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HEADLINE: New ad campaign aims to heal wounds from city's racial strife 

BYLINE: John Eckberg and Kevin Aldridge, The Cincinnati Enquirer 

BODY: 

CAN's slogan urges action 

Slogan: Campaign calls for action 

By John Eckberg and Kevin Aldridge 

The Cincinnati Enquirer 

"Cincinnati CAN. You can, too." 

Page I 

That's the slogan and public service campaign Cincinnati Community Action Now (CAN) will unveil today to urge 

people to work together to heal racial wounds and take individual responsibility for bui !ding a stronger city. 

"This is the right message at the right time for the people of Cincinnati," said CAN co-chairman Ross Love, who 

worked on the public service campaigns for the Partnership for a Drug-Free America. "I view this as a charge for eve­

rybody in the community to work to make Cincinnati a better place to live, work and play." 

The slogan wil l air this year as public service announcements on television spots, in newspaper advertisements, ra­

dio ads and on billboards. The ads will debut before a Greater Cincinnati Chamber of Commerce luncheon. 

Even though the slogan is expected to rely on the generosity of media outlets for placement -- rather than on paid 

positions -- CAN members believe it still has the potential to deliver an emotional jolt. 

But some advertising experts warn that catchy slogans and pat phrases can backfire if there is not a clear message 

of substance behind them. 

The public service ads, developed by the Northlich ad and public relations agency, are the culmination of nearly 

four months of planning by CAN. The print ads-- which will be carried by the Enquirer and the Cincinnati Herald-­

will begin running almost immediately, said Mark Serrianne, a CAN member and president and CEO ofNorthlich. 

Tapes will be delivered to participating radio and television stations today and should receive air play soon after, he 

said. 

Jerry Maish, head oflocal ad agency J. Maish & Co. and a marketing instructor at the University of Cincinnati, said 

"PSA (public-service announcement) slogans can have just as much, if not more and longer lasting impact than those 

for paid media clients." 

"Nancy Reagan's delivery of "Just Say No!' became as quoted as Nike's "Just Do It!" 
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Mr. Maish said some campaigns run for years and years. 

""Thanks To You, It's Working' has been so successful for the United Way that it's now being shared with the NFL 

in a powerful example of co-branding," he said. 

But advertising expert Robert A. Hansen is not so sure. 

Mr. Hansen, an associate professor at the Curtis L. Carlson School of Management at the University of Minnesota, 

suggested that for slogans to work, they cannot exist in a vacuum. 

"Public-sector people like slogans," he said. "I wouldn't say that slogans flat out don't work, but they are much 

more I ikely to work if the campaign has substance that gets at the root causes of a behavior." 

And if the ads are based on what must be accomplished. 

The word "slogan" is a misnomer, said DavidS. Bukvic, president and chief executive of Mann Bukvic Gatch 

Partners, a downtown advertising agency. 

In recent years, the advertis ing community has rejected the notion of slogans. Instead, a slogan is known as a "core 

theme." 

Usually, core themes fall into one of two camps: it boasts or it urges action, Mr. Bukvic said. In other words, it tells 

what the agency or adve1iiser does or it suggests what people should do. 

"It has to be clear, and th is one sounds fairly clear, but you don't want to judge core themes until you see the execu­

tion," he said. 

Mike Maul, president of Wordsworth Communications, a public relations consulting firm based in Fairfax, held off 

on grading this core theme but said a good one can have great impact. 

One challenge for Cincinnati CAN is that citizens have become skeptical of pat phrases. 

"There must be believability and substance," Mr. Maul said. "If you choose one that isn't grounded in some way 

with bedrock of what you're doing, it becomes an ad slogan and people are jaundiced about ad slogans." 

CAN leaders believe that Cincinnatians will be engaged and respond to their message. 

"We have a community that looks at people as "us' or "them,' " Mr. Love said. "What Northlich has done is gotten 

us to look at people as people rather than a group of "thems.' " 

A 30-second TV ad (right) shows a black man and a white man moving toward each other oin screen speaking of 

why those of another race don't understand them. As the men's faces merge into one, they simultaneouslyrepeat their 

common desires. Two 15-second spots show hands of different races raised in the air followed by the questions "Who's 

responsible for making Cincinnati better?" and "Who is responsible for uniting Cincinnati?" 

About the campaign 

TV ads 

In the 30-second TV ad, a black face and a white face appear on opposite sides of the screen, moving closer togeth­

er as the ad progresses until they have merged into one face . The black face and the white face say simultaneously, "I 

don't understand why they can't see where I'm coming from. It's simple. I want my kids to go to a good school. I want to 

feel safe when I walk out my door. I want the same opportunity that everyone else gets." 

A narrator jumps in : "Right now, it may feel like Cincinnati's split along racial lines. But we're more united than it 

seems. Once we've found common ground, it's easier to find common solutions." 

Then, as the two faces merge, they say "Bottom line-- I want to be treated with common courtesy and respect." The 

nan·ator concludes, "Cincinnati CAN. You can, too. 

The two 15-second television ads show hands of different races raised in the air followed by the questions: "Who's 

responsible for making Cincinnati better?" and "Who is responsible for uniting Cincinnati?" 

Radio spots 
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The radio spots -- a 60-second ad and a 30-second version -- focus on the question: "What would happen if we 

erased racism . .. prejudice .. . stereotypes." 

It concludes by saying "Unfortunately we can't just erase Cincinnati 's racial problems. But if we work together, 

over time, we can make them fade." 

Print campaign 

The print ads will be similar to the 15-second television ads, showing hands raised in the air. 

One set of print ads will ask: "Who's responsible for making Cincinnati better?" and the other, "Who's responsible 

for uniting Cincinnati?" The campaign slogan will then be repeated. 

The campaign also includes black and white campaign-style buttons that carry the campaign slogan. How they will 

be distributed has not been detailed. 

A tough genre 

Public service ads fared poorly when Advertising Age took time in 2000 to catalog what it considered the best ad 

slogans, jingles, icons and campaigns of the century. 

The jingle created for the U.S. Army -- Be all that you can be-- placed second in that category. But just one public 

service slogan-- Loose lips sink ships, created during World War II -- could muster even an honorable mention. 

Smokey the Bear wasn't among the top I 0 icons (a category led by the Marlboro Man). The ad campaign featuring 

Smokey on behalf of the U.S. Forest Service was the only public service campaign on Ad Age's top I 00 list, ranking 

26th. 

Top 10 slogans ofthe century 

I. Diamonds are forever (DeBeers) 2. Just do it (Nike) 3. The pause that refreshes (Coca-Cola) 4. Tastes great, less 

fi I ling (Miller Lite) 5. We try harder (A vis) 6. Good to the last drop (Maxwell House) 7. Breakfast of champions 

(Wheaties) 8. Does she ... or doesn't she? (Clairol) 9. When it rai ns it pours (Morton Salt) I 0. Where's the beef? 

(Wendy's) Other honorab le mention slogans Look Ma, no cavities! (Crest toothpaste) Let your fingers do the walking 

(Yellow Pages) M&Ms melt in your mouth, not in your hand (M&M candies) We bring good things to life (General 

Electric) 

Ross Love, co-chairman of Cincinnati Community Action Now, and Mark Serrianne, president and chief executive 

of the Northlich ad agency, talk over the new campaign. 

LOAD-DATE: July 23 , 2003 
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HEADLINE: Beauty's new, er, face;  
Nike latest marketer to embrace women by trading fantasy images for realistic ones 
 
BYLINE: RICH THOMASELLI 
 
BODY: 

One more and it's a trend.  

In the latest nod to ``real'' women-and the latest blow to the wafer-thin body image-Nike has introduced a campaign 
that celebrates women's big butts, thunder thighs and tomboy knees. 

It comes on the heels of a Dove campaign that touched a cultural hot-button and set off a flood of media coverage 
culminating with models from the ads appearing on the cover of People magazine. 

And it could mark a shift in how women are portrayed in media and advertising, images often blasted as being un-
attainable and the cause of low self-esteem and even eating disorders among young girls.  

``It is a change that women-and some men, too-have been agitating for 35 years,'' said noted feminist Gloria Stei-
nem, the founder of Ms. magazine. ``I spent 15 years of my life pleading for ads that reflected our readers by age, race 
and ethnicity. We could demonstrate that women responded better to ads that were more inclusive of them, but they just 
weren't coming.'' 

Today, they appear to be. 

``There's a definite trend going on in society and the marketplace of self-acceptance and being comfortable in your 
own skin,'' said Glamour VP-Publisher William Wackermann, whose magazine has printed the un-glamorous cam-
paigns from both Dove and Nike. ``Dove was a wonderful campaign, and Nike is just brilliant. The copy is clever and 
fresh.'' 

