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Temperature checks. Face masks and gloves. Plexiglass shields at 
counters. This might take some getting used to, but Brand Playbook 
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The founder and owner of ad agency Translation blasts brands for 

“Band-Aids” rather than truly taking on racial injustice.
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These new shops want to revitalize a business model in need of change.
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In 1963, the company called for a “better general representation” of 
American diversity—a reminder that the conversation many brands are 
having now about social justice is a frustratingly old one. 
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The last few months have been trying for us all, 
and we at Ad Age have been busy gathering the 
news you need to know—wherever you are working. 

We have been developing new ways to connect 
to our readers with innovations including our 
Remotely video series and online events.

To that end, this week we introduce a new, digital 
version of Ad Age that will offer you our content 
in a timely fashion—no postal delivery necessary. 
This new product has the added benefit of 
incorporating not just stories but also links to our 
multimedia content including podcasts, video and 
even ads. 

There is a lot to report in this inaugural issue.

As you read this, the country is on the march 
against racial injustice while struggling to 
reopen following a pandemic that took more than 
100,000 lives. Here, we tackle the tough topics to 
help guide agencies, marketers and media on how 
to move forward. 

Our Brand Playbook advises marketers on what 
to do—and what not to do—in communicating to 
consumers that it is safe to once again patronize 
their businesses in person. We look at the potential  

Judann Pollack is 
Executive Editor  
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legal liabilities in resuming commercial shoots and 
report on a new crop of agencies being formed to 
challenge the existing agency model. “Projects 
have been slashed, profitability is way down,” says 
Ari Halper, founder of one such shop named Sauce 
Idea Lab. “It seems ripe for the taking for agencies 
that can deliver on price point.”

In our “Five Questions With” feature, Translation  
founder Steve Stoute shames marketers for empty 
gestures rather than action on racial inequality in 
the wake of the George Floyd murder.  “The 
responses that I have seen are typically what 
the ad industry does—it’s Band-Aids, it’s cover-
your-ass kind of stuff. It’s put out a post that says 
‘Black Lives Matter,’ so no one can actually say 
that you didn’t say anything. But this is a problem 
that is systemic and it requires a long-term 
commitment.”

And while the ad industry has long talked about 
diversity and social justice, Simon Dumenco 
points out in our Ad Age at 90 feature that 
the discussion has been “frustratingly old.” 
He uncovers a telling story from our archives 
headlined “Desegregate Ads, TV, Lever Tells 
Agencies”—from 1963.

For a more personal perspective on the experience 
of African Americans in the early years of 
advertising, take a look at this video Ad Age did in 

WELCOMEAd Age Digital Edition June 8, 2020
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2014 with Roy Eaton, an Advertising Hall of Famer 
from the long-defunct DMB&B. “If you were white, 
I’d hire you immediately,” he was told. 

The digital edition also offers a distillation of 
what is currently trending and the events, news 
and issues to keep an eye on in the coming week. 

This is the first of a number of Ad Age digital 
issues planned for this summer to supplement 
our online coverage and, after this initial 
issue, will be limited to subscribers. If you are 
not a subscriber and would like to receive the 
digital issue, sign up here. And for our current 
subscribers, we thank you for reading and 
welcome any comment and feedback on this new 
Ad Age innovation that will be coming regularly 
to your inbox. 
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Gap closes Hill City menswear brand 
By Adrianne Pasquarelli

A regularly updated blog tracking brands’ 
responses to racial injustice
By Ad Age Staff
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News Slow reopening

June 8
New York City, closed since March, will begin reopening, but 
very slowly. Retailers including clothing shops can begin 
offering curb-side and in-store pickup. After months of closure, 
many city sites, including Macy’s Herald Square flagship, have 
been looted during the racial equality protests.

Tiffany Warren, senior VP, chief diversity officer, Omnicom, 
joins Ad Age Remotely to discuss how the ad world should 
respond in the wake of George Floyd’s death. 

Macy’s  
department 
store is seen 
boarded up 
after protests 
in New York.   
Jeenah 
Moon/
Bloomberg
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June 8-12, 2020
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June 9
Chewy reports earnings. The online pet retailer 
has been able to reap the benefits of homebound 
customers investing in pet companions 
during COVID-19. Investors are optimistic pet 
spending will remain unleashed.

The Electronics Entertainment Expo was 
slated to start today, but was canceled due 
to the pandemic. Still, some major game 
makers are pushing ahead with live digital 
events. EA, which publishes the popular 
Madden and FIFA franchises, will livestream 
its event Thursday. 

Liquor marketer Brown-Forman reports quarterly earnings. 
Will the pandemic-induced surge in booze buying in stores 
make up for the near total shutdown of bars, where the maker 
of Jack Daniel’s gets about 20 percent of sales?

