcicki, when

it comes to teens’

favorite celebrities,

eight of the top 10

are YouTubers, a

stat that bodes well

for brands seeking

to connect with a

youthful audience

and build a loyal

base over the long

haul. At the recent

NewFronts, IPG’s

Magna Global took

her pitch to heart,

striking a $250

million, multiyear

deal with YouTube.

45
RANDY FALCO

CEO, president

Univision

Revenue: $2.9 billion

Employees: 3,800

Under Falco, 62,

Hispanic media giant

Univision planned to

go public last year,

but that has been

preempted, mainly

owing to Wall Street

worries over softness

in the cable industry

and the ever-present

specter of cord

cutting. Still, the

network expanded its

unduplicated average

monthly audience

reach to 49 million

consumers across all

platforms, a nearly

10 percent gain year

over year. What’s

more, Univision

packs a potent pitch

for advertisers,

delivering, in

Falco’s words, “a

young, dynamic,

multicultural

community that

has increasing

political and

economic influence.”

Falco broadened

Univision’s reach with

English-language

acquisitions like The

Onion and African-

American media site

The Root, both under

its Fusion Media

Group banner.

46
IRWIN GOTLIEB

Chairman

GroupM

(parent: WPP)

Revenue:

$4 billion (est.)

Employees: 27,500

At the helm for

more than a dozen

years, Gotlieb,

66, continues to

oversee the world’s

largest media-

buying operation,

responsible for

some $107 billion via

agencies like Maxus,

MEC, MediaCom

and Mindshare.

Among last year’s

high-profile

“Mediapalooza”

pitches, the

network’s biggest

scores included

General Mills and

L’Oréal. GroupM

also got acquisitive,

bringing innovative

digital agency

Essence into the

fold, as well as

Greenhouse Group,

a data-driven

marketing company.

In a move that further

underscores Gotlieb’s

commitment to data

and programmatic,

Brian Lesser, who

had run tech-focused

division Xaxis, was

upped to CEO of

GroupM North

America. Meanwhile,

advanced TV

unit Modi Media

inked a deal with

Cablevision to buy

upfront inventory

on an addressable

(read: household)

level, paving the way

to the future.
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68
ANDREW 

ROBERTSON
BBDO

The head of Adweek’s 

U.S. Agency of the Year 

continues to deliver results 

and attract new accounts 

from Bacardi to Barbie. 
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47
MICHAEL 
CORBAT

CEO 

Citigroup

Revenue:  

$76.4 billion

Employees: 231,000

Financial services 

behemoth Citigroup 

generated more 

than $17 billion in 

full-year profits, its 

best performance in 

a decade. But with 

its stock slumping, 

shareholders 

still take issue 

with Corbat’s 

paycheck. Last 

month, Citigroup’s 

new management 

compensation 

structure came 

under fire, with a 

27 percent pay hike 

for its 56-year-old 

chief executive—to a 

cool $16.5 million—

viewed as excessive. 

That said, Corbat 

is widely praised 

for revitalizing 

and simplifying 

Citigroup’s operations 

in his four years at 

the top. Analysts 

believe that until the 

stock rallies in a big 

way, shareholders 

will continue to want 

to tighten the purse 

strings.

48
OPRAH WINFREY

CEO, chairman 

Harpo Productions, 

Oprah Winfrey 

Network

Revenue: N/A

Employees:  

10,000 (est.)

At 62, Oprah has 

taken greater 

creative control at 

the cable network 

she co-owns 

with Discovery 

Communications, 

and the results are 

impressive. Putting 

the emphasis on 

soap operas and 

serious dramas, 

OWN’s prime-time 

viewership grew 12 

percent over the 

past year to 537,000, 

per Nielsen. That’s 

a decent upswing, 

especially given the 

soft cable market. 

Meanwhile, O, The 

Oprah Magazine (a 

joint venture with 

Hearst) recently 

added columnists 

Elizabeth Gilbert 

and Farnoosh Torabi. 

Gilbert will also 

appear in videos 

for O, helping to 

expand its audience. 

In January, three 

months after taking 

a 10 percent stake 

in Weight Watchers, 

Oprah tweeted about 

her 26-pound weight 

loss on the program, 

and the stock surged 

23 percent in a single 

day, proving that 

even without the 

daily talk show that 

made her a star and a 

multibillionaire, she’s 

still got influence like 

nobody else. 

49
HERBERT 
HAINER

CEO 

Adidas

Revenue:  

$19.3 billion

Employees: 55,600

“Focusing on making 

the right products 

for the U.S. market 

had a very positive 

impact on the 

business at the 

end on 2015, and 

the turnaround has 

continued into 2016,” 

says analyst Matt 

Powell. Even so, in 

October, Hainer, 61, 

will pass the baton, 

ceding control of 

the world’s No. 2 

sportswear provider 

(behind Nike) to 

Kasper Rorsted.

Falling to third

place in the U.S.

market (behind

Nike and Under

Armour) proved

Hainer’s undoing.

Still, the company’s

long-serving leader

plans to cross the

finish line with a

flourish, projecting

“significant margin

and profitability

improvements” for

2016, and a 10-12

percent increase in

global sales.

50
JACK DORSEY
CEO, co-founder

Twitter

Revenue: $2.2 billion

Employees: 3,800

Twitter’s 39-year-old

co-founder Dorsey

returned as interim

chief executive last

summer following

Dick Costolo’s

departure, and

assumed the title

permanently in

the fall. Despite a

flurry of activity, his

tenure at the top has

not been entirely

successful thus

far. Still, initiatives

such as “Moments”

(a highlights tab

targeting new users),

sorting tweets

in the timeline

based on relevance

and integrating

Periscope real-time

video into profiles

have resulted in

generally positive

reviews. But

Twitter’s earnings

have not generated

many heart icons

(the service’s “like”

symbol, introduced

last year) on Wall

Street. After Q1

revenue of $595

million missed

expectations,

shares plummeted

13 percent.

51
DOUG MCMILLON

CEO, president

Walmart

Revenue:

$482.1 billion

Employees:

2.3 million

McMillon, 49,

continues to reshape

the image of oft-

vilified Walmart,

focusing on social

responsibility with

initiatives that range

from calling attention

to the plight of

veterans to improving

the lot of farm animals

in its supply chain and

backing the first film

festival in its home

base of Bentonville,

Ark., in partnership

with actor and activist

Geena Davis. So far,

however, the impact of

such moves on public

perception has been

negligible. McMillon

recently shook up

his internal and

external marketing

teams, elevating Tony

Rogers, who oversaw

promotional efforts

in Asia, to CMO in

the U.S., succeeding

the retiring Stephen

Quinn. McMillon also

pulled Walmart’s

North American

media account from

Mediavest after nearly

a decade with the

Publicis Groupe shop.

As of this writing, the

business has not been

reassigned.

52
TERRY

LUNDGREN
CEO, chairman

Macy’s (includes

Bloomingdale’s)

Revenue: $27.1 billion

Employees: 167,000

Lundgren, 64,

recently stripped the

retailer’s plum holiday

assignment from

JWT, moving over to

BBH and Figliulo &

Partners. The RFP

process began before

the Gustavo Martinez

lawsuit was filed,

and the decision to

switch was apparently

unrelated to the

allegations of sexist

and racist behavior

made against the

former JWT chief

exec. BBH and F&P

are now tasked with

helping the iconic

department store

chain keep pace

in an increasingly

interactive world. To

his credit, Lundgren

has worked hard to

adopt an ecommerce

model, with Macy’s

faring better than

many of its legacy

brick-and-mortar

competitors. Even

so, sales slid 4.3

percent in Q4, down

3.7 percent for the

fiscal year. Lundgren

also made headlines

for incurring the wrath

of Donald Trump

after he dropped the

presumptive GOP

presidential nominee’s

clothing line from

Macy’s last summer,

shortly after Trump

started disparaging

Mexicans. (Lundgren

said Macy’s wouldn’t

carry the products of

any politician.) Still,

Trump called for a

boycott of the retailer.

53
NANCY DUBUC

CEO, president

A+E Networks

(parent: Hearst/

Disney)

Revenue:

$4 billion (est.)

Staff: 1,200

For Dubuc, 47, Vice

is a virtue. Last

October, she oversaw

the deal with Vice

Media that rebranded

History’s H2 as

Viceland and upped

A+E’s stake in Shane

Smith’s millennial-

focused media

juggernaut to almost

20 percent. Dubuc

has also kept A+E

competitive across

multiple platforms

through an array

of channels, sites

and apps. She’s won

praise for all these

moves, diversifying

the network and

expanding its reach

at a time when

cord cutting and an

abundance of choice

threaten the future

of cable. At the same

time, hit shows like

Lifetime’s UnReal

and History’s Vikings

have kept A+E at

the forefront of the

cultural conversation,

while an all-star

remake of Roots,

bowing on Memorial

Day, is generating

plenty of buzz.

54
DARYL SIMM
CEO, chairman

Omnicom

Media Group

Revenue: $3.2 billion

Employees: 12,000

Simm’s cachet rose

after OMG scored

P&G’s North American

media assignment, the

crown jewel of last

year’s Mediapalooza

reviews. That victory

precipitated the

launch of a third OMG

network, Hearts &

Science, with P&G as

its inaugural client.

Now, Simm, 54,

runs three distinct

practices: OMD,

a media-buying

powerhouse; PHD,

best known for

planning; and H&S,

which he says will

be “highly focused

on data-driven

marketing” and adding

clients beyond P&G.

That three-pronged

M AY 2 3 ,  2 0 16  |   A D W E E K

T H E  P O W E R  L I ST



congratulates our fearless leader and our clients.

Adweek knows power when they see it.

James R. Heekin III



46 MAY 23, 2016 | ADWEEK

attack, he believes, 

will give OMG an edge 

as it looks to expand 

in the marketplace 

beyond the $56.2 

billion in global ad 

dollars spent through 

the organization 

last year.

55
JOHN MALONE

Chairman 

Liberty Media

Revenue: $4.8 billion

Employees: 3,420

The force is strong 

with this one—

again. Dubbed the 

“Darth Vader” of 

telecommunications 

in the 1980s and ‘90s, 

Malone, 75, is back 

with a vengeance, 

having brokered 

the deal to create 

the nation’s No. 2 

broadband company 

and third-largest 

video provider by 

merging Charter 

Communications 

(where he is the top 

shareholder) with 

Time Warner Cable 

and Bright House 

Networks. That $67 

billion union received 

FCC approval this 

month. In the past 

year, Malone has also 

taken a 10 percent 

stake in entertainment 

company Lionsgate. 