The ads, from Nike's longtime Portland agency, Wieden & Kennedy, are authoritative and bold, with a bit of hu-
mor. The six different images represent six different parts of the body, including a posterior in an ad that shows a 
well-rounded bum and copy that reads: ``My Butt is big and round like the letter C, and 10,000 lunges have made it 
rounder but not smaller. And that's just fine. It's a space heater for my side of the bed. It's my ambassador. To those who 
walk behind me, it's a border collie that herds skinny women away from the best deals at clothing sales. My butt is big 
and that's just fine. And those who might scorn it are invited to kiss it. Just do it.'' 

`HOT TOPIC' 

Other ads refer to ``thunder thighs,'' legs that ``were once two hairy sticks,'' and shoulders that ``aren't dainty.'' 
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Nancy Monsarrat, Nike's U.S. ad director, called the branding campaign an extension of the ``If You Let Me Play'' 
campaign geared toward women that Nike ran in the late 1990s-with one exception. ``In the `90s we finally got smart 
and said, `Hey, let's talk to women.' But we never talked specifically about women's bodies, and that's a hot topic right 
now.'' 

There will be no TV executions in the campaign, which is designed to drive the audience to NikeWomen.com and, 
ultimately, its fitness apparel. But there is a digital component, which made its debut last week on the same Web site, 
which features short films of women discussing topics such as their bodies and working out. ``Women come in all 
shapes and sizes, which is no surprise, but when you talk to women in an honest way, they respond,'' said Ms. Monsar-
rat. 

Ms. Steinem wasn't positive about the Nike campaign. ``It's a step forward,'' she said, ``but I just question whether 
Nike would do an ad about a man talking about his butt.'' 

Some have said the trend started earlier this year with Dove's ``Campaign for Real Beauty'' effort, which features 
women of all shapes and sizes happily posing in their underwear and hawking Dove's new cellulite-firming body lotion. 

The campaign has created huge buzz-and disparate reactions. While some have praised the work from WPP 
Group's Ogilvy & Mather for ``keeping it real,'' others have found it less genuine. The women range in dress size from 
six to 12, for instance, and the average American woman is size 14. Advertising Age's Bob Garfield called the campaign 
``confounding'' and added ``sizes six and eight notwithstanding, they're all still head-turners, with straight white teeth, 
no visible pores and not a cell of cellulite.'' Chicago Sun-Times columnist Richard Roeper wrote that if he wanted to see 
``plump gals baring too much skin,'' he would attend the city's annual summer food festival, a jab that resulted in more 
than 1,000 calls, letters and e-mails. 

Trend expert Faith Popcorn of Brain Reserve, New York, said the shift did not start in advertisements. ``No copy-
writer did this,'' she said. ``It started when we started to celebrate the black and Hispanic culture. In those cultures you 
can be a little `butty' and even have a little mustache, too, and it's considered cool and attractive. Now these white girls 
are looking at themselves and saying, `I don't want to be a stick, I want to be natural.''' 
 
GRAPHIC: Art Credit: Baby got back: And Nike's advice if you don't like it * No apologies: One of six images cele-
brating six different body parts. 
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HEADLINE: For Everyday Products, Ads Using the Everyday Woman

BYLINE: By STUART ELLIOTT

BODY:

Madison Avenue is increasingly interested in using everyday women in advertising instead of just waifish

supermodels.

The change comes after the Dove line of personal-care products sold by Unilever introduced what it called a

''campaign for real beauty,'' which presents women in advertisements as they are rather than as some believe they ought

to be.

If the fad becomes a trend and shows legs, so to speak, it has the potential to fundamentally change decades of

image-making on Madison Avenue. But that is a big if indeed. There have been many previous instances of ads that

showed so-called real women in place of professional models, which receded as the allure of glamour again reared its

beautiful head.

This week, Nike is introducing a humorous print and online campaign for exercise gear, frankly glorifying body

parts that until now were almost never seen in ads, much less celebrated. One ad, which begins boldly, ''My butt is big,''

features an oversize photograph of the derriere in question.

Another Nike ad declares, ''I have thunder thighs,'' while a third asserts: ''My shoulders aren't dainty or

proportional to my hips. Some say they are like a man's. I say, leave men out of it.''

The Nike ads, by Wieden & Kennedy in Portland, Ore., are arriving days after the Chicken of the Sea brand of

tuna introduced a television commercial showing a gorgeous young woman being ogled by the men in her office. She

can escape their wolfish ways only in the elevator, which she enters alone, then breathes a sigh of relief -- revealing that

she really has a more-than-ample stomach, which she had been holding in.

The Nike campaign was in the works, executives say, well before the much-publicized arrival last month of Dove

print and outdoor ads showing six women, none of them models, sizes 4 to 12, smiling in their underwear. (The first of

the Dove ''real beauty'' ads, showing older, wrinkled women, started appearing last fall.)
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The Chicken of the Sea commercial is adapted from a spot that its parent, Thai Union Frozen Products, began

running in Asia in 2001.

Even so, the arrival of all the ads at the same time suggests that change may be in the air. ''We've gotten tired of

airbrushed pictures none of us can relate to or recognize,'' said Linda Kaplan Thaler, one of the most prominent women

in advertising, whose agency, the Kaplan Thaler Group in New York, was not involved in creating any of the

campaigns.

Advertisers are ''loosening the reins,'' said Ms. Kaplan Thaler, who is chief executive and chief creative officer at

her agency, which is owned by the Publicis Groupe, in recognition of the reality that ''women are the majority of

consumers and are buying most of the products.''

But those facts have been evident for years. Why the new style of ads now?

One reason, said Nathan Coyle, senior strategist at Brain Reserve in New York, a consulting company, is the

advent of reality television.

''Your neighbors, everyday people, are the new celebrities,'' Mr. Coyle said, which feeds the desire for marketers

''to shift from depicting women who are unattainable to women who are attainable.''

Kelly Simmons, president of a brand consulting company in Philadelphia named Bubble, offered another reason:

the aging of the baby-boom generation -- the 76 million Americans born from 1946 to 1964 -- who have long set the

pace for marketers and advertising agencies. The first baby boomers will start turning 60 on Jan. 1.

''There's no question baby boomers feel better about their bodies,'' Ms. Simmons said, ''and are determined to age

beautifully,'' adding, ''It feels there are real voices of women coming through'' in the Dove and Nike ads. ''I applaud the

trend.''

Nancy Monsarrat, United States director for advertising at Nike in Beaverton, Ore., said that in addition to the

different attitudes about body image among boomer women, ''younger women have a different perspective'' from that of

their counterparts a decade or two ago.

''They're more personally independent about who they can and should be,'' Ms. Monsarrat said, which is also

reflected in the campaign's approach.

''One of the things we've noticed is if you go to an exercise class, if you go to a marathon, active women come in a

lot of shapes and sizes,'' she added. ''This can be a great celebration of that.''

Fitness and health are also the focus of the Chicken of the Sea commercial, said John Signorino, the company's

president and chief executive, in San Diego.

He imported the spot to the United States after consumers -- including, he said, his wife -- received overseas

versions of it from friends by e-mail.

''It's an effort to show consumers, in an attention-getting way, that tuna, and Chicken of the Sea, fit into a healthy

lifestyle,'' Mr. Signorino said.

The commercial is being shown, or soon will be, on networks like ABC, CBS, HGTV and Oxygen, he added, and

will be circulated through e-mail. The spot is adapted from the original version created by an agency in Bangkok named

Chaiyo.

Ms. Monsarrat said the Nike campaign, which is also scheduled to appear on a Web site (www.nikewomen.com),

is in keeping with her company's efforts, dating back more than a decade, to address issues about women's self-images
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in a positive way, without stereotypes.

She cited campaigns that carried themes like ''This is not a goddess'' and ''If you let me play,'' all of which were

intended, she said, to be ''honest in how we communicate with our target consumer.''

Nike was not alone in the 1990's in running ads meant to question the conventional wisdom about images of

women in advertising.

In 1997, the Body Shop gained international attention for a campaign carrying the theme ''Love your body,'' which

featured a Rubenesque plastic doll named Ruby.

The print ads and posters showed the voluptuous, even zaftig, Ruby reclining on a sofa under this headline: ''There

are 3 billion women who don't look like supermodels and only 8 who do.''

And since 1997, the Advertising Women of New York club has presented awards to campaigns that its members

deem to be breaking ground by portraying women in realistic, nonstereotypical ways.

In addition to Nike, winners of such awards have included Adidas, Avon, Gatorade, John Hancock and Reebok.

The waxing and waning of so-called real women in advertising comes as marketers and agencies embrace the

idea, then revert to traditional images when they believe it is time for a new direction as consumers lose interest.

''Advertising sometimes starts trends and sometimes it follows trends,'' Ms. Kaplan Thaler said.

Even if they do not turn up in ads, ''real women have always been here, are here and continue to be here,'' she

added. ''I'm always happy to see advertising that does not dictate a norm none of us can achieve.''

