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More companies are changing their policies on political 
advertising in a bid to ensure that elections in the U.S. 
and beyond remain free from propaganda and fake news.

Google is now limiting audience targeting for political 
ads, meaning such advertisers can only use age, gender, 

general location and postal code to focus their reach. 
The updates apply to Google’s paid search placement, 
YouTube ads and display ads that it serves on third-party 
websites as part of its ad stack.

Social media platforms TikTok and Twitter have 
outright banned all political ads. Even Facebook, which 
has long resisted banning such ads, is considering 
changing at least what kind of targeting it allows.

The industry’s major digital advertising players have 
received much scrutiny in the run-up to the 2020 presidential 
election following some of the controversial ways in 
which political advertisers have used such platforms, as 
evidenced by Facebook’s Cambridge Analytica scandal.

PLATFORMS ARE CHANGING THEIR 
POLITICAL AD POLICIES AHEAD OF THE 
2020 ELECTION. BY RONAN SHIELDS

GETTING 
POLITICAL 

42

PERSPECTIVE 
Virgin champagne bottles shine  
as a fine addition to Thanksgiving. 

THE WEEK IN MEDIA AND MARKETING

If someone tells you they’re “on” meth, you’d be justified in being concerned—and 
quite a few people are concerned about South Dakota. The state’s new antidrug 
campaign uses some eyebrow-raising double meaning with its slogan, “Meth. We’re 
on it.” Created by Minneapolis agency Broadhead, the campaign sparked a quick wave 
of skeptical commentary in social media. The governor has so far defended it. “South 
Dakota’s meth crisis is growing at an alarming rate,” Gov. Kristi Noem said. “This is 
our problem, and together, we need to get on it.” —David Griner
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Upfront

For the latest news on the race, from how candidates 
are branding themselves to controversial ads, 
follow our Political Tracker at Adweek.com. 



making in next year’s election.
“Brands live within the culture, 

and, as we were looking at the election 
brand, we wanted to embrace and 
reflect what was happening in the 
electorate,” said Klarman, noting that 
50% of voters participated in the 2018 
midterms, compared to one-third in 
2014. “People are far more engaged 
in the political process than they have 
been in more than 50 years.”

While the networks agree there 
is a passionate electorate hungry for 
information, they differ on how to best 
reach them. CNN is focusing less on 
marketing campaigns and instead 
using its live events to draw viewers, 
including televised debates and 
Citizen by CNN, its civil engagement 
platform designed to bring people 
together to discuss political issues 
and motivate them to vote. Citizen 
by CNN held its annual conference 

in New York in October and hosted 
a forum in July, with more Citizen-
branded events planned for 2020.

“It comes down to doing 
important, interesting and in-depth 
coverage about the candidates and 
about the issues with events that 
matter and where candidates have 
an opportunity to go directly to the 
voters,” said CNN Washington, D.C., 
bureau chief Sam Feist, adding that 
voters get much of their information 
about whom they’re going to vote 
for in both the primaries and general 
election “through interviews and from 
town halls.” When it comes to election 
coverage, “we believe that viewers 
are drawn to depth and experience, 
and we have both,” said Feist.

MSNBC declined to comment 
on its strategy to grow its audience 
during the 2020 race. However, the 
network recently launched a new 
marketing campaign under the “This 
Is Who We Are” umbrella, touting 
NBC News and MSNBC’s reporting 
and highlighting its roster of hosts 
and reporters that are breaking news 
and providing political analysis.

But while all three networks 
should expect another audience 
and ad revenue bump next year, 
sustaining those numbers once 
the election ends will be a bigger 
challenge. For that large percentage 
of the electorate that is up for grabs 
this election, “it’s unlikely that they’re 
going to become permanent, constant 
viewers of Fox, CNN or MSNBC all 
of a sudden,” said Friedman. “What 
they’ll do is probably what they do 
now: watch a little bit of everything.”

4

Trending
T H I S  W E E K ’ S  I N S I G H T S

The cable news networks are already 
focused on elections again, even though 
the 2019 races have barely ended. 
That’s because for outlets like Fox News 
Channel, CNN and MSNBC, presidential 
elections—like the upcoming 2020 
race—present a unique opportunity 
to expand their audiences and attract 
Americans seeking information on the 
candidates as they prepare to head into 
the voting booth. After the ratings and 
ad revenue windfalls they enjoyed in 
2016, the networks are looking to build 
on those numbers in 2020.

The 2016 presidential race propelled 
all three cable news networks to what, 
at the time, was each of their most 
watched years ever in prime-time total 
viewers (though Fox News and MSNBC 
topped those numbers in 2018). Fox 
News’ audience jumped between 29% 
and 42% year over year in prime time 
and total day, among total viewers 
and in the key adults 25-54 demo for 
cable news advertisers, while CNN’s 
increases ranged from 54% to 80% 
and MSNBC jumped a whopping 71% 
to 97%, per Nielsen. Together, the 
three networks raked in an estimated 
$2 billion in ad revenue that year.

As Fox News Media evp of 
marketing, Jason Klarman, explained 
to Adweek earlier this fall, “There’s 
30% of the people who are never 
going to stop watching us, there are 
30% of the people who are never 
going to watch us and then there’s 
everybody else in the middle.”

Paul Friedman, a TV news industry 
consultant who spent decades as a 
high-level producer and executive 
at ABC, NBC and CBS News, said 

Fox News’ strategy of going for the 
“undecideds” does make sense, 
especially considering that a solid 
percentage of the electorate is 
undecided. However, he continued, 
“[Fox News, CNN and MSNBC’s] 
identities are pretty clear now, and it’s 
hard to imagine that any of them will 
come up with an idea that builds very 
much on their core audience.”

Fox News, which remains the No. 
1 cable news network in total viewers 
and in the 25-54 demo, is already 
looking to lure that remaining 40% 
as part of a total election coverage 
rebrand. It has transitioned from 
its long-running America’s Election 
Headquarters show to the new 
Democracy 2020. Last month, it rolled 
out a new “It’s in Your Hands” marketing 
campaign, which, instead of featuring 
Fox News talent, spotlights everyday 
Americans and the decision they’ll be 

FOX NEWS, CNN AND MSNBC LOOK TO MAXIMIZE RATINGS AND REVENUE WINDFALL. BY A.J. KATZ

CABLE NEWS PREPS FOR PRESIDENTIAL ELECTION BOOST

PRIME TIME TOTAL DAY

TOTAL VIEWERS TOTAL VIEWERS 

Fox News

481,000
(42%)

CNN

423,000
(80%)

MSNBC

270,000
(97%)

Fox News

280,000
(36%)

CNN

232,000
(56%)

MSNBC

153,000
(72%)

25-54 DEMO 25-54 DEMO 

Fox News 

2.4 million 
(36%)

CNN

1.3 million
(76%)

MSNBC

1.1 million
(87%)

Fox News 

1.4 million 
(29%)

CNN

753,000
(54%)

MSNBC

603,000
(71%)
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The Power of Presidential Elections

The 2016 presidential election gave a huge boost to all three cable news networks 
that year. Here are their live-plus-same-day ratings for the year, in both total viewers 
and the coveted 25-54 demo, and the percentage increase over 2015’s ratings.

A.J. KATZ IS A TELEVISION AND MEDIA WRITER FOR ADWEEK, AND THE SENIOR EDITOR FOR TVNEWSER. @AJKATZTV
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W
hat’s in a name? 
For CMOs, that’s a 
complicated question.

For decades, 
the title of chief 
marketing officer was 

synonymous with heading up a company’s 
marketing division and being responsible 
for building a brand. Today, marketers aren’t 
just responsible for bringing consumers 
into a brand but also entertaining them and 
targeting them so they come back. And of 
course, the channels in which people can 
be marketed to have multiplied, thanks to 
the emergence of digital behemoths like 
Facebook, Instagram and YouTube.

All this has made for a landscape that’s both 
radically different from—and at the same time, 
fundamentally similar to—what it was 20 years 
ago. With data and digital playing a bigger role 
and traditional marketing becoming a smaller 
piece of the pie, CMOs are increasingly tasked 
with responsibilities that feel closer to those of 
a chief technology officer or chief information 
officer. And with that, the foundational element 
of brand building takes a back seat.

Changes in that process have meant not 
only that a CMO’s duties have evolved, but 
so has the very nature—and in some cases, 
existence—of the position itself. Over the past 
year, several high-profile CMOs (including 
marketing chiefs at Johnson & Johnson, Lyft, 
Taco Bell and Uber) left their posts and were 
not replaced. Instead, their responsibilities 
were passed onto others.

Russell Barnett, CMO of My/Mo Mochi 
Ice Cream, said this might be something of a 
blessing in disguise. The CMO role has become 
known for high turnover—according to a 2018 
study from Winmo, the average tenure of a 
CMO is 43 months—but a different title could 
help prevent that.

“It’s a way to ground someone in the 
business that gives a little longevity within the 
organization,” he said. “It provides a space where 
it’s a bigger role than just simply marketing.”

A CMO now looks beyond sight, sound and 
motion as their calling card, instead looking 
at everything from performance metrics to 
attribution models. And all of this takes time, 
so in addition to the added responsibilities, 
they have less time to pull it off.

“A lot of big companies have realized that 

their process, which used to be a competitive 
advantage because it was careful, well 
thought out, documented and rigorous, is 
now becoming a disadvantage because their 
more agile competitors around them can 
make decisions more quickly,” said Dana 
Anderson, chief transformation officer of 
MediaLink and former CMO of Mondelēz.

But when that process was the very thing 
that made CMOs such adept brand builders, 
what happens when the pressure to sacrifice 
that builds up? Jill Cress, vp of consumer 
marketing core markets at PayPal and 
former CMO of National Geographic, said 
expectations are higher for marketers when 
it comes to driving results.

“The role is becoming much more balanced 
between brand building and performance 
marketing,” she said. “As we can measure 
more and we’re trying to reach consumers 
through digital platforms, the burden of 
performance has certainly increased.”

Though expectations and the media by 
which marketers exhibit their skills have 
changed, the core responsibility of the CMO 
has remained, said Barnett. It’s keeping up 
with the changes in the environment that has 
created challenges for marketers.

“The function is never going to change; 
that is the primary responsibility,” he said. 
“What has happened is the tactical tools 
have changed.”

An emergence of new titles, such as chief 
growth officer or chief brand officer, came 
with the evolving CMO role. But Marisa 
Thalberg, who left her CMO role at Taco Bell 
in August, said she views these as essentially 
“interchangeable.”

With the shifts in titles at the top, 
experienced marketers are considering more 
options than ever.

“For me exploring what was next was 
more about the strategy and commercial 
nature of the role versus the semantics of 
the title,” Cress said of determining her 
next step post-National Geographic. “I did 
explore CMO roles but was more focused on 
attributes where I felt I could contribute and 
grow regardless of the title. CMO roles that 
didn’t recognize marketing as a driver for 
real growth were not appealing to me.”

And for the naysayers, Anderson said 
top CMOs aren’t nervous about the role 
disappearing. The vast majority of major 
companies still have a CMO in place, and the 
CMOs are happy to take on added tasks.

