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Editor’s Note

Jessica Wohl is
food reporter and
co-host of the Ad
Age Marketer’s
Brief podcast

Welcome to the Ad Age Digital Edition. This
issue, which is focused on how marketers and
agencies are responding to pressure to increase the
diversity in their ranks, has been in the works for
months. It became even more meaningful during
the rise in racial justice activism over the past few
weeks following the death of George Floyd.
Ad Age has been reporting on the steps agencies
and marketers have taken, from Black Lives
Matter statements of support and donations to
frank assessments of their diversity—or lack of
diversity—and promises to change. There is much
work to be done. One area where the industry has
already made some strides is in promoting more
women. A new report from the CMO Council found
that women in senior marketing roles last year
actually earned a tad more than men.
Of course, as starkly illuminated by the #MeToo
movement, women still face barriers—all the
more reason why it is important to have women in
leadership positions. Our 2020 Women to Watch
list, also in this issue, profiles some of the women
who are leading cultural change, pushing clients
and their own organizations to think differently.
The list is a reflection of all of the women whose
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work is bold and loud, as well as those whose work
happens a bit more behind the scenes.
This year’s list features 20 women in the U.S.
and 20 based in Europe. These powerful women
include Shayna Walker, director of diversity
and inclusion and campus recruiting at Horizon
Media. Walker says she’s tired of hearing
companies talk about diversity and inclusion
efforts rather than taking specific steps. “It is
easy to talk about the need for change,” says
Walker. “But what’s missing is consistent action.
The real work lies in truly committing to ‘the
how’ and disrupting the status quo to actually
effect change.”
An expanded online feature will include
additional thoughts from each of this year’s
40 honorees. For example, Nadja Bellan-White,
executive partner at Ogilvy Group and one of our
20 Women to Watch Europe honorees, says she
finds it sad to be “one of a handful of Black people
in senior positions.” She says she knows many
people who left the industry, “just because it
became too hard, not because they weren’t smart
enough, but because the challenges were too
tough. Too many times, the doors are slammed.”
Also in the digital edition, Jack Neff dives into the
diversity and inclusion work Procter & Gamble Co.
has been doing for years, including its films on

WELCOME
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racial bias including “The Talk” and “The Look.”
Still, Chief Brand Officer Marc Pritchard offers
a frank assessment, noting that while P&G has
added more women into its executive ranks, it
falls short on people of color.
Adrianne Pasquarelli takes a look at the growing
Facebook ad boycott and where brands are
diverting their dollars. Pinterest and TikTok
are among the platforms that could gain at
Facebook’s expense.
In our Brand Playbook feature, Neff outlines
how brands should manage the growth of
employee activism.
And in “Five Questions With,” Creativity Editor
Ann-Christine Diaz discusses how the industry
can address racial inequity, with questions
answered by some of the industry leaders who
participated in our “Future of Creativity” week.
Plus, Simon Dumenco’s “Ad Age at 90” looks back
at the ‘1984’ launch marketing for Apple’s Mac.
Last week, Apple announced plans to switch to
using its own chips in the Mac. Some new Intelpowered Macs are still to come, but over the next
two years Apple’s ARM chips will find their way
into its own computers. 
—Jessica Wohl
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News The future of upfronts

The Week Ahead:
June 29-July 3, 2020

June 29
Ad Age hosts a virtual roundtable discussion on calls to reform
TV’s upfront season. Execs from Nestlé, Mastercard and
NBCUniversal will participate. RSVP here.
June 30
Joan Creative founders Jaime Robinson and Lisa Clunie join Ad
Age Remotely at 11:30 a.m. EDT to talk about how the agency is
thinking about diversity and inclusion.
Conagra Brands, which is reviewing its Mrs. Butterworth’s
brand and packaging, reports its fiscal fourth-quarter results.

Conagra is
reviewing
its Mrs.
Butterworth’s
brand after
a racial
backlash.
Courtesy
Conagra
Brands

News Consumers in crises

THE WEEK AHEAD: JUNE 29-JULY 3, 2020

ColorComm presents a daylong virtual
summit, ColorCommCON, featuring
sessions on representation, the role of chief
diversity officers and changes in consumer
behavior amid multiple crises. Speakers
include leaders from AT&T, Harper’s
Bazaar, Porter Novelli and Lilly USA.
The American Marketing Association’s
two-day Brand Smart Virtual Experience
conference begins. The BrandSmart Awards, celebrating
brands and agencies behind the year’s best brand marketing
campaigns that tie creativity to measurable results, will also
be unveiled.
Google’s web.dev Live begins. The three-day event focuses on
sharing tips on modern web development.

Soon Mee Kim,
executive VP,
global diversity
& inclusion of
Porter Novelli,
will speak at
ColorCommCON.
Courtesy
Porter Novelli

July 1
Enforcement for California’s Consumer Privacy Act begins.
Although the law went into effect Jan.1, the state’s attorney
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general said it wouldn’t
begin enforcement until
today. CCPA grants
California consumers
enhanced data privacy
rights and control over
their personal information.
General Mills Inc. raised
expectations for its fourthquarter results, which
it reports today. Thanks
to people stocking up
on cereals and other packaged foods for at-home pandemic
dining, the food marketer’s Nielsen-measured U.S. retail sales
soared 45 percent in March and 32 percent in April from the
prior-year periods.
Macy’s reports quarterly earnings for the period ended May 2.
The retailer last week announced 3,900 corporate job cuts as
it struggles during the pandemic. Macy’s will also be top-ofmind this week for its annual 4th of July fireworks. Displays
will erupt across all of New York City’s five boroughs this week;
they are unannounced and impromptu to prevent crowds.
July 2
Will the government’s report on June employment offer more
surprises? In the last jobs report (June 5), the unemployment
rate unexpectedly fell to 13.3 percent in May from 14.7
percent in April as the economy added 2.5 million jobs. U.S.
advertising, public relations and related services employment

Macy’s 4th
of July
fireworks will
go on, despite
its struggles
during the
pandemic.
Courtesy
Macy’s
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showed signs of stabilizing in May,
falling by “only” 900 jobs—following
a COVID-induced loss of 38,500 jobs
in April.
July 3
The U.S. stock market takes an early
Independence Day break following weeks
of heavy COVID-19 induced trading to
observe July 4th. The holiday will look a lot different this year,
but one tradition will carry on: Nathan’s Famous will still
conduct its Hot Dog-Eating Contest in Coney Island—but it will
be held inside at a private location with no fans allowed.

MORE
READING

Nathan’s
Coney
Island
Hot-DogEating
Contest will
be fan-free.
Bloomberg

These 11 brands are supporting the Black
community with their Pride campaigns
By Ilyse Liffreing

Apple’s privacy changes represent
‘tectonic shift’ for digital ad industry
By George P. Slefo
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News What you need to know

Trending
Complied by E.J. Schultz

A quick look at hot topics in the marketing, media and agency
industries. For more on these and other trending stories, visit
AdAge.com
Privacy play
Apple’s newest iOS update will cause headaches for brands and
media buyers because users must now give explicit permission
for app publishers to track them across different apps and
websites. Gadi Eliashiv, CEO at mobile marketing intelligence
company Singular, called it a “tectonic shift.”
Muted
Brands looking for advice from the Association of National
Advertisers on how to handle the Facebook ad boycott are out

Apple is
adding even
more privacy
features in an
iOS update.
David Paul
Morris/
Bloomberg
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of luck. The trade group is staying silent, citing antitrust laws
that it says prohibit it from doing anything to “suggest or infer
a boycott.” But pressure is rising, with groups including the
Anti-Defamation League making public pleas for advertisers
to partake in the boycott aimed at scolding the social media
giant for not doing enough to prevent the spread of hate
speech. Verizon and Unilever are among those companies
participating.
Disney on ice
Mickey and Goofy will stay in mothballs for a while longer
in California, where Disney delayed the opening of its theme
parks as coronavirus cases spike. The parks had been slated
to begin reopening on July 17, but now Disney says it won’t
even make a decision until after July 4. Whenever Disneyland
reopens, Splash Mountain will have a new look. The ride is
ditching its “Song of the South” theme because of negative
racial stereotypes, replacing it with “Princess and the Frog,” a
2009 film that featured Disney’s first Black princess.
Yeezus, Gap
Kanye West is bringing his Yeezy brand to Gap in a deal beginning
next year. The Friday announcement gave the struggling retailer
a much-needed pop culture boost, at least for a day, with even
TMZ weighing in, saying West “just might make Gap cool again.”
Quote of the week
“It might be back to home-school, and we want to make sure
we’re relevant, essentially no matter what happens,” Kohl’s
CMO Greg Revelle says on the latest episode of Ad Age’s
Marketer’s Brief podcast, on why the retailer shot a bunch of

TRENDING
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different creative for back-toschool season.

TRENDING

Tweet of the Week

Planting a flag
Impossible Foods keeps finding
new homes in the restaurant
world for its Impossible
Sausage. The plant-based
product last week joined the
breakfast lineup at Starbucks,
following its recent entry at
Burger King.
Number of the week
$100 million—the amount
raised by LeBron James and
business partner Maverick
Carter to form media
conglomerate SpringHill Company. It consolidates the duo’s
ventures into one entity, including marketing agency Robot

Advertisement
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Co.; Uninterrupted, a multimedia company that creates
unfiltered, first-person content from athletes; and production
shop SpringHill Entertainment. Investors include Elisabeth
Murdoch.
On the move
AT&T Chief Brand Officer Fiona Carter is leaving to become
Goldman Sachs’ first chief marketing officer. Longtime Deloitte
exec Andy Main will be Ogilvy’s next global CEO. Patrick
Lafferty, former U.S. president of mcgarrybowen, joined
agency network Acceleration Community of Companies as
chief operating officer.

LeBron
James lured
$100 million
to grow his
media empire.
David ‘Dee’
Delgado/
Bloomberg

In review
MDC Partners could be on the verge of losing a key
client as Nissan-owned Infiniti conducts a global
creative agency review. The Nissan-owned brand has
been parked at CPB.