Kirk McDonald, chief business officer at AT&T ad unit Xandr 
joins Ad Age Remotely to weigh in on best practices for 
cultivating a more diverse and inclusive staff.

June 10
Ford CEO Jim Hackett speaks at the Deutsche Bank 2020 
Global Auto Industry Conference. He could give clues on how 
the automaker will deploy marketing to spur sales walloped by 
the pandemic.

June 11
Snap holds its Partner Summit, now virtual. It is expected to 
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announce how it is working with apps and 
creators in the year ahead. 

Nike will launch its Space Hippie collection, 
a line of shoes made from factory scraps 
and other “space junk,” according to the 
sportswear giant. The collection marks a 
shoe with Nike’s lowest carbon footprint yet. 

Adobe reports second quarter earnings, 
giving a glimpse of how its so-called Digital 
Experiences unit is faring as brands move 
more business online due to COVID-19.

June 12
Nathan’s Famous Inc. reports quarterly results. Hot dogs were 
a staple in many homes in the early days of the pandemic, but 
Nathan’s franchisees had to close the majority of their shops in 
places including shopping malls and movie theaters. 

THE WEEK AHEAD: JUNE 8-12, 2020News Space junk
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Reddit co-founder resigns as company 
grapples with history of hate on its site
By Garett Sloane

Here’s how Disney will incorporate Hulu 
into its ad deals
By Jeanine Poggi
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News What you need to know

A quick look at hot topics in the marketing, media and agency 
industries. For more on these and other trending stories, visit 
AdAge.com. 

Boldest move
Facebook software engineer Timothy Aveni quit his job to 
protest what he described in a LinkedIn post as the company’s 
“refusal to act on the president’s bigoted messages aimed at 
radicalizing the American public.”

Biggest cut
PR agency giant Edelman slashed 7 percent of its global 

After  
pledging 
not to lay off, 
Edelman  
cut 7 percent 
of staff.  
Courtesy 
Edelman

Compiled by E.J. Schultz
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workforce after earlier pledging to avoid cuts tied to the 
pandemic. “We are beyond the threshold of loss-making and 
to ensure the long-term health of our business, I must change 
course,” CEO Richard Edelman said about the reversal.

Best decision
Target Chief Marketing Officer Rick Gomez considered hiring 
an artist to make a boarded up store in the Twin Cities look 
better. But at the advice of Amanda Nusz, Target’s VP of 
corporate responsibility, Gomez and Target went another 
direction after realizing that what the community really 
needed was baby formula, diapers and other essentials, he said 
during the virtual Sustainable Brands Conference.

Biggest fail 
YouTuber Jake Paul was charged with criminal trespassing 
and unlawful assembly after videos showed him near a crowd 
of people looting an Arizona mall. He has denied looting, but 
the influencer will not soon recover from the image blow. He 
is “the epitome of white male privilege,” one person tweeted, 
“out creating chaos just for content. This is not okay.”

Warning sign
Forrester predicts U.S. agencies will shed 35,167 jobs in 2020 
and another 16,758 in 2021.

On hold
Verizon paused its Pride campaign, while redirecting its focus 
to the Black Lives Matter movement by donating $10 million to 
social justice organizations.

WHAT YOU NEED TO KNOWNews Trending
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Newsmaker
Jay Z and his Team ROC placed full-page ads in major 
newspapers quoting Martin Luther King Jr.’s famous speech 
“How Long, Not Long.”  

Straight talk 
Countless brands have dedicated plenty of words to pledges to 
fight racial injustice, but Ben & Jerry’s got right to the point 
with a social media post that simply says: “We must dismantle 
white supremacy.”

Tweet of the week

Number of the week
16.6 million households tuned into protest coverage on cable 
news the weekend of May 30-31, according to Samba TV. That 
beats numbers pulled by coronavirus coverage, according to 
the tracking firm. 

WHAT YOU NEED TO KNOWNews Trending
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News Brand Playbook

After largely keeping customers away due to COVID-19, 
restaurants, retailers, resorts and other businesses are starting 
to reopen, albeit with changes that may take some getting used 
to. Staffers and visitors may be subject to temperature checks. 
Face masks and gloves are becoming as common as uniforms. 
And plexiglass shields at counters are the new normal. More 
recently, protests and looting following the killing of George 
Floyd have added a new layer of concern. Below, some tips for 
brands to consider as they welcome customers back.