“Frankly, this role has never been more 
critical,” continued Thalberg. “The best 
CMOs in the world are actually doing an 
admirable job of integrating both old and 
new skills. What we really need is a little 
bit more appreciation, understanding and 
support to do the hard work of growing 
businesses at very challenging times in 
almost every industry.”

The State of the CMO
C-SUITE

WHILE THE ROLE HASN’T CHANGED, HOW A MARKETING 
EXEC GOES ABOUT IT HAS. BY DIANA PEARL

T R E N D I N G

D I A N A  P E A R L  I S  A  S E N I O R  W R I T E R  AT  A D W E E K ,  W H E R E  
S H E  C O V E R S B R A N D S .  P R E V I O U S LY,  S H E WA S A W R I T E R  
A N D R E P O R T E R AT P E O P L E M A G A Z I N E .  @ D I A N A P E A R L _

JOHNSON & JOHNSON
Alison Lewis spent six years with the CPG 
giant before her departure was announced. 
J&J explained the lack of a successor by 
saying it had “established a new business 
model that streamlines priorities,” which the 
company did not elaborate on further.

Recent CMO Departures

MCDONALD’S
Global CMO Silvia Lagnado will be replaced 
by two senior-level vps in marketing technology 
and global marketing.

UBER
After less than a year with the company, 
Rebecca Messina became the second 
CMO from Uber to leave the company in 12 
months. In her absence, Uber’s marketing, 
communications and policy teams were 
brought under Jill Hazelbaker, svp of 
communications and public policy.
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W
ith 180,000 real 
estate agents 
who are more 
familiar with 
building codes 
than computer 

code, Keller Williams Realty was look-
ing for a way to compete with tech-fo-
cused startups like Redfin and Zillow.

Luckily for the 35-year-old realty 
company, it didn’t need to teach every 
agent a bunch of new computer skills. 
Instead, it found the answer in a home-
grown app that automatically learns 
how to recognize the characteristics of 
a home or property from video footage 
shot by visiting agents. The app then 
turns that info into a searchable, auto-
matically generated listing page.

The backbone of this system is a 
tool called Google Cloud AutoML, 
which is aimed at helping a wide 
range of industries automate machine 
learning models like the ones used for 
Keller Williams’ Keller Cloud.

“As KW agents increasingly use Keller 
Cloud apps, the AI platform will learn 
from their interactions and subsequently 
offer intelligent decision support and 
recommendations to strengthen agent 
service to consumers,” said Keller Wil-
liams chief product officer Neil Dholakia.

The undertaking is an example of 
how AI tools that automate the very pro-
cess of building AI are making machine 
learning operations more accessible to 
companies that don’t necessarily have 
big armies of data scientists on hand. 
Amazon, Microsoft and Salesforce have 
also released tools similar to Google’s 
in a bid to own the cloud computing 
market, and a slew of smaller startups 
like DataRobot, H2O.ai and RapidMiner 
have already established their own 
niches in the space as well.

“It’s a little bit like power tools,” said 
Forrester AI analyst Kjell Carlsson. 

Automating 
Artificial 
Intelligence
HOW COMPANIES FROM BIG TECH  
TO STARTUPS ARE ATTEMPTING TO 
SIMPLIFY THE PROCESS. BY PATRICK KULP

MACHINE LEARNING

com has been using similar automated 
features in Amazon SageMaker to 
develop recommendation and person-
alization tools with a lower overhead. 
And PayPal has used H2O.ai to create 
fraud detection models.

Yet despite tools like these (and the 
seeming ubiquity of machine learn-
ing buzzwords in industry conference 
lineups and trade media), many busi-
nesses still remain overwhelmed by the 
prospect of AI adoption. A recent survey 
from International Data Corp. found 
that only a quarter of businesses have 
laid out an enterprise-wide AI strategy. 
A growing number of executives see 
AI-enabled competition as a risk to their 
own operations: 45% of respondents 
this year versus 37% in 2017.

The hope is that automation will 
reduce that hesitance. “These tech-
nologies that are coming out, whether 
they’re from us or from others. We just 
want to do what we can to remove the 
barriers for building with AI,” said Mi-
tra Azizirad, Microsoft’s corporate vp of 
AI marketing and productization.

In some cases, however, worries of 
certain risks might be warranted. The 
“democratization” of AI can also mean it 
is subject to fewer of the safeguards that 
a more robust manual operation would 
normally be, according to PwC global 
emerging tech leader Scott Likens.

“Needless to say, these are power-
ful tools,” Likens said. “[But they] may 
lead to unintended consequences, 
biased models or algorithms that have 
little predictive capability. Those who 
are not trained in data science may 
also not recognize issues latent in the 
data itself, from the presence of bias 
all the way to outright violation of data 
privacy regulations.”

Or as Carlsson put it in keeping with 
the power tool analogy: “It also doesn’t 
stop you from cutting off your finger.”

“With power tools, everybody might not 
become a carpenter, but everybody has 
the ability to do carpentry in a way that 
it was just very difficult to do before.”

The idea of automated machine 
learning development, or AutoML as it’s 
commonly abbreviated, can be confus-
ing because most machine learning, by 
definition, consists of programs that 
automatically form their own programs 
through self-training. But AutoML 
usually refers specifically to technology 
that automates certain setup processes—
namely, selecting a particular framework 
and starting parameters to best fit a 
given data set—and tasks that would 
otherwise fall to data scientists.

“If you want to create, say, a model 
for lead scoring, you can go and take 
[one of the many AutoML tools on the 
market] and you can literally just take 
the data that you have on the particu-
lar websites ... and create a conversion 
model,” said Carlsson.

Such programs have existed in 
various forms among researchers and 
developers for years, but it wasn’t until 
about the last year and a half that Big 
Tech companies began to latch onto 
the idea as an enterprise product, ac-
cording to Rachel Thomas, co-founder 
of AI educational publisher Fast.ai. 
It’s usually geared toward special-
ized tasks with unique data types that 
might not fit into existing prefab mod-
els, a common scenario for businesses 
with enterprise needs.

Use cases for AutoML range from 
building purchase and inventory pre-
diction systems to sorting ecommerce 
product photos or other content recog-
nition and tagging functions.

Meredith, the publisher behind 
magazine titles like People and 
Entertainment Weekly, used Google 
AutoML to scan and categorize thou-
sands of articles and recipes. Hotels.

WHERE 
TO GET 
STARTED  
IN MACHINE 
LEARNING 

Google Colab 
is a free online 
tool with a trove 
of notebook files 
that walk through 
machine learning 
programming 
step by step. All 
you usually have 
to do is press a 
button to run each 
snippet of code.

Kaggle is a 
Google-owned 
hub for data sets 
and machine 
learning models in 
a similar step-by-
step format that 
can integrate in 
Google Colab.

DataRobot/ 

H2O.ai allow you 
to drop in your 
own data sets 
and give you easy 
tools for building 
a predictive 
model around 
them without 
coding expertise.

PAT R I C K K U L P  I S  A 

T EC H R E P O R T E R FOR 

ADWEEK. HE COVERS 

ARTIFICIAL INTELLIGENCE 

A N D T H E F U T U R E O F 5 G .  

@PAT R I CK K U L P
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THE FIGHT FOR 
MARKETING
THREE DIFFERENT TYPES OF APPROACHES THAT 
LEAD TO SOLID CAMPAIGNS. BY PJ PEREIRA

Let me tell you what’s modern 
in our world: fear. A fear of losing 
jobs, of becoming irrelevant before 
retirement, of suddenly questioning 
the purpose of our existence as 
an industry. Consumers may have 
realized they can do without us, and 
that epiphany poses a frightening, 
almost paralyzing reality. That is, 
unless we prepare.

Having trained in martial arts my 
entire life, I learned to use pressure to 
focus, drawing from deep memories 
and recent experiences to get out of 
trouble, come out alive and maybe 
even win. Like a flash in martial artist 
and actor David Carradine’s Kung Fu 
series, the flourish of punches and 
kicks the world keeps throwing at us 
compares to my recent experiences as 

a Cannes Lions juror over the last 
three consecutive years.

Each time, I went looking for that 
one golden answer and came back 
with a different one. On Titanium, I 
saw the importance of being great 
in the work that keeps this industry 
alive. With social, I had the chance to 
watch ideas so connected to the spirit 
of our times that they felt electrified. 
From my experience judging 
entertainment, I saw the power of 
ideas transcend advertising.

Award show judges aren’t there to 
teach the world what makes an idea 
great but to learn on the behalf of the 
industry what greatness will become. 
In my quest, I realized that my favorite 
work across segments comes in three 
shapes rather than one.

OPINION

longer-range impacts, remembered 
by consumers and industry insiders 
alike. They’re meant to stay.

The best creative work in the world 
often falls into one of these areas, rarely 
carrying qualities of all three. These 
buckets relate to the thought processes 
and the mental state of their creators. 
They remain distinctive in expectations, 
timing and ambitions. To develop, 
these ideas require clear separations 
between one another.

Just like in fighting. The modern 
well-rounded fighter must train some 
sort of striking technique (a punching 
and kicking style like boxing, karate 
or Muay Thai), a kind of grappling 
(rolling on the floor and submitting the 
opponent, like wrestling or Brazilian 
jiujitsu) and work on conditioning to 
avoid running out of energy. From 
outside the ring, those disciplines 
appear as though they can be trained 
together. But to achieve world-
class status, you must train each 
independently. Then you can learn to 
seamlessly transition between them.

That’s the secret: Train them 
separately, transition seamlessly. This 
pattern manifests in advertising, too.

Great fighters, like great marketers, 
need to possess a cross-disciplinary 
approach, but when training—or 
briefing—must treat each tactic 
separately. Amazing ideas grow in 
different areas because each engine, live 
and legacy idea derives from a distinctive 
goal. If a haymaker of a live idea gets 
proactively presented during a big 
discussion on the tightly knit schedule of 
an organization with an engine mentality, 
people might get angry. If a legacy idea 
gets brought up when people expect a 
quick live-type win, frustration will ruin 
everything. Knockout ideas deserve 
better than dying because they were 
discussed in the wrong context.

Specs
Claim to fame  

PJ Pereira, co-founder and 
creative chairman of Pereira 
O’Dell, is an advertising and 

entertainment pioneer.
Base New York  

Twitter @pjpereirajr

ENGINE IDEAS
I call the first group engine ideas, the 
kind that keep businesses moving. 
These concepts, first and foremost, 
need to work and hopefully achieve 
brilliance, too, like Nike’s “Dream Crazy” 
campaign. Incredible or mundane, 
engine ideas remain predicated on the 
notion that they cannot fail because a 
lot of pieces of the corporate game 
rely on its marketing operation 
running smoothly.

LIVE IDEAS
The second group are live ideas. These 
ones mostly derive not from a client-
requested assignment but instead 
from what’s happening in the world. 
Whether pop cultural, technological or 
news driven, the source comes from 
the outside. Look at what Wendy’s did 
to hijack the burgers versus pizza war 
on Fortnite, and you will know exactly 
what this classification connotes.