MORE
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Gap taps Kanye West for Yeezy line to
debut next year
By Adrianne Pasquarelli

Burger King names Ellie Doty as chief
marketing officer for North America
By Jessica Wohl
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News Cash flow

WHERE BRANDS ARE
REDIRECTING THEIR
FACEBOOK DOLLARS
By Adrianne Pasquarelli

As the boycott against Facebook gained traction among
marketers including Honda, Unilever, Diageo and Verizon,
Facebook on Friday finally blinked, if only slightly.
CEO Mark Zuckerberg outlined plans to tackle disinformation
and label harmful content, the kind that has gone unchecked in
the past—including posts from President Donald Trump. But
almost immediately, the NAACP said Zuckerberg did not go far
enough, and that its pressure campaign would not end.
“Facebook is supporting hate, not ‘free speech’” Derrick
Johnson, NAACP president, said in the statement. “I am

Mark
Zuckerberg
testifying before a House
committee in
2019.
Andrew
Harrer/
Bloomberg
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incredibly concerned with Zuckerberg’s response ... Facebook’s
inactions are costing us lives.”
The NAACP’s response means the brand boycott will endure,
if not grow, putting Facebook’s competitors in a position to
capture dollars from brands exploring their options. And
the decisions by Unilever and Coca-Cola Co.
to extend their freezes beyond Facebook
‘There’s
into other social media companies adds a
probably others
new dynamic to the movement, which had
and so we can’t
previously focused only on Facebook and its
Instagram site. Unilever added Twitter to
just walk away
its freeze list, while Coca-Cola said it would
from every
pause spending on all social media platforms,
single vendor,
including YouTube, Snapchat and Twitter,
and we also
globally for at least 30 days. It didn’t say
can’t support it.”
where it might divert money, but an option is
Cara Lewis, Amplifi US
to pocket it, and focus on its own sites.
Other boycotting brands are exploring options
including Pinterest, Google and TikTok. A spokeswoman
from Eddie Bauer, which said that it was pausing advertising
on Facebook, says “we will be using those dollars to expand
our testing initiatives across the broader social landscape
including possible tests with Pinterest, YouTube, Snapchat,
TikTok and more.” Eileen Fisher, the sustainably-minded
womenswear brand, has stopped advertising with Facebook
and will be using that money for “a variety of channels such as
email, organic social as well as performance media,” according
to a spokeswoman.
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Another outdoors retailer, Orvis, has also suspended its
Facebook advertising through July. The company will use
a “significant” portion of those funds toward partnerships
with the Black and indigenous people of color communities,
the company says. Similarly, REI will also do more work with
nonprofit partners—the company recently announced two
$100,000 donations to the National Urban League and NAACP’s
Legal Defense Fund.
The North Face, which was the first major brand to announce it
was boycotting Facebook due to the platform’s stance on hate
speech, says it is looking at “other top priority partners such as
Google and Pinterest,” a spokeswoman says.
Patagonia says it’s too early to share plans. Unilever, which
spent $504,100 on Facebook and $790,000 on Instagram for
the three weeks ending June 21, according to Pathmatics, says
it plans to redirect spending. Unilever will also halt ads on
Twitter.

The North
Face was the
first major
brand to
announce
a Facebook
boycott.
Jeenah
Moon/
Bloomberg
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Several brands participating in the July boycott are already
trending down on their Facebook spend. Last year, for the week
ending June 25, The North Face spent $100,000 on Facebook;
this year, the company spent just $200, according to data from
Pathmatics. Similarly, Patagonia spent $800 on Facebook
for the week ended June 25 compared with
$40,000 for the period last year.
Many brands have curtailed their ad spending
during the pandemic, so year-over-year
comparisons are less valid than normal. Coke,
for instance, paused most paid advertising
during the first seven weeks of the pandemic,
before slowly bringing it back in mid-May.

“Facebook is
supporting
hate, not ‘free
speech.’”
Derrick Johnson, NAACP

Shifting dollars can be tricky, especially
for smaller brands. Michelle Riches, a senior social media
strategist for Pittsburgh agency Smith Brothers, says her team
is “advising clients on a case-by-case basis.”
“For some large companies (including the prominent
ones that are participating), shifting advertising spend is
straightforward and wouldn’t have a profound effect on
their revenue,” Riches told Ad Age. “For others, it’s a tougher
decision because it could seriously impact them during an
already difficult time.”
Will Campbell, CEO and founder of Los Angeles-based
Quantasy & Associates says his team recently guided a client
away from a Facebook campaign.
Campbell says the brand, which he declined to identify, was

News Cash flow

WHERE BRANDS ARE REDIRECTING THEIR FACEBOOK DOLLARS

considering Facebook for an ad campaign before the boycott.
When the boycott gained momentum, Campbell says the brand
questioned whether it should move forward with Facebook,
noting that some of its partners had joined in on the boycott.
“They questioned whether they should continue to advertise or
stick with partners that are boycotting,” Campbell says. “Our
advice was to align with the partners [in boycotting].”
The protest has not captured every brand and agency. Cara
Lewis, EVP of video investment at Amplifi US, said Facebook
is an important partner, echoing other executives on an Ad
Age panel discussing the NewFronts Friday. “There’s probably
others and so we can’t just walk away from every single
vendor, and we also can’t support it. So, I think, we need to all
work together,” she said.

Contributing: Lindsay Rittenhouse, E.J. Schultz
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Zuckerberg loses $7 billion as firms
boycott Facebook ads
By Bloomberg News

Coke ups ante, pauses all social spend for
at least 30 days, including on YouTube
By E.J. Schultz
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News Brand Playbook

HOW BRANDS SHOULD
MANAGE THE GROWTH
OF EMPLOYEE ACTIVISM
By Jack Neff

Employee activism has spread in recent weeks from Silicon
Valley to a wide array of brands. While Facebook faced highprofile employee opposition to policies on moderation of
Donald Trump’s posts and other issues, Esteé Lauder also
faced a petition from employees calling its financial response
to the killing of George Floyd inadequate and seeking the
ouster of board member Ronald Lauder for his contributions to
Trump’s campaigns.
National Football League Commissioner Roger Goodell’s
about-face regarding player protests earlier this month was
prompted by a powerful video from Black players orchestrated

Chris Smalls, a
fired Amazon
fulfillment
center employee, speaks
during a
protest at
Amazon.com’s
facility in
Staten Island
in May.
Photo credit
Image via
David Michael Nagle/
Bloomberg
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WHAT TO DO WHEN YOUR OWN STAFF REVOLTS

by a lower-level NFL social media employee. Marketing has at
best a limited role in preventing or responding to such revolts.
But marketing execs should be involved. Below, some tips on
how to deal with internal dissent.
Recognize the role of ‘brand purpose’
No concept has been more popular in
marketing over the past decade than brand
purpose. CEOs began focusing on values and
mission after the Great Recession began in
2008, says Leslie Gaines-Ross, a corporate
reputation strategist. “Employees took it to
heart and began really looking at whether
companies were living their values,” she says.
Social media made it easier to expose when
those words and actions diverged. And a
Weber Shandwick survey last year found 75
percent of employees feel it’s appropriate to
air grievances publicly.

“Employees
took [brand
purpose] to
heart and really
began looking
at whether
companies were
living their
values.”
Leslie Gaines-Ross,
corporation reputation
strategist

Welcome activism
Marketers should welcome employee activism, says Jim Stengel,
marketing consultant and former chief marketer at Procter &
Gamble Co., which has long advocated purpose-driven marketing.
“What are we afraid of?” he asks. Marketers who embraced
brand purpose over the past decade often cited expectations of
millennial employees. And some who did early, such as P&G or
Unilever, haven’t been beset by public unrest, Stengel notes.
Listen
Public outbursts probably won’t happen if management is

News Brand Playbook

WHAT TO DO WHEN YOUR OWN STAFF REVOLTS

listening, says Sharon McIntosh,
CEO of And Then Communications,
an internal communications
consultancy. It also pays to monitor
what employees are saying indirectly
on Glassdoor or other social media,
says Gaines-Ross, as well as actively
engaging employee affinity groups
and embracing the increasing
willingness of employees to take
issues straight to the CEO.
Meet them halfway—or more
When grievances do go public,
publicly addressing them with real
change does help. Esteé Lauder
didn’t toss Ronald Lauder off the
board, but it did increase donations
to social justice causes to $10 million over three years—double
what employees asked—and detailed a long list of measurable
staffing, advertising, supplier diversity and communications
goals well beyond what the original Change.org petition
sought. Organizers declared victory.
Consider using ads
It’s hard to believe that brands can spend and advertise their
way out of an employee revolt. But Amazon certainly makes
it look like they can. Amazon faced employee criticism about
worker safety conditions in March and April. Management
didn’t respond kindly, firing six employees for speaking out,

Protesters
demonstrate
outside the
Alphabet
Inc. annual
shareholders
meeting in
Sunnyvale,
California, in
June.
Photo credit
Image via
David Paul
Morris/
Bloomberg
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citing policies against disparaging the company.
But Amazon also said it will invest $4 billion in worker safety
and other COVD-19-related supply-chain improvements. Public
employee complaints have subsided. And with its supply
chain straining under the surge of digital pandemic shopping,
Amazon hasn’t needed to advertise for customer acquisition
for months. Almost all its ads address employee safety or
satisfaction. Those ads have scored very well with consumers,
says Gary Getto, president of testing firm ABX, with one
grabbing a 361 corporate reputation score—more than 3.6
times what a typical ad delivers—suggesting people are buying
Amazon’s message despite the prior bad press.