Still, said Ms. Simmons of Bubble, who studies sex issues in marketing, more remains to be done before the

stereotypes are banished.

''The emphasis is still on women's bodies'' in the new ads, Ms. Simmons said. ''It's not like we're looking at their

irises.''

URL: http://www.nytimes.com

GRAPHIC: Photo: Nike is now focusing on ''real'' womanly features that ads usually avoid. (pg. C1)

Dove's ''campaign for real beauty,'' seen on a billboard on Broadway, uses six women of various sizes who are not

professional models. (Photo by Ruby Washington/The New York Times)(pg. C2)
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Finance 
'Just do it': Global brands pull for China in Olympics Marketing and ads tied to Games could reach 
$6 billion in country 

By David Barboza 
The New York Times Media Group 
1,155 words 
12 July 2008 
International Herald Tribune 
1 
11 
English 
© 2008 The New York Times Company. All Rights Reserved. 

BEIJING --With less than a month to go before the Beijing Olympics, it is becoming increasingly clear who 
global corporations wi ll be rooting for this summer: China. 

McDonald's is airing a "Cheer for China" television spot here. Nike ads feature the star Chinese hurdler, Liu 
Xiang, and other Chinese ath letes besting foreign competitors . And this year Pepsi painted its familiar blue 
cans red for a limited-edition "Go Red for China" promotion. 

The campaigns for Western companies are part of an advertising blitz the likes of which this ostensibly 
Communist nation has never seen. 

Ads are papered over bus shelters, projected on giant outdoor television screens and plastered on 
billboards. Commercials even flicker back at commuters as they zoom through subway tunnels. 

Olympic-related marketing and advertising in China could reach $6 billion this year, according to CSM Media 
Research in Beijing. 

A record 63 companies have become sponsors or partners of the Beijing Olympics, and that does not 
include companies like Nike and Pepsico that are not official sponsors. 

"You've never seen the Olympics in a market that has such domestic, commercial scale," says Michael 
Wood, the greater China chief executive at Leo Burnett, the global advertising agency. "When the Olympics 
were in Los Angeles and Atlanta, the U.S. market was already fully developed." 

China, already the world's second-largest advertising market after the United States, is everyone's dream 
consumer-product market. 

"For most international brands here, China is the growth market for the next 10 years ," said Jonathan 
Chajet, strategy director at lnterbrand, the brand consultancy. 

But the growing economic clout of China and ris ing nationalism among its youth - as well as the newfound 
moxie of homegrown brands - pose challenges for foreign companies trying to woo the burgeoning Chinese 
middle class. So, advertisers are doing everything they can to be heard and seen celebrating the country 
and its athletes. 

The promise of sell ing a billion bottles of Coca-Cola to China's 1.3 billion people is no longer a pipe dream; 
last year, 24 billion bottles of Coke were sold in China. KFC, a unit of Yum Brands, now has more than 2,000 
restaurants in China. McDonald's and Starbucks are ubiquitous. And Nokia, the world's biggest cellphone 
maker, sold about 70 million telephones to Chinese consumers in 2007, racking up sales of $10 bill ion. 

But those global brands are trying to extend their reach into so-called second- and third-tier cities. 

But how to reach them? 

Earlier this year protesters disrupted the Olympic torch relay in London, Paris and San Francisco, angering 
many Chinese and stirring up nationalistic sentiment. 



The powerful earthquake that struck Sichuan Province in May, killing more than 69,000 people, also 
strengthened national bonds ahead of the Olympics. 

At the same time, the government is pushing Chinese companies to bulk up and compete with foreign 
brands, too. And Chinese start-ups are also trying to tap into Olympic fever by touting their home-court 
advantage. 

For instance, a print advertising campaign by Anta, one of the biggest Chinese sportswear companies, 
shows a crowd of flag-waving youths gesturing like wild revolutionaries in a state of Olympic euphoria. Many 
of the Anta TV ads include the song lyrics, "I love you, China!" 

Other ads, like one by Yili , a maker of dairy products, are similarly patriotic, telling youths that by drinking 
milk, "I make China strong!" 

More than a dozen Chinese companies have paid millions to become Olympic sponsors, including Lenovo, 
the sole Chinese global sponsor. And some companies are hinting that, like the top Chinese athletes, they 
can go head-to-head with the best in the West. 

No wonder some multinational companies are going native, trying to show solidarity with the Chinese 
masses. 

"For most international brands, this is a double-edged sword ," said Chajet at lnterbrand . "They're premium, 
high-tech and status brands. But there's rising nationalism, and the Olympics is a rallying cry for the 
Chinese, who are looking for a reason not to buy foreign." 

To win over Chinese consumers, Adidas, which already has more than 4,000 stores in China, has new 
television and print spots showing legions of everyday Chinese guiding the country's top athletes to 
gold-medal performances. 

The campaign, which won a Golden Lion at the Cannes International Advertising Festival , is all about rooting 
for country. 

Erica Kerner, director of the Beijing Olympic Games program for Adidas, even said: "This is about rallying 
the nation." 

Gatorade, owned by Pepsico, has a television spot that features Chinese athletes counting down to the year 
2008. It concludes with a group of children, perhaps age 7, at what looks like an Olympic training center 
hitting table tennis balls in unison, and counting down to 2012 and 2016. 

A Volkswagen campaign encourages people to "honk for China"; McDonald's ads say "I'm Iovin' it when 
China wins"; and Nike, though not an Olympic sponsor, is the official outfitter of about 30 of China's Olympic 
sports teams. 

Marketing experts say one downside to the advertising frenzy is the clutter. 

In the sea of ads featuring Chinese athletes touting everything from Cadillacs to traditional Chinese 
medicine, with endless shots of the Olympic stadium they call the Bird's Nest, is a simple question: whose ad 
was that anyway? 

"The sameness of the ads is the frightening thing," said Terry Rhoads, managing director at Zou Marketing, 
a sports Consultancy in Shanghai. "You have to wonder about the ad agencies." 

An avalanche of Olympic television advertising and special programming on Chinese television is made 
more confusing by ambush marketing, whereby nonsponsors try to grab some Olympic glory without paying 
the high sponsorship fees. Pepsico, for instance, is not an Olympic sponsor, but Gatorade brand sponsors 
some Chinese athletes. Nike is also not an Olympic sponsor, but the company has created some of the most 
attractive television ads, encouraging Chinese athletes to "Just do it." 

The Beijing Olympic committee also signed up a record number of sponsors, including three beer makers­
Budweiser, Tsingtao and Yanjing Beer- adding to the confusion about who is, and is not, a genuine 
sponsor. 

With so many companies eager to market to China's increasingly wealthy consumers, advertising agencies 
and China's sports industry - which controls Olympic athletes and shares in their sponsorship dollars - have 
already captured lots of gold. 



"There's never been an Olympics with such a big home market," says Dick Van Motman, the chief executive 
of DDB China, the advertising agency. 

For global brands to succeed, he said, that means "reinforcing your image; al igning yourself with the China 
dream; and aligning yourself with China entering the world stage. That's the real game." 
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CREATIVE- NEWS 
Nike Prepares Global Effort; Based around Beijing Olympics, the campaign includes a new 
worldwide spot and an event called 'Human Race' 

Kenneth Hein, Brandweek 
ONLINE 
474 words 
17 July 2008 
ADWEEK 
English 
Copyright 2008, Nielsen Business Media. All rights reserved. 

NEW YORK This week Nike pushes forth with what it is calling the largest campaign in the brand's history. 
Based around the Olympics in Beijing, Nike will debut a new global spot called "Courage," continue to 
promote the Nike Hyperdunk shoe and launch the "Human Race" event. 

The new TV spot breaks fi rst in Asia and Latin America. It will air in the U.S. on Aug. 8. The ad celebrates 
the 20th anniversary of the "Just do it" campaign by showing a collage of inspirational sports imagery. 
Michael Jordan kissing his National Basketball Association championship trophy and Lance Armstrong 
defeating cancer are among the 30-plus different athletes from 17 different countries that appear. The 
Killers' "All These Things That I've Done" serves as the soundtrack. 

Consumers can then go to Nike.com/courage to freeze the many moments in the spot, read narrative about 
why they were important and add their own comments. Independent Wieden + Kennedy, Portland, Ore., 
handles. 

"The TV ad celebrates quite frankly what we felt is one of the most inspirational brand statements of all time 
-Just do it," said Joaquin Hidalgo, vp, global brand marketing, Nike. "I t's at the core of an athlete's persona 
whether they are a professional or amateur. It's a call to arms to do better, to get to the next level." 

The hefty ad investment has some analysts concerned. Nike's sales growth has slowed along with the 
economy. In the U.S., for the fourth quarter ended May 31, revenue grew only 4 percent to $1.7 billion, 
compared with 16 percent to $5.1 billion worldwide. 