LEGACY IDEAS
Some ideas survive time, 
transcending products and current 
needs. I would label this third group 
as legacy ideas. This work carries 
an importance that goes beyond 
marketing to impact the trajectory of 
culture, likely requiring a few silos to 
break for the concept and budget to 
work. Think Fearless Girl and BMW 
Films territory. These concepts carry 

FEARLESS GIRL DREAM CRAZY WENDY’S FORTNITE
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How did you get started in app 

development? I dropped out of San 
Diego State University and I really 
wanted to get into tech. So I moved to 
San Francisco, lived in a tech hostel, 
and ended up meeting these guys 
that had a full technical team back 
in Uruguay. I packed my bags again 
and moved with them to Uruguay two 
weeks later. We started a software 
studio called Beta Labs and we just 
started building apps. I think we built 
13 different products in our first year.

You’ve built and scaled many 

successful tech products. What’s 

been your strategy? You see this a 
lot in Silicon Valley, where someone 
will have an idea and they’ll want it 
to succeed so badly that they won’t 
listen to anyone around them telling 

them that it’s a bad idea. They end up 
sinking years and years of their life 
into something that the writing was on 
the wall that it wasn’t going to work. I 
wanted to take the reverse approach 
and try a million different things to see 
what sticks and then go with whatever 
has traction. Rather than going five 
feet deep with an idea, I’m just going 
to go an inch deep until I have a signal 
of early success and then dive into it.

How will being a part of 

Squarespace help you realize your 

vision for Unfold? Squarespace is 
focused on creating the most beautiful 
templates for the web and we’ve 
always been focused on creating 
beautiful templates for stories. We 
never really connected the dots, but 
as we were exploring and starting 

conversations, we said, “Wow, 
this is really such a perfect match 
between the two.” Because they’re 
redefining how beautiful it looks 
on the web. We’re redefining it for 
social and allowing people to quickly 
and easily curate their content, and 
put something together that looks 
professional. We always talk about 
democratizing design—it shouldn’t 
be a luxury. Everyone should be 
able to have access to it and create 
something that feels elevated and 
beautiful to get their point across, 
whether it’s their art, their work, their 
business, whatever it is.

With the shift of users posting in 

social feed to now posting more in 

platform stories, how can brands 

better leverage that? Focusing on 
Instagram stories is crucial. There’s 
still a ton of room for growth and 
opportunity, especially in running 
Instagram story ads. You see a lot of 
brands trying to repurpose content 
that was made for other formats for 
stories and that’s a major mistake 
that we see. You shouldn’t be re-
purposing horizontal landscape video 
and cropping it to work for 9:16, so 
making sure that you’re creating 
content that’s native for the format 
is super important. Also, there’s so 
many different things that you can do 
within stories these days, especially 
now with AR filters. That’s something 
that we’re super excited about and 
looking into really heavily.

With your new role as head of 

operations for Unfold, what’s in the 

future for you? We’re super excited 
to help Unfold realize its full vision 
within an organization like this. It’s 
a really big opportunity because I’ve 
never scaled something to the size 
of Squarespace. … I’m looking at it as 
the ultimate opportunity to learn. I 
have no idea how teams are organized 
or work together, or how managers 
effectively manage their teams. I just 
think there are so many brilliant people 
at Squarespace and so many amazing 
teams that we can really tap into to 
learn and scale this thing way faster 
than we could have done alone. C
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‘I’m just going to go an 
inch deep until I have a 
signal of early success 
and then dive into it.’

Top: Unfold, which provides creators 
with templates for social-ready 
stories, partnered with Tommy 
Hilfiger to launch a limited-edition 
template collection called Unfold & 
Tommy. The company was recently 
acquired by Squarespace.  

ANDY MCCUNE             
CO-FOUNDER AND HEAD OF OPERATIONS UNFOLD
By Nick Gardner

 GEN ZEOS 

I N S I D E  T H E  
B R A N D

INSIDE THE BRAND SERIES
 CMO MOVES 
 INNOVATORS 
 WOMEN TRAILBLAZERS 
 GEN ZEOS 
 CHALLENGERS 
SEE THE LATEST FROM  
INSIDE THE BRAND  

ON ADWEEK.COM.
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SET THE 

TONE—BOTH 

INTERNALLY AND 

EXTERNALLY

CMO—it’s not just 
marketing. It’s marketing, 
media, communications, 
content, analytics and 
insights—and also 
thought leader within 
the organization. Having 
all of those functions 
under one CMO is 
helpful, but it also puts 
that CMO into a position 
where you’re influencing 
internal behavior, culture, 
employee retention, the 
vision of the company. 
Because you’ve got a 
lot of the tools, you’ve 
got the consumer 
touch points. That’s 
the expectation—that 
you are going to set the 
tone and the emotional 
connection to the fan 
and the consumer, so 
you need to be doing that 
internally as well.

TAKE AN 

UNTRADITIONAL 

APPROACH

We know our fans had 
consumed the sport 
in a fairly traditional 
way. We have great 
media partners and we 
have a great live event 
experience, but not 
everybody could watch 
on television or come to 
a live event, so we had 
to bring Nascar to fans. 
… There are storylines 
and things happening 
throughout the entire 
event—not just about the 
cars on the racetrack, 
but the entire experience. 
We’ve got this treasure 
trove of content out 
there each weekend and 
we got more aggressive 
in collecting that content 
and publishing it in 
different ways so that we 
could put it in front of as 
many fans as possible.

EMBRACE 

DIFFERENCES TO 

FIND COMMON 

GROUND

I love the sport. The 
things that we’re doing 
right now to push the 
sport forward and reach 
more fans—it’s one of 
the most energizing 
times to be a part of 
Nascar. But Nascar’s 
got female fans, we’ve 
got a driver core that 
is younger and more 
diverse than it’s ever 
been before, our fans 
come from all walks of 
life. Being the female 
CMO isn’t something 
that really occurs to me. 
It’s just how do you take 
this great sport that 
has so many different 
fans and viewpoints and 
things to offer and bring 
it to more and more 
people every day.

LET YOUR TEAM’S 

VISION SHINE 

THROUGH

I’ve always been a big 
believer in empowering 
my team. Whoever 
they are, we hire good, 
talented people for a 
reason and you need to 
allow them to do their job, 
show their experience, 
show diversity of thought, 
and challenge the status 
quo. I know personally 
for our organization that 
maybe always hasn’t 
been the culture ... but 
we’ve really had to 
cultivate leaders that are 
willing to try new things, 
be more innovative, and 
that’s a different type of 
empowerment. Let them 
do their jobs, be there to 
support when needed, but 
don’t micromanage and 
let the vision that your 
team has be incorporated 
into the vision that the 
company has.

BE COMFORTABLE 

LETTING SOME 

THINGS GO

I think that early on in 
my career I was very 
focused on perfection 
and getting everything 
right. And I think that 
there are a lot of driven 
people that are in the 
CMO world. … There’s 
a reason why people 
have risen to the top 
of their profession. We 
have to let some things 
go to get there, and 
that is sometimes out 
of your comfort zone. 
So, I don’t know who 
said this to me, but it’s 
been said before: Don’t 
let the perfect be the 
enemy of the good. 
You’ve got to let your 
people contribute and 
give them independence 
and the ability to fail.

 JILL GREGORY 
NASCAR’S MARKETING CHIEF 
TALKS EMPOWERING TEAMS 
AND FANS WITH THE RIGHT 
TONE ON THE CMO MOVES 
PODCAST. BY NADINE DIETZ

Going Off Track 
To Engage a More 
Diverse Fan Base

W I N N E R ’ S  P L A Y B O O K

 CHECK OUT THE CMO MOVES PODCAST AT ADWEEK.COM/CMOMOVES
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cultural guru
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Challenger Brands Summit 

cb
MELISSA WATERS

CHIEF MARKETING OFFICER, HIMS 

Hims, Inc. offers a modern approach to health and wellness. Its mission is to 

eliminate stigmas and make it easier for people to access care and treatment 

for the conditions that impact their daily lives. That starts with creating an 

open and honest culture of care that is accessible for everyone, no matter who 

you are or where you live. Hims offers trusted, FDA-approved, medical-grade 

products that are personally recommended by their top-notch medical team. 

PRICES INCREASE DEC. 17



Staying ahead of the curve as a major company has never been easy, but 
the pace of change these days is downright breathtaking, and the stakes 
have never seemed higher. All the more reason to shine a light on the 
people who work tirelessly to deliver not just in the near term but with 
an eye toward an even brighter future. With this in mind, we’re pleased to 
honor the 2019 Adweek 50—the stellar media, marketing and tech execs 
who helped make this a standout year for their brands. —KRISTINA FELICIANO



Citi Congratulates Russell Wallach, 
President of Media & Sponsorships  
for Live Nation for being named to  
the Adweek 50.



Bruno Cardinali 
photographed 
at Popeyes in 

New York City.



BRUNO CARDINALI HAS A HISTORY of thinking outside the fast-food box. As 
head of Burger King’s marketing in Latin America and the Caribbean, his previous 

post before Popeyes, he drove the “Traffic Jam Whopper” promo in Mexico City, 
launching BK’s delivery app by bringing burgers on demand to hungry drivers 
stuck behind the wheel. The campaign won multiple Cannes Lions and made a 
hot property of Cardinali, who had spent more than a dozen years at Unilever 
working on Lipton, Pure Leaf, Knorr and other packaged-goods brands in 
territories like Australia, Brazil and the U.S. Now, having catapulted Popeyes 
into the spotlight, Cardinali plans to “stay close to our guests and participate 

in their conversations,” he says—and he’s prepared to invest the time. Popeyes’ 
new chicken sandwich was three years in the making but “created intrinsic value 

and significantly shifted perception of the brand,” says Landor chief strategy 
officer Thomas Ordahl. “That’s huge in the commoditized QSR world.” —T.L. Stanley

17

Prepping for the most significant new product launch in 30 years at 
Popeyes, Bruno Cardinali traveled to the chain’s Louisiana home turf, 
steeping himself in the area’s famous Cajun cuisine and hospitality.

Cardinali, who joined as head of North American marketing in 
March, says he wanted to “get to know the heritage and core values of Popeyes 
and define where we want to go from there,” ahead of the August drop of the 
company’s first chicken sandwich.

His goal, ultimately, was to use his field-trip research to help turn an 
underdog cult favorite into a national power player, challenging entrenched, 
deeper-pocketed rivals and spreading its hard-core fans’ devotion to the masses.

“This brand has huge potential,” says Cardinali, noting that the New Orleans 
experience set the table for what came next: the now-legendary Chicken 
Sandwich Twitter War of summer 2019 (with rival Chick-fil-A), in which the 
Popeyes product became a viral phenomenon and sold out of two months’ worth 
of buttermilk-battered filets on brioche buns in two frenzied weeks.

Cardinali then readied its permanent reintroduction in November, when 
consumers went to great (and sometimes violent) lengths to get a sandwich that 
reviewers have compared to Grandma’s cooking. (GQ said it “smells like a family 
reunion and tastes like homecoming.”)

While opinions may vary on the product’s merits, there’s no quibbling with the 
results in its wake: triple-digit boosts in Popeyes traffic and a 10% jump in same-
store sales in the third quarter, some of the best numbers in nearly two decades.

The near-deafening buzz, driven largely by Black Twitter, translated to 2 
million tweets, 3.3 billion impressions and an estimated $65 million in earned 
media within 14 days of the product’s introduction.

But along with overwhelming demand came sporadic scuffles this fall as 
customers waited in long lines, including a stabbing death outside a Maryland 
store, which Cardinali calls “a tragic moment.” “It’s hard to talk about marketing 
in this context,” he says. “There is no reason for someone to lose their life.”