MORE READING

Condé Nast commits to
diversity in NewFronts
pitch

Hulu introduces
Spotify is testing a
transactional ad format feature that eliminates
in NewFront pitch
repetition in audio ads

By Jeanine Poggi

By Jeanine Poggi
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By George P. Slefo

5 Questions

AD LEADERS PROPOSE
SOLUTIONS TO BOOST
EQUALITY
By Creativity Editors

During Ad Age’s Future of Creativity Week, we asked ad leaders
about the best ways to achieve equity for underrepresented
groups in the industry. Answering are Geoff Edwards, a
co-founder of Saturday Morning; Briana Patrick, brand
strategist at Goodby Silverstein & Partners; Calmatic, director
at Prettybird; Lucas Crigler, associate creative director at
McCann Worldgroup; and Justin Gignac, co-founder of talent
platform Working Not Working.
What are the challenges of being a Black creative in the
industry?
Edwards: We don’t have the luxury of failure. We have to be

From Left:
Calmatic,
Lucas Crigler,
Geoff Edwards, Briana
Patrick, Justin Gignac
Illustration by Tam
Nguyen
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excellent. When we go up, our batting percentage has to be
over .700; when we’re shooting, our shooting
percentage has to be over 80 percent. I’m an
“It’s not up to the
art director that writes, I’m hybrid digitalpeople of color
traditional. I have to [be]. I don’t have the
choice not to.
in our industry
Can the industry be reformed, or do entire
processes have to be rebuilt?
Patrick: As a Black queer woman, we talk
about dismantling and rebuilding systems.
A lot of the big agencies we know today were
founded decades ago. We need to talk about
[their] employee handbooks, how are we
developing our culture. As we are asking
agencies not to be anti-Black, some of those
fundamental origin documents need to be
reexamined through this new lens.

to change this.
They’ve been
fighting this for
far too long, and
it’s time for us to
step up.”
Justin Gignac,
Working Not Working

In recent years there has been a lot of discussion about the
lack of diversity in directing. What can be done to help bring
more Black talent to the director’s chair?
Calmatic: There have been times when I’ve been on my
own sets, even for a Super Bowl commercial, and someone
mistakes me for a PA. The reason why is because you just don’t
see enough of us. I know of 40 other people that are just as
talented as me that should have these same opportunities.
There’s been plenty of times when I’ve seen a mood board from
an ad agency and they’re referencing images from my friends
who have never shot a commercial. Those people need to be
brought to the table.

5 Questions

AD LEADERS PROPOSE SOLUTIONS TO BOOST EQUALITY

What can white ad professionals do to support their
Black peers?
Gignac: White privilege very often comes with white
invincibility. [That could] be wielded very powerfully, where
if I speak out and call bullshit on something or call leadership
out for not doing enough, I’m just going to be the asshole that
was right. But if someone of color did that, they could be the
“angry Black woman” or the “angry Black man.” It’s not up to
the people of color in our industry to change this. They’ve been
fighting this for far too long, and it’s time for us to step up.
Mastercard’s “True Name” campaign allows transgender
individuals to put their chosen names on credit cards. (The
idea was born out of the real-world experience of Crigler, who
transitioned in recent years.) What are the benefits of brands
going beyond messages in their campaigns?
Crigler: It’s validating for us. We feel seen, we feel heard, we
feel accepted 100 percent. I’m hoping from an advertising
perspective that more brands can get behind actionable ways
to support us. We can all do our part. That’s an important
thing to remember—it only takes one person to start a ripple
effect in the entire community.
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YouTube sends personalized Brandcast
presentations to advertisers, shows
support for Black creators
By By Garett Sloane

Feature

An early focus
paid off, but P&G’s
top marketer
admits the company
is still too white
By Jack Neff

WHAT P&G GOT
RIGHT—AND
WRONG—IN ITS
DIVERSITY PUSH

P&G’s short
film “The Look”
illustrates the
unconscious bias
that plagues a
young Black man
in his daily life.
Courtesy
Procter & Gamble
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WHAT P&G GOT RIGHT—AND WRONG—IN ITS DIVERSITY PUSH

After the killing of George Floyd spawned global racial
unrest last month, many marketers were scrambling to find or
create relevant content or messages. It wasn’t easy. Pandemic
restrictions on production made new work difficult.
But not for Procter & Gamble Co., largely because it had
focused on diversity and inclusion programs and messaging for
years. The company’s experiences, including its missteps, offer
lessons for other marketers trying to overhaul their internal
processes and external communications amid pressure from
consumers who are demanding that brands do better.
P&G already had videos on racial bias including “The Talk”
and “The Look” ready to run on TV, which it did as the single
sponsor of a CBS News special in early June. The company had
two new short films from its two-year-old Queen Collective
partnership with Queen Latifah and Tribeca Studios on racial
bias issues ready to run on BET, alongside two prior films
launched the year before on Hulu. P&G already had a Take On
Race initiative launched a year earlier, giving it somewhere to

“The Talk”
shows
how Black
parents
discussed
racism
with their
children
over several
decades.
Courtesy
Procter
& Gamble
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direct people to send donations, get information or otherwise
take stands when it launched another ad, “The Choice,” asking
white people to go beyond just not being racist.
While some other marketers pulled back on Pride Month
efforts to focus on racial injustice, P&G continued on
both tracks, including the third installment in a branded
documentary series from CNN’s Great Big Story about
portrayal of LGBTQ+ people in advertising. And it had another
ad, “The Pause,” about the difficulty LGTBQ+ people have
introducing themselves or their partners, ready to go. P&G
also has launched a trilogy of ads about the disproportionate
impact COVID-19 has had on Blacks, Hispanics and women,
created during the pandemic via agency relationships or other
partnerships launched at least a year ago.
All these efforts came out within the past two months.
Having so much content ready at the right time helps prove
P&G was involved with racial justice well before it became the
topic du jour, says Wil Shelton, CEO of Wil Power Integrated

“The Choice”
asks white
people to use
their power
to put an end
to racism.
Courtesy
Procter
& Gamble
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Marketing in Los Angeles. “What you want to know is, did
Black lives matter [to them] before Black Lives Matter?” says
Shelton, a Black man whose multicultural agency focuses on
the beauty and grooming industries. “You want to know if
it’s authentic. And I do believe it, because I’ve looked at what
they’ve done.”
P&G also has been working on diversity and
inclusion marketing long enough to fix things in
subsequent iterations that didn’t work right the
first time. When people complained about fathers
being invisible in “The Talk,” P&G followed that
video with “The Look,” focused on a Black man.
“You’re going to make mistakes sometimes when
you step out,” Shelton says. “I’ve been consulting
with a lot of big brands and agencies, and they’re
so afraid to miss the mark that they don’t do
anything at all,” which he says is a bigger mistake.

“The
advertising
industry is
very much
like the film
industry—it’s
too white.”
Marc Pritchard, P&G

Trial and error has meant evolving from just seeking diverse
casting to making sure portrayals are accurate, says P&G
Chief Brand Officer Marc Pritchard. For example, when
Old Spice had Black men Isaiah Mustafa and Terry Crews
representing the brand starting 10 years ago, “It was funny to
some, but not to Black men, who found much of the work to be
sophomoric ‘fraternity’ humor,” Pritchard said last year at the
Association of National Advertisers Multicultural Conference
last year. Black people wanted to see Black men represented
accurately as sophisticated and smooth, he says. So the brand
hired its first Black female director, Millicent Shelton, who
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created a “Men Have Skin Too” campaign starring Deon Cole,
which Pritchard believes accomplished the goal, helping grow
the brand’s sales and share with Black consumers and the
general market.
Mustafa’s return to Old Spice earlier this year came alongside a
son, played by Keith Powers, working in a professional job as a
sophisticated counterweight to Mustafa’s over-the-top character.
Pritchard also credits a diverse marketing team on Old Spice
inside P&G. Still, he acknowledges the company is behind its
goals for representation of people of color at various levels
inside the company—numbers it doesn’t disclose publicly—
though he says P&G is much closer to where it wants to be on
gender representation. Pritchard last week said P&G has a
goal of 40 percent representation by people of color within its
employee ranks.
And for all brands now, P&G is reviewing marketing to ensure

In “The
Pause,”
members of
the LGBTQ+
community
discuss their
fears about
acceptance.
Courtesy
Procter
& Gamble
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not only diverse casting but also “accurate
representation,” he says.
“I was in a meeting the other day and I made
it very clear that I never want to see another
advertising storyboard that doesn’t reflect the
population we serve,” Pritchard said during a
recent media call introducing the latest Queen
Collective films. “And then I looked around the
room and said, ‘I never want to see another
meeting that doesn’t reflect the population that
we serve,’” he said, adding that “the advertising
industry is very much like the film industry—it’s
too white.”

“What you
want to know
is, did Black
lives matter
[to brands]
before
Black Lives
Matter?”
Wil Shelton, Wil Power

P&G’s agencies are making progress, and the company has made
progress in North America on gender and ethnic diversity in its
production crews, he says, but is far from where it wants to be.
“Look, none of us is perfect. We’re not even close,” Pritchard
says. “We’re better than we were, but we’re not where we want
to be. We own that. And we understand that. What we’re going
to do is double down a little further.”
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2020 Women to Watch Europe

Kathryn Addo

Group Account Director,
Wieden+Kennedy

Without Wieden+Kennedy Group
Account Director Kathryn Addo,
impressive projects like Facebook’s
“More Together,” an ambitious
global effort that set out to rebuild
consumer trust around the brand as
it grappled with privacy issues, and Nike’s first-ever German
brand campaign, which highlights the country’s next-gen
athletic heroes, may never have seen the light of day. “There
are lots of different nuances to how various agency-client
relationships work best, but at the core of them all has to be
trust and passion—on both sides,” Addo says. The two biggest
accounts aren’t the only things she’s juggling—she’s the mom
of a 2-year-old son and just gave birth to her second child.
Born in London to Ghanaian parents, Addo passionately
advocates for diversity in agency ranks. “The future of our
industry rests on whether we can be truly diverse in our
makeup, our culture and our output,” she says. “To do that
we simply need more people of color hired into our teams,
more people of color in positions of leadership, more inclusive
cultures where people of color feel valued and essential, and
a rethink of where we find talent and what we think it looks
like.” 
—Ann-Christine Diaz

Read the full
profile at
AdAge.com
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Nadja Bellan-White
Executive Partner, Ogilvy Group

Nadja Bellan-White was a digital
marketer before such a designation
really existed as VP-marketing at
Digitas at the turn of the millennium,
working on transformation of mobile
platforms. Now, as executive partner
of Ogilvy Group, WPP Team Unilever Leader for Dove and WPP
Team Lead for the Bill and Melinda Gates Foundation, she’s
working at making Ogilvy work with digital tools in a virtual
world.
From her London flat, Bellan-White, 51, led an Ogilvy team
based in Toronto and London that created Dove’s “Courage Is
Beautiful” ad in April honoring frontline health care workers.
It was created in a little over a week despite the massive
challenges of producing work in a pandemic, and was then
customized for countries around the world.
“We didn’t have time to be afraid,” says Bellan-White, a
former CEO of Ogilvy & Mather Africa. “There’s something
about having a single-minded purpose, and what mattered
to us around Courage wasn’t about anything other than the
stories of those frontline workers getting out.”