Hidalgo said the investment is one that would cement the brand for the future. Nike's Olympic efforts are "a 
way to connect to the world . It's the most important in the history of the brand .... We're investing in demand 
creation to ensure we're driving brand strength for current and future revenue growth for the company." 

Nike spent $75 million on advertising in the U.S. through Apri l, per Nielsen Monitor-Plus. In comparison, last 
year's ad expenditure was $190 million and almost $220 million in 2006. 

"The levels we are investing at, we feel are appropriate to connect with consumer and drive growth," Hidalgo 
said. 

Nike will use the Olympics as a platform to promote its Hyperdunk basketball shoe ever. On Aug. 31, it is 
spearheading "The Human Race," slated to be the largest single-day running event in history with 1 million 
runners in 25 cities. High-profile entertainers such as Kanye West and the All-American Rejects will be on 
hand to celebrate with participants. 
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The Courage Within - Nike Celebrates Athletes' Drive with New 'Just Do It' Beijing Campaign ; Nike 
set to launch global advertisement with mosaic of 'Just Do It' moments 

471 words 
17 July 2008 
08:03 
Business Wire 
English 
(c) 2008 Business Wire. All Rights Reserved. 

BEAVERTON, Ore. - (BUSINESS WIRE) - On the twentieth anniversary of the launch of 'Just Do It', Nike 
(NYSE:NKE) today kicks off its global advertising campaign for Beijing, with a new emotionally charged 

60-second commercial, "Courage." 

The TV ad celebrates one of the most inspirational brand statements of all time, 'Just Do It', by capturing 
the very essence of an athlete's motivation. The campaign also provides an innovative interactive platform, 
through nike.com/courage, where consumers can explore the story behind each iconic moment of the 
commercial. In the US and Europe, they can join the conversation by adding their own personal comments 
on the site starting next week. 

The high-energy ad features 31 different Nike athletes from over a dozen different countries, including USA, 
Russia, Portugal, Switzerland, Afghanistan and South Africa. Some recognizable athlete faces from the past 
and present are featured and include: Michael Jordan, Cristiano Ronalda, Roger Federer, Maria Sharapova, 
Liu Xiang, Michael Johnson, Steve Prefontaine, LeBron James, John McEnroe, Wayne Rooney, Joan Benoit 
and Kobe Bryant. The ad also includes amazing athlete stories such as seven-time Tour de France 
champion Lance Armstrong and closes with South African sprinter Oscar Pistorius. 

"The commercial celebrates courage as the essence of the 'Just Do It' spirit," said Joaquin Hidalgo, Nike 
Vice President of Global Brand Marketing. "The fast paced cut takes viewers on an inspiring journey 
highlighting obstacles athletes at every level must face and overcome." 

The TV commercial will kick off in Nike's Asia Pacific and Americas regions on July 19th. In Europe, the 
Middle East and Africa regions the ad will begin select airing on July 25th and in the USA on August 8th. The 
60 and 30-second ads were developed with Wieden+Kennedy Portland and feature the soundtrack "All 
These Things That I've Done" by The Killers. 

Media can visit www.nikemedia.com for more information on all of Nike's innovative products for Beijing and 
the Nike+ Human Race. 

About Nike 

NIKE, Inc. based near Beaverton, Oregon, is the world's leading designer, marketer and distributor of 
authentic athletic footwear, apparel, equipment and accessories for a wide variety of sports and fitness 
activities. Wholly owned Nike subsidiaries include Converse Inc., which designs, markets and distributes 
athletic footwear, apparel and accessories; Cole Haan Holdings Incorporated, which designs, markets and 
distributes luxury shoes, handbags, accessories and coats; Umbro Ltd. , a leading United Kingdom-based 
global football (soccer) brand; and Hurley International LLC, which designs, markets and distributes action 
sports and youth lifestyle footwear, apparel and accessories. For more information visit 
http://www.nikebiz.com/. 
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Sunrise Edition 

HEADLINE: 'Just do it' tagline still gets it done 

BYLINE: BRENT HUNSBERGER, The Oregonian 

BODY: 

Page I 

SUMMARY: Advertising I The iconic saying, now 20 years old, is featured in Nike's Olympics campaign 

Nike's 'Just Do It' slogan ce lebrates 20 years The iconic saying, now 20, is featured in the company's Olympics 

campaign 'Just do 

it' tagline 

still gets 

it done Slogan targets 

athletes and 

average Joes 

BRENT HUNSBERGER 

It's been 20 years since Portland ad man Dan Wieden came up with the phrase "Do It," attached "Just" to the front 

and pitched the tagline to lukewarm reception from Nike executives on the losing side of a shoe war with Reebok. 

Today, the eight-letter phrase is among the two or three slogans rated most memorable in advertising history, and 

Nike is the world's largest sporting goods maker. 

The Beaverton-area company, of course, is exploiting the anniversary of "Just Do It" to launch a worldwide mar­

keting campaign for the Olympics in August. Its online component and international rollout this weekend shows how 

Nike's $18.5 billion business and marketing strategy have changed since 1988, when Reebok surpassed its $877 million 

in sales. 

Wieden+Kennedy, still working the Nike account, has grown in the same directions. 

On Thursday, Nike unveiled Wieden+ Kennedy's TV commercial from the new campaign, designed to move con­

sumers to exercise --and buy N ike products. 

Wicden, co-founder of Portland ad firm Wieden+ Kennedy, penned "Do It" as a sort of "connective device" that 

evoked an athlete's transformation to a great competitor. Later, he added another word for emphasis . 
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'Just do it' tagline still gets it done The Oregonian (Portland, Oregon) July 18, 2008 Friday 

"We're usually not big ones for taglines," Wieden explained in a 1989 interview with The Oregonian. "But because 

we were doing so many spots and the look had to be different, we felt we needed to have some cement to the thing. We 

felt 'Just Do It' would work for those at the competitive level as well as for people interested only in fitness." 

It did exactly that, experts say, and more. 

From a marketer's perspective, the line was gold. It summed up Nike's image concisely and memorably for con­

sumers. And it drew lasting admiration from marketing experts. 

"It was quick, easy, cocky, to the point, and a bit irreverent, all of which Nike is," said Peter Moore, who designed 

the Air Jordan logo for Nike and later headed up Adidas' North American operations in Portland. 

"It's an immediate call to action with no thinking involved," said Portland State assistant marketing professor Jill 

Mosteller. 

"Time-worn expression" 

The slogan also spoke to everyone who has ever procrastinated about exercising, said Bill Borders, co-founder of 

Portland ad agency Borders, Perrin & Norrander. 

"It is essentially a time-worn expression that had been around for ages," Borders said. "But it lifts that phrase out of 

common usage and breathes new life into it. 

"Not bad for eight letters." 

"Just Do It" slips off the tongue with ease and, therefore, easily lodges in our brains, said Steve Cone, author of the 

new book "Powerlines: Words That Sell Brands, Grip Fans and Sometimes Change History." 

Unlike many companies, Cone added, Nike has deployed its slogan consistently and effectively across many media, 

without altering it. 

"To be effective, a tagline should project personality and attitude," said Cone, chief marking officer for Epsilon, a 

marketing services fi rm. "Nike's line does that in spades. Most lines today do not." 

Wieden, unavailable for comment Thursday, has said in past interviews that neither Nike executives nor the public 

immediately embraced the line. 

But news coverage shows it didn't take long. 

Coming off a successful "Revolution" ad campaign, the first "Just Do It" spot featured 80-year-old distance runner 

Walt Stack and debuted July I, 1988. 

Subsequent TV and print ads used clever lines, catchy music and mu ltisport athlete Bo Jackson's "Bo Knows" 

chutzpa. By 1990, the agency had harvested a key industry award in New York. 

People wrote to Nike saying "Just Do It" had inspired them to leave abusive husbands and achieve heroic feats. 

By 1998, Nike's global sales had ballooned to $9.2 billion. Its share ofthe U.S. athletic shoe marketjumped from 

18 percent to 43 percent, according to the Center for Applied Research, and it remains dominant today. 

Taglines tricky to write 

In 1999, Advertising Age ranked the catchphrase No.2 in its survey of the most memorable slogans of the 20th 

Century --behind De Beers' "Diamonds are forever." 

Taglines are tricky, Borders said. 

As Nike unveiled the initial $20 million "Just Do It" drive, Rorders' firm was launching a $30 million campaign for 

underdog shoemaker Avia. Its tagline: "For Athletic Use Only," concocted after research showed 80 percent of con­

sumers weren't using the shoes for sports. 

"The challenge is to capture as briefly as possible the essence of a brand promise," Borders said, "and to do it in a 

way that hasn't been done , wi ll be readily recalled and --ideally --be picked up by everyone and played back in everyday 

parlance. Not so easy." 
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Nike's new ad, "Courage," like its most recent "My Better" spots, is fast-paced, featuring images of more than 30 

athletes over 60 seconds. Among them: Oregon distance-running icon Steve Prefontaine, 1984 Olympic contenders 

Mary Decker Slaney and Henry Marsh and Boston Red Sox pitcher Jon Lester. 

