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• Start with the hard truth

• Then put it in context of what I 
need to say next...

A Cost of Presence



• Communication / 
Sustainability / 
Consumerism

Fission vs Fusion



Digital



Print



Tattoos?



Sustainability



Consumerism



Death of Doom & Gloom



The Danger of Guilt Appeal

• Credible

• Not overtly manipulative to 
induce guilt

• Clear messaging

• Not Credible

• Infer intent to cause guilt pangs 
in viewer

• Heavy tonality

result

Positive attitude Negative attitude 
to both advertiser 

& sponsor

source: Enhancing or disrupting guilt: the role of ad credibility & perceived manipulative intent
June Cotte, Robin A. Coulter, and Melissa Moore, July 2003, Journal of Business Research



Rise of Green Wash







The Birth of Blue







• The Power of Love & Respect

Lovemarks / 
Sustainability





• The power within our own 
people

• The power of perfect place & 
perfect time

• The power of compelling 
content

Compelled



The Power Within Our Own People



Brand Target

Manufacturing &
Operations

Internal 
Organization

Manufacturing &
Operations

Internal 
Organization

Target Consumers

Inside
Out





The Power of Perfect Place & Perfect Time
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30 day reach
Good for quality

The long media tail means our OIs must bloom at the perfect places, times, moments, and ways.
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Optimized expression, multiple canvasses, and brand favorability.





SOC D E P A

1 2

3

4

Tom:
43 years old, casual TV viewer, likes 
attending conferences, casual gym 
goer and likes reading biographies 
and tech review blogs

5

Map examples of the journey...

Activation

1 Eurosport: Vignette on Amateur Athletes, links to co-branded Yahoo/Eurosport website where 
Toyota Avensis is featured

2 Tom reads the Strength of Character article exploring the values of strong holistic men. This 
leads to the event at the local university.

3 Strength of Character speaker series at the local university. Explores local heroes and provides a 
co-branded booklet featuring Avensis dealers. Car on hand for test drive.

4 Promotion and test drive leads to dealership appointment.

5 At the dealership, the car contains a media package of books of famous men of integrity, a 
popular movie such as Shawshank Redemption, and co-branded music album



The Power of Compelling Content



create sponsor partner inspire

bespoke 
content/media 

created with top 
external talent 

to build a 
history / not one 

offs

sponsoring and 
hosting content 

to use scale, 
focus, and 

affinity to drive 
brands

with content 
owners and 

local life cycle 
experts and 
sustainability 

groups

share through 
aggregation and 
invite comment 

and debate

media innovation (MI)



Thirsty Black Boy

$5 M

6 days

Insight Led







In Store

TVC

DTCM

Print

Interactive

“Pampers and mums unite 
to eliminate tetanus 

for all the worlds babies.”

Holistic expression



SEARCH FOR THE MOST BABY FRIENDLY 
PLACE TO GROW

Advocacy
Word of mouth

Online
Campaign entries on 

PampersVillage.se
E-call to action

DTCM 
Inclusion of call to action

Editorial Story
Call for action

Research
Winner announcement

Event
Press activity and 

photo opportunity for 
launch

Spark WOM: Only CO2 is a few breaths





• Blue, not green

• Inside Out

• Join the dots between content, 
creativity, and compassion

Recycle

Blue is interconnectivity.
Blue is not reactive, it’s proactive.
Blue is a heightened sense of consciousness in daily life.
Blue is moving from limits to possibilities.
Blue is making sustainability personal. 
Blue is taking small actions that make a big difference.
Blue is creating our own happiness.
Blue is not replacing green; it is embracing it while moving forward.
Blue is working together to create positive change.



• Read
-Small is Beautiful
-Cradle to Cradle
-WWF Signposts & 
Weathercocks

• Share your PSP
- Repeatable
- Inspirational
- Sustainable
- Enjoyable

• Invite in Blue Champions
- Start learning now
- Build the rolodex

• Compelling Content is Key

Homework



• Contact Kinga at
Saatchi & Saatchi Hungary

contact



40



Connecting the Blue Dots

andrzej “on-jay” moyseowicz

fill the world with Lovemarks

My PSP is to lower my resting heartrate below 45 bpm, be able to tell the story  
behind the clothes I buy, and learn more about one new country a week.