—Jack Neff

Read the full
profile at
AdAge.com
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Tania Boler

Founder and CEO, Elvie

Tania Boler set out to create a device
to help women strengthen their pelvic
floor in 2013. “It’s such a taboo issue, no
one was talking about it,” says Boler.
She’d spent years in public health, but
learned more about the issue after the
birth of her first child. “I’d never worked in business, I’d never
worked in tech. I saw a problem that needed solving,” says Boler.
The name Elvie, a play on the word elevate, came from a
competition and is meant to invoke the feeling of a trusted
friend. After all, that’s what “your most personal trainer”
does, Boler says.
After the app-connected pelvic trainer came a more discreet
breast pump. How discreet? A model sported one while
walking the runway at a 2018 fashion show. Elvie has also
placed giant inflated breasts on London rooftops and set
up pumping facilities at the CES trade show. Now, the Elvie
pump is a leading brand in the U.K. and U.S.
In 2019, Elvie raised $42 million, the most ever for a
feminine-focused technology company. Next up: launching
two new products and expanding into nine additional
countries. 
—Jessica Wohl

Read the full
profile at
AdAge.com

2020 Women to Watch Europe

Emine Çubukçu
CEO, Ogilvy Istanbul

Ogilvy Istanbul CEO Emine Çubukçu,
with 27 years of advertising, public
relations and lobbying experience
under her belt in Turkey and the U.S.,
is credited for her expertise in crafting
strategies into effective messaging.
Çubukçu began her career in Istanbul and then made her way
to New York and Washington, D.C., returning to her homeland
in 2008. In August 2017, she was appointed CEO of Ogilvy
Istanbul and last year led the agency to a breakthrough year.
Under her leadership, the agency’s net sales rose by 41 percent
and its operating profit soared 345 percent.
Çubukçu led Ogilvy Istanbul to pick up new assignments from
clients including the Turkish Tourism Board, Vavacars and
Revo Capital—wins she said “were not easy” but came from
“our companies’ trustworthiness both at a business level
and individual level.” Çubukçu has a background in sociology
and says it remains “the backbone of what I do. Sociology is
critical in helping me understand social life, social change
and the social causes and consequences of human behavior
through which I am able to give guidance, advice and make
the right decisions,” she says. 
—Lindsay Rittenhouse

Read the full
profile at
AdAge.com
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Alexandra Evan

VP, Publicis Conseil

As VP of Publicis Conseil since July
2019, Alexandra Evan oversees the
Paris-based agency’s account and
strategy teams. She also brings a
multicultural and international
perspective that helped the shop win
new business from the likes of Coca-Cola and Castorama in
the past 12 months.
Trilingual Evan grew up with a Colombian mother and
Scottish/Lebanese father. Her father’s job as an international
government advisor meant constant travel, living in Latin
America, the U.S., U.K. and Spain, and she attended 10 schools
prior to high school, which she believes gives her a unique
perspective. “To survive in school, and fit in with all kinds of
different people, you adapt very fast, she says.”
Starting in New York at Y&R, then working internationally
with DDB, Evan became managing director at BETC Paris and
was subsequently hired by Publicis. In 10 months, Evan has
developed new initiatives including the “Positive Academy,”
which encourages clients to put sustainable behavior on the
agenda for branding and marketing, and “Cultural Jams,”
a program that puts social data, art and science together to
decode the way a culture evolves. 
—Alexandra Jardine

Read the full
profile at
AdAge.com
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Jane Evans

Founder, The Uninvisibility Project

Jane Evans saw herself and female
colleagues of a certain age being
written out of the ad industry. So she
founded The Uninvisibility Project in
2019 to show agencies and brands that
they should not ignore older women
as they cater to younger cohorts. “Women over 50 buy 47
percent of everything,” says Evans. Yet despite years of
skills, she adds, “we fall off a career cliff.”
Evans collaborates from her London home with women
around the world. “I’ve been running this as my side hustle
with the aim of making it my whole hustle,” she says.
And hustle she has. Evans began her career in London,
snagging a job at Leagas Delaney at the age of 19 and later
moving to Australia to work for J. Walter Thompson in
Sydney. That’s where she founded Giant Leap, an agency
whose work included the launch of James Squire beer and
campaigns for the likes of Maserati and Revlon.
The Uninvisibility Project’s network is “deliberately small”
for now, Evans says. The group signed its first big client, a
brand in the cosmetics sector, in early June.  —Jessica Wohl

Read the full
profile at
AdAge.com
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Townsend Feehan
CEO, IAB Europe

Navigating the complexities of the
European Union’s Global Data Privacy
Protection law, also known as GDPR, is
littered with both technical and legal
challenges. Townsend Feehan, CEO at the
Interactive Advertising Bureau Europe,
managed to do just that after the trade body developed and
released the Transparency and Consent Framework. It was the
largest cross-industry initiative of its kind.
Privacy laws such as GDPR are extremely nuanced and can
change at a moment’s notice. Feehan not only spearheaded the
IAB’s efforts to make sure its framework was up to compliance,
but also fair to the organization’s diverse group of members.
“We are helping thousands of websites and their technology
partners comply with the world’s most demanding and
prescriptive privacy and data-protection rules,” Feehan says.
“I personally think the next big challenge for the digital
advertising and marketing industry is climate change. We
need to assume responsibility and begin to address our share
of the large and rapidly growing environmental footprint of the
internet. I hope IAB Europe can take a leadership role here, as
we are trying to do with consumer privacy.”  —George P. Slefo

Read the full
profile at
AdAge.com
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Camilla Harrisson

CEO and Partner, Anomaly London

Camilla Harrisson has run Anomaly
London since 2014, but it’s in the past
12 months that her agency has really
become a player to contend with. It
won major global pitches including
Diageo’s Johnnie Walker and
Vodafone, oversaw a redesign of the Unilever master brand
and has even, as she puts it, so far “crushed it” in lockdown,
winning major new business including Mini’s global account.
It’s the culmination of six years of hard work for Harrisson,
who has taken Anomaly from a staff of just 11 to more than
100 and overseen a creative renaissance that has included
purpose-led work such as a highly acclaimed anti-obesity
campaign for Cancer Research UK. She says the key was
to first establish the agency, once seen as U.S.-centric, as
a strong local player and then attract the kind of talent,
particularly in design, that has landed it global assignments.
“For me, it’s about bringing in talent that is global and
progressive and helps everyone be better,” Harrison says.
—Alexandra Jardine

Read the full
profile at
AdAge.com
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Jo Kelly

Director, News and Sport, EMEA,
Twitter

When a broadcaster or media company
in EMEA wants to collaborate with
Twitter, they come to Jo Kelly. In
her nearly three years at the social
platform, Kelly has worked her way
up, moving from the head of news to
director of news and sports partnerships.
By bringing exclusive live content to the platform through
partnerships with companies including BuzzFeed and
Eurosport, Kelly has boosted revenue by more than 300
percent. Her goal: To convince brands of the benefits of
connecting with Twitter audiences. Kelly also leads Twitter
Women across EMEA, the platform’s internal resource group
that supports gender equality and women advancement.
A former editor at the Mirror Online, Kelly has used her
experience in media to guide her career, but says the path
hasn’t always been easy. When she initially made the leap
from print to digital, Kelly had to take a significant pay cut,
add on more hours and receive much less respect in return.
Now, she can look back in relief: “By taking that risk, I
managed to position myself at the forefront of the industry and
so much of the change which came after.” 
—Ilyse Liffreing

Read the full
profile at
AdAge.com
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Kalie Moore

Co-founder, The Story Mob

There was a void in the esports
communications market, and The
Story Mob co-founder Kalie Moore
was in a prime location to see it. As
head of communications at BITKRAFT
Esports Ventures, Moore advised the
fund’s portfolio companies on who to hire freelance, but no
one stood out in esports PR.
Moore and her fellow female co-founders launched The Story
Mob — the world’s only communication consultancy focused
solely on esports at the time. “We are all avid gamers or
spectators. So we know the language,” she says.
Now after two years with The Story Mob, Moore says she’s
leaving the company this month as she begins building a
European-based wellness brand. Moore says she loves the
early stages of building companies and has ambitions to move
into venture capital and focus on funding diverse founders.
She will continue to work in digital entertainment—leading
communications for several clients in esports, gaming and
digital entertainment—but has a desire to do more since
becoming a mother last year. 
—Luke Guillory

Read the full
profile at
AdAge.com
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Suzie Nguyen

Managing Director, Optimist

Portland, Oregon native Suzie
Nguyen found her professional voice
by blending “creativity, business and
empathy.” Perhaps that’s an approach
that comes naturally for someone
who started out as a research chemist
before jumping into an advertising career.
Nguyen is managing director at experiential agency Optimist
in London, which she helped to found after steering the
company’s Los Angeles headquarters for six years. Under her
leadership, the agency created campaigns for Google Pixel 4,
in which the phone came as the prize in a cereal box, as well
as a Google-powered experience for John Lewis, turning the
retailer’s Oxford Street flagship into a carnival. Nguyen was
also instrumental to Optimist being named creative agency of
record for ŠKODA and brand experience partner for UberEats.
Nguyen gives back as a mentor to young women and recent
grads through a program she founded, “Women in Progress.”
As a first-generation Vietnamese-American, she says she’s
“hyper-aware” of what it feels like to be “different,” and
wants to “lead by example; to be inclusive and empathetic,
to champion the spirit of learning what you don’t know and
absorbing it as fast as you can.” 
—Ann-Christine Diaz

Read the full
profile at
AdAge.com
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Irene Nikolopoulou
Co-CEO,
Wunderman Thompson Athens