Those who follow the 

mogul’s activity say he 

is intent on building a 

sort of industry Death 

Star, coursing with 

sufficient power and 

scale to ensure the 

continued expansion 

of his empire.

56
ANDREW 
WILSON

CEO 

Electronic Arts

Revenue: $4.6 billion

Employees: 8,400

A long time ago, in a 

galaxy far, far away—

well, a few years 

back anyway—EA 

Games began to fall 

out of favor with fans. 

But Wilson, 41, has 

made that seem like 

a distant memory. 

Last year saw the 

biggest launch in EA’s 

history, the highly 

anticipated Star Wars 

Battlefront, which 

so far has shipped 

14 million units. Like 

rival Activision, EA 

has gained yardage 

in its drive to expand 

into the booming 

mobile space, with 

Madden NFL ranking 

among the holiday 

season’s top-grossing 

apps. Further, the 

game’s monthly 

active players shot 

up 30 percent in the 

fiscal fourth quarter.

57
PAUL BULCKE

CEO 

Nestlé

Revenue: $90 billion

Employees: 335,000

Like other companies 

in its peer group, 

Nestlé, the world’s 

largest food 

and beverage 

conglomerate, has 

struggled in recent 

years, and 2015 

brought more of the 

same, as the Swiss 

giant missed its sales 

growth target for a 

third straight year. 

An inability to raise 

prices, particularly 

in Europe, has 

proved vexing for the 

maker of products 

ranging from Kit-

Kat and Boost to 

Lean Cuisine. Still, 

Bulcke, 61, a low-

key leader whose 

mantra is “calm 

strength,” delivered 

4.2 percent organic 

growth last year 

and projects similar 

numbers for 2016. 

In North America, 

sales have perked 

up, with Nescafé and 

Nespresso really 

burning hot. 

58
JOHN BRYANT

CEO, president 

Kellogg’s

Revenue:  

$13.5 billion

Employees: 33,577

In these health-

conscious times, 

legacy breakfast 

cereal and snack 

brands—typically 

brimming with 

sugar and calories—

continue to fall out 

of favor. As Tony 

the Tiger might 

say, they’re not so 

“Grrrrrreat!” That’s 

had a negative impact 

on many companies, 

with Kellogg’s taking 

an especially big hit. 

Though Bryant, 50, 

has tried a mix of 

different products 

and promotional 

tactics, 2015 sales 

were down 7.2 

percent, with the 

exec bemoaning 

that snacks have 

become “an area of 

weakness.” For 2016, 

he hopes to cultivate 

modest growth in the 

sector by introducing 

new Nutri-Grain Bars 

and Special K Chewy 

Nut Bars.

59
DAVID ZASLAV

CEO, president 

Discovery 

Communications 

(includes Animal 

Planet, Discovery 

Channel, TLC, OWN)

Revenue: $6.4 billion

Employees: 7,000

Is Zaslav getting 

Trumped? While the 

seemingly nonstop 

coverage of the 

Donald’s quest for 

the GOP presidential 

nomination boosted 

ratings at rival news 

channels, viewership 

among Zaslav’s 

holdings softened in 

recent months. The 

56-year-old media 

mogul initiated cost-

cutting efforts that 

included buyouts 

and possible layoffs, 

while a plan for 

channel bundling 

across digital 

carriers like Hulu 

and YouTube is also 

top of mind. “The 

biggest question 

is, do we all want 

all of our channels 

carried, or do we as 

an industry choose 

the path that we will 

each pick our best 

five or six channels,” 

Zaslav was quoted 

as saying in a media 

report a few weeks 

ago. “At this moment, 

we’re trying to figure 

it out.”

60
TADASHI ISHII

CEO, president 

Dentsu

Revenue: $7.2 billion

Employees: 47,324

Ishii, 65, continues 

to quietly build the 

Japan-based agency 

holding company into 

a global powerhouse, 

on par with larger 

rivals WPP, 

Omnicom, Publicis 

and IPG. Since the 

year began, Dentsu 

has expanded 

its footprint 

significantly, closing 

on acquisitions in 

China, Mexico, the 

Netherlands, Spain, 

Brazil and Canada. 

In addition, the 

company recently 

reformatted 

much of its global 

b-to-b offering as 

Interprise, a new 

agency network 

based in London. As 

for future expansion, 

some see Publicis 

as a possible 

target because the 

companies have a 

history (Dentsu once 

owned 15 percent 

of the French firm). 

If Dentsu ever 

buys Publicis, it 

would send seismic 

shocks through the 

industry, potentially 

creating the 

largest marketing 

communications 

company on the 

planet.

61
ADAM SILVER

Commissioner

National Basketball 

Association

Revenue: $7 billion

Employees: 950  

(not incl. teams)

In his two years 

captaining the NBA, 

Silver, 54, has led a 

highly effective two-

pronged offense, 

engaging younger 

fans through cutting-

edge technology 

and broadening the 

league’s appeal via 

outreach overseas. 

The NBA recently 

offered the first live 

professional sports 

event available in 

virtual reality and 

broadcast its first 

game in 4K Ultra HD. 

Also under Silver, the 

league has staged 

contests in China 

and Africa, as well 

as its first All-Star 

Game played outside 

the U.S. (at Toronto’s 

Air Canada Centre in 

February). Through 

such smooth 

moves, the NBA has 

gained significant 

cultural clout 

and sponsorship 

appeal, successfully 

courting partners 

like Pepsi, Tissot 

and Verizon.

62
DAVID DROGA

Creative chairman, 

founder 

Droga5

Revenue:  

$126 million (est.)

Employees: 600

This Aussie native 

reigns supreme as 

Madison Avenue’s 

most iconic creative 

figure since Alex 

Bogusky left the 

business a half-

decade ago. No 

wonder Hillary 

Clinton tapped 

47-year-old Droga’s 

perennially hot shop. 

For the presumptive 

Democratic 

presidential nominee, 

Droga5 produced 

spots detailing 

various women’s lives 

and explaining why 

Clinton is the best 

choice. Another ad 

put the candidate in 

sharp focus, using 

four decades of 

Clinton’s own words 

to illustrate that she 

has stayed true to 

her core principles. 

Among its many 

plaudits in 2015, 

Droga5 was named 

Agency of the Year at 

both Cannes (among 

independents) and 

The One Show, and 

was honored as the 

most effective indie 

shop at the Effies.

 

63
KEVIN PLANK
CEO, chairman, 

founder

Under Armour

Revenue: $4 billion

Employees: 11,000

“Becoming the 

Facebook of fitness 

is the cornerstone 

of Plank’s goal of 

doubling the UA 

business in the next 

five years,” says 
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KEVIN SYSTROM

Instagram

The picture is bright for  

his photo- and video-

sharing app, whose 

revenue is projected to  

hit $3 billion this year.
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90
TAMARA  
INGRAM

JWT

All eyes are on the  

no-nonsense Brit who 

took over from Gustavo 

Martinez in the wake of  

a discrimination suit.
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TO A BORN LEADER,

IN BUSINESS AND ON THE TRACK.

Congratulations, Mr. Toyoda, on being named to the Adweek Power List. 

You are truly an inspiration to us all.
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NPD Group analyst 

Matt Powell. “The 

company has made 

massive investments 

in websites and apps. 

It will be fascinating 

to see how this 

investment plays 

out.” Plank, 43, a 

former University of 

Maryland football 

star, has made all 

the right moves 

on the corporate 

playing field, leading 

Under Armour into 

the first string of 

sportswear and 

apparel makers (from 

humble beginnings 

a decade ago when 

he sold performance 

gear out of the trunk 

of his car). Dynamic 

advertising continues 

to be a mainstay, 

with the “I Will What 

I Want” campaign 

winning the Cyber 

Grand Prix at Cannes 

and a Gold Effie.

64
HOWARD 
SCHULTZ

CEO, chairman 

Starbucks

Revenue:  

$19.2 billion

Employees: 300,000

This 62-year-old 

coffee kingpin was 

really using the 

old bean when he 

introduced a new 

rewards program 

in February. Some 

customers were 

steamed about 

the changes, but 

Starbucks reports 

almost 1 million new 

sign-ups during its 

most recent quarter, 

an 8 percent increase 

compared to loyalty 

program enrollment 

a year prior. Always 

a canny marketer, 

Schultz  isn’t done 

yet. He plans to roll 

out a branded prepaid 

Visa card that enables 

customers to earn 

rewards points with 

each purchase. And 

the exec continues to 

follow his conscience, 

opening a Starbucks 

in Ferguson, Mo., 

last month to create 

opportunities for 

young people and 

help revitalize the 

community. The 

chain plans 15 more 

launches in diverse 

communities over the 

next two years.

65
EVAN SPIEGEL
CEO, co-founder

Snapchat

Revenue:  

$100 million (est.)

Employees: 700

Snaps may quickly 

vanish, but this 

25-year-old’s 

messaging app has 

plenty of staying 

power. From a brand 

perspective, Snapchat 

delivers 100 million 

active daily users, 

reaching more 

than 40 percent of 

consumers 18-34 in 

the U.S. (On average, 

TV networks reach 

6 percent of the 

coveted demo.) About 

one-third of the app’s 

users create “Stories” 

(image-driven 

messages that last 

24 hours), resulting in 

10 billion video views 

per day, having broad 

cultural implications. 

Increasingly, Snapchat 

conversations “are 

not only including a 

photo or video, but 

are being started by 

them,” says SunTrust 

Robinson Humphrey 

analyst Robert Peck. 

“People’s behavior 

is changing so that 

photos are being used 

as speech instead 

of a repository for 

memories.” Now, 

users can also use 

Snapchat to peruse 

shoppable ads. 

Lancôme and Target 

recently became the 

first brands to run 

such units, doing so 

in Cosmopolitan’s 

Discover channel on 

the platform.

66
TRAVIS 

KALANICK
CEO, co-founder

Uber

Revenue:  

$1.5 billion (est.)

Employees: 2,500

Now spanning 60 

countries, the ride-

hailing app has been 

a cultural game 

changer, earning its 

share of boosters 

and detractors along 

the way. Persistent 

allegations of 

questionable business 

practices—including 

the sabotaging of 

rivals and plotting 

a smear campaign 

against journalists—

have earned Kalanick, 

39, a bad-boy image. 