The brand, cooperating in the police investigation, is working with its 
franchisees to “reinforce that security is a top priority,” Cardinali says, staying 
the course on its advertising but holding off on any new campaigns.

Cardinali, who presided over “Traffic Jam Whopper,” which won multiple 
Cannes Lions while he was head of marketing for Burger King in Latin America 
and the Caribbean, has “a passion for growing businesses and people,” according 
to BK and Popeyes global CMO Fernando Machado, whose working relationship 
with Cardinali spans more than a decade. “He is always calm, very mature and has 
high creative ambition.”

WITH A SIMPLE SANDWICH, POPEYES MARKETING 
HEAD BRUNO CARDINALI HAS FOUND A WAY TO 
RUFFLE RIVAL CHICKEN CHAINS’ FEATHERS.  
BY T.L. STANLEY PHOTOGRAPHY BY DAVID WILLIAMS
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GARETH JONES
SVP, MARKETING, NORTH AMERICA

WUNDERMAN THOMPSON

FY 2018 REVENUE: $3 BILLION (ESTIMATE, GLOBAL)

Jones is up to the challenge of marketing the reputation that the shop—the result 
of a merger last year of J. Walter Thompson and Wunderman, causing ripples in the 
agency community—has for brands and talent. Jones, who assumed the role six 
months ago, believes the marriage of data excellence, creativity and both agencies’ 
heritage is a competitive advantage that translates directly to revenue growth. He 
also says that humanity and empathy—understanding that brands face the same 
issues as agencies—can make the work successful for everyone. —Doug Zanger

ANN 
LEWNES
EVP AND CMO

ADOBE

FY 2018 REVENUE: 

$9 BILLION

As the head of 
marketing for 
a company as 
wide-ranging as 
Adobe, Lewnes 
has spearheaded 
everything from 
creative-suite 
partnerships with 
Billie Eilish (an art 
contest for a chance to 
meet the singer) and a 
trailer-remix challenge 
tied to the latest 
Terminator movie to 
esoteric, business-to-
business promotions 
of enterprise tools and 
AI-powered marketing 
software. Indeed, 
Lewnes says her role 
has expanded since 
she joined 13 years 
ago, in accordance 
with industry trends. 
“The CMO role today 
is far more business-
oriented,” she says. 
“This is a moment in 
time where the CMO 
really has permission 
to move into adjacent 
areas and take the 
ball.” —Patrick Kulp

BEVERLY 
WRIGHT
SVP AND DEPUTY 

PROGRAM  

ACCOUNT  

MANAGER

DDB

FY 2018 REVENUE: 

$400 MILLION 

(ESTIMATE,  

U.S.; SOURCE: R3)

With nearly 25 
years of agency 
experience, Wright 
is now taking on one 
of the biggest clients 
in the business: the 
U.S. Army. Her role 
involves bringing 
together leaders from 
the Army’s dedicated 
advertising unit, 
Team DDB—which is 
made up of Omnicom 
shops including Critical 
Mass, OMD and 
FleishmanHillard—
to create modern 
marketing solutions for 
the client. Wright, who’s 
worked with companies 
such as McDonald’s 
and SC Johnson, 
says her latest 
opportunity is one of 
the most challenging, 
yet rewarding, of her 
career. —Minda Smiley
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TARA 
LEVINE
CHIEF EXPERIENCE 

OFFICER

HEARTS & SCIENCE

FY 2018 REVENUE: 

$300 MILLION 

(ESTIMATE, GLOBAL; 

SOURCE: R3)

Levine is one of the 
founding members 
of Hearts & Science, 
the data-driven media 
agency that came out 
of the gate running 
three years ago with 
inaugural client 
Procter & Gamble. The 
Omnicom agency has 
posted approximately 
35% growth each year 
for the past two years, 
and Levine—who has 
spent time on the 
media, creative and 
client sides of the 
business—says she and 
the rest of the female-
led executive team are 
just getting started.  
—Minda Smiley

CAROLYN EVERSON
VP, GLOBAL MARKETING SOLUTIONS

FACEBOOK

FY 2018 REVENUE: $55.8 BILLION

Everson has been with Facebook for nearly a 
decade, seeing the shift from desktop to mobile 
and from public to private, and is the first to say 
that the past two years have brought the biggest 
changes culturally to the company—from FTC 
fines to privacy pitfalls. “It’s the price of being 
relevant,” as she puts it. And for Everson, that 
relevance comes with responsibility. In 2019, she 
oversaw Facebook’s launch of an internal executive 
team focused on privacy, and helped spearhead 
the launch of the Global Alliance for Responsible 
Media—a collaboration among buyers, platforms 
and publishers to “improve the safety” of digital 
advertising. This year also saw Everson team 
up with WPP to co-found the nonprofit Institute 
for Real Growth, aimed at equipping CMOs with 
the tools needed to structure and scale their 
businesses. —Shoshana Wodinsky

LUKE EID AND TESSA CONRAD
GLOBAL PRESIDENT OF DIGITAL AND INNOVATION;  

GLOBAL DIRECTOR OF OPERATIONS

TBWA\WORLDWIDE

FY 2018 REVENUE: $800 MILLION (ESTIMATE, GLOBAL; SOURCE: R3)

At TBWA, Eid and Conrad bring what they call a “get shit done” attitude to the 
work they do every day. The two met while working in Hong Kong at TBWA’s 
Digital Arts Network and quickly moved into global roles to help the sprawling 
network innovate at scale. For these two execs, innovation isn’t strictly in 
the digital realm; they focus on everything from how employees work to how 
they pitch. Essentially, anything that’s changing or evolving in the industry is 
fair game—and they’re there to make sure that the best ideas and solutions 
happening across TBWA’s offices get the attention they deserve. —Minda Smiley



Congratulations,  
Kristin Lemkau. 

As always, you’re  
leading by example.

Making the Adweek 50  
for the third time 

is just another way 
you’re inspiring us  
all here at Chase.

JPMorgan Chase Bank, N.A. Member FDIC  
© 2019 JPMorgan Chase & Co.
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LORA SCHULSON
HEAD OF PRODUCTION

72ANDSUNNY

FY 2018 REVENUE: $1.4 BILLION (ESTIMATE)

Creating standout work runs in Schulson’s family. When she was growing up in New York’s 
SoHo in the 1980s, her mother tried her hand as an artist but ended up becoming an agency 
producer. Cutting her teeth at Chiat\Day under Lee Clow, Schulson—an Adweek Creative 100 
winner—deepened her appreciation of craft. That care and sensibility are evident in some of the 
agency’s 2019 work, including hilarious ads for Halo Top, a recent, epic film for Smirnoff and a fun 
campaign, “Right on Tracks,” for Cheerios. —Doug Zanger

CRAIG 
MILLER
CHIEF PRODUCT 

OFFICER

SHOPIFY

FY 2018 REVENUE: 

$1.073 BILLION

A year after Shopify 
reached $1 billion 
in revenue, the 
ecommerce platform 
boasts 1 million stores 
globally. Under Miller, 
who oversees product 
and user experience, 
Shopify is now setting 
its sights on fulfillment, 
with Miller earlier 
this year announcing 
the Shopify Fulfillment 
Network, to compete 
with Amazon. Miller 
joined Shopify in 2011, 
previously serving as 
the firm’s CMO and vp 
of marketing, where he 
was part of the team 
to bring the company 
public in 2015, as well 
as growing Shopify’s 
merchant base from 
15,000 to more than 
600,000 from 2011 
to 2018.  
—Ann-Marie Alcántara

DEBORAH 
WAHL
GLOBAL CMO

GENERAL MOTORS

FY 2018 REVENUE: 

$147 BILLION

Wahl hasn’t been in 
her current position 
at GM for long—her 
appointment to the 
top marketing job 
was announced at the 
beginning of September. 
But that doesn’t make 
her contributions any 
less notable: She’s the 
first CMO at GM since 
2012, when Joel Ewanick 
left the company. Wahl 
herself isn’t new to the 
firm: She started at GM 
in March 2018 as the 
CMO of Cadillac, and, 
before that, was CMO of 
McDonald’s, among other 
brands. Her mission, 
according to GM CEO 
Mary Barra, is to ensure 
“more effective, efficient 
and agile customer 
engagement” across 
GM’s portfolio of brands. 
Wahl herself has said 
that she wants to focus 
on the fundamentals 
of marketing, not just 
snazzy campaigns—
though she’s already 
done a few of those, like 
Cadillac’s partnership 
with the Academy 
Awards earlier this year. 
—Diana Pearl

DIEGO SCOTTI
EVP AND CMO | VERIZON

FY 2018 REVENUE: $130.9 BILLION

As Verizon scraps its media-empire ambitions in favor of 
a more collaborative strategy, Scotti has played a pivotal 
role with marketing that spotlights the various ways 
Verizon’s partners are using its next-generation wireless 
network, or 5G. The telecom has featured doctors 
using wireless for cancer imaging and highlighted how 
The New York Times teamed with Verizon to build a 
5G journalism lab. “What is really different about our 
marketing strategy is the focus on our partnerships,” 
Scotti says, “not just as a tactical thing but as a 
philosophy in terms of how we operate.” —Patrick Kulp



Congrats to Bruno Cardinali for making the Adweek 50!

 We’d break the internet with you any day.
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NEAL ARTHUR AND KARL LIEBERMAN
MANAGING DIRECTOR; ECD

WIEDEN + KENNEDY NEW YORK

FY 2018 REVENUE: $250 MILLION (ESTIMATE, U.S.; SOURCE: R3)

Wieden + Kennedy New York just had its best year yet. After being named Ford’s innovation agency in October, 
the independent shop once again proved its creative chops when it clinched the coveted McDonald’s account 
in the U.S. Despite the big wins, Arthur and Lieberman agree that it’s the New York agency’s continued 
investment in culture, particularly from an inclusion standpoint, that’s driving its success. —Minda Smiley

MEGHAN GRANT
EVP, STRATEGY | PUBLICIS MEDIA

FY 2018: $600 MILLION  

(ESTIMATE, U.S.; SOURCE: R3)

Not many strategists have the opportunity to help 
build a brand from the ground up, as Grant did with 
the launch last year of Verizon’s Visible. Rather than 
extol the virtues of the DTC telecom brand, she and 
her team wrapped empty storefronts in Visble’s 
bold blue paired with an enigmatic “404 Store Not 
Found” message. The unconventional campaign 
helped Visible reach its fiscal-year goal in just three 
months and proved that “we had a great product and 
brand,” Grant told Adweek last month, “and we could 
connect with consumers.” —Erik Oster

LYNNE BIGGAR
CHIEF MARKETING AND  

COMMUNICATIONS OFFICER | VISA

FY 2018 REVENUE: $20.6 BILLION

One of Biggar’s biggest focuses for the 
year was bringing women to the front. Her 
team kicked off 2019 with Visa’s “Money Is 
Changing” campaign, which shined a light on the 
sometimes fraught relationships real women 
have with their finances, and encouraged 
women to speak up about the money they make. 
That same month, Biggar also oversaw the 
rollout of “She’s Next,” a global initiative for 
supporting the small businesses that are owned 
and operated by women around the world. 
As one of Adweek’s Most Powerful Women 
in Sports for 2019, Biggar brought her sense 
of empowerment onto the field as well, with 
a campaign at this summer’s FIFA Women’s 
World Cup meant to amplify the great work of 
female athletes. —Shoshana Wodinsky
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50 reasons IBM CMO Michelle Peluso 

has made the Adweek 50. 