Irene Nikolopoulou, who runs
Wunderman Thompson’s Greece
operations, is focused as much these
days on human rights initiatives and
fighting discrimination as securing
clients. Wunderman Thompson Athens,
part of WPP, is know for its work with Vodafone, Greek grocer
Vassilopoulos and bottled water company Chitos.
This month, Nikolopoulou will be on a panel discussing
corporate responsibility at a conference on human rights in
business. “Even in 2020, there is a problem, a systemic one,”
Nikolopoulou says. “And it will remain so, unless we face it
and deal with it, provoking a systemic change. The moment
we accept that it is not just about feminism or racism but it is
about human rights, then we will have ignited the change.”
The civil rights discussion might have intensified because
of events in the U.S., but Nikolopoulou’s leadership has been
challenged by COVID-19, too.
“I took advantage of the available time, to participate in more
meetings with our clients, discuss the situation ... helping
them adapt their purpose and strategy to be more relevant
and present to their customers,” she says. 
—Garett Sloane

Read the full
profile at
AdAge.com
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Ally Owen

Founder, Brixton Finishing School

Ally Owen has a quick answer for
anyone suggesting they can’t find
diverse talent. “Bollocks,” says the
London resident. “It doesn’t have to be
your excuse anymore.”
Owen is founder of Brixton Finishing
School for Digital Talent, which trains young people from
underrepresented communities at no cost via a 10-week digital
accelerator. Sponsors include R/GA and Clear Channel. Brixton
placed 32 graduates in jobs in the past 18 months.
She founded Brixton after working at companies including
Yahoo and content agency John Brown Media. While running
big brand partnerships for the Daily Mail, Owen became upset
that Mail Online ran columns from Katie Hopkins, known for
her anti-immigration views. “She was everything that me and
my community weren’t—and the fact that I, through my work,
was fuding her, just led me to think, that is it.”
She founded Brixton in 2017 with funding from a digital
marketing agency she runs called Hoxton United. Brixton
started a virtual program with some 250 students. “If
anybody says to me I couldn’t find a diverse candidate for my
entry-level job, I can say, I’ve got 250 of them.” —E.J. Schultz

Read the full
profile at
AdAge.com
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Nicky Palamarczuk
Head of Social and Influence, VCCP

Two and a half years ago, VCCP’s
Nicky Palamarczuk was diagnosed
with breast cancer when her daughter
was just 1 year old. Palamarczuk, who
leads VCCP’s social team as the head
of social and influence, had to pause
everything for six months for intensive treatment. After such
a life-altering incident, it wasn’t easy to simply return to
work and continue where she left off.
Understanding that she’s not the only one, she founded the
Back to Work After… event series where high-profile speakers
from media and communications companies talk openly
about returning to work after dealing with often taboo
topics, such as cancer scares, miscarriages, addictions or
menopause, with all proceeds going toward organizations
supporting those causes.
“I don’t think people are open enough about how these topics
affect who they are at work,” says Palamarczuk. She wasn’t
sure people would want to pay to hear people talk about
cancer or miscarriages, but when the events began to fill up
with people she had never seen before, she knew she was
“actually on to something.”
—Ilyse Liffreing

Read the full
profile at
AdAge.com
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Carol Starr

Managing Director, Northern Europe,
Rubicon Project

Shortly after graduating college in
2010, Carol Starr, now a managing
director of Northern Europe with
Rubicon Project, declined a job offer to
work at a large social media company
in favor of a career in ad tech—a field
she admittedly knew nothing about. “I committed to training
myself to be technical and analytical, and I got the job,” she
says. “The key learning experience for me was that taking
risks makes us feel a little bit uncomfortable, but it can be a
great conduit to push ourselves forward in new directions.”
Starr continues to buck trends today, spearheading an allwomen team in a field that is largely dominated by men.
Through her leadership, Starr laid the foundation for a new
header bidding strategy to capture market share in Germany.
In just one year, the team went from working with 20 percent
of the top publishers to more than 90 percent today.
Beyond her leadership, Starr is also quite likable: Earlier this
year at the NEO IO Awards in Berlin, Starr won an award
from her peers for having the best personality—beating all
other candidates—all of whom happened to be men.
—George P. Slefo

Read the full
profile at
AdAge.com
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Rebecca Swift

Global Head of Creative Insights,
Getty Images

Advertising and fashion photography
has long been a man’s game, shot
for a male audience. Getty Images
and Dove set out to rectify that with
“Project #ShowUs,” an initiative to
diversify stock image offerings led by
Getty’s Rebecca Swift that introduced more than 170 female
photographers from 39 countries to the industry. “Being able
to work with them and inspire them to create great work, and
to get that out into the marketplace and see them get paid and
pick up other jobs—you’re kind of creating this entire legacy
which you can then lean into to bring on other partners,”
Swift says. The database has more than 10,000 assets that
have been used by more than 2,500 customers and businesses
in 60 countries.
“This is creating thought processes around how we might do
other work and how we can help other organizations be more
forward-thinking and more thoughtful about the imagery
that they’re choosing,” Swift adds. “I’m the most senior
female creative at Getty Images, so it gives me a lot of pride to
be able to stand up and be a leader in this way.”
—I-Hsien Sherwood

Read the full
profile at
AdAge.com

2020 Women to Watch Europe

Renee Vaughan
Sutherland

Founder and Host, Greater Than 11%

Renee Vaughan Sutherland heard
an eye-opening stat at a May 2018
event: Only 11 percent of women held
the title of creative director in the U.K.
media and communications industry.
Vaughan Sutherland says she left the
event feeling the need to do something.
That birthed her weekly podcast, Greater than 11%, which
features female guests, explores different roles and
opportunities within the industry and promotes the
industry’s diverse female voices.
Vaughan Sutherland says these voices are already within the
industry, but that gender identity, race and class work against
creatives, and that diversity is not reflected in leadership.
The issue is not solved by just encouraging a more diverse
industry, she says, but by creating a pipeline for them to
succeed once there.
“I don’t feel it’s about encouraging more women, people of
color, gender non-conforming people into the industry. It’s
about employing and promoting us,” she says. “Because then
we create that waterfall effect. So employers, work a little bit
harder.”
—Luke Guillory

Read the full
profile at
AdAge.com
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Amy Williams

Founder and CEO, Good-Loop

Amy Williams left the agency world
when she realized the relationship
between consumers and advertisers
had been eroded. ”I wanted to do
something I was proud of,” she says.
So she embarked on a nine-month trip
to Argentina, where she spent time working in a soup kitchen.
There, Williams witnessed feeding 30 children on what would
amount to little more than $10, making her realize how much
can be done with so little.
Good-Loop, an ethical advertising tool, was born out of
Williams’ desire to rethink how brands communicate with
consumers around social purpose. The company allows
consumers to choose a charity to donate to for free if they
watch an ad. Good-Loop’s clients have included Toms,
Unilever and Nestlé, among others, and the company
expanded to the U.S. earlier this month.
Amid the coronavirus pandemic and social unrest, Williams
says what has emerged is an outpouring of kindness and
evidence that brands want to help. Good-Loop created a
COVID-19 version of its product where watching and engaging
with an ad can fund frontline initiatives.
—Jeanine Poggi

Read the full
profile at
AdAge.com
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Jane Wolfson

Chief Commercial Officer, Hearst UK

Jane Wolfson says that work under
quarantine has been intense but
productive. “I’ve coped remarkably
well with it, I think,” Wolfson says
from her London home. And just as
she’s commenting on her ability to
make work work at home, Wolfson is interrupted by her
8-year-old daughter checking in on her Zoom call.
It’s a sign of the times: families are now co-workers. Wolfson
says she spends most of her time on video conferencing, up to
seven hours a day.
Wolfson, chief commercial officer at Hearst UK, manages a
team of approximately 130 people. She misses walking the
floor and seeing her team face-to-face.
Still, Hearst UK has kept humming even with Wolfson and
her team working remotely. In April, Wolfson helped stand up
a new creator network, which she called a quick turnaround
studio for branded content that links advertisers and digital
talent. “Work has been intense, but in a good way,” Wolfson
says. “The pace that things are moving is much quicker
probably for everyone because it has to be.”  —Garett Sloane

Read the full
profile at
AdAge.com
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Zeynep Yalım Uzun
Chief Marketing Officer, Arçelik

Zeynep Yalım Uzun was always
interested in human behavior. But it
wasn’t until after attending college—
where she majored in psychology and
economics at Agnes Scott College in
Atlanta—at a dinner with a Unilever
marketing exec that she discovered the behavior of marketing
and how messaging can influence purchase decisions. She
switched careers from human resources to marketing, taking
a job at Unilever in 1992, and hasn’t looked back.
“Marketing in my opinion is all about behavior and how you
can change it,” says Uzun. “How you can affect it, influence
people’s choices—that’s what it was for me and I started
loving it.”
Three years ago, Uzun joined Arçelik, the Turkey-based home
appliance and electronics company, where she has a team
of 2,000 staffers globally marketing brands including Beko
and Grundig. For the company’s Beko brand, Uzun debuted
the “Eat Like a Pro” campaign in 2017, with creative partner
McCann Europe, as part of a push to eradicate childhood
obesity. Now, during the pandemic lockdowns, that campaign
has evolved into “Live Like a Pro.”
—Adrianne Pasquarelli
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Courtney Benedict
Senior Director of Marketing,
Miller Lite

When Bud Light picked a fight with
Miller Lite in its 2019 Super Bowl ads,
Courtney Benedict was not about to
let the attack go unchallenged. She
helped orchestrate a response ad
that co-opted Bud Light’s Dilly Dilly
kingdom with a copycat version that ends with an actor
playing the Bud Knight grabbing a Miller Lite. Its kicker: “In
the real world, more taste is what matters.”
The approach is emblematic of the new energy Benedict
has injected into the brand, which includes quick-response
marketing that plays into current events. To reach young
adult drinkers, Lite has “to be relevant to their lives, and our
approach for doing so is to move at the speed of culture,” she
says. Benedict was also behind a campaign that encouraged
drinkers to unfollow Miller Lite on social media as Lite
positioned itself as the “original social media.”
Benedict, who joined Molson Coors in 2014 after a stint at
Unilever, has a big fan in Molson Coors Chief Marketing
Officer Michelle St. Jacques, who calls her “a force to be
reckoned with in marketing. She has a strong gut and
intuition for her brands.” 
—E.J. Schultz

Read the full
profile at
AdAge.com
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Daria Burke

Chief Marketing Officer, JustFab

As a young child, Daria Burke enjoyed
creating her own fashion magazines,
complete with outfits and stories, so
it was not surprising that she ended
up pursuing the ultimate storytelling
career as a marketer in retail. As chief
marketing officer at JustFab, Burke is responsible for driving
global brand awareness and marketing at the digitally native
shoe seller. Though she joined the El Segundo, California-based
company—which is owned by TechStyle Fashion Group—late
last year, the Detroit native is already working to streamline the
brand’s data science and media measurement divisions and to
diversify its influencer marketing program. Burke’s background
at L’Oreal, Esteé Lauder and Facebook positioned her well for the
task, despite the retail challenges from COVID-19. She and her
team of 75 handle the bulk of JustFab’s advertising in-house.
“Another area of focus for us is how our brand is going to
stand as a champion of change and what that means to
support and amplify messaging around women, around
social justice issues and the things that we care about as a
broader society,” says Burke, who founded Black MBA Women,
an organization to further women in leadership, while at NYU
Stern eight years ago.
—Adrianne Pasquarelli

Read the full
profile at
AdAge.com
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Elizabeth Campbell
Senior Director of Cultural
Engagement, McDonald’s U.S.