Its rapid-fire imagery is meant to pique viewers' curiosity and prompt them to see it again. 

For that, Nike has designed a Web site (www.nike.com/courage) where viewers can watch the ad and pause it to 

read the name and a brief biography of each athlete. The site also invites viewers to post their own videos showing cou­

rage on video-hosting site YouTube. 

The spot airs this weekend in Asia and Latin America, where both Nike and rival Adidas have posted double-digit 

sales growth in the past year. It won't hit airwaves in the U.S., where Nike's sales are holding even, until the Olympics 

start Aug. 8 in Beijing. 

Brent Hunsberger: 503 -221-8359; brenthunsbergcr@ 

news.oregon ian .com; blog.oregonlive.com/playbooksandprotits 
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BODY: 
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SUMMARY: Ad man Jelly Helm, rehoning his own direction, prods Oregon Council for the Humanities to do the 

same 

0. Hm. C'mon, say it with me: 'Oh. Hmmm' Helm advises 

they update 

conversation 

LAURA OPPENHEIMER 

Cocktails in hand, the crowd scrunches together to hear the perplexing case of advertising superstar Jelly Helm: 

"Advertising is broken." 

Meaningful brands, on the other hand --Wii, Facebook, Obama, Prius, Nascar --persuade people to enlist. We iden­

tify. "It's like a bigger version of who we already are," says the lanky, khaki-clad Helm, who'd blend into the audience 

at this industrial-feeling bar if he weren't working them into a froth of app lause. Starbucks used to get it, Helm contin­

ues . Now the java conglomerate hawks music and stuffed bears, baristas don't actually grind beans, "and the coffee 

squi1ts out like diarrhea." 

Little did the crowd know, that December evening, that they witnessed the birth of another brand --a new image for 

the humanities, unveiled last week by unlikely partners. 

Oregon Council for the Human ities hosted the inaugural Think & Drink as part of a push to attract a bigger, young­

er following. To become less el itist, more inclusive. To make the humanities relevant. 

The group simply needed somebody to tell its story. Helm, meanwhile, had just defected from corporate advertis­

ing. Here was a storyteller in search of a tale he believed in . 

* 

Perhaps, when you hear "humanities," you picture silver-haired professors droning about Plato or transcendental­

ism. Not long ago, you might have found some truth in that stereotype. 
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Congress created and funded the National Endowment for the Humanities, and an affil iate in each state, in 1971 . 

Oregon Council for the Humanities traditionally published a magazine, hosted distinguished speakers and sponsored 

research. 

Events appealed to an older, upper-class audience. Many people didn't understand the humanities in general or this 

group in particular, with its mouthful of a name --staffers have fielded wayward calls for homeless services and the 

Humane Society. 

Two-and-a-half years ago, Cara Ungar-Gutierrez came on board as the group's fourth leader, fresh from a stint as 

education director at the Oregon Historical Society. Not yet 40, she represents a new generation in the humanities. 

Lectures are out; conversation is in. Current events and pop culture belong. And anybody with a thought-provoking 

perspective can be a scholar. 

"It doesn't have to be somebody with a Ph.D. Not that I have anything against people with Ph.Ds," jokes Un­

gar-Gutierrez, who earned a doctorate in composition and rhetoric from Miami University in Ohio. 

This shift is evident at the downtown Portland office, where the nine-person staff discusses everything from "The 

Daily Show" to literature. Programming has evolved, too. 

Rather than invite 12 high-schoolers to write research papers, the group hosts a summit where I 00 teenagers ex­

plore happiness, say, or generational identity. A longtime speakers bureau, Oregon Chautauqua, became a "conversation 

project" with topics from Mexican immigrants to female photographers. When debate erupted last winter about Portland 

Mayor Sam Adams' relationship with a teenager, humanities leaders scrambled to organize a community forum, "Pri­

vate Lives in the Publ ic Eye." 

They also launched Think & Drink at Rontoms bar on East Burnside Street. The first speaker should represent the 

group's transformation: somebody provocative, maybe not an academic. Organizers had never heard of Jelly llelm,but 

the man with the memorable nickname came highly recommended. 

A youngish 44-year-old who speaks with a hint of Kentucky, Helm has won major advertising awards. At Wie­

den+Kennedy, Portland's premier creative firm, he crafted a talent-development boot camp. One of his commercials, a 

Super Bowl spot for N ike, is in the permanent collection at the Museum of Modern Art. 

Humanities leaders, however, didn't realize Helm was buried in professional soul-searching. After being demoted 

as W+K's executive creative director in summer 2008, he decided to leave altogether. As he sees it, traditional advertis­

ing is giving way to companies or groups or projects that have, at their heart, a compelling story. 

"It just feels like the world is changing," Helm says, "and I wanted to be in the middle of it." 

* 
Think & Drink went so well, it forged a friendship between Helm and the women who steer the humanities council. 

He invited them to an open house at his new studio, where he intended to do some creative dabbling during a year's 

sabbatical. They invited him to humanities events. And, when they plotted their first real advertising campaign early this 

year, they asked for advice. 

Armed with $70,000 --7 percent oftheir $1 million budget, three-fourths of it from federal and state government 

--humanities leaders planned to overhaul their logo, brochures, Web site. Everything. "We've changed, and we need a 

brand that shows that," says Kathleen Holt, magazine editor and communications director. 

She expected nothing but pointers from Helm, even when he half-jokingly suggested that she send an application 

"to some guy who has an office in Old Town." After all , he'd worked on multimillion-dollar accounts for some of the 

biggest companies in the world. 

Helm pinned the application to hi s wall, where it stayed for weeks. This was a nonprofit with limited resources. 

"My old frame might have been, 'What's their budget? What's their status? Is this a cool thing to work on?' "he 

says. "My new thing is, 'What's your purpose?'" 

He also examined his own purpose and came up with a satisfactory answer: listening, hearing a story, understand­

ing what's special about it. 
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The Friday night before proposals were due, Helm sat at home perusing oregonhum.org. He hunted for ways to 

simplify the clunky title, Oregon Council for the Humanities, playing with words until he stumbled onto "0. Hm." It 

was the perfect shorthand for Oregon Humanities, which could be the new name. And when he said it out loud --"Oh . 

Hmmmm." --he found a second meaning. 

"That's the sound of what happens when you're at one of these events. That's been the purpose of the humanities 

forever, to get people to hear an idea so everything cracks open for them." 

Monday morning, he called Holt to say he was really inspired, but the numbers wouldn't pencil out ... unless he 

came up with just the right idea. "Which l did." 

Helm stopped by the next day and made his pitch. 

Everybody was quiet for a moment. 

"I love it," Ungar-Gutierrez, the executive director, said. 

"l love it, too," chimed in Holt, the communications manager. 

"I love it, too!" agreed the branding guru. 

* Winning over the rest of the humanities world wouldn't be quite so easy. Helm was proposing a new, whimsical 

hook for an old, distinguished discipline. 

Humanities councils play to the personalities of the areas they serve, says Edythe Manza, state liaison at the Na­

tional Endowment for the Humanities. Many are trying to engage a bigger audience; some, like Oregon, use social net­

working sites such as Face book and Twitter. 

It can be a challenge, Manza says, to reassure loyal humanities fans and snag new ones at the same time. "Change 

is hard, but we're optimistic." 

Ungar-Gutierrez and Holt didn't officially need anybody's approval to move forward. But they wanted buy-in, and a 

lively debate matched the spirit ofthe humanities --and the spirit of Oregon. So they created a branding advisory group 

and, in June, invited Helm to speak to their board. 

He showed up in a hooded, blue Patagonia jacket, carrying cookies baked by one of his two young sons. New let­

terhead, business cards and a short film were in the works. 

It's exciting, Helm to ld the board, to see a nonprofit change with the times. But the name felt patriarchal, like this 

group bestowed the humanities on people. That led to Oregon Humanities and 0. Hm. , "a nice little accident." 

0. Hm. is not the brand, he explained. It's a campaign to help tell the story, kind of like "Just Do lt." Nike resurrects 

the iconic slogan from time to time, making it fresh. 

"There's a chance some people will say, 'That's the dumbest thing you've ever done ,' " Helm told the board. "The 

point is to start a conversation. I th ink branding is a very human and artful thing, not a scientific thing." 

By this time, he'd won over many of the 19 volunteer board members. 

John Frohnmayer, a former independent candidate for U.S. Senate, initially balked. He hated to lose the logo, 

which reminded him of a medieval manuscript illumination. But the more he heard from Helm, the more he wanted to 

shake things up --force people to react. 

"I think it's a kind of an entree," Frohnmayer told fellow board members. 