Read the room 
Speak in ways that aren’t tone-deaf. What worked before may 
not feel appropriate in the current climate. “Address the idea 

HOW TO SHOW CONSUMERS 
IT’S SAFE TO RETURN
By Jessica Wohl
with Adrianne Pasquarelli

A worker uses 
measuring 
tape to check 
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a restaurant 
in Washing-
ton, D.C.  
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that customers and employees are still in this state of fear and 
anxiety,” says Denise Lee Yohn, a brand leadership consultant. 
And ensure employees are on board with the message. “The 
last thing you want is to have a message out there on media 
that isn’t delivered on,” she says. 

It’s also okay to be honest. Lush was in the process of 
reopening its beauty shops across North America with new 
safety protocols and then decided to keep several stores closed 
following protests and looting. Lush was simple and direct in 
explaining the situation to customers on Facebook, saying, 
“We do not know when we will reopen, but we’ll let you know 
right here when we do.”

Don’t overpromise
“Get really specific,” says Hannah Taylor, a partner in the 
advertising group at Frankfurt Kurnit Klein & Selz, about new 
cleaning techniques and other practices brands are taking to 
make customers feel safe. Businesses should be careful to call 
out what they are doing rather than make major proclamations. 
Don’t suggest unqualified safety because it’s too hard to prove, 
she says. Spell out steps such as spacing out tables for social 
distancing and wiping surfaces more frequently. “You can tell 
the story without overpromising,” says Taylor. Social media 
posts can be less heavy. “Leave your website or even press 
releases to explain more of the safety protocols,” advises Yohn.  

Engage early
Main Event, whose entertainment centers feature high-touch 
activities including bowling, laser tag, and arcade games, 
asked mothers what types of measures they wanted to see 

HOW TO SHOW CONSUMERS IT’S SAFE TO RETURNNews Brand Playbook



before returning. “The most scrutinizing, most concerned 
and conservative mom, if she felt good, then we knew we were 
far and away overdelivering,” says Chief Brand Officer Sarah 
Beddoe. A video message from its CEO outlines new processes 
including a “bowling valet” to help keep balls clean.

Beware of false advertising laws 
Businesses struggling during the pandemic may be tempted 
to run sales, but should not entice people “in a way that they 
can’t substantiate,” says Taylor. When offering a percent-off 
deal, ensure the product has actually been offered at a regular 
original price.

Consider a partnership 
United Airlines teamed up with Clorox to communicate new 
cleaning protocols. Hilton is rolling out CleanStay, a partnership 
with RB, maker of Lysol and Dettol, and the Infection Prevention 
and Control team at Mayo Clinic. Amy Martin-Ziegenfuss, VP-
global brand marketing at Hilton, says the program will deliver 
on the “new standard of cleanliness that will help guests feel 
comfortable traveling again.” Hilton will promote CleanStay 
online, to members and through signage at properties, seals on 
guest room doors and mirror clings. 

HOW TO SHOW CONSUMERS IT’S SAFE TO RETURNNews Brand Playbook
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5 Questions

Steve Stoute, CEO and founder of ad agency Translation, 
recently appeared on Ad Age Remotely, offering his take on 
how brands should be responding in the wake of George Floyd’s 
death.  Responses are lightly edited for length; check out the 
full interview here.

What do you make of the brand responses thus far? 
The responses that I have seen are typically what the ad 
industry does—it’s Band-Aids, it’s cover-your-ass kind of stuff. 
It’s put out a post that says ‘Black Lives Matter,’ so no one can 
actually say that you didn’t say anything. But this is a problem 
that is systemic and it requires a long-term commitment.

What is the next step brands should take?
It really starts with not just an advertising campaign, per se. That 

STEVE STOUTE BLASTS BRANDS FOR ‘BAND-AIDS’ 
RATHER THAN TRULY TAKING ON RACIAL INJUSTICE
By Jeanine Poggi
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is nothing—that is casting. I am talking about truly investing in 
the communities in which you operate.

Are hiring practices changing?
No. You are not getting enough African Americans inside the 
industry, they are not checking that box, because they don’t 
believe there is a place for them to go flourish, whether it’s 
inside of a brand or inside of an agency.

You have consulted for the New York Knicks. In an internal 
memo owner James Dolan originally said the team would  
not make a statement after Floyd’s death. Amid criticism,  
he followed up with a memo condemning racism, according  
to ESPN. Your take? 
You can say a lot of things about James Dolan. A racist or not 
supporting diversity and inclusion is certainly not one of them. 
The Knicks front office has been as diverse, and more diverse, 
than any front office earlier than any teams in the NBA.

What do you make of the response to Nike’s anti-racism 
ad? Some critics have called out the lack of diversity in the 
company’s leadership.
I think Nike, which makes billions and billions of dollars off the 
African American community, needs to really step up besides 
advertising. You talk about a brand that capitalized for decades 
off of young black people, doing anything they can to buy the 
most expensive sneaker in the market. They have to make a very 
clear effort to do something to help the communities. And if they 
don’t do that in a loud way, then they will come under fire. 