In her 16 years at McDonald’s,
Elizabeth Campbell has pushed to
switch roles roughly every two years. “I
basically wrote a development plan that
allowed me to do that,” says Campbell.
Her drive is partly fueled by watching
her mother earn her high school diploma in her 70s. “There’s
nothing that people can tell me that I can’t do,” she says.
As senior director of brand and menu strategy, she helped
launch delivery in the U.S. with plans such as a one-cent
Big Mac offer. Collaborating with UberEats, Grubhub and
Doordash pushed the Golden Arches to become more nimble.
“It was probably the most challenging time, because it was
reshaping the way McDonald’s thinks internally,” she says.
In her current role since November, Campbell gets to shape
the chain’s social voice. “We’re not always going to get it
right,” Campbell says. “It’s about how fast we can adapt and
learn.” This year she’s strategized on details such as the notes
tucked into more than 12 million Thank You Meals served to
first responders and then on McDonald’s Black Lives Matter
messaging. “What I call what is happening right now is a
cultural revolution,” she says. 
—Jessica Wohl

adage.com/
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Mona Gonzalez
Managing Director,
Pereira O’Dell New York

Mona Gonzalez joined indie bicoastal
creative shop Pereira O’Dell’s San
Francisco office nearly six years ago.
After two years on the West Coast,
she moved over to the agency’s New
York office and last July took the
helm as its managing director—deservedly so. After she
was named managing director, Gonzalez led the agency to
generate 10 account wins in 100 days, including the Central
Park Conservancy, Pillsbury and three AB InBev brands. In
the past six months, the shop has seen 23 percent growth in
new revenue. Gonzalez has led several impactful decisions
during her time with the agency that have improved not just
the profitability of Pereira O’Dell but its culture. After her
maternity leave in the spring of 2019, Gonzalez spearheaded
a new progressive parental leave and return policy. After
COVID-19 forced the cancellation of traditional internships,
Gonzalez reinvented Pereira O’Dell’s program to go virtual
in an initiative she dubbed “Save the Internships.” Gonzalez
says empowering employees to feel they can make the change
they want to see at their companies is critical, and it’s why
she “will stay at and why I believe in” Pereira O’Dell. 
—
Lindsay Rittenhouse

Read the full
profile at
AdAge.com
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Flávia Guetter

Social Media and Digital Marketing
Manager, Burger King

Flávia Guetter, originally from Brazil,
studied in the U.S. as a high school
exchange student and earned her
bachelor’s degree from the University
of Miami. After working for AnheuserBusch InBev in Brazil, she aimed to
snag a job at Burger King, which is owned by 3G Capital, an
investment firm that also has ties to the brewer.
“When I moved from Brazil to the U.S., the first place I applied
to work at was Burger King, because I was within the 3G
culture. It seemed to me like a great fit,” Guetter says. She
didn’t get a chance at Burger King, and worked at Samsung
for two years on strategy in the Caribbean before landing at
Burger King in 2018. “I was very aggressive with that dream I
had of working at BK, and I finally got it,” Guetter says.
Since then, Burger King has been showing off more social
media savvy. This year’s “The Moldy Whopper” showed the
stomach-churning transformation of a Whopper left out to
rot, which was intended to highlight BK’s decision to cut
artificial preservatives. And 2019’s “Real Meals” promoted
mental health awareness, saying “no one is happy all the time.
And that’s OK.” 
—Luke Guillory

Read the full
profile at
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Julie Haddon

Senior Vice President of Global
Brand and Consumer Marketing, NFL

Football is broadening its appeal.
Under Julie Haddon’s leadership, the
NFL’s marketing team has helped
expand the fan base, which is now
47 percent women—an all-time high
for the sport. The league’s 100th
anniversary spot during Super Bowl LIII featured a cavalcade
of NFL athletes from across six decades of the game, but the
ball ends up in the hands of 15-year-old Sam Gordon, who
founded the first all-girls tackle football league.
“It’s very notable and purposeful,” Haddon says. “She runs
with the ball off into the future because the next hundred
years very well should have a woman in it. Our fans like to
see themselves in our work.” Haddon also co-produced “A
Lifetime of Sundays,” a documentary featuring the league’s
few female team owners, and brought actor Regina King
on board to narrate the film. She is also the founder and an
executive sponsor of NFL Pride, the league’s LGBTQ affinity
group. “I said we should be in the parade,” Campbell says.
“We should be making a statement. We should be showing up
strong as an advocate of the community.” —I-Hsien Sherwood

Read the full
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Whitney Headen
CEO, 19th & Park

As the head of 19th & Park, one of
the first Black woman-owned and
operated agencies, Whitney Headen
has upended the agency model. She is
a champion of true diversity, thinking
about inclusion in every aspect of
business. She’s also passionate about mentoring the next
generation. Headen created the program The Life Currency,
which focuses on professional and skill development in young
women. Growing up in Virginia, opportunities were far and
few between, “and not everyone is as crazy as me to drive to
another city and jump in,” says Headen. Her goal is to level
the playing field by leveling access.
Headen never had any intentions of becoming an
entrepreneur. But during her time climbing the ranks in
digital marketing and sales, she realized she wasn’t able to
service clients the way she truly wanted to under someone
else’s brand. “I would have to leave to implement the change I
wanted to see in-house,” she says. 
—Jeanine Poggi

Read the full
profile at
AdAge.com
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Larisa Johnson

Head of Brand and Influencer Media;
Senior Director, Twitch

In 2018, when Twitch began to invest
in marketing, Larisa Johnson was one
of the gaming streaming platform’s
first hires. She was charged with
no small task: Make Twitch into a
household name. She has certainly
accomplished that. Today, the platform has 17.5 million daily
visitors and 4 million streamers.
In building out the platform’s media marketing, Johnson
has established her own in-house team, brought on agency
partners, added influencers into the mix and helped lead the
platform’s first brand campaign that showcased Twitch’s
diversity beyond gaming.
Johnson’s media strategy has included growing the number
of diverse streamers on the platform and amplifying those
already there. A content partnership with Bustle, for example,
highlighted female streamers. “There’s always new content
and talent emerging and as a marketer, it’s our job to amplify
those voices,” Johnson says. Making advertising measurable
is another key objective. She recently partnered with Clear
Channel Outdoor to track whether OOH could deliver website
visits and conversions. 
—Ilyse Liffreing

Read the full
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Siobhán Lonergan
Former Chief Brand Officer, Thinx

It stood out for its boldness: The
60-second commercial, for feminine
hygiene brand Thinx, imagined a world
where men menstruate, too. Siobhán
Lonergan, who as Thinx’s chief brand
officer worked with BBDO to create the
spot, cites it as one of her major accomplishments at Thinx,
where she worked for three years before being laid off in a
round of coronavirus-related downsizing last month.
“We reached a huge audience,” she says of the spot, which
earned 58 million impressions and a Webby award. “MENstruation,” along with other initiatives like a “Bleeding Tour”
where the Thinx truck traveled cross-country and a new sex
blanket product, helped further the company’s mission of
breaking taboos around subjects like periods and feminine
care, Lonergan says. The Irish-born executive earned her
marketing chops working at agencies on brands including
Ireland’s Ballygowan mineral water.
Now, she’ll apply her learnings from Thinx to a new role.
“My goal is to balance my experience with big brands and
entrepreneurial approach to brand building with a company
in growth mode,” she says. 
—Adrianne Pasquarelli

Read the full
profile at
AdAge.com
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Surbhi Martin

VP-Marketing,
Danone North America

Two weeks into her job as VP of
marketing for Danone North America,
Surbhi Martin met with her agency,
Lightning Orchard. “The conversion
quickly went to how frankly bored
I felt with yogurt marketing,” she
recalls. “We had not done anything disruptive across our
brands in quite a while.”
That’s no longer a problem. Under her leadership, Danone’s
Oikos Triple Zero yogurt drew buzz with its #YoGlutes
campaign that paid tribute to the rear ends of National Football
League players, including Saquon Barkley, set to the soundtrack
of “Bubble Butt.” The spot, which ran during the livestream of
the 2020 Super Bowl, drew more than 25 million online views.
Martin also leads Two Good low-fat yogurt, whose marketing
includes support of organizations that fight food waste.
Martin, who is of Indian origin, says she has a growing
awareness of stereotypes the industry places on women of
color. She cites the phenomenon of “just not feeling as heard
or as visible, and maybe it’s because tonally your posture is
to be more hesitant or suggestive versus assertive,” but “I’ve
learned to evolve my style in a way that feels authentic to me.”