Again.

1. She loves solving problems. 2. She inspires us to think bigger. 3. And bolder. 4. She humanizes 

complex technologies. 5. She loves learning. 6. Something new every day. 7. And knows data has 

a lot to teach us. 8. She loves tech that is open-source. 9. Because it helps us stay connected. 

10. With each other and the world. 11. She is a global citizen. 12. Who actively seeks out diverse 

voices. 13. And welcomes authenticity. 14. Because she believes inclusivity drives better 

business. 15. She is inspired by her agile team of marketers. 16. And loves when they bring her 

new ideas. 17. So she starts dance-offs in meetings. 18. To spark creativity in every space. 19. She 

believes in empowering the enterprise through AI. 20. Transforming computing with cloud. 

21. And building trusted transactions with blockchain. 22. Because she advocates for 

transparency. 23. And managing resources in a smart way. 24. She loves work-life balance. 

25. 15-minute meetings. 26. And having dinner with her family, every night. 27. So she can be 

the best leader, every day. 28. She is a natural-born mentor. 29. And a natural-born matchmaker. 

30. Leads by example. 31. Supports men who support women. 32. Believes in multiple pathways 

to success. 33. Chooses quality over volume. 34. Supports AI responsibility. 35. And prepping kids 

for careers in STEM. 36. She loves using her time well. 37. Embracing new challenges. 38. French 

fries. 39. Reading. 40. Gardening. 41. Laughing. 42. Shopping for others. 43. Telling stories. 

44. And getting to know people. 45. On a personal level. 46. She is determined. 47. And curious. 

48. And determined to be curious about everything. 49. Because that’s how we fi nd problems 

to solve. 50. And she loves solving problems. Congratulations from your advertising family.  

IBM, the IBM logo and ibm.com are trademarks of International Business Machines Corp., registered in many jurisdictions worldwide. See current list at ibm.com/trademark. Other product and service names might be trademarks of IBM or other companies. ©International Business Machines Corp. 2019.
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DEBORAH 
YEH
CMO | SEPHORA

FY 2018 REVENUE FOR 

PARENT COMPANY 

LVMH: $53.5 BILLION

Yeh has called Sephora 
a “content-publishing 
machine,” with the beauty 
retailer pushing out new 
innovations daily, most 
notably, a library of 
how-to videos designed 
to address every one of 
Sephora’s customers, no 
matter their race, hair 
texture, gender identity 
and more. Inclusivity has 
been a major focal point 
for the brand, with Yeh 
rolling out its “We Belong 
to Something Beautiful” 
campaign, as well as 
holding in-store diversity 
training for its employees. 
Putting diversity and 
inclusion at the forefront 
of its marketing is an 
obvious choice for the 
brand, says Yeh. “We have 
a responsibility to think 
about representation and 
to put people, put faces, 
put stories out there 
that are reflective of 
our community that are 
buying our products,” she 
says. —Diana Pearl

FRANCISCO 
CRESPO 
BENÍTEZ
SVP AND CHIEF  

GROWTH OFFICER

THE COCA-COLA CO.

FY 2018 REVENUE: 

$32 BILLION

This 30-year brand veteran 
is focused on expanding 
Coca-Cola’s physical 
footprint—including within 
existing markets—as well 
as extending brands like 
Coca-Cola Energy and 
Coffee. He also wants to 
push Coke’s marketing to 
be more about engagement 
to ensure the brand is 
exchanging customer 
information for better 
experiences that are 
tailored to their tastes. “I 
fully believe we need to 
continue to empower the 
marketers,” he says. “The 
customization we get at a 
marketing level is a huge 
part of the magic of why our 
product portfolio continues 
to be so vibrant.” After all, 
Coca-Cola has evolved from 
pitching itself as physical 
refreshment with the 
“Pause That Refreshes” to 
appealing to consumers on 
a more emotional level with 
“Have a Coke and a Smile,” 
“Can’t Beat the Feeling” and 
now “Taste the Feeling,” he 
says. —Lisa Lacy

GONZALO 
DEL FA
PRESIDENT

GROUPM 

MULTICULTURAL

FY 2018 REVENUE: 

$3.8 BILLION 

(GLOBAL;  

SOURCE: R3)

Throughout his career, 
Del Fa has noticed plenty 
of gaps in marketing to 
diverse audiences. But 
it’s not just that he sees 
opportunities to reach 
underserved consumers; 
he also understands that 
multicultural marketing 
is a constant evolution. 
The Argentina native has 
built robust businesses 
around sound practices 
and brings a holistic 
growth mentality to the 
$1 billion in billings for 
brands like General Mills, 
L’Oréal, Nestlé, Target 
and Unilever, among 
others. —Doug Zanger

HALLIE JOHNSTON
CHIEF CLIENT OFFICER, U.S.

INITIATIVE

FY 2018 REVENUE: $145 MILLION (ESTIMATE, U.S.)

Drawing from experience leading media strategies on the 
client, agency and publisher sides, Johnston contributed 
to a rebound that led to Initiative being named Adweek’s 
2019 U.S. Media Agency of the Year. This year, she’s kept 
the momentum going, helping drive new business while 
expanding existing relationships with clients including 
Dr Pepper and Keurig. But she’s not just focused on 
individual success. After informally mentoring members 
of her team throughout her career, Johnston decided 
to become part of a mentorship program and joined 
industry organization She Runs It, pairing up with the 
founder of a startup agency. —Erik Oster



UNITING 
BRANDS 
WITH BANDS 
IN NEW WAYS
Congratulations to Russell Wallach, Live Nation’s 
President of Media and Sponsorship, for making 
bold moves in the advertising industry and being 
selected as one of 2019’s The Adweek 50.

We’re proud to partner with Ticketmaster.
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KRISTIN 
LEMKAU
CMO

JPMORGAN CHASE

FY 2018 REVENUE: 

$109.3 BILLION

A former communications 
officer for JPMorgan Chase, 
Lemkau didn’t step into 
her current marketing role 
until 2014. Since then, the 
bank has seen net revenue 
grow by almost 16%, 
successfully spreading its 
brand messaging through 
partnerships with NBA star 
Steph Curry and tennis 
champion Serena Williams, 
two of the most successful 
athletes in the world. In 
fact, Lemkau led the charge 
in securing the naming 
rights behind Curry and 
his Golden State Warriors 
home court, the Chase 
Center, which opened this 
season in San Francisco. 
Outside of athletics, 
Lemkau and her team were 
among the first brands 
to fully incorporate AI in 
their marketing strategy, 
teaming with agency 
Persado to develop machine 
learning that churned 
out ads that routinely 
outperformed those 
written by professional, 
human copywriters.  
—Ryan Barwick

JANEY WHITESIDE
EVP AND CHIEF CUSTOMER OFFICER

WALMART

FY 2018 REVENUE: $514.4 BILLION

Whiteside is Walmart’s first chief customer officer, 
but her job at the retailer is really about customer 
experience—and, in particular, how Walmart will 
serve the consumers of the future. As a result, her 
remit runs the gamut from using data to evaluate 
store operations to integrating products and services 
from innovation hub Store No. 8 and, of course, 
expanding Walmart’s online grocery service, which 
recently got a shot in the arm with an in-refrigerator 
delivery option. But Whiteside also wants to forge 
emotional connections with consumers and, 
after the holidays, she says Walmart will start to 
tell some of its stories differently by focusing on 
purpose-driven elements. —Lisa Lacy

JASON WAGENHEIM
CRO

BUSTLE DIGITAL GROUP

FY 2018 REVENUE: $75 MILLION

In a year of M&As for a lot of media companies, Bustle 
Digital Group (BDG) hasn’t held back in its quest to 
build a modern-day digital media portfolio. In his 
three years at BDG, Wagenheim has overseen eight 
acquisitions; this year alone, those have included Nylon 
(with plans to use the brand to get into print), Inverse 
and The Outline. Those integrations have included 
combining staffs (along with layoffs) and rebuilding an 
award-winning branded content team. —Sara Jerde

JENNIFER SALKE
HEAD | AMAZON STUDIOS

100 MILLION-PLUS AMAZON PRIME ACCOUNTS

Unlike most of the other execs on the list, Salke isn’t 
focused specifically on revenue. Instead, she works to 
keep Amazon Prime subscribers happy by bringing buzzy 
new programming to Amazon Prime Video. This 
year, she landed big wins in the form of 15 Emmy awards, 
which the service took home for shows like Phoebe 
Waller-Bridge’s Fleabag and Amy Sherman-Palladino’s 
The Marvelous Mrs. Maisel. And the company continues to 
produce new programming, such as the anthology series 
Modern Love. To secure eye-catching content for the 
future, Salke this year signed first-look deals with writers 
and stars like Waller-Bridge and Lena Waithe. She’s also 
tasked with meeting the lofty goal set by Amazon founder 
Jeff Bezos that the upcoming Lord of the Rings series will 
be the company’s own Game of Thrones. —Kelsey Sutton



We can’t imagine  
a better leader.
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PEDRO EARP
CHIEF MARKETING AND ZX VENTURES OFFICER | AB INBEV

FY 2018 REVENUE: $54.6 BILLION

As the creator and head of ZX Ventures, AB InBev’s venture and incubator arm, Earp’s made bets 
on companies ranging from Cerveza Patagonia, a microbrewery in Argentina, to Ze Delivery, a 
beer-delivery app in Brazil. His instincts have proved sound. ZX Ventures hit $1 billion in revenue 
earlier this year. In recent years, AB InBev has been looking beyond beer, with a joint investment 
with Canadian cannabis company Tilray of up to $50 million for cannabis-infused beverages, and 
by bringing brands like Beck’s into new emerging markets. —Ann-Marie Alcántara

JESSICA 
RODRIGUEZ
PRESIDENT AND COO

UNIVISION

FY 2018 REVENUE: 

$2.7 BILLION

Rodriguez has helped 
the Spanish-language 
network stand apart 
with progressive, 
popular storytelling 
like Juntos el Corazón 
Nunca Se Equivoca, 
the first Spanish-
language U.S. 
broadcast television 
series featuring a 
same-sex couple as 
its main protagonists, 
and Nuestra Belleza 
Latina, an unscripted 
pageant competition 
featuring inclusive 
stories about women 
of different sizes, ages 
and backgrounds. In 
prime time, flashy 
programming like 
the telenovela La 
Usurpadora and the 
crime melodrama El 
Dragon have grown 
Univision’s evening 
audience—and 
even occasionally 
outperformed English-
language broadcasters. 
—Kelsey Sutton

JO ANN 
ROSS
PRESIDENT AND 

CHIEF ADVERTISING 

REVENUE OFFICER

CBS CORP.