STEVE STOUTE ON THE LONG-TERM MOVES  
BRANDS SHOULD MAKE TO DEAL WITH RACIAL INJUSTICE

5 Questions
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READY ON 
THE SET?

By Lindsay Rittenhouse
with Ann-Christine Diaz, Jack Neff and Jessica Wohl

The ad industry prepares for commercial 
production to resume, but production shops, 
marketers and agencies still face liability 
and insurance issues 

For production companies, it’s time for their COVID-19 safety closeup.  
Illustration by Ad Age; composite images via  iStock
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Masks. Hand sanitizer. Emotional support access.

These are just a few of the stringent precautions outlined in a 
22-page white paper drawn up last week by Hollywood’s guilds 
and producers, working with unions on how to safely reopen 
production. But agencies and brands could face insurance 
liabilities if crew members or talent contract COVID-19.

“It’s a gamble at this point,” says Isadora Chesler, RPA senior 
VP and director of video production.

Guideline specifics
The “Proposed Health and Safety Guidelines for Motion 
Picture, Television, and Streaming Productions During the 
COVID-19 Pandemic” document, Deadline reported, is an effort 
on the part of members of the Economic Resiliency Task Force. 
The document was sent to California Gov. Gavin Newsom and 
New York Gov. Andrew Cuomo. 

According to The Hollywood Reporter, Newsom announced 
that “Music, TV and film production may resume in 
California, recommended no sooner than June 12.” The 
California Department of Public Health said in a statement via 
the Governor’s Office on Friday, per The Hollywood Reporter, 
that production will be “subject to approval by county public 
health officers within the jurisdictions of operations following 
their review of local epidemiological data including cases 
per 100,000 population, rate of test positivity, and local 
preparedness to support a health care surge, vulnerable 
populations, contact tracing and testing.”

The guidelines include “regular screening, diagnostic 
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testing, use of personal protective equipment, cleaning and 
disinfecting work sites, and appropriate response should an 
employee contract COVID-19 or be exposed to it.”

In addition to physical distancing, the guidelines call for 
enhanced sanitation and hand hygiene. PPE masks will be 
provided to everyone on set and a COVID-19 compliance officer 
must be present to ensure those working on the production 
follow the guidelines, according to the documents.

The task force also recommends creating an “emotional 
support hotline, telemedical health and behavioral health 
resources, mindfulness training” as “resuming production 
during this time may be highly stressful and cause anxiety.”

Labatt and 
Heineken 
are among 
brands that 
filmed spots 
remotely 
during the 
pandemic. 
Courtesy  
AB InBev 
and  
Heineken
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Wait and see
Many production companies and agencies in and around the 
L.A. area are in a “wait-and-see” mode. As many companies 
have said since the start of the pandemic in March, remote 
production has been able to be carried out rather smoothly, so 
there’s no rush to return to physical sets if not safe to do so.

Peter Williams, executive producer of BBH L.A., says that this 
marks a period of transition for the industry that had often 
improvised during the height of the pandemic. “While L.A. is 
beginning to open, production must be a forward-thought to 
any brief now, requiring us to re-look at our tool set in a way 
that provokes what can we make and how to do it as our first 
step. No more ‘we’ll figure it out,’” Williams says, noting that 
he expects fewer people spaced farther apart on sets.

“At one extreme, some film and TV productions are 
quarantined in prep and throughout production. That’s less 
likely for the speed at which commercial production runs, but 
I do think agencies and clients will continue attending shoots 
remotely for the time being,” Williams says.

Independent agency Pereira O’Dell, with offices in New York and 
San Francisco, is beginning to make plans to begin production 
in California.

“We are speaking with several production companies on various 
scenarios,” Founder-CEO Andrew O’Dell says, while adding 
still that clients’ “No. 1 priority is to make sure everything is 
completely safe for all people involved.”

Chesler says she and her team are taking two ideas to clients: 

https://adage.com/amp/client/bbh-la
https://adage.com/amp/agency/pereira-odell-0
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one that involves an in-person shoot and one that is CGI-based 
in case production cannot be carried out.

“I’m so in the middle of it right now,” Chesler says. “We’re 
about five months away from the September dates we’re trying 
to hit for [one] campaign. We’ve come up with full CGI ideas 
and some ideas we can shoot.”