Carol Edelman, a semiretired arch itect, liked making the humanities more real-world. She liked a lot of the new 

programs, too. But she wasn't sure she liked 0 . l-Im. 

"It's flip. I somehow have a feeling it's making light of the thing that's most key." 

After a lot of listening, Helm weighed in. "I do respectfully hear all the comments," he said. "But it's the right way 

to go." 

* 
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By August, the newly minted Oregon Humanities crew counted down to officially unleashing their new identity. 

The branding committee met one last time, a design finn worked on the Web site and some skeptics wanned to the 

strategy. 

Edelman, who worried about being flip, embraced 0. Hm. as part of a campaign --not a stand-in for the brand. "The 

worst thing that can happen is, some longtime supporter will think, 'What the hell are you doing? But I still like the 

magazine and I still like the programs,' " she says. 

Helm has taken on bigger cl ients, including Wikipedia. But it was Oregon Humanities that first inspired him again, 

and he needed to finish one major piece: a short, promotional film about the power of ideas. 

For two days Helm's building welcomed a parade of prominent thinkers, from writers to musicians to Portland State 

University President Wim Wiewel. They reported to a makeshift studio cloaked in drapes, where Helm asked about 

ideas that challenged them. He asked them to say "Oh. Hmmmm." 

Upstairs, Helm's workspace doubled as a green room. When shooting got behind, the talent plopped on his 

cafe-esque collection of couches and chairs, browsed mile-long bookshelves organized by color of the spine, peeked out 

into Old Town. 

Oregon Poet Laureate Lawson lnada was deep in thought with Rich Wandschneider, former director of Fish trap 

writers community. Thomas Lauderdale, pianist and ringleader of Pink Martini , chatted with the producers of "Live 

Wire!" radio show. Intentional or not, it's the sort of freewheeling conversation Oregon Humanities wants to spark. 

Holt, the communications director, showed off materials almost ready to debut. Business cards replace formalities 

with a staffer's first name and three al ternative titles (in her case, "word wrangler, straight talker, wry observer"). Fol­

dover pins work as bookmarks or jewelry. Blank journals are inscribed with a short mission statement: "Get together, 

share ideas, listen, think, grow. " And a neon "0. Hm." sign will glow from the Oregon Humanities office on dark, rainy 

afternoons. 

"It's so great," Holt said, surveying the wall. "And it was in front of us the whole time." 

Laura Oppenheimer: 503-294-7669; loppenheimer@news.oregonian.com 
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Forbes Sports Values 

The World's Top Sports Brands 
Peter J. Schwartz, 02.03.1 0, 5:00 PM ET 

In the multibillion-dollar sports industry, the most competitive contests are often fought off the playing field, where athletes, 

businesses, teams and events jostle for name recognition in hopes of capturing a bigger share of the entertainment dollar. So 
who's doing it best? 

Our second Forbes Fab 40, a ranking of the world's top sports brands, reveals that Tiger Woods, Nike, Manchester United and 
the Super Bowl are the most valuable names in their respective categories. 

To determine our list, we ranked athletes based on endorsement income relative to peers in their sport; businesses based on 

the amount of the enterprise's private market value attributable to its name; teams based on the portion of their overall value 

not a result of market demographics and league; and events based on revenue generated per day of competition. While polls 
can provide a whimsical take on how someone feels at a particular moment, our brand values quantify the equity built up in a 

name over many years. 

In Pictures: World 's Top Sports Brands 

That's why Tiger Woods holds top spot among athletes with a brand value of $82 million. Even though Woods isn't likely to see 
a repeat of the $105 million he earned from sponsors last year anytime soon, his remaining deals, including those with Nike, 
Electronic Arts and Procter & Gamble's Gillette, will still earn enough to keep him the world's highest-paid athlete in 2010, even 

if he does not hit a single golf ball all year. Woods' 2009 endorsement total , on which this list is based, was more than the next 

three highest-earning athlete spokesmen combined. 

Should Woods seek tips on how to rebuild a tarnished image, he should take some cues from Kobe Bryant's comeback. The 

Los Angeles Lakers star, who lost most of his sponsors after sexual assault charges were filed against him in 2003, is now 

earning more in annual endorsements than at any point in his career. Bryant's brand ranks sixth among athletes and is one of 
six names to appear on our list for the f irst time. 

A strong brand and a carefully crafted image can last well into retirement. Take Michael Jordan, who last played an NBA game 
almost seven years ago, but whose brand is worth $30 million today by dint of deals with Nike, Hanesbrands and PepsiCo's 

Gatorade. 

With a value of $10.7 billion, the Nike brand is the most valuable among sports businesses. The growth and profitability 
generated by Nike's intangible assets, like its globally recognizable swoosh logo and "Just do it" slogan are reflected in its 
price-to-book ratio of 3.4, which is 50% better than the overall market. 

Of the company's $18.4 billion in revenues last year, 90% was attributable to merchandise emblazoned with either the Nike or 

Nike Golf logos. The company also has the distinction of being the only sports apparel maker whose worldwide market share 

has increased since the start of 2008, according to industry tracker Sporting Goods Intelligence. 

At $10.5 billion, Walt Disney's ESPN ranks second among sports businesses in brand value, down one place since our 

inaugural ranking. We estimate the sports media giant generated $8.5 billion in revenues last year, buoyed by increased 

subscription fees charged to cable operators for their ever-expanding offering of domestic and international cable channels, as 
well as its popular magazine, Web site and licensing and radio divisions. ESPN's market value of $35 billion is $10.5 billion 
more than a network without its name would be worth. 

Watch ESPN long enough and you're bound to see the latest news on Manchester United, the world's most valuable team 
brand, worth $270 million. Even though Spanish soccer power Real Madrid generates $60 million more in revenue, Man U's 

02/05/2010 10:38 AM 
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brand is $25 million more valuable. Why? Shrewd worldwide marketing efforts. The team boasts that more than half its 

followers hail from Asia. The Red Devils, as the team is known to its fans , will collect more than $22 million this year from a 

jersey sponsorship deal with troubled insurer AIG, more than any other soccer team. That figure is set to increase once 

another American insurance company, Aon, takes over the sponsorship next season. Over the last two seasons Man U has 

advanced to consecutive UEFA Champions League finals for the first time, winning one of them. 

Of course, winning is something the New York Yankees know better than anyone. The Bronx Bombers are the most valuable 
team brand in North America, worth $266 million. The Yankees account for roughly one-third of all Major League Baseball 
licensed merchandise sales, and that' s before factoring in last year's postseason, which sparked a merchandising frenzy with 

gross sales of $450 million for World Series- and Yankees championship-related goods. Recognizing the strength of the 
Yankees brand, ownership has leveraged the team to create broadcasting and concession businesses and have grown the 

team's parent company to become what Forbes estimates as a $3.3 billion business. 

When it comes to sporting events, there's no spectacle quite like the Super Bowl. With an expected U.S. TV audience in the 

neighborhood of 100 million for Sunday's game--double last week's State of the Union address--the Super Bowl has become a 

de facto national holiday. Last year's Super Bowl generated $420 million in media, sponsorship, tickets and licensing revenue, 

more than a typica l day of the Summer Olympics and soccer's World Cup combined. 

The cheapest seats cost $500 at face value and are next to impossible to come by (less than 1% of tickets are made available 

to the public through a random drawing). That's a far cry from the first Super Bowl in 1967, which was played before a 
half-empty stadium. CBS and NBC, both of which broadcast that game, didn't think much of it either. Neither bothered to keep 

all of their footage. 

Sources: Howjego Brand Marketing; TNS Media Intelligence; SNL Kagan; Deloitte LLP; Premier Global Sports; Front Row 

Analytics; Churchill Downs; NCAA; NFL; JOG; FIFA; UEFA; ISC; FactSet Research Systems; annual company reports; 

Forbes. 

In Pictures: World's Top Sports Brands 

02/05/2010 10:38 AM 
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80 YEARS OF IDEAS

There's a certain laughably arbitrary nature to choosing the five best ads from the last 80 years. It's a subjective

business and much depends on the era in which one came of age. Any industry expert would surely pick Think Small,

from the mighty Berbach-led DDB for one of the top positions. Or Life's "Hey, Mikey" from the same agency. Or

Apple's "1984" from TBWA/Chiat/Day, L.A. Or one of a number of other seminal ads.

This list comprises not so much ads as ideas, momentous leaps in brand creativity as part of culture. These

campaigns are among enduring, and the most culturally resonant, whether they're still being used in ads or not.

M&M'S

'MELTS IN YOUR MOUTH, NOT IN YOUR HANDS'

AGENCY: BATES & CO.

1954

The man behind this campaign, Rosser Reeves believed in the Unique Selling Proposition and this was his most

famous. Though his information-driven approach fell out of favor in the 60s, his work has endured. After all, how many

'50s admen have been quoted by 50 Cent? (from Candy Shop: "I'm trying to explain baby the best way I can/I melt in

your mouth girl, not in your hands (ha ha)."