FY 2018 AD 

REVENUE:  

$4 BILLION

Now in her 17th year 
heading up CBS 
network sales, Ross 
started 2019 with a 
hefty Super Bowl ad 
revenue haul (landing 
as much as $5.3 million 
per 30-second spot) 
and continued with 
another successful 
upfront, as she secured 
prime-time CPM 
increases in the mid-
teens and late-night 
volume hikes of as 
much as 20%. But her 
biggest challenge is 
still to come: Ross will 
head up domestic ad 
sales for the combined 
ViacomCBS, integrating 
those two companies’ 
sales teams across an 
expanded broadcast, 
cable and streaming 
portfolio, when that 
merger closes later this 
year. —Jason Lynch



ADWEEK 50

I M P R E S S I O N
M A K I N G  A  R E A L

CO N G R AT U L AT I O N S  TO  R U S S E L L  W A L L A C H F O R 

H E L P I N G  B R A N DS  M A K E A  L A S T I N G  I M P A C T  W I T H  FA N S
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KIRK MCDONALD
CHIEF BUSINESS OFFICER | XANDR | FY 2018 AD REVENUE: $1.7 BILLION

Leading the charge as AT&T’s advertising and analytics unit takes on a bigger role within the company, 
McDonald launched Xandr’s first upfront event this year (called XandrFront) and oversaw the initiative to 
rebrand the company’s demand-side platform (Xandr Invest) and its supply-side platform (Xandr Monetize). 
He was promoted in September from CMO to chief business offer, where he now heads up all domestic 
sales and marketing, a role that will become even more vital as AT&T taps Xandr to help monetize its 
upcoming streaming service HBO Max, with an ad-supported version slated for 2021. —Jason Lynch

JON KAPLAN
GLOBAL HEAD OF PARTNERSHIPS | PINTEREST

2019 Q3 REVENUE: $280 MILLION

Growing its aspirational and active community mostly 
through word of mouth since its inception nine years ago, 
Pinterest has ramped up its marketing and partnerships 
since Kaplan—a former vp at Google, where he worked 
for 12 years—joined the “personal interest” platform. 
Pinterest surpassed 300 million monthly viewers this 
summer, an increase of 30% from the previous year, 
and boosted third-quarter revenue 47% since the same 
period last year. Among Kaplan’s innovations: This 
year, he and his team leveraged Pinterest’s one-of-a-
kind platform with an Ikea partnership, creating a living 
catalog that used a questionnaire to aid “pinners” in 
customizing their own boards with specific furniture 
and products. —Ryan Barwick

JULIA GOLDIN
GLOBAL CMO | LEGO

FY 2018 REVENUE: $5.5 BILLION

The Danish toy company had a busy 2019, 
unleashing its first global brand campaign 
in 30 years. Titled “Rebuild the World,” the 
effort spread Lego messaging across digital 
and traditional platforms as well as out-
of-home and included collaborations with 
award-winning filmmakers to produce shorts 
featuring the musician Mark Ronson and the 
gymnast Simone Biles. Whether her team was 
recreating The Upside Down from Stranger 
Things or Friends’ Central Perk, Goldin led 
Lego’s in-house agency to keep the brand 
ahead of the curve in 2019. —Ryan Barwick



Congratulations 

Francisco Crespo, 

Chief Growth Officer,

The Coca-Cola Company, 

on being named to 

the Adweek 50.

HERE’S TO HAVING

MARK MARSHALL AND LAURA MOLEN
PRESIDENTS, ADVERTISING SALES AND PARTNERSHIPS

NBCUNIVERSAL

FY 2018 AD REVENUE: $10.6 BILLION

After being promoted in October 2018, the duo was tasked with heading 
up this year’s upfront for the first time and leading the advertising sales 
and partnership efforts under chairman Linda Yaccarino. They emerged 
with a nearly $7 billion upfront haul (surpassing last year’s market by 
10%) with 14% CPM gains in NBC prime time and 9% across the whole 
portfolio. Marshall and Molen also expanded NBCU’s “prime pod” ad 
format to other dayparts while rolling out new ad offerings like Must Hear 
TV and ShoppableTV. They’ll build on those efforts in 2020 with NBCU’s 
two biggest events: the Summer Olympics and the April launch of ad-
supported streaming service Peacock. —Jason Lynch

KELLY 
CAMPBELL
CMO | HULU

FY 2018 REVENUE:  

NEARLY $1.5 BILLION

It’s up to Campbell to 
keep Hulu’s subscriber 
base growing as new 
rivals enter the streaming 
space. To that end, she’s 
rolled out national brand 
campaigns like “Better Ruins 
Everything,” starring celebs 
such as Sofia Vergara, and 
the tongue-in-cheek “Hulu 
Sellouts,” which features pro 
athletes shamelessly shilling 
for Hulu’s live sports offering. 
During this year’s Super 
Bowl, Campbell’s team 
crafted a dark commercial 
for The Handmaid’s Tale that 
quickly became one of the 
buzziest spots of the game. 
This year, Hulu is up to 28 
million paid subscribers, 
a 64% increase from the 
17 million subscribers the 
service had when Campbell 
started two years ago.  
—Kelsey Sutton
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JEREMI GORMAN
CHIEF BUSINESS OFFICER | SNAP INC.| FY 2018 REVENUE: $1.18 BILLION

Gorman joined Snapchat’s parent from Amazon in October 2018 and got right down to 
business, overseeing a reorganization of the company’s sales team to focus on specific 
industry verticals and better serve brands. The result: three consecutive quarters of 
accelerated revenue growth. Gorman has also helped Snapchat pique marketers’ interest 
in its video ad offerings with the debut of Snap Select, giving them access to the premium 
shows from established publishers in its Discover destination, where Snapchatters go to 
find video content. And teaming up with NCSolutions, Snap produced a study to prove to 
brands that Gen Z, the bulk of Snapchat’s users, actually does spend money. “Jeremi hit 
the ground running and took decisive action that brought our team together and inspired 
everyone to grow our business,” CEO Evan Spiegel told Adweek in March. —David Cohen

LOUISA 
WONG
COO

CARAT USA

FY 2018 REVENUE: 

$300 MILLION  

(U.S.; SOURCE: R3)

Understanding that 
“change is the new 
constant,” Wong has 
helped optimize Carat’s 
personnel and tech 
infrastructure through 
innovation since her 
arrival in 2017. Knowing 
tech can empower 
Carat’s staffers, she 
has helped lead a 
business transformation 
agenda around 
greater efficiency that 
ultimately creates value 
for both employees and 
clients. This includes 
freeing up more time 
for employees by 
reimagining internal 
processes and 
leveraging automation 
and blockchain to drive 
greater transparency 
in the media-buying 
process. —Erik Oster

DIRK-JAN  
VAN 
HAMEREN
GLOBAL CMO

NIKE

FY 2019 REVENUE: 

$39.1 BILLION

Nike’s CMO saw the 
firm through another 
year of headline-making 
ads: Its talked-about 
Colin-Kaepernick-
fronted campaign 
collected awards at 
Cannes Lions and the 
commercial Emmys, 
and its Women’s World 
Cup campaign was a 
highlight of the global 
event. (The latter 
helped lead the U.S. 
Women’s National 
Team jersey to earn the 
title of the best-selling 
jersey ever on Nike.
com.) Van Hameren 
also led partnerships 
with teams across the 
globe in honor of the 
30th anniversary of 
Nike’s iconic “Just Do 
It” slogan—fitting, as he 
has been with Nike for 
nearly three decades 
himself. Next year, Nike 
is gearing up for another 
round of the Summer 
Olympics, an event 
that van Hameren, a 
former Olympic cyclist, 
is particularly excited 
about. —Diana Pearl



FRANCISCO
CRESPO BENÍTEZ

Coca-Cola

KELLY
CAMPBELL

Hulu

CONGRATULATES

50ADWEEK
INSPIRATIONAL. INFLUENTIAL. INDISPENSABLE.

MARIANNE GAMBELLI
PRESIDENT, ADVERTISING SALES | FOX CORP.

FY 2019 REVENUE: $5.1 BILLION

When Fox Corp. was spun off in March ahead of the 
Disney-Fox deal closing, Gambelli assumed her new 
role overseeing ad sales for Fox’s slimmed-down 
portfolio of brands, including Fox Broadcasting, Fox 
Sports, Fox News Channel and Fox Business Network. 
For her first upfront in that position, Gambelli came 
away with double-digit increases in prime-time 
entertainment and the highest rate of change among 
cable news networks for Fox News. Next, she’s focusing 
on maximizing revenue for Super Bowl LIV, which airs 
Feb. 2 on Fox. —Jason Lynch

FERNANDO 
MACHADO
GLOBAL CMO

BURGER KING

FY 2018 REVENUE:  

$1.651 BILLION

There was no dousing the 
flame that broils Burger King’s 
burgers in 2019. The fast-food 
giant started off the year with 
a noteworthy Super Bowl ad 
featuring Andy Warhol silently 
eating a Whopper and followed 
that up by trolling rival 
McDonald’s with its “Whopper 
Detour” campaign, which let 
fans unlock 1-cent Whoppers 
by going to McDonald’s 
locations. (The campaign took 
home a Grand Prix in the Direct 
Lions at Cannes Lions and, 
for Machado, a Grand Brand 
Genius award). Machado and 
crew weren’t done, however, 
embracing the “Impossible” 
task of rolling out plant-based 
Whoppers across all 50 states 
in August, and getting people 
to move past their skepticism 
and take a bite. —David Cohen
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MICHELLE 
PELUSO
SVP AND CMO | IBM

FY 2018 REVENUE:  

$79.6 BILLION

Empowerment and education 
are recurring themes in 
Peluso’s growing list of 
achievements. She has 
brought her passion for 
creating a more equal 
workplace to IBM’s “Be Equal” 
campaign, which promotes 
gender equality in business 
leadership. IBM issued its 
“Women, Leadership and the 
Priority Paradox” report on 
International Women’s Day 
to help close the leadership 
gender gap. And in June, IBM 
and Adweek teamed up on the 
Institute for Brand Marketing, 
an educational resource for 
marketing professionals. “We 
are closer to the customer 
than arguably anyone else in 
an organization,” Peluso, one 
of our 2019 Most Powerful 
Women in Sports, has said 
of marketers, “and that lets 
us unleash creativity, data 
science, technology and agile 
ways of working in profoundly 
new ways.” —David Cohen

MICHAEL PAULL
PRESIDENT, STREAMING SERVICES | DISNEY 

PROJECTED 2024 SUBSCRIBERS: 72 MILLION-102 MILLION

Not only did Paull have the high-stress job of overseeing the 
premiere this fall of Disney+, the most anticipated streaming service 
to debut in 2019, he also is on a mission to attract a combined 102 
million worldwide subscribers for Disney+ and ESPN+ by 2024. 
Paull’s been green-lighting noteworthy originals while digging deep 
into Disney’s IP to appeal to a wide variety of tastes. Meanwhile, he’s 
burnishing the live-sports-centered ESPN+ with intuitive product 
updates and promotional bundles. Even the streamer’s rivals are 
impressed. Disney+ “is going to be a great competitor,” Netflix CEO 
Reed Hastings acknowledged in October. —Kelsey Sutton

MÓNICA GIL
EVP AND CMO

NBCUNIVERSAL  

TELEMUNDO ENTERPRISES

FY 2018 REVENUE: $647 MILLION 

(ESTIMATE; SOURCE: STANDARD  

MEDIA INDEX, VIA B&C)

Under Gil’s leadership, Telemundo has 
pushed out more than 900 hours of original 
content in the 2019-2020 season alone, 
including telenovelas like La Reina del Sur 
and El Señor de los Cielos, that have helped 
cement Telemundo as the No. 1 Spanish-
language network in weekday prime time in 
the key demo. Gil is a cause champion at the 
company, too, overseeing initiatives including 
the #Latinostrong: Unidos Contra el Odio 
(United Against Hate) campaign in the wake of 
anti-immigrant violence in El Paso, Texas, and 
Dayton, Ohio. —Kelsey Sutton

SCOTT TIEMAN
GLOBAL LEAD, PROGRAMMATIC SERVICES

ACCENTURE INTERACTIVE

FY 2019 REVENUE: $10 BILLION

Accenture lifted the lid on its ambitions in the media-buying space 
midway through 2018 when Tieman told Adweek the agency’s new 
programmatic unit was launched to accommodate clients eager 
to take back control of their media spend. Since then, the company 
has continued down a path of acquisitions, including the purchase of 
Adaptly to help boost its capabilities to help clients with media buys on 
social platforms such as Facebook and Twitter. Accenture Interactive 
also purchased Netherlands-based Storm Digital to bolster its 
programmatic wares on the other side of the Atlantic. —Ronan Shields



     Your vision for GM not only landed you a spot in the Adweek 50, it will drive GM brands to exciting new places.