In the past year, 

however, the CEO 

largely stayed above 

the fray—even though 

settling two lawsuits 

for a combined $100 

million to avoid 

paying for employer-

sponsored benefits 

didn’t exactly make 

for terrific publicity. 

Of late, there’s been 

talk of an IPO, but 

Kalanick seems in no 

hurry to change lanes. 

“I’m going to make 

sure it happens as 

late as possible,” he 

told CNBC. 

67
MARISSA MAYER

CEO, president

Yahoo

Revenue: $5 billion

Employees: 10,400

“This constructive 

resolution will allow 

management and 

the board to keep 

our focus on our 

extremely important 

objectives.” So said 

Mayer, 40, rather 

cryptically, a few 

weeks back when 

activist investor Jeff 

Smith, her arch-

nemesis, became 

her new boss. Smith 

joined Yahoo’s board 

along with three 

other directors—a 

development 

that could put 

added pressure on 

Mayer and Yahoo 

management to sell 

the site. Mayer has 

been trying—but 

failing more than 

succeeding—to turn 

the company around 

since she was tapped 

as chief executive 

four years ago. Yahoo 

has struggled to 

maintain relevancy, 

even as Mayer made 

big investments 

like Katie Couric 

(reported to be 

itching to part ways 

with Yahoo). Given 

the bleak-looking 

future at Yahoo—and 

the fact that Mayer’s 

severance could total 

$55 million if the 

company changes 

hands—perhaps she 

should just resign 

herself to letting 

go? (At press time, 

Yahoo was said to be 

mulling several bids, 

including a somewhat 

surprising effort 

from Warren Buffett 

and Quicken Loans 

founder Dan Gilbert.)

68
ANDREW 

ROBERTSON
CEO, president 

BBDO

Revenue:  

$2.5 billion (est.)

Employees: 15,000

Robertson, 55, has led 

this Omnicom-owned 

agency to impressive 

results year in and 

year out, and 2015 

was no exception. 

Global wins included 

Bacardi and Barbie, 

and BBDO expanded 

existing relationships 

with clients like 

Bayer, Diageo, Mars 

and Pepsi. Domestic 

ops were especially 

strong, notching 

an estimated 5 to 

7 percent revenue 

increase en route to 

claiming Adweek’s 

U.S. Agency of the 

Year Award. Big 

laughs and big ideas 

ran through the shop’s 

creative output. 

Highlights included 

“Touch the Pickle” 

from BBDO India for 

P&G’s Whisper, which 

won the Grand Prix in 

the inaugural Glass 

Lions competition at 

Cannes for work that 

illuminates gender 

issues. The network 

also pocketed four 

Gold Clio Awards 

and a Gold Clio 

Sports trophy.

69
STEVE KING

CEO 

Publicis Media

Revenue: $2.7 billion

Employees: 13,500

As Publicis Groupe 

bid adieu to P&G’s 

humongous North 

American media 

assignment in 

December—losing 

out in a review to 

Omnicom just a few 

months after ceding 

Coca-Cola’s North 

American business to 

IPG Mediabrands—it 

launched a major 

reorganization. 

Among the most 

notable moves, King, 

56, gained oversight 

of the French holding 

company’s media 

operations, now 

split into four units: 

Starcom, Zenith, 

Mediavest/Spark, 

and Optimedia/Blue 

449, through which 

nearly $80 billion 

in business flows 

annually. Alas, King 

hadn’t even gotten 

comfy on his throne 

when Walmart 

pulled its North 

American business 

from Mediavest in 

February. On the 

plus side, he did 

expand his kingdom 

last month when, 

in a surprise shift, 

Walmart-owned 

Asda handed its 

$140 million account 

to Blue 449. Still, 

there’s a lot of ground 

to make up. Heavy is 

the head that wears 

the crown.

70
JEFFREY IMMELT

CEO, chairman

General Electric

Revenue:  

$117.4 billion

Employees: 333,000

The push by Immelt, 

60, to recast 

venerable GE as a 

“digital industrial 

company”—shedding 

ancillary businesses 

to focus on its core 

products—has begun 

to pay off, with share 

performance much 

improved over the 

past year. Revenue 

climbed 6 percent in 

Q1 to $27.8 billion, 

beating predictions, 

and digital orders, 

crucial to the CEO’s 

strategy, soared 30 

percent. At the same 

time, GE has become 

a potent media force, 

producing a range of 

innovative messaging 

across multiple 

platforms. Recent 

examples include 

its “Unimpossible 

Missions” web films, 

showcasing cool 

science and the 

company’s cutting-

edge technology, and 

amusing recruitment 

ads about a millennial 

software developer 
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97
ARIANNA 

HUFFINGTON
The Huffington Post

Adweek’s Brand Visionary 

for 2015, her site reshaped 

the media landscape—and 

won a Pulitzer Prize  

along the way.
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THE BEST
WAY TO
PREDICT 
YOUR
FUTURE 
IS TO
CREATE IT 
– Abraham Lincoln

Congratulations to CP+B's Lori Senecal,

and cheers to all of the Great Talent honored 

in this Year's Power List.



whose friends and

family just don’t

understand how rad it

is to work at GE.

71
KEN POWELL
CEO, chairman

General Mills

Revenue:

$17.6 billion

Employees: 42,000

Powell, 61, is

following the

same recipe as

other global food

providers, vowing

to remove artificial

flavors and colors

from General Mills’

cereal products. He

made sure parents

got the message

by launching an

animated campaign

last summer

via McCann and

production studio

Buck. More recently,

the company

partnered with

Xerces Society,

a conservation

group, to support

bee populations by

planting thousands

of acres of flowers

on farms that supply

oats for Honey Nut

Cheerios. Meanwhile,

on the Mediapalooza

front, General Mills

consolidated its U.S.

and global chores at

Mindshare, a unit of

WPP’s GroupM.

72
ELONMUSK
CEO, chairman,

co-founder

Tesla Motors;

CEO, founder

SpaceX

Revenue: $4 billion

(Tesla); N/A (SpaceX)

Employees: 13,000

(Tesla); 5,000

(SpaceX)

No matter how

you choose to

travel—by electric

car, rocket ship or

Hyperloop—Musk,

44, has got you

covered. In recent

weeks, the famously

self-confident, South

Africa-born inventor

and entrepreneur

caused a stir by

announcing that

Tesla production

would hit 1 million

by 2020, despite

mounting losses.

Meanwhile, SpaceX

shrugged off

previous failures

and notched another

successful landing

of its Falcon 9

booster on a floating

barge. As for Musk’s

proposed super-

speedy Hyperloop,

the man himself is

not directly involved

in its development,

but the first full-

scale test of such a

system took place

two weeks ago.

Musk, on Tesla’s

latest earnings call,

put everything in

wry perspective:

“What I find ironic

about a lot of the

naysayers is that …

[those] very same

people will transition

from saying it was

impossible to saying

it was obvious. I’m

like, ‘Wait a second.

Was it obvious or

impossible? It can’t

be both.’ Right?”

73
JOHN STANKEY

CEO

AT&T

Entertainment

Group, AT&T

Services

(incl. DirecTV)

Revenue:

$45 billion (est.)

Employees:

30,000 (est.)

Long a key behind-

the-scenes player,

Stankey, 53, stepped

into the limelight

last year following

AT&T’s $48.5

billion acquisition

of DirecTV. Now he

oversees operations

at the satellite

broadcaster—taking

over from former

chief executive

Michael White—

and recently was

quoted as saying

that he plans to

double down on

content to help

DirecTV (already

a player in sports

and scripted shows)

stand apart from its

competitors. “Our

goal is not to out-

Netflix Netflix,” he

said in an interview.

“Our goal is to offer

our customers

a little different

experience. So we’re

looking to be a place

where the creative

community can

come to try some

things that maybe

haven’t worked

in what I’ll call

mainstream media.”

74
KEVIN SYSTROM
CEO, co-founder

Instagram

Revenue:

$1 billion (est.)

Employees: 300 (est.)

Facebook’s $1

billion purchase of

Systrom’s photo-

and-video-sharing

app in 2012 is

beginning to look

like a bargain.

After opening up

to all marketers in

October, Instagram

now reports 200,000

advertisers on the

platform, eager to

reach 400 million

monthly users.

Credit Suisse

projects Instagram

revenue will top $3

billion this year and

eclipse $5 billion by

2017. Against that

booming backdrop,

Systrom, 32, and

his team must

manage change. In

March, Instagram

said it would add

an algorithm that

orders items in user

feeds based on their

interests. Brands

and influencers

accustomed to

getting exposure for

free worry it might

push their messages

out of the picture.

75
CHARLIE ERGEN
CEO, chairman,

co-founder

Dish Network

Revenue:

$15.1 billion

Employees: 18,000

Dish has an awful

lot on its plate. In

December, Ergen,

63, handed the

title of president

and day-to-day

operational control

to former evp and

20-year company

vet Erik Carlson,

part of a sweeping

senior management

reorganization. The

move appears to

position Carlson as

Ergen’s eventual

successor at the

struggling satellite

broadcaster, which

had hoped its over-

the-top internet

television offering,

Sling TV, would

take up the slack

for weakness in

other operations.

Unfortunately, that

doesn’t appear to be

the case. All told,

Dish lost 81,000 net

pay-TV subscribers

in 2015, roughly

the same number

it bled the previous

year, while earnings

tumbled 21 percent.

76
HARRIS
DIAMOND
CEO, chairman

McCann

Worldgroup

Revenue:

$3.2 billion (est.)

Employees: 24,000

This 63-year-old isn’t

the flashiest executive

in the business, but in

his four years at the

helm, he’s steered the

IPG-ownedMcCann

network in a positive

direction. Last year,

McCann added new

clients like the New

York State Lottery,

Hulu and Ameriprise

while expanding its

scope of work with

existing accounts such

as General Motors,

Coca-Cola, Nestlé,

Reckitt Benckiser and

Verizon. The shop

also extended its U.S.

Army ad contract

through September

2017—nearly a year

and a half past its

original expiration

date—as the client’s

review slogs on.

McCann consistently

produces eye-catching

campaigns across

a range of accounts

and disciplines, and

in 2015 the network

scored four Cannes

Gold Lions for its

L’Oréal Makeup Genius

app and one Gold each

for Chevrolet and

Campofrio.

77
HENRY TAJER

CEO

IPG Mediabrands

Revenue:

$1 billion (est.)

Employees: 8,500

The affable, 45-year-

old Aussie, in his

first year helming

Mediabrands,

handled the pressure

cooker of the high-

stakes Mediapalooza

like a seasoned hand,

producing some

laudable results.