—E.J. Schultz

Read the full
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AdAge.com
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Rona Mercado

Senior VP of Accounts, Cashmere

Rona Mercado had a thriving career
in entertainment—working at an
independent record label with artists
including Snoop Dogg and Wu-Tang
Clan and creating campaigns for
major motion pictures—when she
decided to leave it behind to help start Cashmere in 2003.
Since then, she’s helped grow the agency from a four-person
shop in Venice Beach to a 90-person creative collective.
Today, as senior VP of accounts at Cashmere, Mercado
plays a vital role in cultivating the agency’s growing roster
of brands that includes Google, Amazon, Apple TV+, Lego,
HBO, BMW and Jack in the Box. In 2019, she led Cashmere,
Ad Age’s Multicultural Agency of the Year, to 100 percent
revenue growth. Understanding early on she had to adapt the
business in the wake of the pandemic and create new streams
of revenue, Mercado launched a virtual experiences division
rooted in social and culture called “Nice Sweater.” She also
serves as a role model within the agency and has an award in
her honor: The Rona Mercado Award, given to one employee
each year who went above and beyond for Cashmere.

—Lindsay Rittenhouse

Read the full
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Laura Molen

President, Advertising Sales &
Partnerships, NBCUniversal

Laura Molen knew she wanted to sell
TV ads when, during a career fair she
attended while studying at Syracuse
University, she watched NBC present its
upfront sizzle reel to the college students.
Molen started her career at Turner
when Ted Turner was married to Jane Fonda, who was vocal
in the need to have more women at the company. “I saw that as
an opportunity, so when jobs opened I pitched every one,” she
says.
Molen says she was always inspired to move into areas of
change, which led her to jobs in cable TV at a time when
everyone wanted to be in broadcast. She helped launch UPN
and later Spike TV.
Molen joined NBCU in 2013, overseeing sales of its cable
networks. She was promoted to lead all of ad sales alongside
Mark Marshall in November 2018 and expanded her role this year
to oversee ad sales of NBCU’s new streaming platform, Peacock.
Molen is passionate about advocating for the accurate
portrayal of women and girls in all media and has worked
with the Development School for Youth NYC to help break the
cycle of poverty. 
—Jeanine Poggi

Read the full
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Michele Morales

VP-Design Director, FCB

Michele Morales is a rare
combination of designer and art
director, having worked at a sixperson design shop before becoming
VP-design director of FCB Chicago.
“Being in an agency setting, I had the
opportunity to marry the craft and detail focus of the designer
with this conceptual side that I have,” says Morales.
She designed the 853-page “Gun Violence History Book” for the
Illinois Council Against Handgun Violence, spanning 228 years.
It was “quite literally thick enough to stop a bullet,” Morales
says of the book, which won three Gold and three Silver Cannes
Lions.
Morales also helped bring Blue Bunny Ice Cream from its
small-town Iowa roots to a Soho pop-up experience that
brought in 26,000 people and generated more than 442,000
impressions.
She’s been at the center of FCB’s 3% Movement effort,
designing a space for inclusivity to foster conversations,
and worked with Chicago’s “After School Matters” program
to lead workshops introducing teens from diverse
neighborhoods to advertising and design careers. —Jack Neff

Read the full
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Sadie Novello

Chief Content Officer, GIPHY

Sadie Novello originally joined
GIPHY, the world’s largest GIF search
engine, in 2018 to lead the company’s
in-house production studio. But
since her promotion to chief content
officer, her role has become more
multifaceted. “I’ve had the opportunity to take on so much
more—adding content, partnerships, marketing and PR,
and a lot of company-wide operational work,” Novello says.
Under her leadership, GIPHY Studios tripled its project load,
creating content for REI’s “#OptOutside” campaign, stickers
for Starbucks’ pumpkin spice latte season and GIFs for
Wells Fargo’s NBA Finals campaign. She also launched the
company’s first employee resource group, GIPHY ID, which
leads diversity and inclusion efforts. To that end, Novello
was instrumental in removing the company’s college degree
requirement, removing a barrier to a talent pool that had
previously been shut out. A mother of three, she has also been
vocal in positioning family commitments as strengths rather
than barriers to work and productivity. “It has been such
a gift to work with incredible people and get to stretch my
skills in so many directions,” Novello adds.

—I-Hsien Sherwood

Read the full
profile at
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Stephanie Perdue

VP of Marketing,
Chipotle Mexican Grill

Stephanie Perdue began her career in
entertainment at Fox, then moved into
the restaurant industry and hasn’t
looked back.
“The intensity and the agility and the
creativity of the restaurant industry
has really been integral to who I am as a marketer,” Perdue
says. “There’s so many dynamics, from digital to physical
locations. It just makes it an exciting industry to be a part of.”
Perdue says the changes required by brands during the
coronavirus pandemic called for a “radical shift.” Going all-in
on digital ordering, mobile ordering and carry out required a
shift in the entire marketing plan. The loss of live sports and
live music required even more changes to Chipotle’s strategy.
The brand shifted further toward digital, streaming and
social, focusing on real-time marketing opportunities. The
brand also went to a fully virtual version of its Chipotle
Challenger Series, an esports competition streamed on
Twitch and YouTube.
“Those are all things we never had imagined we would be
doing if you had asked six months ago,” Perdue says.
 —Luke Guillory

Read the full
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Ericka Pittman

Chief marketing officer, Viola

After 25 years of leading marketing
across categories spanning CPG,
beauty, food and beverage and luxury
goods, Ericka Pittman is out to
conquer a new terrain: cannabis.
As the chief marketing officer of
premium brand Viola, Pittman is the first African-American
woman CMO of a multistate cannabis company. After serving as
CMO of Aquahydrate and as a top exec at Sean Combs’ Combs
Enterprises, she joined the cannabis firm in December 2019—
which means she’s spent the majority of her tenure at the brand
under lockdown. In that short time, she has led activations
including bringing New York’s Jue Lan Club to Chicago for NBA
All-Star Weekend; “420 Daily,” a virtual programming series on
Instagram; and launched the company’s social equity initiative,
Viola Cares, with nonprofit Root and Rebound.
Viola was founded in 2011 by NBA vet Al Harrington and is
built on a foundation of promoting social equity and minority
representation, evident in Pittman’s most recent projects,
which include a partnership supporting “Bike Rides for Black
Lives” with the Los Angeles Mayor’s Office Department of
Human Civil Rights. 
—Ann-Christine Diaz

Read the full
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Joy Robins

Chief Revenue Officer,
The Washington Post

The Washington Post has completely
restructured its sales team since Joy
Robins took the top revenue role.
“We reorganized the sales team last
fall to be more focused on the client
first,” Robins says, “really thinking
about how they could better solve business challenges as
partners rather than as media sellers. That is something
we’ve really been deliberate about.”
The Post developed an agency partnership team. Robins also
points to work The Washington Post has done with brands
including Rolex and AT&T, where the advertising relationship
is deeper than just running an ad.
In the news business, it is necessary to educate brands more
about where they fit into the broader conversations going on,
and how their messages are received when surrounded by
subjects like coronavirus and questions of social justice.
“One of the things that I’ve really focused on over the last year
is helping advertisers and agencies understand that news is
actually the ultimate place for brands as they navigate things
like trust and sentiment and intent and purpose,” Robins says.

—Garett Sloane
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Carmen Rodriguez

Chief Client Officer and Partner, GUT

For Carmen Rodriguez, leaving
David Miami to join GUT last year was
a no-brainer. She was joining Anselmo
Ramos and Gaston Bigio, with whom
she’d worked since David Miami itself
was a startup and where, as she puts it,
“I had found my people.” In just two years the fledgling GUT has
won business from the likes of Philadelphia cream cheese and
Popeyes and has even added new clients in the pandemic, being
appointed by Headspace to work on its first TV campaign.
One of the industry’s most awarded account management
leaders, Rodriguez has always been passionate about
creativity (she even once wrote a Super Bowl commercial
script that was pitched to a client), and actively encourages
younger account managers and strategists in the agency to
speak up about creative ideas.
Having joined the industry as a “very outspoken” 17-year-old
intern, she’s never been afraid to champion brave projects.
When her creative team at David came to Rodriguez with
the idea for Burger King’s Google: Home of the Whopper,
she recalls: “I wanted to cry, knowing all the conversations I
would have to have with lawyers, but I knew we had to do it.”

—Alexandra Jardine

Read the full
profile at
AdAge.com

2020 Women to Watch U.S.

Susan
Vanell-Charpentier
Associate Director-Brand Building
Purchases, Procter & Gamble Co.

Susan Vanell-Charpentier wanted
to be a marketer when she joined
Procter & Gamble Co. 22 years ago,
but couldn’t afford the requisite
M.B.A. So she figured she’d try
purchasing, let P&G pay for her
degree, then move into marketing.
But she liked purchasing so much that she stayed. Now as
associate director-brand building purchases, she has the best
of both worlds, leading an effort that includes sorting what
gets done in-house and with agencies, plus expanding global
buying with women-owned marketing services shops.
“In TV media buying, the agencies do a really good job of
that,” says Vanell-Charpentier, 44. “That’s a scale game, so
breaking that out over 11 categories and having each of us
do negotiations doesn’t make a lot of sense.” However, in
planning, where agencies have to be educated on brand needs
anyway, keeping it in house makes more sense, she says.
“Some agencies are really amazing with in-housing models. Carat
has been amazing for us because they’ve helped us do different
parts, and they’ve kept parts,” she says. “We’ve struggled at
other times where [agencies] feel threatened.” 
—Jack Neff
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Shayna Walker

Director of Diversity and
Inclusion and Campus Recruiting,
Horizon Media
Shayna Walker, director of diversity
and inclusion and campus recruiting
at Horizon Media, wears many hats.
But Walker is doing even more behind
the scenes to fix the ad industry’s
diversity problems.
Getting more women and people of color in the ad industry
has been talked about ad nauseum for decades, says Walker.
“It is easy to talk about the need for change,” she says. “But
what’s missing is consistent action. The real work lies in truly
committing to ‘the how’ and disrupting the status quo to
actually effect change.”
That change is seen with Walker’s efforts in partnering with
two historical Black schools, Howard University and Morgan
State University. In 2019, she spearheaded a partnership
with the Association of National Advertisers Educational
Foundation to participate in its Campus Speakers Program.
Thanks to Walker’s efforts, Horizon says 28 percent of
the company’s internship employees were hired through
diversity partnerships and more than 40 percent of the 2019
summer intern class were students of color, up 10 percent
year-over-year. 
—George P. Slefo

Read the full
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M O N T H S B E F O R E the coronavirus pandemic and the Black Lives

Matter protests over racial injustice and systemic racism, the 2020
edition of The List, the group of 30-odd marketing, advertising
and media leaders assembled by Ad Age in
partnership with Facebook, lamented the
industry’s talent crisis, particularly the lack of
representation for Blacks and other POC—and
resolved to band together to fix it.