     CONGRATULATIONS, DEBORAH WAHL, 
ON YOUR NEW PARKING SPOT IN THE ADWEEK 50.

PRABHAKAR RAGHAVAN
SVP, ADVERTISING AND COMMERCE | GOOGLE

FY 2018 REVENUE: $136.8 BILLION (ALPHABET); 

$136.2 BILLION (DERIVED FROM GOOGLE ACTIVITY)

Raghavan took over as the online giant’s ad chief in October 
2018 and since then has overseen an overhaul in Google’s 
media offering. This has included revamping its market-
leading Chrome browser (as exclusively revealed by Adweek), 
which championed consumer privacy but equally caused 
disquiet among those in ad tech. More recently, his tenure 
also included overseeing a fundamental rethink of how his 
division is set up, with a reorganization reportedly seeing the 
introduction of new roles, including head of measurement 
and privacy. Critics may argue these overhauls equate to the 
walled gardens escalating ever higher, but public opinion 
appears to back such measures. —Ronan Shields

RACHEL 
NAIRN
MANAGING DIRECTOR

BBDO LOS ANGELES

FY 2018 REVENUE: 

$650 MILLION 

(ESTIMATE, U.S.)

BBDO Los Angeles leads 
AT&T’s hilarious “Just 
OK Is Not OK” campaign. 
But judging from the 
response of consumers 
and the brand, the agency 
is doing much more 
than just OK. Joining 
as managing director in 
Los Angeles almost two 
years ago, Nairn is tasked 
with building the office’s 
profile and is responsible 
for integrating all seven 
Omnicom agencies in L.A. 
into the AT&T work, BBDO 
L.A.’s sole client. Bringing 
the parent company 
resources together, Nairn, 
a Deutsch and M&C 
Saatchi alum, says the 
model is becoming an 
efficient agency of the 
future. —Doug Zanger



Proud and honored to work with two of the very best. Congratulations to all of this year’s Adweek 50!
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Initiative
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The LEGO Group

Hallie Johnston Julia Goldin

RICK GOMEZ
CMO AND CHIEF DIGITAL OFFICER | TARGET

FY 2018 REVENUE: $23 BILLION

It’s been a big year for the Minnesota-based retailer: 2019 saw 
Target’s marketing team roll out its revamped Target Circle loyalty 
program nationwide (and rack up 25 million members within the first 
four weeks of the program’s existence), as well as the rebranding 
of its in-house media agency, Roundel. Target also celebrated the 
20th anniversary of its famed designer partnerships, bringing back 
items from its best-known collaborations, including Hunter, Missoni, 
Lilly Pulitzer and Jason Wu. Gomez, who has been with the company 
since 2013, also heads up Target’s digital business, which has made 
strides in making the online-to-in-store experience more seamless 
with online order pickup at retail sites. —Diana Pearl

RITA FERRO
PRESIDENT,  

ADVERTISING SALES  

AND PARTNERSHIPS

DISNEY

FY 2018 REVENUE:  

$7.76 BILLION

After Ferro added ESPN to her 
purview in 2018, her portfolio 
expanded significantly yet 
again in March following 
the close of the Disney-
Fox deal. Heading into the 
upfront with a supersized 
arsenal that now includes 
former Fox assets like FX 
and National Geographic 
alongside ABC, Freeform and 
ESPN, she secured overall 
upfront ad revenue increases 
of 5% and double-digit CPM 
gains across all dayparts 
for ABC. Ferro also landed a 
50% hike in digital spending 
commitments compared to 
last year’s upfront, the result 
of an initiative to convince 
advertisers to follow viewer 
eyeballs away from linear  
to other platforms.  
—Jason Lynch F
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RUSSELL 
WALLACH
PRESIDENT OF MEDIA 

AND SPONSORSHIP

LIVE NATION

FY 2018 REVENUE: 

$10.8 BILLION

Wallach’s strategy for 
leading Live Nation’s 
2019 sponsorship efforts 
can be summed up in one 
word: personalization. 
“As people’s habits 
change, so do brand 
needs,” he explains—
and his division’s been 
keeping pace. Under 
Wallach, Live Nation’s 
media wing has grown 
into a 400-person 
global powerhouse, 
tackling everything from 

brand strategy and creative design to audience measurement 
and insights for the live-music behemoth’s 100 million fans. 
Live Nation has won some new, deep-pocketed sponsors this 
year (Adobe, Subway and Sony) and kept other sponsors—like 
American Eagle and Cisco—coming back. Altogether, these 
partners and others netted Live Nation more than $200 million 
this quarter alone. —Shoshana Wodinsky

PAMELA 
DRUCKER 
MANN
GLOBAL CRO  

AND PRESIDENT  

OF U.S. REVENUE

CONDÉ NAST

FY 2018 REVENUE: 

$1.9 BILLION 

(ESTIMATE)

This year, Condé 
Nast got a new global 
CEO and merged 
with its international 
counterpart into 
one media company. 
Drucker Mann (who 
was promoted from 
CMO) has realigned 
the company’s 
international ad sales 
team as Condé Nast 
eyes profitability and 
continues to diversify 
revenue sources while 
it moves further away 
from relying as heavily 
on print ad revenue.  
—Sara Jerde
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LESLIE BERLAND
CMO | TWITTER | FY 2018 REVENUE: $909 MILLION

Under Berland, the social media giant leveraged its own users for multiple campaigns across 2019: 
The brand developed the “Me on Twitter” meme, a playful poke at Twitter users’ willingness to 
express themselves freely, into a full-on out-of-home campaign, plastering tweets across subway 
stations in New York and San Francisco. Its #Tweetups initiative, meanwhile, allowed users across 
the world the chance to connect and share their own stories. The integrated approach is paying off: 
Revenue grew 9% year over year in the third quarter. —Ryan Barwick

SEAN MORAN
HEAD OF AD SOLUTIONS | VIACOM

FY 2018 AD REVENUE: $3.6 BILLION

Moran’s two-year efforts to pivot Viacom away from a 
sales team focused on legacy revenue—and leveraging 
the company’s portfolio as it branches out beyond 
networks (such as the March purchase of free ad-
supported streaming service Pluto)—paid off big time. 
Thanks to double-digit CPM upfront hikes, securing 
the highest rate of change in more than a decade, 
Moran returned the company’s domestic advertising 
to growth for the first time in 20 quarters (up 6% year 
over year). When he departs the company following 
the Viacom-CBS merger closing, likely by early next 
month, he’ll leave his team in much better shape than 
when he took over in June 2016. —Jason Lynch

TED SARANDOS
CHIEF CONTENT OFFICER | NETFLIX

FY 2018 REVENUE: $15.8 BILLION

In the streaming wars, content is king, and Sarandos 
is Netflix’s own king of content. The chief content 
officer has overseen ambitious original series like 
When They See Us, leaned into beloved franchises 
such as Stranger Things and landed attractive library 
content like the Seinfeld catalog. As the service 
loses other library titles to rivals Sarandos is working 
to restock the pipeline with Netflix originals (he’ll 
spend $15 billion on original content this year), and 
is signing overall deals with creators like Game of 
Thrones showrunners David Benioff and D.B. Weiss, 
The Crown’s Peter Morgan and Pose’s Janet Mock to 
keep the original shows flowing. —Kelsey Sutton



Congratulations Diego,
on continuing to make 
your mark.

From your friends at McCann Worldgroup.

VALÉRIE HERNANDO-PRESSE
GLOBAL CMO | DANONE

FY 2018 REVENUE: $2.66 BILLION

Danone’s first global CMO in a decade, Hernando-Presse was previously the 
company’s general secretary, as well as vp of public affairs and chief brand officer. 
In her current role, she launched The Collective, a company effort that brings 
the brand’s 2,000 marketing members together to share best practices and new 
information around innovation and brands. Hernando-Presse’s ongoing challenges 
include bringing Danone’s “people-powered brands” vision into its portfolio, such as 
Bonafont, a Mexican water brand that contributes 100% of its proceeds to programs 
working with U.N. Women. —Ann-Marie Alcántara

WALKER 
JACOBS
CHIEF REVENUE 

OFFICER

TWITCH

FY 2018 REVENUE: 

$500 MILLION IN AD 

SALES (SOURCE: 

BLOOMBERG)

Since joining Twitch 
about a year ago, Jacobs 
has been going nonstop 
in his work overseeing 
the game-streaming 
platform’s breakneck 
expansion. The digital 
media veteran spent 
much of the last year 
crisscrossing the globe as 
the company opened new 
offices everywhere from 
Sydney to Stockholm and 
retooled departments to 
operate globally. In the 
process, he honed a pitch 
to sell Twitch to a wider 
international audience of marketers. “When I got here, I noticed that 
Twitch was really complicated, and there’s a lot of nuance to what 
makes the property special,” he says. “My biggest focus is making it 
easier for people to understand Twitch.” —Patrick Kulp



Martinelli’s 
Sparkling Cider

ON THE OR IGINS OF BR A ND S A ND THE PEOPLE W HO BUILD THEM

THE HONORS 
Starting with the 

1890 California State 
Fair, Martinelli’s 

began winning gold 
medals for its hard 
cider—medals that 
remain on the label.

THE VARIETIES 
As sparkling cider 
began to find more 
adult fans in recent 
years, the company 

added blush and 
apple cranberry  

to the lineup.

THE CIDER 
While there are other 

sparkling products 
out there, Martinelli’s 

points out that it’s 
the only one that’s 

100% juice.

THE VIRGIN FIZZY STUFF THAT SOMEHOW 
WOUND UP ON EVERYONE’S THANKSGIVING 
TABLE. BY ROBERT KLARA
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When Prohibition became the law of the land in 1919, 
the near-immediate effect (apart from taking everyone’s 
favorite libations away) was economic disaster. Across 
the country, countless companies went out of business: 
breweries, restaurants and taverns closed their doors. 
Truckers who hauled beer lost their routes. Even barrel 
makers laid down their mallets. Economists estimated 
that the 18th Amendment would cost the federal 
government $11 billion in lost tax revenue.