The organization,

which handles $37

billion in ad spend

across 130 offices

in 90 countries,

picked up business

from Coca-Cola,

Johnson & Johnson,

McCormick and CVS.

Universal McCann

and its J3 unit,

dedicated to J&J,

performed especially

well, earning the

shop Adweek’s

Global Media Agency

of the Year honors.

Tajer also made key

executive moves,

poaching John

Sintras from SMG

Australia to be his

global president

for business

development and

product, and hiring

Max Baxter and

Jarrod Martin to lead

strategy/creativity

and data analytics,

respectively.

78
TROY RUHANEN
CEO, president

TBWAWorldwide

Revenue:

$1.9 billion (est.)

Employees: 11,500

Ruhanen led his

Omnicom-owned

network to a strong

performance in 2015,

especially in the U.S.,

where TBWA\Chiat\

Day New York added

GoDaddy, Thomson

Reuters, Amway,

Hearts on Fire and

Travelers. Notable

creative included

Airbnb’s “Mankind”

TV spot, designed

to launch a cultural

conversation about

kindness, and “World

Gallery,” created by

TBWA\Media Arts Lab

for Apple’s iPhone, an

Outdoor Grand Prix
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winner at Cannes and 

a Grand Clio winner. 

(TBWA also won 

Grand Clio Sports 

and Grand Clio Image 

prizes.) Ruhanen, 48, 

also spearheads a 

program designed 

to increase female 

leadership at the shop 

20 percent by 2020. 

79
BOB PITTMAN

CEO, chairman 

iHeartMedia

Revenue: $6.5 billion

Employees: 18,700

“We continue to 

be pleased with 

our progress in 

transforming the 

company into a 

multiplatform, data-

rich powerhouse,” 

Pittman, 62, boasted 

back in February, when 

announcing a 2 percent 

uptick in full-year 

revenue. The radio, 

outdoor and digital 

giant also narrowed its 

annual losses. Pittman 

made his name in the 

’80s as part of the 

team that launched 

MTV. These days, 

he’s thinking outside 

the box, pushing 

iHeart ahead in an 

increasingly complex 

media world. One 

example: Last month, 

Pittman teamed 

with programmatic 

ad platform Jelli to 

make buying spots 

across iHeart’s radio 

properties more 

efficient.

80
TIM 

WESTERGREN
CEO, co-founder 

Pandora Media

Revenue: $1.2 billion

Employees: 2,200

Despite growing 

revenue by more 

than 25 percent 

year over year, 

Pandora lost $169 

million in 2015 

while subscriber 

growth stalled. That 

precipitated the 

departure of CEO 

Brian McAndrews 

in April, with 

Westergren, 50, 

returning to the 

chief executive 

post he held from 

2002-04. It’s unclear 

what the new boss 

can do to get the 

digital music service 

hitting high notes 

again. Once viewed 

as revolutionary, 

Pandora is now part 

of a crowded playlist 

and under intense 

pressure from Apple, 

Google and Spotify. 

Westergren just 

tapped Deutsch 

to get the service 

to stand out. 

Meanwhile, analysts 

believe the company 

should seek a buyer, 

or else risk getting 

stuck in a gloomy 

groove for the 

foreseeable future.

81
DANIEL EK
CEO, founder 

Spotify

Revenue:  

$1.7 billion (est.)

Employees: 2,000

Ek, 33, has been 

making his music-

streaming service, 

which boasts 75 

million users, sound 

a lot better to 

advertisers seeking 

mobile options. In 

March, he introduced 

Overlay Mobile, 

a display format 

that only plays 

when users have 

the screen open, 

guaranteeing, at 

least in theory, 100 

percent viewability. 

At the same time, 

the company 

partnered with 

data management 

platform Krux to

better target specific

consumer segments

like sports fans,

luxury shoppers

and fitness junkies.

A few weeks ago,

Spotify announced a

raft of video series,

partnering with

creators like Russell

Simmons and

Tim Robbins. And

seeking to drown out

competition from

Apple, Pandora,

YouTube and others,

Spotify introduced an

ad campaign casting

Falkor from The

Neverending Story

as its spokesdragon.

And Spotify called

a fine creative tune

in 2015, winning a

Grand Clio Music

Award.

82
KENNETH

CHENAULT
CEO, chairman

American Express

Revenue:

$32.8 billion

Employees: 54,800

Chenault, 64, is

charging ahead

with bold plans

to cut $1 billion in

costs by 2017, as

AmEx’s financial

performance

continues to

disappoint (a

nearly 40 percent

drop in Q4 profit

had Wall Street

reeling). Chenault

said job cuts and

management

restructuring were

on tap, and last

month Fox Business

reported that

layoffs had begun. In

addition, marketing

ops are being

consolidated to gain

efficiencies, housed

under a global unit

led by marketing

service chief Mike

McCormack. AmEx’s

longtime CMO John

Hayes, widely praised

for his innovative

approach, will depart

after 20 years with

the company. Could

an agency shake-up

also be in the cards?

83
ANNE FINUCANE

Vice chairman

Bank of America

Revenue:

$82.5 billion

Employees: 213,000

Working with CEO

Brian Moynihan, this

63-year-old former ad

executive has been on

a long-term mission to

soften BofA’s image,

achieving impressive

results. Now, IPG’s

Hill Holliday—where

Finucane spent 14

years in the ’80s and

‘90s, and long a BofA

roster shop—gets

a bigger crack at

the assignment,

having added

consumer chores

on the business

last December.

Hill garnered

considerable praise

for a Christopher

Guest-directed

commercial with

aging rocker Billy Idol,

which poked fun at the

bank’s own marketing

machinations. BofA

scored some buzz in

recent weeks, inviting

a 3-year-old T-ball

player to spend a day

with the Houston

Astros, and recording

the experience

for the bank’s

#MLBmemorybank

series. Finucane

also spearheads

BofA’s focus on

environmental, social

and governance

issues and is tasked

with shaping its

position with

institutional investors.

84
STEVEN SWARTZ

CEO, president

Hearst

Revenue:

$10.7 billion

Employees: 20,000

It’s been a busy few

months for Swartz,

54, who continues

to make the

venerable publisher

of magazines

like Esquire,

Cosmopolitan and

Harper’s Bazaar more

digital and youth-

focused, with online

video a priority. In

March, he engineered

a deal with Verizon

to create digital

video channels with

original programming

aimed at mobile-

obsessed millennials.

Two properties

launched shortly

thereafter: comedy

channel Seriously.

TV and lifestyle

offering RatedRed.

com. In a separate

deal, Hearst and

Verizon last month

agreed to acquire

Complex Media, an

online publisher

catering to men.

These developments

appear to dovetail

nicely with Hearst’s

other millennial-

centric forays,

which include

ownership positions

in AwesomenessTV,

BuzzFeed and

Vice Media.

85
YANNICK
BOLLORÉ

CEO, chairman

Havas

Revenue:

$2.49 billion

Employees: 18,600

Maybe it does take

a village. Bolloré,

36, likes to tout

the French holding

company’s “global

village” approach,

through which

it consolidates

regional holdings

into unified

offices, spurring

collaboration and

community while

keeping costs low.

Parent of Havas

Media, Havas

Worldwide and

Arnold, the firm has

created 40 such

“villages,” including

10 last year, as it

grew global revenue

17.3 percent. Each

of Havas’ major

geographic regions

reported full-year

organic growth, with

APAC and North

America leading. In

2015, the executive

invested $115

million in a dozen

acquisitions (most

notably, the digital

shop FullSix) and

brought out the

checkbook again

in February to buy

beebop, a German

social media firm.

86
JERRY

BUHLMANN
CEO

Dentsu Aegis

Network

Revenue:

$3.4 billion (est.)

Employees: 30,000

Buhlmann serves as

one of Dentsu CEO

Tadashi Ishii’s top

lieutenants, tasked

with expanding

and modernizing

the Japanese

company’s agency

operations. With

some 40 acquisitions

between 2015 and

the first quarter of

this year, Buhlmann,

56, has kept up a

heady pace. Results

at Dentsu’s media

holdings have

been especially
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impressive, with

Carat honored as

Adweek’s U.S. Media

Agency of the Year

for 2015 after big

scores with P&G and

Mondelez. Buhlmann

recently shuffled

senior management

in that group, naming

Will Swayne—who

previously led all

of Dentsu Aegis’

P&G business—

global president, a

title he takes from

Doug Ray, who now

focuses exclusively

on domestic ops.

87
JIM HEEKIN

CEO

Grey Group

Revenue:

$895 million (est.)

Employees: 10,000

During his decade at

the helm, Heekin, 66,

has piloted WPP’s

Grey from also-

ran status into the

creative stratosphere.

Last year, the shop put

on a clinic at Cannes,

winning 113 Lions

(including four Grand

Prix statuettes) across

offices in 18 countries,

while also notching

three golds at the

Clio Awards. That

performance helped

earn Grey Adweek’s

Global Agency of the

Year honors for 2015—

its second win in three

years. In February,

Heekin promoted

Michael Houston,

who some view as

the former’s likely

successor, to global

president. At the

same time, he tasked

senior executives Per

Pedersen, Andreas

Dahlqvist and Nils

Leonard with keeping

creative on the

cultural cutting edge

following CCO Tor

Myhren’s departure

for Apple.

88
SEAN RAD

CEO, co-founder

Tinder

Revenue:

$140 million (est.)

Employees: 125

Since Rad, 30, co-

founded Tinder four

years ago, the dating

app has grown to 50

million-plus users

across nearly 200

countries, generating

1.6 billion swipes

and 26 million

matches each and

every day. “Swiping

right”—Tinder-speak

for choosing a

potential date—has

secured its place

in our lexicon as

an expression of

general approval.

Seeking to expand,

Rad last year

debuted initiatives

like Tinder Plus, a

paid subscription

service, while

retiring Tinder

Moments, the app’s

photo-sharing

feature. Tinder

matches up well

with the agency

business, as mobile

shop Fetch recently

created a Tinder

profile to lure interns

(attracting 270

candidates in one

day), following The

Barn at BBH crafting

a Tinder-based

campaign for Social

Tees Animal Rescue.

89
JOHN SEIFERT

CEO

Ogilvy & Mather

Revenue:

$2.7 billion (est.)