NIKE

Page 1



'JUST DO IT'

AGENCY: WIEDEN & KENNEDY

1988

Nike and its agency partner Wieden & Kennedy have contributed many, many classics to the creativity canon. Just

Do It, penned by agency founder Dan Wieden, didn't just provide a framework for an enduring ad campaign. It

transcended advertising to become a Smithsonian-enshrined, universal call to action.

MARLBORO

THE MARLBORO MAN

AGENCY: LEO BURNETT CO.

1955

Philip Morris was vexed that its Marlboro brand was perceived as too feminine. Enter Leo Burnett, who believed in

exploiting the "inherent drama" in brands. Forever after, Marlboro would be associated with the cowboy riding the

range.

BURGER KING

'HAVE IT YOUR WAY'

AGENCY: BBDO

1973

How prescient of BBDO to conceive a brand idea that was so perfect for today's consumer-control era that it simply

had to be resurrected.

CALIFORNIA MILK PROCESSOR BOARD

'GOT MILK?'

AGENCY: GOODBY, SILVERSTEIN & PARTNERS

1993

Hammering away at health benefits is to be expected when you've got a product like milk. But Goodby's big idea

was to introduce milk as the indispensable accompaniment and the horror of sticky mouth roofs. "Aaron Burr," from

1993, stands as a singular spot achievement and the introduction to one of advertising's best campaigns.

Copyright 2010 Crain Communications Inc. All Rights Reserved.
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HEADLINE: Nike Unveils "The Chosen," Its First Ever Action Sports 'Just Do It' Campaign;
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Nike (NYSE:NKE) today announced the launch of "The Chosen," a new global 'Just Do It' campaign featuring a

pantheon of action sports stars. The centerpiece of the campaign is a film featuring skate legend Paul Rodriguez

(P-Rod), Olympic snowboarder Danny Kass, surf prodigies Julian Wilson and Laura Enever. The film was shot all over

the world at night and features lighting and pyrotechnics reminiscent of a live rock concert.

Nike Skateboarding Athlete Paul Rodriguez. Los Angeles, CA. (Photo: Business Wire)

Throughout the course of the campaign, Nike will be conducting global grassroots events providing athletes an

opportunity to participate in the sports featured in the film.

"The Chosen" campaign also includes a video contest inviting skaters, surfers, BMX riders, snowboarders and

skiers to submit a video of their crew in order to be chosen for an opportunity of a lifetime - a chance to travel with the

Nike team while getting access to exclusive Nike products and experiences. The contest will run within Facebook where

winners will be determined by fan support, Nike and Nike athletes.

"'The Chosen' represents a new voice for Just Do It, a passing of the torch to the next generation of sports heroes,"

said Davide Grasso, Nike's Vice President of Global Brand Marketing. "This is a defining moment for Nike Action

Sports as we evolve this iconic campaign to bring it to new audiences, in new ways around the world."

The campaign will debut globally on Facebook, Thursday, June 2nd at 7 PM EDT. The film will air on TV on

Sunday, June 5 during Game 3 of the NBA Finals at 8 PM EDT. The 3-D version will air at cinemas nationally over the

4th of July Weekend. The campaign will be seen in 23 markets including the US, China, Brazil, Western Europe and

Australia. This is Nike's first ever 'Just Do It' campaign featuring all action athletes, exemplifying its commitment to

Action Sports and its elevation as a key growth category.

"It's amazing that Nike is elevating action sports to the same platform reserved for sports icons like Michael Jordan

Page 1



and Lebron James," said Nike Pro Skateboarder Paul Rodriguez. "Shooting and skating at night underneath bright lights

made it intense, exciting, and fun."

Created in collaboration with 72andSunny, and directed by renowned cinematographer Lance Acord, the film

features an astounding 25 athletes filmed over the course of a year at some of the best action spots in the world,

including Whistler, Aspen, Bali, Hawaii, Florida, New York City and Los Angeles. Complementing the film are

behind-the-scenes content pieces from each location.

The film features the following Nike Action athletes: Paul Rodriguez, Theotis Beasley, Omar Salazar, Danny Kass,

Nicolas Muller, Annie Boulanger, Ellery Hollingsworth, Mason Aguirre, Greg Bretz, Louie Vito, Peetu Piiroinen,

Andreas Hatveit, Julian Wilson, Alejo Muniz, Monyca Byrne-Wickey, Michel Bourez, Kolohe Andino, Malia Manuel,

Laura Enever, Garrett Reynolds, Dennis Enarson, James Stewart and Ryan Dungey.

The music track for the film entitled "I Got a Thing," was written by Clarence "Fuzzy" Haskins of the band

Funkadelic and performed by Hanni El Khatib. The contest, the film, and behind the scenes videos can all be found at

NIKE.COM/CHOSEN .

For more information including multimedia, visit: http://actionsports.nikemedia.com/

About Nike

NIKE, Inc., based near Beaverton, Oregon, is the world's leading designer, marketer and distributor of authentic

athletic footwear, apparel, equipment and accessories for a wide variety of sports and fitness activities. Wholly-owned

Nike subsidiaries include Cole Haan, which designs, markets and distributes luxury shoes, handbags, accessories and

coats; Converse Inc., which designs, markets and distributes athletic footwear, apparel and accessories; Hurley

International LLC, which designs, markets and distributes action sports and youth lifestyle footwear, apparel and

accessories; and Umbro Ltd., a leading United Kingdom-based global football (soccer) brand. For more information,

visit www.nikebiz.com .

Photos/MultimediaGallery Available: http://www.businesswire.com/cgi-bin/mmg.cgi?eid=6747380&lang=en

CONTACT: Nike

Media Relations, 212-367-4447

URL: http://www.businesswire.com

GRAPHIC: Nike Surf Athlete Michel Bourez. Bali, Indonesia. (Photo: Business Wire)

Nike Surf Athlete Laura Enever. Bali, Indonesia. (Photo: Business Wire)

Nike Skateboarding Athlete Paul Rodriguez. Los Angeles, CA. (Photo: Business Wire)

Nike 6.0 Surf Athletes Michel Bourez, Kolohe Andino, Malia Manuel, Monyca Byrne-Wickey and Laura Enever. Bali,

Indonesia. (Photo: Business Wire)
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Dan Wieden was worried that his advertising agency's proposed slogan for the burgeoning footwear giant was too

unfocused.

Recalling convicted killer Gary Gilmore's famous last words before being executed in 1977 in Utah -- "Let's do it!"

Gilmore said -- Wieden tweaked the declaration 11 years later and came up with an idea that would soon become

iconic:

"Just Do It."

That was 1988. Nike -- and the Wieden+Kennedy agency -- would never be the same.

"It caught on because it was short, simple, easily understood and remembered and -- to the point -- a little bold and

confident, like many of the Nike athletes at the time," said Lisa Delpy Neirotti, associate professor and director at

George Washington University's School of Business. "Nike commercials and advertisements all supported the slogan.

Nike and Wieden+Kennedy created a true integrated campaign.

"You did not see Nike without 'Just Do It.' The slogan became synonymous with the brand, and vice versa."

Twenty-five years later, it's still Nike's slogan, although global chief marketing officer Davide Grasso says it

actually is his company's mantra. Regardless, it remains catchy, and Nike will mark the anniversary with the online

launch this week of an advertising campaign called "Possibilities," highlighted by a 90-second commercial featuring

athletes LeBron James and Serena Williams and narrated by actor Bradley Cooper.

"At Nike, we say, 'If you have a body, you are an athlete,'" Grasso said via e-mail. "We want to inspire every

athlete, whether it's inspiration to run their first mile or win their fifth MVP title."
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"Just Do It" is the type of slogan companies hope for -- a quick line that becomes so well-known it works its way

into pop culture.

"Very seldom do taglines turn into lifestyles. It has energized a generation of athletes, and it continues to do that.

That's the uniqueness. It resonated far beyond what anybody could have expected," said David Carter, associate

professor and executive director of the Sports Business Institute at USC Marshall School of Business.

Asked for a comparable slogan or even a derivative, Carter said, "As far as television goes, you have Coca-Cola

and Mean Joe Greene. But as far as taglines? This has to be at the top.

"You can look at other slogans the last 20, 30 years. That doesn't happen often."

Of course, the world has changed in a quarter of a century, especially in the digital world. Nike, for the first time, is

using #justdoit on its social media channels.

Yet the ubiquitous tagline, which has thrived on being open to interpretation, has endured even as others have tried

to come up with their own memorable slogans. Under Armour's "Protect This House" and Adidas' "Impossible is

Nothing" echo some of the same qualities, but neither has overtaken "Just Do It."

"Not only does it still work, on a lot of levels, but its staying power -- it's very clear it's still relevant," Carter said.