And scene
Mondelēz International has a shoot coming 
up in the next few weeks for Ritz that marks 
the snack maker’s first live-action production 
since the outbreak. It’s slated to be a relatively 
simple shoot shot on a green screen. The plan 
is to employ a small crew in Austin, Texas, 
with a list of who is allowed on set, who is on 
the perimeter and who will be off. The director 
will be directing remotely from Los Angeles, so 
only the most necessary crew members will be 
allowed on set. The client and agency plan to 
watch virtually and collaborate in real-time with 
those on the scene.

Marcelo Pascoa, global head of brand marketing at Burger 
King, says the fast-food giant is “ramping up our shoot and film 
capabilities in Los Angeles” while “taking all the necessary 
precautions mandated by local and health authorities to ensure 
the safety of our team. We are doing this in collaboration with 
local officials, key stakeholders and our creative agencies.”

Weeks, not months
“There has been a quantity of work still being done during 

“I think we’re  
in the weeks—
not months— 
from starting 
to see a decent 
amount of 
activity.”
Matt Miller, 
Association of Independent 
Commercial Producers
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the shutdown,” says Matt Miller, CEO of the Association of 
Independent Commercial Producers. “People had the ingenuity 
to shoot some things remotely and do work, particularly in the 
post-production area. It wasn’t necessarily the highest-level 
big budget work.”

As more production reopens, Miller says some marketers 
have been willing to pay 100 percent upfront, understanding 
that it’s harder, more expensive and may require more work 
beforehand to meet safety protocols now.

“I think we’re in the weeks, not months, from starting to see a 
decent amount of activity.”

As production starts up again, reluctance to travel to 
overseas locations will have a bearing, Miller says. That may 
provide a boost for domestic crews, casts and companies 
that supply production equipment. But he also says, “Some 

Hilarious 
home hairdo 
fails were 
featured in a 
Dove user- 
generated 
spot. 
Courtesy 
Unilever



“We’re anxious 
to get back to 
filming, but 
we’re not sure 
how this is 
going to go.”
Isadora Chesler, RPA
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foreign locations are starting to open up and 
U.S. production companies are tapping into 
those locations remotely. It is an interesting 
development. I don’t know how sustainable 
it is, but you may have a director stateside 
directing a crew in Denmark or Iceland.”

Who is liable?
RPA’s Chesler and Kris Kachikis—a 
cinematographer who’s been holding weekly 
industry-wide Zoom roundtables on the 
matter of reopening production in California—say insurance 
companies will not cover costs lost on a production if related to 
COVID-19. So, if a company secures a permit to shoot and then 
there’s another outbreak, it loses that permit. Chesler says 
“50 percent” of the money invested in that ad could be lost. 
Chesler says that Santa Monica, California-based RPA dealt 
with productions being shut down after permits were already 
secured when the pandemic began in March.

Protecting talent is another issue, even with the guidelines, 
and Chesler speculates some people may not feel comfortable 
working on a shoot until there’s a vaccine for COVID-19.

“If someone contracts COVID on set, how do they prove 
that?” asks Kachikis. “And how does workers comp affect the 
production companies? We don’t want to cripple them. Who’s 
on the hook for that kind of thing?”

Newsom signed an executive order in California that says if 
employees contract COVID-19 within 14 days of working, it is 
assumed they contracted it on the job and the employer is held 

Feature
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responsible, says Tricia L. Legittino, co-
chair of the litigation and employment at 
law firm Frankfurt Kurnit Klein & Selz.

Legittino says the issue is figuring out 
who the employer is: the production 
shop, agency or brand marketer. The 
answer to that “really depends” on the 
situation, she says.

Legittino advises companies to hash out 
these type of liability concerns in their 
contracts before starting a shoot.

Chesler says “it’s all very nuanced.” 
She’s worries that with L.A. being 
so densely populated and with likely 
stricter guidelines than other states, 
production may move out of the city.

“We’re anxious to get back to filming, but we’re 
not sure how this is going to go,” she says. “I’m 
fearing the runaway production.” 

A self-shot hair-dyeing 
tutorial by Eva Longoria 
became a commercial for 
L’Oréal. Courtesy L’Oréal
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Dove celebrates quarantine hairstyles 
(including the fails)
By Alexandra Jardine
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business model in need of change
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As the world grapples with a pandemic uprooting every 
aspect of life, agencies are being forced to rethink business 
as usual. That’s given rise to several new shops that claim to 
improve a business model in desperate need of revamping.

Here are a few launched over the past few months:

Pahnke: Rick Thornhill and Susan Betteridge—former Mekanism 
and mcgarrybowen execs, respectively—opened the first  
U.S. outpost, in Chicago, for German creative agency Pahnke. 

Mischief @ No Fixed Address: Former BBDO New York Chief 
Creative Officer Greg Hahn teamed up with independent 
Canadian agency No Fixed Address to open New York-based 
Mischief @ No Fixed Address.