Employees: 25,000

After 37 years rising

through the ranks,

Seifert, 58, finally

gets to run the

show. This low-key,

client-focused exec

was named global

CEO as the year

began, succeeding

Miles Young. Seifert

also remains

chairman and CEO

at Ogilvy North

America, which

he’s credited with

helping modernize

by emphasizing

digital services and

inclusion (he hired

Donna Pedro as

Ogilvy’s first chief

diversity officer).

“Nothing is more

important than

the work,” Seifert

says. “The trick is to

manage with agility

so we can stay

focused on the future

and be prepared

for what’s coming.”

David Ogilvy himself

couldn’t have put

it more succinctly.

And Seifert takes

charge of a top-flight

creative network

that produced two

Grand Clio winners

last year: Boutique

shop David scored

for its Burger King

work while O&M

London won for 28

Too Many.

90
TAMARA INGRAM

CEO, chairman

JWT

Revenue:

$1.5 billion (est.)

Employees: 11,000

In March, less than

a year after being

named WPP’s

chief client team

officer, Ingram,

55, succeeded

Gustavo Martinez as

JWT’s leader as he

departed in the wake

of a discrimination

lawsuit filed against

him and the agency.

The next week, at

an event in London

to present a film

on diversity co-

produced by JWT

and the BBC, Ingram, 

a no-nonsense Brit, 

declared: “I believe 

to the core of my 

being that diversity 

of people leads to 

diversity of thinking 

and diversity of

ideas … It’s our duty 

as a company to 

change the world 

and make it a better 

place, to include 

all our peoples to 

make sure we live 

in a safer world.” 

Now, as one of the 

industry’s highest-

ranking women, 

Ingram has the clout 

to make good on 

that pledge and help 

mold advertising 

into a more open and 

inclusive industry.

91
CARTER MURRAY

CEO

FCB

Revenue:  

$1.3 billion (est.)

Employees: 8,500

Nearly three years 

into his tenure,

Murray’s efforts to 

turn around the IPG 

agency have gained 

momentum. This 

year began well, 

with Clorox tagging 

the network for its 

global assignment 

after a review.

Murray, 41, has

sought to dispel the 

perception of FCB as 

a creative also-ran, 

hiring former Leo 

Burnett CCO Susan 

Credle to oversee 

the agency’s global 

output. FCB’s work 

had already been on 

an upswing, winning 

74 Cannes Lions in 

the past two years. 

Recently, Murray 

made other big

changes at the New 

York flagship: Karyn 

Rockwell succeeded 

veteran Lee

Garfinkel as CEO, 

while Ari Halper 

and Deb Freeman 

were tapped to 

lead creative and 

strategic services, 

respectively.

92
JOE RIPP

CEO, chairman

Time Inc.

Revenue: $3.1 billion 

Employees: 7,200

Ripp, 64, continues 

to author change at 

Time Inc., exploring 

new terrain while 

leveraging iconic 

magazine brands 

like Time, Sports 

Illustrated and 

Fortune. His latest 

initiative involves a 

free, ad-supported 

streaming channel 

for People and 

Entertainment 

Weekly (coming in 

the fall). In addition, 

Ripp recently 

hammered out a 

deal with NextVR to 

extend Life magazine 

into the realm of 

virtual reality, with 

plans to produce 

three to five VR 

events each year. Of 

course, getting more 

digital and skewing 

younger makes good 

business sense, 

and Time has made 

progress, notching 

23.2 percent Q1 

improvement in 

online ad revenue.

93
URSULA BURNS

CEO, chairman 

Xerox

Revenue: $18 billion

Employees: 140,000

One of the most 

powerful women 

in global business 

for some time, 

Burns, 57—also 

the first African-

American woman 

to lead a Fortune 

500 company—will 

now guide one 

of the country’s 

largest advertisers 

as it splits into two 

publicly traded 

entities. One will 

focus on outsourced 

business services 

(human resources, 

customer care and 

accounting), and the 

other on document 

and printing 

technologies. Burns’ 

post-split role has 

not been determined. 

She has earned 

high praise for 

broadening Xerox’s 

mandate in recent 

years—adding new 

revenue streams 

while maintaining 

its legacy copier 

business—and most 

observers applaud 

her move to create 

two smaller, nimbler 

firms that can be 

more responsive to 

the fast-changing 

marketplace. 

94
SHANTANU 
NARAYEN

CEO, president

Adobe

Revenue: $4.8 billion

Employees: 13,890

In February, Adobe 

ran a cheeky ad 

featuring a morose 

CMO who had just 

made a huge Super 

Bowl buy—without 

the data to back it 

up. In the spot, we’re 

told that Adobe 

Marketing Cloud 

could have helped 

him make a wiser 

decision and perhaps 

even save his career. 

Indeed, Adobe’s ties 

to the advertising 

community have 

grown exponentially 

since 52-year-old 

Narayen bought 

analytics firm 

Omniture nine 

years ago. Today, a 

mounting number 
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58

of agencies and 

advertising clients 

find Adobe’s 

cloud-based tools 

for measuring, 

tracking and 

crafting campaigns 

indispensable. 

For Adobe, that’s 

meant lots of sunny 

days. In 2015, the 

company posted 

record revenue, up 

16 percent year over 

year, and its share 

price has continued 

to soar. This month, 

the company 

acquired Livefyre 

to help brands and 

publishers leverage 

user-generated 

content. 

95
SARAH 

HOFSTETTER
CEO 

360i

Revenue:  

$175 million (est.)

Employees: 1,000

Through 11 years in 

senior management 

at Dentsu-owned 

360i—including the 

past two and a half 

as chief executive, 

and the previous 

two as president—

Hofstetter, 41, has 

helped accelerate 

the company’s 

transition from 

search specialist to 

global digital player. 

Last year, the shop 

counted Spotify, 

Butterfinger and 

Perrier among its 

key roster additions. 

She’s put a premium 

on creative. Recent 

innovative campaigns 

include a New 

Year’s push for 

Lean Cuisine that 

enabled consumers 

to block TV and 

web ads mentioning 

“diet” or “weight 

loss,” and digital 

billboards for Canon 

that helped amateur 

photographers frame 

better pictures of 

New York landmarks. 

Moreover, Hofstetter 

has established 

herself as a thought 

leader, widely viewed 

as an important voice 

on marketing issues 

that impact the new 

economy.

96
BOB SAUERBERG

CEO, president 

Condé Nast  

(a unit of Advance 

Publications)

Revenue:  

$2 billion (est.)

Employees: 3,000

After five years 

as president, 

Sauerberg, 55, was 

named Condé’s chief 

executive last year 

and continues efforts 

to contemporize 

the publisher, which 

counts Vogue, Vanity 

Fair, The New Yorker 

and GQ among its 

A-list magazine 

properties. His 

biggest move was 

acquiring music 

and lifestyle-

focused Pitchfork 

Media, which 

serves a largely 

male millennial 

audience. Sauerberg 

also launched 

content studio 23 

Stories to generate 

new revenue 

streams across 

the company’s 

brands. And he went 

Hollywood, sort of, 

as Condé released 

the first film from its 

entertainment unit. 

The First Monday in 

May—a documentary 

about the annual Met 

Gala, of which Vogue 

editor Anna Wintour 

is an organizer—

premiered at 

the Tribeca Film 

Festival.

97
ARIANNA

HUFFINGTON
Co-founder,

editor in chief

The Huffington Post

Revenue:

$165 million (est.)

Employees: 850

Adweek’s Brand

Visionary for 2015,

Huffington, 65,

helped to reshape

the media landscape

11 years ago when

she co-founded

the site. HuffPost

pioneered a highly

addictive mix of

aggregated news

items, opinion

pieces and original

reporting (four years

ago, it became the

first online outlet

to win the Pulitzer

Prize). AOL acquired

HuffPost in 2011

for $315 million and

has been building

out the unit since

its own acquisition

by Verizon, most

notably in video.

Though some

question the long-

term viability of an

ad-driven model

amid shrinking

CPMs, HuffPost

boasts an enviable

reach and profile

and is positioned to

be a force for a long

time to come.

98
MARTIN CLARKE

CEO, publisher

DailyMail.com

Revenue:

$105 million

Employees: 850

The Daily Mail is

on fire. Clarke, 51,

runs the world’s

best-read English-

language website,

with 240 million

unique visitors per

month, including 80

million in the U.S.

Video views are on

the rise, with 400

million last month

alone, a 60 percent

improvement year

over year. Last

year, the company

partnered with Dr.

Phil’s production

company to develop

a syndicated news

show, Daily Mail TV.

In recent weeks,

the company has

surfaced as a

possible suitor for

Yahoo. Acquiring

those assets would

strengthen Clarke

in the online content

game and make the

Daily Mail an even

more formidable

player.

99
LORI SENECAL

CEO

Crispin Porter +

Bogusky

Revenue:

$160 million (est.)

Employees: 750

Senecal, one of the

highest-ranking

women in the ad

business, placed

her stamp on the

MDC-owned network

last year shortly

after her arrival as

its first global chief

executive, seeing off

the shop’s longtime

CEO and creative

chief Andrew Keller

when his role

was eliminated.

Considered a savvy

manager from

her days running

corporate sibling

KBS, Senecal is

now tasked with

leveraging CP+B’s

vaunted creative

reputation to take

the agency to

greater heights.

Creative momentum

continued last year,

as CP+B snagged

a Grand Clio and

two golds for its

inventive Domino’s

“Emoji Ordering”

campaign. More

recently, it scored

major buzz with a

blind taste test-

themed promo for

Kraft Macaroni &

Cheese, which had

quietly sold for

months without

artificial flavors,

preservatives

or dyes.

100
STEWART

BUTTERFIELD
CEO, co-founder

Slack Technologies

Revenue:

$65 million (est.)

Employees: 430

Last month, one

tech news site

proclaimed Slack’s

growth “insane,”

with daily users up

more than three

times year over

year. “Plenty of

startups have tried

and failed to make

enterprise software

sexy, but Slack

made it viral,” it said.

Indeed, Butterfield,

43, previously

best known for

co-founding

Flickr, suddenly

has a workplace

phenomenon on

his hands. Widely

regarded as the

fastest-growing

app in history,

Slack’s namesake

product— launched

two years ago to

help corporate

teams collaborate

more effectively—

now claims 2.7

million daily active

users. What’s

more, Butterfield

recently corralled

$200 million in

new funding, for

$540 million total,

so there’s plenty

of funding for

expansion.