Talent
retention
among
POC is key.
Diverse
candidates
often leave
after two
years.”

LAUREN WESLEY WILSON,
FOUNDER AND CEO,
COLORCOMM

When the inaugural class of The List gathered
at The Modern restaurant in New York in April
2019 to select its mission for the upcoming
year, consensus quickly formed that the lack of
progressive, equitable parental leave policies
had deleterious consequences not just for
new parents but ultimately for the companies
themselves and by extension the entire industry.
At The List 2020’s first meeting, also at The
Modern, on February 7, the new class was given
the option of continuing 2019’s mission. Almost
immediately, the 2020 cohort coalesced around
the core issue of unconscious bias more quickly
than last year’s class had around parental leave.

LACK OF DIVERSITY AND THE TALENT CRISIS

Stacy Taffet, VP of marketing, hydration portfolio, at PepsiCo, and
Alandha Scott, global head of partner, strategy and operations
marketing at YouTube, led off the discussion on unconscious bias.
The first breakthrough moment during the meeting was Scott’s idea
that to truly address unconscious bias, companies need to “create an
inclusive environment where everyone can bring the best version of
themselves to work.” The second came from Krystle Watler, managing
director, North America, at Virtue Worldwide, Vice Media’s creative
agency, when she made the connection between unconscious bias
and the talent crisis.

Custom Content

FIXING THE DIVERSE
TALENT CRISIS

“How do we get younger people to become interested in this
industry?” Watler asked. As an example of how brands and agencies
are missing out on untapped talent resources, she discussed
how one of her team members was recruited through a Vice
apprenticeship program that employs formerly incarcerated youth.
“He is brilliant, but without that opportunity, he’s someone that
would have never been considered for a role at our company.”
“Recruiting is just one piece of the puzzle,” Jessica Greenwood, global
CMO of R/GA, pointed out. “We can bring as many diverse people to
the table as we want, but unless we hire them, nurture them, make
them feel included and create an environment in which they can
thrive, they’re just going to bounce out again and find something
else to do.”
Suzanne Powers, global chief strategy officer at McCann Worldwide,
acknowledged that the diverse talent crisis was related to the lack
of inclusive environments. “We’ve looked at the data: Even when
the industry finds diverse talent, after they come in, they don’t see
anyone like them in the workplace or anyone in leadership that
shows them that there is opportunity to succeed,” she said. “They
don’t feel their voices are heard, they feel rejected and they get out.”

From l.: Walter Frye (American Express),
Sylvia Zhou (Facebook), Tamer Hassan
(White Ops), Lauren Wesley Wilson
(ColorComm), Krystle Watler (Virtue)
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THE “R” WORD: UNCONSCIOUS BIAS ABOUT

Without
an honest
conversation
about race,
we lose
out on the
chance to
understand
it.”

UNCONSCIOUS BIAS

Lauren Wesley Wilson, founder and CEO of
ColorComm Media Group, emphasized that
everyone in the room was dancing around the
topic at hand: race. “Talent retention among
people of color is key,” she said. “Diverse
employees are often leaving after two years,
because the inclusion piece is missing in the
corporate environment.”

“Diversity has been an urgent case in our
industry for a while,” explained Harry RománTorres, head of strategy at Droga5. “I’ve heard
the same old conversations for the past 20 years
HARRY ROMÁN-TORRES,
HEAD OF STRATEGY,
without much change. Diversity and inclusion
DROGA5
training sessions are often more focused on
communicating to leaders the business rationale
for diversifying. But it always leaves out a needed
conversation about race, how we’ve been socialized and all the
baggage that comes with that. We do all these mental gymnastics
to avoid using the word ‘race,’ but without an honest conversation
about it, we lose out on a chance to understand it—so it’s no wonder
we haven’t moved fast enough as an industry.”
“We still don’t see companies allocating a significant investment in
D&I or strategically partnering with organizations to diversify their
talent,” Wilson added. “You can look at an environment and say,
There are people of color here, but where are they in leadership? Are
they at the executive level or are they at the administrative level, and
are they being positioned to get raises and get promoted? And so
many people of color are not. They’re just in the door and in their
mid-level positions, way longer than they need to be—four, five
years—but their counterparts are moving up and getting promoted
every year. And this is how people of color are being left behind.”
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FIXING THE DIVERSE
TALENT CRISIS

The List 2020’s first Zoom meeting after the coronavirus quarantine shuttered most workplaces, April 24, 2020.

A NEW DIRECTION FOR THE NEW NORMAL?

As the 2020 class was just beginning to brainstorm ideas for how
to make an impact in a significant and lasting way, the novel
coronavirus was spreading around the world. In fact, the same day as
the first meeting, Li Wenliang, the doctor the Chinese government
silenced for warning about the dangers of the coronavirus, died after
contracting COVID-19. By the end of the month, the first person in
the U.S. to die from the disease was reported.
By the time The List regrouped at the end of April, the members
decided to modify its mission: As the pandemic restructures our
society and business in ways that are yet to be seen, and as the
protests against racial injustice reset the expectations of the BIPOC
community, the group decided to expand the mission to confronting
unconscious bias in the wake of the new normal.
As we have learned all too harshly over the past several months,
nothing is certain in this world, in this particular year. Or, as the old
Yiddish proverb goes, “Man plans, God laughs.” But if anything, The
List has proved itself resourceful and determined to follow through
on its mission. Visit AdAge.com/thelist and AdAgeTheList.com in the
coming weeks to check on the group’s progress.
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Apple made waves last week with its long-awaited
announcement that it is transitioning its Mac
computer line to Apple-designed chips, leaving
behind the Intel processors it started using in 2005.
For devotees of Apple desktops and laptops, it’s
a welcome signal that the Cupertino, Calif., tech
giant remains serious about what was once its
core business—until the iPhone came along and
overshadowed everything. It’s been a sometimes
rough ride since then for Mac purists, given
irregular hardware update schedules, sometimes
balky components (hello, MacBook keyboards)
and some occasionally rather insane pricing (e.g.,

Apple CEO Tim Cook
announces the transition
of Mac computers to
processors of its own
design, dubbed Apple
Silicon—a transition
he compared to the
introduction of the Mac
itself.
Apple via YouTube
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the optional $699 wheels for the Mac Pro tower).
Apple’s recommitment to the Mac had us heading
down the rabbit hole of our print archives for this
edition of “90 Years of Ad Age.” Because, while the
iPhone, which launched 13 years ago today (June
29), arguably sold itself, the Mac did not. Apple
needed advertising—compelling, break-throughthe-clutter advertising—to sell the Macintosh
to consumers who were happy with their oldschool (and quite popular) Apple II computers,
or who were already in the grips of the dominant
competition: the IBM/Microsoft PC ecosystem.
If Steve Jobs hadn’t teamed up with Chiat/Day in
the early ’80s to transform Apple into one of the
greatest marketing machines of all time, it’s hard
to imagine that the scrappy startup (Apple was
barely 8 years old when the Macintosh launched)
would have thrived, let alone survived.
“Apple ‘1984’ spot: A love/hate story” reads the
headline atop the front page of the Jan. 30, 1984,
issue of Advertising Age. Yep, the Macintoshlaunching Super Bowl ad, now widely regarded
as a masterpiece, provoked mixed feelings at
the time—just like the computer it obliquely
promoted. Remember, the Macintosh (Apple
didn’t really start officially shorthanding it to
“Mac” until around 1998) was an oddball piece
of equipment, with its unfamiliar graphical user
interface, mouse and built-in screen; serious

Ad Age’s Jan. 30, 1984,
front page featured
coverage of the famous
Apple ‘1984’ Super Bowl
spot, with reactions from
across the industry. Crain
Communications Inc.
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business users initially thought of it as a toy
given the woeful lack of second-party software
available for it at launch.
Keep in mind that “1984” didn’t even show the
damn thing. Instead, as Ad Age described it at
the time, “The futuristic commercial, filmed by
British director Ridley Scott, depicted a society
drawn from [George] Orwell’s novel. In the
spot, a woman athlete runs through a throng
of zombie-like citizens and smashes the screen
image of ‘Big Brother’ with a sledgehammer. The
arresting visual style and obvious expense of the
production—not to mention the unusual strategy
and story line—stimulated much debate.”
In the “hate” column: Curvin O’Rielly, then a
senior VP and executive creative director at
Ogilvy & Mather, Chicago, who told Ad Age, “I
think it’s sophomoric; I think it’s indulgent.”
In the “love” column: Richard Stanwood,
then president and chief creative officer at Leo
Burnett USA, who told us, “I think the spot
was sensational.”
It’s worth noting that while “1984” had only
one proper national TV airing (during the third
quarter of Super Bowl XVIII) in addition to some
scattered showings in movie theaters—plus a oneoff airing on Dec. 31, 1983, on KMVT in Twin Falls,
Idaho (Chiat/Day snuck that in so the spot would

Reaction to Apple’s ‘1984’
spot for the Macintosh was
mixed; then a 100-day-long
traditional campaign began.
Crain Communications Inc.
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be eligible for honors in the imminent ad-awards
season)—there’s a whole other sustained side
story to the Macintosh’s launch marketing.
“The real blitz begins,” reads the headline of Ad
Age’s companion story to our “1984” coverage.
We reported that “new, simple, product-oriented
commercials” would shortly begin airing during
ABC’s Winter Olympics coverage as part of a “$15
million, 100-day-long ad blitz introducing the
computer” in a sort of “complete reversal” of the
aesthetic of the Ridley Scott spot. Chiat/Day also
produced those ads, which featured “a voiceover
stressing simplicity and advanced technology.
‘The real genius of Macintosh is that you don’t
have to be a genius to use it’ is one copy line.”
Of course, nobody remembers those ads as
“sensational” or “indulgent”—if they remember
them at all—but they helped sell a lot of Apple
computers.
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Vice calls on brands to rethink keyword
blocklists associated with racism
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