Sauce Idea Lab: Ari Halper, ex-FCB North America creative 
partner, founded a “new breed of creative company” called 
Sauce Idea Lab. 

Cartwright: Keith Cartwright, co-founder of Saturday 
Morning, launched a new WPP-backed agency, Cartwright.

Worth Your While: Four former Grey execs including Thomas 
Ilum founded a Danish creative agency with a subscription-
based model called Worth Your While.

Soursop: Husband-wife duo Ravi Amaratunga Hitchcock and 
Lucy Hitchcock—a former Vice Media producer and 81Agency 
exec, respectively—founded creative consultancy Soursop.

While it might seem like an odd time to start a company when 
so many are struggling to survive, the executives interviewed 
for this story counter that there is no more opportune time to 

https://adage.com/amp/agency/bbdo
https://adage.com/article/agency-news/greg-hahn-opens-mischief-us-canadian-agency-no-fixed-address/2259976
https://adage.com/amp/agency/no-fixed-address-inc
https://adage.com/amp/agency/fcb
https://adage.com/amp/agency/saturday-morning
https://adage.com/amp/agency/saturday-morning
https://adage.com/article/agency-news/keith-cartwright-opens-new-wpp-backed-agency-bearing-his-name/2260561
https://adage.com/amp/agency/grey
https://adage.com/amp/agency/vice
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Courtesy 
subjects
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reinvent the wheel.

Disrupting the model
Halper says he’s 
been cooking up the 
idea for Sauce Idea 
Lab since his days 
at Grey (before he 
joined FCB in 2016, 
he spent 13 years 
as a creative at the 
WPP-owned agency), 
“but the whole thing 
fizzled and it never 
happened.”

“I moved on and had 
great success at FCB 
but ultimately the 
idea kept percolating,” 
Halper explains.

Sauce Idea Lab—
named in part because 
sauce makes everything better and Halper is a self-proclaimed 
foodie—is a one-person operation that taps into a network of 
other companies including agencies, brands, consultancies, 
PR firms, adtech players and production shops as resources on 
projects. As the company states on its website, “Sauce is fluid, 
blending with other companies to make everyone and every idea 
even better.”

https://adage.com/amp/agency/grey
https://adage.com/amp/agency/fcb
https://adage.com/amp/agency/fcb
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Halper says Sauce Idea Lab can “flex up and 
down depending on the project,” eliminating 
overhead costs for clients.

It might seem sacrilegious for an agency to 
work with companies that could be viewed 
as rivals, but Halper says that’s the beauty of 
Sauce Idea Lab. He says one of the faults he 
saw in traditional agency culture was that 
“everybody has an ego and everyone tries to 
prove they have better clients and ideas.” 

Betteridge says she and Thornhill began opening Pahnke Chicago 
in January before the pandemic struck. She says that forced them 
to take a nimble approach to everything, from going to market to 
staffing up (interviews were done via web conferencing), and the 
agency is better for it.

“The pandemic has shed a light on businesses needing to pivot 
and think differently,” Betteridge says.

Sauce Idea 
Lab’s Ari 
Halper, 
(below left) 
and Thomas 
Ilum, founder 
of Worth 
Your While 
Courtesy 
subjects
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Amaratunga Hitchcock says Soursop 
is disrupting the “outdated brand to 
agency-to-vendor supply chain” to 
service in-house brand marketing 
teams. The Amsterdam-based shop 
acts as a creative consultant and taps 
into a pool of freelancers to create 
custom teams for specific projects.

Ilum says Worth Your While offers a 
subscription model that is replacing 
retainers, a model he claims “is left over 
from the times of the old network.” Ilum 
says his model “is leaner, faster and 
avoids using unnecessary resources” by 
offering three subscription plans for one month, three months 
and six months of creative expertise.

Even Cartwright, who is launching with the backing of WPP, 
is rethinking things—the agency is championing a new model 
that will tap into Grey’s international network of talent and 
resources to develop integrated and curated capabilities.

Born in crisis
Launching in the midst of a global pandemic is not a decision 
these executives took lightly and did not come without headaches.

Betteridge says it has disrupted everything from hiring to 
onboarding new employees, to even taking headshots for 
Pahnke’s website (masked executives drove to employees’ 
homes and shot the photos with a long lens). Recently, Pahnke 
Chicago celebrated its opening with a Zoom party.

https://adage.com/amp/agency/fcb
https://adage.com/amp/agency/no-fixed-address-inc
https://adage.com/amp/agency/no-fixed-address-inc
https://adage.com/amp/agency/grey
https://pahnke.us/
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“It’s been interesting building relationships over a computer 
screen,” Thornhill says.