NEW TO THIS
YEAR’S LIST:

STEVE BURKE

NBCU

JERRY BUHLMANN

Dentsu Aegis Network

STEWART

BUTTERFIELD

Slack

MARTIN CLARKE

DailyMail.com

JACK DORSEY

Twitter

NANCY DUBUC

A&E

ANNE FINUCANE

Bank of America

FABIAN GARCIA

Revlon

JIM HEEKIN

Grey

ARIANNA

HUFFINGTON

The Huffington Post

SARAH

HOFSTETTER

360i

TAMARA INGRAM

JWT

STEVE KING

Publicis

SEAN RAD

Tinder

JOE RIPP

Time Inc.

BOB SAUERBERG

Condé Nast

LORI SENECAL

CP+B

JOHN SEIFERT

Ogilvy & Mather

ADAM SILVER

NBA

JOHN STANKEY

AT&T

HENRY TAJER

IPG Mediabrands

TIM WESTERGREN

Pandora
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JETBLUE 

JetBlue’s mission to inspire humanity has made giving back to its 
communities a core part of its corporate ethos. “Becoming a part 
of the community not only keeps us top of mind for customers as 
a travel choice, it’s the right thing to do,” explains Icema Gibbs, 
director of corporate social responsibility.

Consider Soar with Reading, started in 2011 in response to a 
disturbing statistic—in low-income neighborhoods, there is one 
age-appropriate book for every 300 children, compared to a ratio 
of 13 books for every one child in middle-income neighborhoods. 
Partnering with Random House and nonprofit FirstBook, JetBlue 
has donated over $1,750,000 worth of books to kids in need.

JetBlue’s Community Connection program rewards and 
recognizes crew member dedication to the community by granting 
organizations of their choice a travel gift for every 25 hours 
they volunteer. Since its launch, over 1,900 crew members have 
volunteered over 40,000 hours and served 268 nonprofit partners.

SAFE KIDS WORLDWIDE 

Preventable injuries are the number one killer of kids in the U.S., 
affecting some 8,000 families annually. Around the world, a child 
dies from unintentional injury every 30 seconds. And millions of 
children suffer injuries that can affect them the rest of their lives. 

Since its founding in 1988, Safe Kids Worldwide has been 
dedicated to stopping these tragedies. It leverages corporate 
relationships with partners such as Johnson & Johnson, GM, 
Fedex and Nationwide to reduce injuries from motor vehicles, 
sports, drownings, falls, burns, poisonings and more. They’ve had 
an amazing impact—there has been a 60 percent decrease in the 
unintentional injury rate among children 19 and younger.

“We’ve proven that their contributions are making a real 
difference,” says Kate Karr, president and CEO of Safe Kids 
Worldwide. “[Our partners’] long-term commitment results in 
measureable outcomes which, simply put, means lives saved and 
injuries avoided.”

Can you build a better world and a better bottom line? The winners of the Cause Marketing Forum’s Halo 

Awards would answer that with a resounding “yes.” At this year’s event on June 1-2 in Chicago, JetBlue and Safe Kids 

Worldwide, two leaders who understand the intersection of social responsibility and corporate success, will receive 

Golden Halos. Learn more at: www.causemarketingforum.com.

NONPROFITBUSINESS

GOLDEN
HALO

AWARDS(

(

Drew Barrymore 

and Lassie at 

Safe Kids Day.

A vending 

machine brings 

books to kids. 

CAUSE MARKETING FORUM

052316_Custom_CauseMarketing [P].indd   1 5/18/16   3:27 PM



DOWN FOR A CAUSE. 
UP FOR GOOD.
We’re honored to win the Cause Marketing Golden Halo Award
for our service to the community. We promise to stay committed  
to inspiring humanity wherever we go. 

© 2016 JetBlue Airways Corporation. All rights reserved.



Soar with Reading is a program designed to encourage kids’ imaginations 

to take fl ight through reading. The program also helps get 

age-appropriate books into the hands of kids who need them most. 

Since taking off in 2011, Soar with Reading has donated books totaling 

more than $1,750,000 to children in need.

SoarWithReading.com 

Proudly congratulates our partner

Winner of the 2016 Cause Marketing 
Golden Halo Award 

for Business 
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HEALING HANDS
ARTHRITIS FOUNDATION, MASSAGE ENVY 

Massage Envy partnered with the 
Arthritis Foundation for a one-day 
program that was both a fundraiser—
clinics donated $10 from each massage 
and facial—and a way to educate on how 
massage can help relieve the devastating 
effects of arthritis. The event raised more 
than $1.1 million, rallied Massage Envy 
employees and drove sales.

THE RACE TO PRESTIGE 
CALL OF DUTY ENDOWMENT, BEST BUY

To support the Call of Duty Endowment, 
an Activision Blizzard-supported 
nonprofit focused on veteran employment, 
the Race to Prestige was a five-day, 
around-the-clock video game marathon 
livestreamed on Twitch. Five leading 
gamers played the new Call of Duty: Black 
Ops III and raised more than $450,000. 
Best Buy, promoting its Gamers Club
Unlocked program, was the sponsor.

The winning campaigns 

receiving Cause Marketing 

Halo Awards show how 

partnerships between  

nonprofits and corporations 

can be mutually beneficial. 

This year, nine campaigns in 

10 separate categories are 

taking home the gold.

TRANSACTIONAL DIGITAL

  
2016 

CATEGORY 
WINNERS(

(

SILVER Buy 1 Coat and We’ll Give 1 Coat: Macy’s, 

Clothes4Souls SILVER Upgrade Your World: Microsoft



THE LOOK AT ME PROJECT
AUTISM SPEAKS CANADA, SAMSUNG CANADA

Many children with autism struggle 
to make eye contact, making it even 
more challenging for them to connect 
socially and emotionally with loved ones. 
Alongside a multidisciplinary team, 
Samsung created a free Android app 
designed to help children on the spectrum 
interpret facial expressions. The app has 
been downloaded over 10,000 times.

HOME FOR THE #PAWLIDAYZ
BEST FRIENDS ANIMAL SOCIETY, ZAPPOS

VANS CUSTOM CULTURE
AMERICANS FOR THE ARTS, VANS

There’s a clear link between a student’s 
involvement in the arts and long-term 
success in school, work and life. The Vans 
initiative—a national competition for high 
schoolers to customize blank shoes—has 
engaged the brand’s target audience of 
teens, positioned Vans as creative and 
brought attention to diminishing arts 
education budgets across the country. Last
year, nearly 25,000 students participated.

To drive adoption of homeless cats and 
dogs during the holidays, Zappos offered 
free adoptions to its customers over the 
Black-Friday-to-Cyber-Monday weekend. 
Working with Best Friends, Zappos 
promoted the initiative across its website 
and social media. The results: 6,200 dogs 
and cats adopted, increased page views 
for Zappos and more than $1 million for
Best Friends.

HEALTH EDUCATION ENVIRONMENTAL OR ANIMAL

Since the inception of Safe Kids Worldwide in 1988, deaths caused by 

unintentional injury to children have fallen by a remarkable 60 percent. 

Children’s National salutes Safe Kids Worldwide for winning this year’s 

Golden Halo Award. We’re proud that you’re part of our team.

1-888-884-BEAR #GrowUpStrongerchildrensnational.org

ANY CHILD COULD

GROW UP TO CHANGE 

THE WORLD. SAFE KIDS 

WORLDWIDE HAS 

GIVEN THOUSANDS 

MORE A CHANCE.

SILVER Dementia-Free Massachusetts:  

Senior Living Residences SILVER Think It Up: Staples, DonorsChoose.org SILVER Comeback Clothes: H&M, DoSomething.org
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#PASSTHEFLAME 
SPECIAL OLYMPICS INTERNATIONAL, BANK OF AMERICA

Bank of America has supported Special Olympics for 30 years, and it 

redoubled its efforts for the 2015 World Summer Games in Los Angeles. 

Together, they staged the first-ever Unified Relay Across America, with 

more than 10,000 torchbearers and volunteers walking, running and 

wheeling the Special Olympics torch through all 50 states. The hashtag 

#PassTheFlame helped people engage with the movement. Plus, some 

4,500 B of A employees volunteered at the URAA and World Games.

THE CHECKUP
NATIONAL PARK FOUNDATION, HUMANA

As a partner of the National Park Foundation’s Find Your Park
awareness campaign, Humana sought to address the increasingly
sedentary lifestyle of Americans. Together, they created Senior
Skip Day, encouraging older Americans to enjoy a healthy day at
one of the 400 national parks. The fun, lighthearted approach
was central to the success of The Checkup, a video published to
Facebook that helped drive interest in Senior Skip Day. The video
itself garnered an impressive 1.6 million views.

GREAT AMERICAN MILK DRIVE 
FEEDING AMERICA, MILKPEP

Milk is one of the most-requested staple foods at America’s food banks, 

but there is rarely any to distribute since many consumers donate non-

perishable foods. Even when they have access to milk, food banks may 

not have storage or distribution capabilities. The Great American Milk 

Drive created an innovative way for people to donate milk by funding 

vouchers redeemable at any retailer across the country. The campaign 

delivered over 670,000 gallons to families in need and increased sales

for the category.

JOCKEY BEING FAMILY BACKPACK PROGRAM
JOCKEY BEING FAMILY FOUNDATION, JOCKEY

When a child is adopted out of foster care, there is often still a
high need for support services. That may be one reason why as
many as 15 percent of the 50,000 domestic adoptions in the U.S.
fail, resulting in thousands of children returning to the foster
care system. As part of its focus on post-adoption support, Jockey
provided each adopted child with a personalized backpack, while
parents got a tote bag with support resources. The program last
year touched 40 percent of children adopted domestically.

EMPLOYEE ENGAGEMENT/MESSAGE

VIDEO

POINT OF SALE

SOCIAL SERVICE

SILVER (Employee Engagement) National Days of Service: Ameriprise, 

Feeding America; (Message) Thumb Wars: Sprint, DoSomething.org SILVER Making Wishes Come True: GameStop, Make-a-Wish America

SILVER Invisible: SapientNitro SILVER #Unlimited: Old Navy, Boys & Girls Clubs of America



*Best Friends Animal Society received the highest numerical Equity Score and the highest numerical score relating to trust among

animal welfare nonprofits included in the 2016 Harris Poll EquiTrend® Study.  Please go to bestfriends.org/about/faqs for further details.

Join the only national organization dedicated exclusively to stopping the killing in America’s shelters, and connect

with more than a million Best Friends followers to save the lives of dogs and cats. Together, we can Save Them All.
®

A partnership that saves lives
Thanks to and its customers, thousands 

of dogs and cats found a place to call home!