In Watsonville, Calif., things initially didn’t look good 
for the family firm of S. Martinelli & Co. For 50 years, 
company founder Stephen Martinelli had done a healthy 
business making hard cider—a product that was, now, 
clearly dead in the water. What’s more, Martinelli was 75 
years old and in poor health. Fortunately, his 17-year-old 
son, Stephen Jr., became possessed of a bit of foresight. 
Working with a professor at U.C. Berkeley, where he was 
a student, Stephen perfected a pasteurization process 
for unfermented apple juice, allowing Martinelli’s to start 
selling sparkling cider—basically, virgin champagne. It 
was light, tasty and suitable for any celebration. It also 
helped save the company.

Today, 86 years after Congress realized that 
Prohibition was a colossal mistake, company chairman 
John Martinelli is under no illusions about what it did for 
his family’s brand. “We would not have been successful 
had it not been for Prohibition,” he said. “It forced us to 
change and produce a product that consumers really 
wanted—and didn’t know it.”

Well, they know it now. This week, as millions of 
households prepare to lay Thanksgiving dinner on the 
table, Martinelli’s is the No. 1 brand of nonalcoholic fizz in 
America. It presses 1 million apples a day to make the stuff, 
and some 80% of it is sold during the holiday season.

Martinelli’s—now in its 151st year of business—is 
also getting trendy. For generations, parents would 
pick up a bottle of sparkling cider at the supermarket 
to have something celebratory that the kids could 
drink. (“One of the things kids like best is feeling grown 
up,” counsels the trend-talking Tigerchef.com, and 
“sparkling cider is a great way to achieve that goal.”) 
As Americans continue to drink less (alcohol volume 
fell by 0.8% in 2018, according to data from IWSR), 
a bottle of Martinelli’s in the fridge is increasingly a 
welcome sight for adults, too. “We were surprised 
to learn that consumers view our brand as an adult 
product,” Martinelli said. The company recently rolled 
out a blush and a rosé for just this reason.

It’s unlikely that Stefano Gaspar Martinelli could have 
envisioned any of this when he left his native Switzerland 
in 1857 to follow his brother Luigi to America. Luigi had 
emigrated five years earlier to chase the California Gold 
Rush. He found no gold, but he did find apple trees to 
cultivate and, in 1868, Stefano (who soon Americanized 
his name to Stephen) began making hard cider from 
them. By the end of the century, the Martinelli’s brand 
was winning gold medals for its ciders—medals that still 
appear on the bottles today.

And while Martinelli’s Sparkling Cider might not get 
the respect given to, say, California wines, it’s done much 
to deserve it. At least 12 different varieties of apple go 
into a bottle, from Mutsu to Jonagold to the 18th century 
Newtown Pippin. All of them are grown in the alluvial 
soils of the Pajaro Valley, where they ripen on the tree. All 
in all, a fine addition to any Thanksgiving table, as John 
Martinelli will be the first to tell you.

“People love it during the holidays,” the great-
grandson of founder Stephen Martinelli said. “Our 
challenge is how to get people to incorporate it during 
celebrations the rest of the year.”

GLASS ACT In the beverage biz, the bottle is a big part of the 
marketing. And in Martinelli’s case, it’s a story that comes full 
circle. During the late 1800s, the company sold its hard ciders 

in tall, champagne-style bottles—a fitting gesture, since 
the contents were 10% alcohol by volume. After Prohibition 

shifted the company’s fortunes to the nonalcoholic stuff, 
sparkling cider sold in single-serve 12-ounce bottles—mostly 
so they could run on the same production lines as Coca-Cola, 

which the company held a franchise for during the 1920s. 
But nothing sells virgin champagne better than a champagne 

bottle, and the brand brought it back in 1957. Today’s 
Martinelli’s Gold Medal Sparkling Cider bottle is a close 

approximation of the bottles it produced in 1868.

Stefano Gaspar Martinelli (who later 
Americanized his name to Stephen) 
emigrated to California in 1857 (1) and by 
1868 was fermenting Pajaro Valley apples 
and bottling hard cider (2). At the time of its 
1968 centennial—and long after the family 
had switched to nonalcoholic sparkling 
cider—the brand was in its third generation of 
leadership, helmed by Stephen C. Martinelli, 
shown here with his sons Robert (l.) and John, 
who’d become vp and general manager in 
1988 (3). Martinelli’s moves 80% of its stock 
at holiday time, when elaborate store displays 

(4) are common. Last year, the company 
restored one of the Ford Model B trucks that 
delivered its ciders in the 1930s (5). Today, 
Martinelli’s presses 1 million apples a day at 
its 60,000-square-foot plant (6).
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Tamara 
Littleton
HOW THIS CEO IS 
BREAKING DOWN 
STIGMAS AND 
BOOSTING BRANDS 
ON SOCIAL MEDIA.  
BY NICOLE ORTIZ

Tamara Littleton has made 
fighting against discrimination 
and advocating for marginalized 
groups an important part of 
both social-media-centric 
organizations that she runs.

Littleton is the founder and 
CEO behind London-based 
social media agency The 
Social Element and co-founder 
of social media crisis-
Management platform Polpeo. 
The former helps define brand 
strategies, advises on tone 
and assists with adhering to 
and defending brand values. 

From fostering “an inclusive 
environment where people 
can be themselves at work” 
to keeping a close eye on 
discrimination cases against 
platforms, Littleton and 
Polpeo co-founder and COO 
Kate Hartley keep their fingers 
on the pulse to ensure that 
their teams and clients alike 
are satisfied and not making 
avoidable mistakes.

Being gay isn’t something 
Littleton felt was necessary to 
talk about—at first. Now she 
talks about it at conferences 

and in the media when possible 
to help break down barriers.

“I believe in making small 
differences in all areas of 
my life,” said Littleton. “It is 
incredibly important to be 
visible and open.”

After studying psychology 
at Manchester University, 
Littleton fell into publishing “in 
the early days of the internet” 
in the ‘90s and then moved on 
to consulting. And while falling 
off a ladder and breaking your 
arm is typically not good news, 
it led Littleton to a “career-

defining role” at BBC Online 
as head of its webmaster 
team after her injury led 
her to become redundant 
as a consultant. This role 
inspired her to open her own 
business around social media, 
as she’s “passionate about 
helping brands have a human 
connection on social media.”

“I’ve always been driven by 
fixing business problems for 
brands by using social media 
and am in my element when I’m 
thinking creatively to come up 
with solutions,” said Littleton.

Big Mistake
After making the 
decision to market in 
Asia, Littleton chose 
Australia as the hub for 
that region. “I didn’t do 
enough research, but 
went on pure instinct,” 
said Littleton. “It was an 
expensive error.”

Lesson 
Learned
Her confidence and the 
positive environment 
she had created at 
The Social Element 
actually ended up 
being a detriment 
because no one felt 
they could challenge 
her enthusiasm. The 
big takeaway was 
that conflict and 
challenging each other 
can be healthy in an 
organization.

How She  
Got the Gig
She founded The Social 
Element in 2002 after 
working at BBC Online 
and “never looked back.” 
She co-founded Polpeo 
with Hartley in 2013.  

Pro Tip
“I’ve been really shocked 
to learn that even in 
our liberal industry, 
people feel they need 
to go back into the 
closet at work and 
hide their identity,” 
she said. “Being visible 
normalizes difference.”

‘I’ve always 
been driven by 
fixing business 

problems for 
brands by using 

social media 
and am in my 
element when 

I’m thinking 
creatively to come 
up with solutions.’
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HOW PURCHASES WILL SHIFT TO DIRECT-TO-CONSUMER BRANDS. BY KO IM
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SOURCE:  DIFFUSION DTC CONSUMER PURCHASE INTENT INDEX

The number of 
Americans that 
purchase from a DTC 
brand is projected to 
grow by nearly 20% 
in the next five years 
across all industries, 
and in particular in 
the personal health, 
wellness and beauty 
category.

Over one in three 
American DTC 
purchasers are
buying wellness 
products, including 
toothbrushes, razors, 
vitamins and makeup. 

22%
Over one in five Americans plan to be
heavy purchasers of DTC brands, 
claiming they will make 40% of their
purchases from DTC companies

DTC’s physical
stores may
be worth the
investment

35%

Personal health,
wellness, beauty

34%

Clothing
and apparel

32%

Retail
shopping
stores in
general

26%

Tech and
gadgets

The motivations
driving consumer
spending with
DTC brands

48%
Cheaper cost

26%
Positive media
coverage of reviews

22%
Better product
design

16%
Better company/
brand design 

16%
Organic, eco-friendly
ingredients

26%
Superior customer
service

43%
Fast, free shipping
and easy returns Large Fortune 500 companies 

have been experimenting with their 
own DTC spinoffs, including Nike’s 
Nike Direct and L’Oréal’s hair 
color company Color&Co

46%
Nearly half 
of Americans 
view traditional 
retail’s DTC 
spinoffs the same 
way they would 
a startup DTC

37% Would visit a DTC’s physical
store to get a sense of the product
before they purchase it

32% Would visit a DTC’s physical
store for convenience

28% Would visit a DTC’s physical
store to get the product immediately

American 
customers are
cutting down
on traditional
retail in favor
of DTC companies
By product category

More shoppers will buy from DTC brands. Purchases are expected to grow 
in the next few years as Americans cut down on traditional retail in favor of 
direct-to-consumer companies—especially in health, wellness and beauty 
(35%). Diffusion’s annual Direct-to-Consumer Purchase Intent Index revealed 
consumers are still committed to buying from DTC brands, but maintaining 
their attention is more competitive than ever.

“As we enter 2020, the initial fascination with DTC brands has worn off, 

and they can’t rest on their laurels,” said Kate Ryan, U.S. managing director, 
Diffusion. “Both DTC and legacy brands must constantly continue reinventing 
themselves to exceed the new expectations digital native brands have created 
for American consumers.”

But the lines are starting to blur between what differentiates a DTC brand.
Right now, it’s anyone’s game, Ryan said. “Brands need to deliver the best 

experience possible,” she added.
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Just before Thanksgiving 
1970, President Nixon 
wandered out of the Oval 
Office, looked at the turkey 
that had been sent as a gift 
to the White House, and 
deadpanned: “I can’t use this 
bird—look at those eyes!” 
Its life duly spared, the 
bird was sent to a nearby 
petting zoo. So went the 
annual pomp known as 
the Pardoning of the White 
House Turkey—today, a 
national media event with a 
secure spot on the nightly 
news. Rich a tradition as 
the turkey pardon may be, 
though, it has a garbled 
history. Abraham Lincoln 
is said to have been the 
first president to spare a 
turkey’s life, but that didn’t 
stop subsequent office 
holders (like Harry Truman) 
from dining on them. JFK 
didn’t have the heart to eat 
his turkey (“Let’s keep him 
going,” he said) and neither 
did Jimmy Carter. In 1987, 
Ronald Reagan became 
the first chief executive to 
use the term “pardon” in 
saving the neck of the First 
Fowl, and George H.W. Bush 
made the practice official 
in 1989—after stashing his 
dog Millie indoors where he 
couldn’t give chase. 
—Robert Klara
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