Halper says the primary reason he’s currently working alone 
at Sauce Idea Lab is because he doesn’t feel comfortable 
employing people at this juncture: “It’s scary enough for me.”

Still, Halper says it’s both “the hardest time and the perfect 
time” to be at the forefront of a new agency right now.

“Projects have been slashed, profitability is way down,” he 
says. “It seems ripe for the taking for agencies that can deliver 
on price point.”

“There is never going to be a perfect time” to start a company, 
says Amaratunga Hitchcock, but “now’s the time people will 
cut you a bit of slack.” 
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90 years of Ad Age Freedom fight

The conversation that many brands are having right 
now about social justice is a frustratingly old one. 

Lever Brothers, the British-Dutch consumer-goods 
conglomerate, was engaged in a version of the 
current discourse some 57 years ago. “Desegregate 
Ads, TV, Lever Tells Agencies,” reads the headline 
of the main story on the front page of the Aug. 12, 
1963, edition of Advertising Age. (Lever Brothers, 
born as a soapmaker in 1885, had already become 

When Lever  
demanded  
that agencies  
‘desegregate ads’
By Simon Dumenco

This New York Central Railroad 
advertisement from the 1950s 
shows two African American 
porters assisting a white 
woman. It is typical of how 
people of color were shown in 
ads, if shown at all, when Lever 
was approached by civil rights 
groups to address the portrayal 
of African Americans in ads. 
Courtesy of ANA Educational  
Foundation’s Race and 
Ethnicity in Advertising

https://raceandethnicity.org/items/show/502
https://raceandethnicity.org/items/show/502
https://raceandethnicity.org/items/show/502


Unilever upon its merger with Margarine Unie in 
1930, but for decades its U.S. subsidiary held onto 
the Lever name.)

Some necessary context: The summer of 1963 was a 
turning point in American history.

Among the signal moments:

On May 4, 1963, The New York Times published 
a photo by Associated Press photographer 
Bill Hudson of a 17-year-old black civil rights 
demonstrator being attacked by a police dog in 
Birmingham, Alabama. Police Commissioner 
Eugene “Bull” Connor had ordered his cops 
to violently break up peaceful civil rights 
demonstrations that had begun earlier in 
the spring and came to become known as the 
Birmingham Campaign. Among those who had 
been arrested during an April crackdown on 
protests: Martin Luther King Jr., whose “Letter 
from Birmingham Jail” would go on to become a 
foundational text of the civil rights movement.

President John F. Kennedy—as we would learn 
only in 2005 when a tape recording of a White 
House meeting was discovered and released—was 
outraged by the photo atop the front page of that 
day’s paper of record, and wondered aloud about 
what could be done about the brazen display of 
police brutality in the southern city. 

WHEN LEVER DEMANDED THAT AGENCIES ‘DESEGREGATE ADS’90 years of Ad Age Freedom fight

The Aug. 12, 1963, front page 
of Advertising Age, featuring 
the story about Lever Brothers. 
Crain Communications, Inc
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“There’s no federal law we could pass to do 
anything about that picture in today’s Times. ... I 
mean, what law can you pass to do anything about 
police power in the community of Birmingham?” 
he rhetorically asked members of Americans for 
Democratic Action who had come to the White 
House. “There is nothing we can do.”

On June 11, Alabama Gov. George Wallace 
engaged in what became known as the “Stand 
in the Schoolhouse Door”: At the entrance of the 
Foster Auditorium at the University of Alabama, 
he attempted to block two black students, Vivian 
Malone and James Hood, from registering for 
classes. Five months earlier in his inauguration 
speech, Wallace had declared that “In the name of 
the greatest people that have ever trod this earth, 
I draw the line in the dust and toss the gauntlet 
before the feet of tyranny, and I say segregation 
now, segregation tomorrow, segregation forever.” 
By executive order, President Kennedy federalized 
the Alabama National Guard, which arrived at the 
scene to order Wallace to step aside and allow the 
students to enter (he did and they did).

That same day, JFK gave a televised address to the 
nation in which he declared:

“Today, we are committed to a worldwide struggle 
to promote and protect the rights of all who wish to 
be free. And when Americans are sent to Vietnam or 

The May 4, 1963, front page  
of The New York Times.  
New York Times Company
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Sitting at his desk in the 
Oval Office, President John F. 
Kennedy delivers a radio and 
television address to the nation 
regarding desegregation at the 
University of Alabama. Courtesy 
John F. Kennedy Presidential 
Library and Museum, Boston/
Cecil Stoughton/White House 
Photographs

West Berlin, we do not ask for whites only. It ought 
to be possible, therefore, for American students 
of any color to attend any public institution they 
select without having to be backed up by troops. It 
ought to be possible for American consumers of 
any color to receive equal service in places of public 
accommodation, such as hotels and restaurants 
and theaters and retail stores, without being forced 
to resort to demonstrations in the street, and 
it ought to be possible for American citizens of 
any color to register and to vote in a free election 
without interference or fear of reprisal. It ought to 
be possible, in short, for every American to enjoy 
the privileges of being American without regard to 
his race or his color. In short, every American ought 
to have the right to be treated as he would wish 
to be treated, as one would wish his children to be 
treated. But this is not the case.”
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On June 12, civil rights activist Medgar Evers, 
the Mississippi field director of the NAACP, was 
assassinated in front of his home by a white 
supremacist.