To find out more about a cause partnership with Best Friends, 

visit us at bestfriends.org/causepartners.

This promotion is a finalist for the “Best Environmental or Animal Campaign.”

Best Friends Animal Society is proud to be named the Animal Welfare Nonprofit Brand

of the Year and Most Trusted Brand based on the 2016 Harris Poll EquiTrend
®
 Study.*

Best Friends Animal Society teamed up with Zappos during a four-day, all-in promotional blitz

that reached millions of people and found homes for more than 6,200 homeless dogs and cats.
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Aug 8

CMO
Report 3 (Auto)

Third in quarterly series 

spotlighting major ad sector. 

SPECIAL SECTION

MARKETING AUTOMATION GUIDE 

C   7/26

June 27

Sports/Olympics
A playbook on what to expect when the year’s

sports marketing MVP’s hit the playing field.

featuring
25 MOST POWERFUL WOMEN IN SPORTS

SPECIAL SECTION

RETAIL & SHOPPER MARKETING GUIDE

C   6/14  B    Clio Sports (7/7)

Wayne Rooney, 2015 Sports Issue

July 11

Creative 100
A homage to the creative masters of the year.

C   6/28

Mindy Kaling,  2015 Creative 100

June 20

CMO
Report 2 (CPG) 

Second in quarterly series spotlighting 

major ad sector – focusing on 

the most newsworthy trends and 

marketers in the category.  

C   6/7

June 6

Food
A look at the hottest marketing trends

in the industry, centered around the

inaugural list of the 30 Most Influential

in Food Media & Marketing.

C   5/24  B    Food & Wine Classic (6/17-19)

Christina Tosi, 2015 Food Issue

June 13

Cannes Lions
An inside look at the happenings on 

the Croisette during the biggest fête 

of creatives in the world. 

SPECIAL SECTION

AUDIENCE TARGETING GUIDE

C   5/31  B    Cannes Lions (6/18-25)

Evan Spiegel,  2015 Cannes Lions Issue



TeslaMotors

Per tive
ON T HE OR IG IN S OF BR A ND S A ND T HE P EOP L E W H O B UIL D T HEM

THE GLASS
Pioneering and

panoramic, the “Big

Sky” windshield

offers an “unparalled

view,” though

the raked angle

reportedly also

causes double vision.

THE PROFILE
Model X’s sinuous

body boasts a

drag coefficient

20 percent lower

than the closest

competing SUV, and

the car can still fit

seven people.

THE LOGO
Tesla’s stylized “T”

in a shield is the

work of Prado Studio,

which also designed

the logo for SpaceX,

which happens to be

Elon Musk’s other

company.

THE DOORS
The Mercedes 300SL

had gullwing doors.

So did the DeLorean.

Tesla calls these

doors “Falcon Wings,”

but some owners

have complained they

won’t open.
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ONLY 13 YEARS OLD, ELON MUSK’S EV HAS ALREADY CHANGED THE 
INDUSTRY—BUT CAN IT DO THE LONG HAUL? BY ROBERT KLARA

BRAND NAME

P
H

O
T

O
: 

J
A

M
E

S
 L

IP
M

A
N

/
T

E
S

L
A

SWIPE 69 // PORTRAIT 71 // SPACES 72 // INFO DIET 73 // LOOK BACK 74



68 MAY 23, 2016 | ADWEEK

omeofusold enough to remember
the 1980sknowthatTeslaused
tobeahair-metal band.Others
whopaid attention inhistory class
knowthatTelsawas, in the 1880s,
theSerbian-Americanengineer

who invented thepolyphaseACgenerator—the
motor that later allowedGeorgeWestinghouse
tobringelectricity intoAmericanhomes.But
if you’veheardor readanything in the last few
years, youknowthatTesla today is something
else: a very sexy, very fast, very expensive
electric car. (Andone that takes itsname from
the inventor, not theband.)

Tesla’s carshaveonlybeenon themarket
since2008.Yet in that time, they’ve single-
handedly changed long-heldperceptions
about electric vehicles as clunky, low-range
tortoises into visionsof JamesBond-style
andperformance.MSNhas calledTesla
“sensational.”London’sTelegraphcalled it a
car thatwill change theworld.Andcartoonist
andwebcelebMatt “TheOatmeal” Inman
famously termedhisTeslaModel S “an
intergalactic spaceboat of light andwonder.”

And,nokidding, the cars are fast.But there’s
somethingelse atworkhere—not just a leapof
technology, but oneof branding.Because the
fact is (the0-to-60 in2.8-secondacceleration
aside)Tesla’s performanceas a company is a
wee less impressive than the road tests.Tesla
kept customerswaiting threeyearsbefore
itsModelXhit themarket.Thebrand’s early
glowing reviewshavedimmedamiddisturbing

reports of brokenparts and software crashes.
AndwhileTesla’s revenue is growing, itwas
still $320million in the red forQ42015.

Sowhyall thepraise—especially since
Tesla’s hardly theonlybrandmakingelectric
cars?After all, companies likeChevrolet,
NissanandFordare alsomaking them. “But
theydon’t have the cachet ofTesla,” observed
automotive guruPaulEisenstein, publisherof
TheDetroitBureau, “andElonMusk is amajor
reason for that cachet.”

Ah yes,Mr.Musk—billionaire brain behind
PayPal and the founder of SpaceX (andNo.
72 onAdweek’s Power List).With his future-
focused vision, turbocharged ego and spacious
bank account,Muskmay just bemore
valuable toTesla than the lithium-ion battery.
American business is rifewith examples of
companieswhose popularity stems in large
part from the personalities behind them
(Steve Jobs andApple, anyone?), andTesla
seems to be another example. ThoughTesla’s
inaugural vehicles (whose prices easily tickled
six figures)were largely seen as “sports cars
for rich people,” to quoteMuskhimself,
theCEOhas a “master plan for getting to
compelling and affordable electric vehicles.”
TheTeslaModel 3, promised for late 2017, will
cost only $35,000.

Which, said,Eisenstein, is a good thing—
thoughTeslahasplentymoreground to cover.
“Muskhasdeveloped the cult ofElon,”he
noted. “But at somepoint thathas to giveway
toa cult of goodquality.”

Fast Facts
1888 Nikola

Tesla invents AC

induction motor.

2003 Tesla

Motors founded.

2008 Elon Musk

takes the wheel.

232,000 Model

3s ordered in car’s

first 24 hours.

Driving force South 

African-born Elon 

Musk taught himself 

to program computers 

by age 12 and holds 

degrees in economics 

and physics. His co-

founding of PayPal 

made him a sizeable 

fortune, which he’s since 

plowed into SpaceX, 

which builds reusable 

rockets, and into Tesla.

“The strategy of Tesla,” Musk said in 2006, “is to enter at the high end of the market where customers are prepared to pay a premium, and

then drive down market as fast as possible to higher unit volume and lower prices with each successive model.” Starting with the 2008 

Roadster, that strategy has played out—more or less—with the models above.
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R O A D S T E R ,  2 0 0 8 ,  $ 9 8 , 0 0 0   

M O D E L  S ,  2 0 1 2 ,  $ 5 7, 4 0 0

M O D E L  3 ,  2 0 1 7,  $ 3 5 , 0 0 0

M O D E L  X ,  2 0 1 5 ,  $ 8 0 , 0 0 0

Father of AC, 
Nikola Tesla
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DITCH THE BULKY DAY-OF-THE-WEEK ORGANIZER 
WITH HERO HEALTH’S SMART DISPENSER.  
BY EMMA BAZILIAN

Hero Smart Pill Dispenser $599

Managing a daily regimen
of prescription medications,
vitamins and supplements
can be a pain. Brooklyn-based
startup Hero Health is trying
to make the process a whole
lot easier with a new smart
appliance that organizes,
schedules, dispenses and tracks
pills for you and your family.
Just drop your pills into an
empty cartridge and slide it
in—Hero holds more than a
month’s worth of 10 different
medications—then follow the
prompts on the LCD screen to
identify and schedule them.
When it’s time for a dose, just
push a button and Hero will
automatically drop the correct
pills into the dispensing cup
below. The connected Hero app
sends reminders, lets you know
when you (or someone else,
like a child or elderly relative)
have missed a dose and alerts
you when you’re running low.
The whole system is password-
protected, so you don’t have to
worry about anyone tampering
with your medications or taking
the wrong one.
Buy it: herohealth.com

Just Like a Pill

S W I P E  |  H E R E  T O D A Y,  B O U G H T  T O M O R R O W

Manages your 
medication 
schedule

Stores a month’s 
supply of 10 
different pills

Dispenses your 
correct dose 
right on time
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HOME

TECH

GROOM

Makes any AC
a smart unit

The first camera
in over 20 years
to use Polaroid’s
original format

Scaled-down to 
fit anywhere

PHOTO

Instant Gratification 

Impossible I-1 Analog 

Instant Camera $350 

In 2008 when the last 

Polaroid film factory shut 

down, the Impossible 

Project was created to 

help preserve instant 

photography. Now the 

company is releasing 

its first camera, which 

combines old-school 

photography with high-tech 

features. While the camera 

itself prints on analog 

instant film, users can also 

sync it with the Impossible 

app to adjust settings 

like aperture and speed, 

remotely trigger the shutter 

or scan and upload physical 

photos. 

Buy it: impossible-

project.com

Dyson Supersonic Hair Dryer $400 

Leave it to Dyson to completely reimagine 

a common beauty tool as a space-age 

gadget. Four years in the making, the 

company’s first hair dryer integrates 

Dyson’s V9 digital motor and Air Multiplier 

technology for faster, easier drying. 

Its Heat Shield system measures air 

temperature every 20 seconds to ensure 

that the device never overheats  and 

damages your hair. And unlike traditional 

hair dryers, the Supersonic is quiet 

enough that you can actually carry on a 

conversation while using it. The biggest 

downside: You’ll have to wait until 

September to get your hands on it.

Pre-order: dyson.com

Blown Away

Tado Smart AC Control $179 

Window-mounted air conditioning units might be an 

eyesore, but at least they don’t have to be dumb, too. 

Tado’s Smart AC system turns any remote-controlled 

air conditioner into an app-enabled unit, so you can 

regulate its settings from anywhere. The Tado app 

can even use your phone’s location to have the unit 

automatically turn on when you’re headed home from 

work, so you’ll always return home to a cool apartment. 

Buy it: tado.com

Cool Runnings 

GoTenna $199 for a set of two Stay connected anywhere—even if you don’t 

have a cell signal or Wi-Fi—with goTenna, an app-connected device that turns 

your smartphone into a high-tech walkie-talkie. After syncing with your phone 

via Bluetooth, goTenna lets you text and share your location with any other 

goTenna-enabled phone within a nine-mile radius. And because it’s water- and 

dust-resistant, it’s perfect for outdoor adventures. Buy it: gotenna.com

Off the Grid 

Red Wood & Blue Modern 

Cornhole Set $239 A backyard 

classic gets a modern update 

with Red Wood & Blue’s Modern 

Cornhole set. The American-made 

boards, available in black or white, 

feature a sleek design that’s more 

downtown loft than frat house. 

Buy it: redwoodandblue.com

Hole in One

PLAY



P OR T R A I T

AGENCY

Last week, Los Angeles-based branding agency Blend helped launch software company Carmine,
having developed its name, logo, website, creative—and even the software itself. It is an example of
howBlend differs from the typical agency of its kind, according to CFO andCSODarcie Lamond. “It’s a
very sophisticated piece of software that we developed—there was pretty hard-core engineering going
into that,” Lamond explained. “We developed awhole user interface and user experience so they could
launch the business in the U.S.” Since interfaces serve as storefronts for digital brands, the expertise
Blend brings to clients like the FordModeling Agency, Portal Instruments andNewell Rubbermaid
happens to be in high demand. Said CEO and founderMatt Bijarchi: “We focus on creatingmeaningful
consumer experiences that are fully integrated across all media, whether it’s mobile, social or web, that
fuel engagement and drive business results.”

Blend
THIS L.A. BRANDING AGENCY GOES FAR BEYOND JUST DEVELOPING
CORPORATE IDENTITIES—IT CAN EVEN CREATE THE SOFTWARE THAT
MAKES A BUSINESS HUM. BY KRISTINAMONLLOS

Specs
Who (L. to r.) Head

of production Isaac

Swiderski; chief

strategy officer

Darcie Lamond;

CEO and founder

Matt Bijarchi; and

operations vp

Jesse Davis

What Branding

agency

Where Los

Angeles
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THIS WEST L.A. SHOP DESIGNED ITS OFFICES TO
BE QUIRKY, CHARMING, MODERN AND ESPECIALLY
WORK-INSPIRING. BY CARRIE CUMMINGS

OFFICE VISIT

Clever Creative
1 A local artist was responsible for this

work, dubbed “The Creative Process,” on the

wall of the creative bullpen. “The painted-

brick gallery wall was the perfect place for

us to highlight and showcase local California

artists [and] bring daily inspiration to our

team,” Gabor explained. 2 “More often than

not, our lunches together end with a round

or two of our favorite game, Bananagrams,”

the boss added. 3 Mailing supplies and a

mural featuring paper airplanes define the

packing and shipping area, where custom

bookbinding happens and from where

pitches are sent. 4 A garden on the roof is

filled with gnomes, each representing one of

the shop’s 14 employees. 5 One of Gabor’s

staffers presented her with this poster

of Beatles fashions for Christmas. 6 The

reception area introduces visitors to the

style and spirit of Clever.

2 3

Clever Creative, a 14-person branding and design firm located in the West Los 

Angeles neighborhood of Mar Vista, is entrusted by clients like Sephora, Ritz-

Carlton and American Girl with creating that certain something that will endear 

consumers to their brands. Since inspiring feelings through aesthetics is the 

agency’s specialty, it’s only natural that its headquarters would be not only a 

laid-back space to create but also carefully curated. “The vision … was to create 

a modern, open floor plan with natural light and organic materials,” explained 

founder and CEO Shannon Gabor. What resulted was “a sophisticated space 

merging the concept of design agency with creative cabin,” she said, featuring 

exposed brick, concrete floors and natural pine paneling mixed with modern 

elements like copper fixtures and spotlights. There’s even a colorful gnome 

garden on the roof for an added touch of whimsy. 

S PACE S

5

6

1

4

Los
Angeles

 CLEVER



INTERVIEW

JoelKinnaman
THE SWEDISH ACTOR PLAYS A SOCIAL MEDIA-
OBSESSED POLITICAL CANDIDATE ON HOUSE OF
CARDS. BY EMMA BAZILIAN

Specs
Age 36

Claim to fame

Appears in House

of Cards as Gov.

Will Conway; stars

as Rick Flag in

Suicide Squad (in

theaters Aug. 5)

Base Los Angeles

Instagram

@joelkinnaman
What’s the first information you 

consume in the morning? I read the 

morning newspaper from Sweden, 

DN.se. When it comes to coverage of 

world affairs, I prefer to read Swedish 

newspapers. There are some great 

American papers, like The New York 

Times, but I think I’m just used to the 

Swedish point of view.

Your character on the most recent 

season of House of Cards, Gov. Will 

Conway, is constantly using social 

media as a campaigning tool. Are 

you a big social media person? No, 

not really, actually. I’m not on Twitter. 

I finally caved and joined Instagram, 

but I’ve only been on there for about 

six months. It’s kind of fun. As a way 

to connect with people, I enjoy it. But 

I don’t think it has any worth as a 

marketing tool, really. Not yet, anyway.

Were you inspired by any particular 

politicians? Not directly. I stole a 

little piece of Kennedy, a little piece of 

Obama, stuff that makes my mind tick. 

But if anybody can pick up on what 

comes from what person, then I’ve 

failed. You get ideas from all different 

people.

Do you think that the crazy things 

happening in the current election 

cycle have made the fictional 

version on House of Cards seem 

less over the top? Oh yeah. When you 

have a presidential candidate that’s 

talking about how big his dick is, then 

we don’t feel like we’ve done anything 

on the show that was close to being 

over the top. But that’s what happens 

when people start wanting a reality 

star for a president.

What TV shows are you watching? 

I just started watching 11/22/63 with 

James Franco and that show with Tom 

Hiddleston, The Night Manager, which 

is really good. I think he should be the 

next James Bond [laughs]. He would 

be perfect. 

Any favorite apps? Well, I use a 

conversion app a lot for the metric 

system [laughs]. I’m pretty much 

bilingual in that, but I still need it every 

now and then. And you’ve got to have 

Waze in L.A.

What’s on your reading list? I’m 

reading a bunch of stuff. Right now, I 

have, like, five books open at the same 

time. I have to make a decision. The 

last book I finished was Women by 

Charles Bukowski, and I just started 

reading This Changes Everything by 

Naomi Klein. It’s really depressing. 

It’s about how we’re all about to die 

and how we’re killing the planet. She’s 

just one of the smartest people in the 

world.

You’re starring in DC’s Suicide 

Squad this summer. Were you into 

comics growing up? Yeah, but not 

the Marvel or DC comics. Swedish 

comics. There was one called The 

Phantom that was my favorite. It was 

a really silly one, actually. I mean, they 

all are. 

Did the intensity of comic book 

fandom add any extra pressure to 

doing the film? Well, I sort of dipped 

into that world a little bit before with 

RoboCop. But yeah, some of these fans 

are really passionate about it. It means 

a lot to them. You’ve always got to play 

to your audience and respect them if 

you choose to go down that route.P
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L O O K  B A C K

TELEVISION

Spun off from All in the Family, The Jeffersons aired on CBS from 1975 to 1985. One of the first network shows starring African
Americans, The Jeffersons portrayed George and Louise Jefferson, affluent and upwardly mobile Manhattanites whose exploits

and culture clashes served as fodder for 253 episodes over the series’ run. A slew of celebrity cameos included Charo, Gladys Knight,
Peter Lawford and Sammy Davis Jr. But the most indelible mark The Jeffersons left on American culture is its theme song. In a

time when TV shows reliably had expository intro anthems, the catchy “Movin’ On Up” explained the protagonists’ rags-to-riches
story in a way that etched it into the collective memory of baby boomers everywhere. During its run, the show was nominated for 13

Emmy Awards, winning two, and was among the top 20 in the ratings for eight of its 11 seasons. —Carrie Cummings

c.1980
The Jeffersons

FACT

The Jeffersons

holds the record

as longest-

running African-

American sitcom.

P
H

O
T

O
: 

B
E

T
T

M
A

N
N

/
G

E
T

T
Y

 I
M

A
G

E
S

M AY 2 3 ,  2 0 16  |   A D W E E K

Adweek (USPS 458870, ISSN 1549-9553) is published weekly except three issues in January, four issues in February, May and October; three issues in August, and two issues in July and December. Publisher is Mediabistro Holdings, LLC, 825 

Eighth Avenue, 29th floor, New York, NY 10019, (212) 493-4100. Subscriptions are $249 for one year, $449 for two years. Canadian subscriptions are $299 per year. All other foreign subscriptions are $349 (using air mail). Subscription inquiries: 

(877) 496-5246; outside the U.S.: (845) 267-3007. Registered as newspaper at the British Post Office. Canadian Publication Mail Agreement No. 41450540. Return undeliverable Canadian addresses to: MSI, PO BOX 2600, Mississauga, On L4T 

OA8. Periodicals postage is paid in New York, NY, and additional mailing offices. Postmaster: Send all UAA to CFS. Non-Postal and Military Facilities send address changes to ADWEEK, PO Box 15, Congers, NY 10920-0015; Subscriptions@

Adweek.com. Copyright 2016 Mediabistro Holdings, LLC. No part of this publication may be reproduced, stored in any retrieval system or transmitted, in any form or by any means, electronic, mechanical, photocopying, recording or otherwise, 

without the prior written permission of the publisher. For reprints, please call  Wright’s Media, (877) 652-5295, email adweek@wrightsmedia.com.



Just because
you can’t see it 
doesn’t mean
it’s not there.
Although it’s more common in older women, ovarian cancer

affects women of all ages, even in their 20s. There is no early

detection test, and symptoms can be subtle. But while you

can’t see it, you can take steps to get ahead of it by knowing

your risk factors. Family history of cancer and presence of

gene mutations like BRCA are risk factors, so talk to your 

family and your doctor. This information makes you less

likely to ignore vague signs that could indicate disease. 

Meanwhile, promising collaborative research

will continue to shed light on new advances in 

diagnosis and treatment of ovarian cancer. 

To learn more about symptoms,

risk factors and research go to

SU2C.org/ovarian

Stand Up To Cancer is a program of the Entertainment Industry Foundation,
a 501(c)(3) non-profi t organization.

Minnie Driver

Stand Up To Cancer Ambassador

Photo by Martin Schoeller