Later that summer, on August 28, Dr. Martin 
Luther King Jr. would deliver his “I Have a Dream” 
speech before a crowd at the Lincoln Memorial in 
Washington, D.C.

The “Desegregate Ads” story that Ad Age published 
16 days before MLK’s speech was notable for its 
matter-of-fact tone.

“Lever Bros., one of the country’s biggest 
advertisers, has asked all its agencies to come up 
with suggestions for more effective use of Negroes 
and members of other minority groups in the 
company’s advertising,” our reporter Maurine 
Christopher wrote. “The call for affirmative action 
in this area followed months of self analysis, 
during which company executives and agency 
officials made a thorough review of Lever’s tv 
programing and commercials, print ads and other 
vehicles used to merchandise its products.”

The Ad Age story added that “Lever, which 
considers it has a good record at providing job 
opportunities for minorities within its own 
company, reportedly also has queried its agencies 
about the minority employment records of 
suppliers used in all phases of its advertising. As 

These Pepsi ads from the mid-
1960s reflected the integrated 
campaign approaches that 
Congress on Racial Equality 
and Urban League pushed 
marketers to take.  PepsiCo
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Dr. Martin Luther King 
Jr. during his ‘I Have a 
Dream’ speech to the crowd 
gathered on the National 
Mall on Aug. 28, 1963, during 
the March on Washington 
for Jobs and Freedom.  
Francis Miller/The LIFE 
Picture Collection  
via Getty Images

part of its study, Lever held meetings with various 
civil rights groups, including the Urban League, 
the Congress of Racial Equality and New York City’s 
commission on human rights. But the impetus to 
find ways to get ‘better general representation’ of 
American life into Lever advertising stemmed from 
the company itself.”

Fast forward to the summer of 2020.

Last week countless brands participated in 
“Blackout Tuesday,” piggybacking on a viral social 
media gesture that involved publishing black 
squares to Instagram and other social media 
feeds to signal solidarity with the Black Lives 



Matter movement and social justice protesters. 
Some brands also “paused” their advertising 
and activations to, as Sony put it in a statement 
delaying a PlayStation 5 event, “stand back and 
allow more important voices to be heard.”

During the civil rights era, though, Lever Brothers 
took a very different tack. It was convinced of its 
own cultural importance and ability to effect 
change by deploying its massive advertising budget.

Ad Age’s coverage pointedly noted the leverage 
Lever had given that its TV commercial budget 
alone—for products ranging from Dove soap to 
Wisk laundry detergent—was an estimated $46 
million in 1962, or about $390 million in today’s 
dollars. Running inclusive ads is just “good 
business,” the company told Ad Age. 

Return to  
Table of Contents

WHEN LEVER DEMANDED THAT AGENCIES ‘DESEGREGATE ADS’90 years of Ad Age Freedom fight

MORE  
READING

How viewers rate Nike’s anti-racism ad
By Adrianne Pasquarelli

Brands delay, rework Pride campaigns in 
light of George Floyd protests
By Ilyse Liffreing

https://adage.com/article/cmo-strategy/new-survey-reveals-how-viewers-rate-nikes-dont-do-it-anti-racism-ad/2260486
https://adage.com/article/cmo-strategy/new-survey-reveals-how-viewers-rate-nikes-dont-do-it-anti-racism-ad/2260486
https://adage.com/article/news/brands-delay-rework-pride-campaigns-light-george-floyd-protests/2260901
https://adage.com/article/news/brands-delay-rework-pride-campaigns-light-george-floyd-protests/2260901
https://adage.com/article/news/brands-delay-rework-pride-campaigns-light-george-floyd-protests/2260901

	0608_01-Cover
	Ad_WGN
	0608_02-TOC
	0608_03-EdNote
	Ad_DPAA
	0608_04-WeekAhead
	0608_05-Trending
	0608_06-BrandPlaybook
	0608_07-5Q_Stoute
	0608_08-Fea_AdShoots
	0608_09-Fea_Agencies
	0608-10_AA90