"When you say 'Just Do It,' it's very clear what it represents. Very few (slogans) stand the test of time."

GRAPHIC: photo 2007 photo by Craig Mitchelldyer
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When Adweek began publishing its first issues in 1978, the industry it set

out to cover was at a crossroads. The Mad Men era was ending, ad budgets were

about to boom, and the days of digital were already nigh. As we mark 35 years,

Adweek today looks back at key moments--some subtle, some shocking--that

changed the nature of advertising and made marketing what it is today.

[ILLUSTRATION OMITTED]

1978

The First Inbox Spam

Almost as long as there has been an Internet, a thick coating of spam has

clogged the pipes. It began when an eager salesman used the U.S. government's

Arpanet to announce a hardware demo to nearly 400 users (15 percent of the net-

work). The military brass clamped down hard, but an insidious industry was

born.

[ILLUSTRATION OMITTED]

1979

Saatchi Wins Britain for Thatcher

When Britain's Conservative Party took control of Parliament, bringing Mar-

garet Thatcher to power as prime minister, it definitely owed some of its suc-
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cess to Saatchi & Saatchi. The agency's "Labour Isn't Working" poster showed an

unemployment line that seemed to stretch for miles (though it was actually just

the same small group of young Conservatives pasted over and over). It became a

centerpiece of the political debate. In 1999, Britain's Campaign magazine named

it the Best Poster of the Century.

[ILLUSTRATION OMITTED]

1980

Mean Joe Greene Shows His Soft Side

Super Bowl ads weren't always known as blockbusters. Until this one came

along, that is.

McCann-Erickson's "Mean Joe Greene" ad for Coca-Cola quickly became the

stuff of legend when it appeared during the Super Bowl, featuring the Los

Angeles Rams and Greene's Pittsburgh Steelers.

In the spot, Greene tries to walk off an injury when a young fan offers him

his Coke. Greene drops his signature surliness and tosses the boy his game jer-

sey. The scenario became a pop-culture sensation--and even the basis for a 1981

TV movie.

[ILLUSTRATION OMITTED]

1981

MTV Launches, and Ads Are Art

They began as pricey promotional clips created by popular artists like the

Beatles, David Bowie and Pink Floyd. But music videos were democratized

overnight with the launch of MTV on Aug. 1, 1981.

The cable net almost immediately broke radio's decades-long grip on music

promotion, and a new generation of artists became top sellers thanks to their

videos, which served as long-form ads for albums and singles.

Perhaps MTV's biggest impact on advertising, though, was its aesthetic. Many

video directors, including David Fincher and Michel Gondry, became top talents

in advertising and Hollywood.

[ILLUSTRATION OMITTED]

1982

Bill Bernbach's Death: The End of an Era

He paired creativity with humility, yielding some of the best ads ever. Bill

Bernbach's work on Volkswagen ("Think small"), Avis ("We try harder") and Po-

laroid ("It's so simple") brought humanity, wit and intellect to the in-

dustry.

But when the co-founder of Doyle Dane Bernbach passed away, the era he

helped usher in also seemed on its last legs. The '80s would become known for

opulence and avarice, and ads starring beautiful people, big logos.

But Bernbach's ideas would never die. Like all the greats, he was simply

ahead of his time.

[ILLUSTRATION OMITTED]

1983

Apple Creates an Epic

It was, quite simply, the best television commercial ever created. And al-

most no one was around to see it.

That's because Chiat/Day's epic "1984" spot for Apple made its debut on a
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small Idaho TV station in the last time slot of the last day of 1983, one month

before its Super Bowl appearance.

The early airing made "1984" eligible for the year's ad awards, and that

confidence proved justified. Apple's board fought to kill the ad, but Jay Chiat

and Steve Jobs stood their ground, helping ensure the Ridley Scott-directed

spot would become one of the most celebrated ads ever.

[ILLUSTRATION OMITTED]

1984

'Where's the Beef?'

Despite its popularity, the Wendy's catchphrase "Where's the beef?" actually

had a short shelf life.

Written by Cliff Freeman during his last days at Dancer Fitzgerald Sample,

the slogan was simply the punch line to a TV ad featuring geriatric burger buy-

ers who were unimpressed with a competing chain's "big bun." It soon exploded,

becoming a definitive example of the ad slogan.

Wendy's abandoned the line in 1985, opting for "Choose fresh." But "Where's

the beef?" was already part of the culture, thanks in part to presidential can-

didate Walter Mondale using it as a dig at rival Gary Hart.

[ILLUSTRATION OMITTED]

1985

New Coke Sets the Bar for Brand Disasters

"It can now be seen as the industry's biggest mistake." Those were the words

of BBDO chief Allen Rosenshine, basking in a brief moment of victory for his

client, Pepsi.

Coca-Cola's attempt to modernize with a sweeter taste--largely in reaction

to Pepsi's growing popularity--sparked a widespread backlash. Sales plummeted,

and the brand retreated by launching Coke Classic.

McDonald's and other fast-food chains dropped New Coke because of confusion

and low demand, but the reformulation would quietly survive for many years to

come.

[ILLUSTRATION OMITTED]

1986

BBDO and DDB Create a 'Global Creative Superpower'

Merger mania's defining moment was the birth of Omnicom Group, made up of

DDB, Needham Harper Steers and BBDO. Completing the quartet later known as the

Big Four, Omnicom pledged to be a "global creative superpower" that could with-

stand the pressures of its aggressive peers: Interpublic Group and Publicis

(and later WPP). Conflicts of interest would drive away BBDO clients worth hun-

dreds of millions. Hill Holliday CEO Malcolm MacDougal joked to Adweek that it

was "a most interesting menage a trois ... we'll all be fascinated to watch who

does what to whom."

[ILLUSTRATION OMITTED]

1987

Sorrell Goes for Blood in Hostile Takeover of JWT

The company was called Wire and Plastic Products, a maker of shopping bas-

kets--that is, until Martin Sorrell came along.

The super-ambitious advertising executive had been the architect of Saatchi
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& Saatchi's recent acquisition, and by investing his way to the top of WPP, he

created the vehicle to accomplish even more.

In 1987, Sorrell showed the true scope of his ambition with the $566 million

acquisition of J. Walter Thompson, the first hostile takeover in advertising

history and a bone-rattling salvo in the escalating acquisition wars.

[ILLUSTRATION OMITTED]

1998

Nike Unleashes 'Just Do It'

The night before one of the biggest presentations of Dan Wieden's life, he

just wasn't feeling it. The Wieden + Kennedy co-founder was preparing to unveil

Nike's first big campaign, but the handful of spots "didn't look anything

alike, and they didn't really sum up to anything," he later told Adweek.

Inspired, oddly enough, by death-row inmate Gary Gilmore's final words,

"Let's do it," Wieden wrote the line, "Just do it." It became a mantra that el-

evated Nike to a global lifestyle and fashion brand accessible to beginners and

Olympians alike. On its 25th anniversary, Adweek called the line "one of the

biggest ad ideas ever."

[ILLUSTRATION OMITTED]

1989

Y&R Indicted for Tourism Bribery

A well-known fact among agencies used to be that winning international tour-

ism accounts meant sharing the wealth with local officials. But that didn't

stop the U.S. government from indicting Young & Rubicam on bribery charges

stemming from its 1981 win of Jamaican tourism.

Even Y&R's competitors told Adweek the prosecution was naive, but the agency

pleaded guilty in 1990 to violating the Foreign Corrupt Practices Act and was

fined $500,000.

[ILLUSTRATION OMITTED]

199

Cable Comes of Age

"It's time we stopped talking about broadcast versus cable," Ted Turner told

a group of TV advertisers in 1990, "and started talking about televi-

sion."

The cable king's confidence stemmed from the fact that more than 60 percent

of TV households had subscribed to cable, with CNN's audience growing from 2

million to 56 million in a decade. Thanks to improved metrics and flexible mar-

keting partnerships, brands began demanding more cable in their media mix.

"What I want to do," a Nestle Foods exec told Adweek, "is make [our agen-

cies] look at cable seriously, and not put on the normal blinders."

[ILLUSTRATION OMITTED]

1991

War, Advertising and the 24-Hour News Cycle

It was the war that cemented the concept of 24-hour news, but for advert-

isers, nothing was concrete. The rapid U.S. liberation of Kuwait and assault on

Iraq in the Gulf War left advertisers scrambling to avoid looking insensit-

ive.

Many brands pulled all their ads from broadcast and cable, while others
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changed their media plans by the hour as the war progressed.

Diet Coke's lighthearted Super Bowl spots were replaced by a somber ad an-

nouncing a $1 million donation to the USO.

[ILLUSTRATION OMITTED]

1992

Lee Iacocca Retires as CEO and Advertising Icon

As he filmed the last of his 61 ads as the tough-talking face of Chrysler,

CEO Lee Iacocca left behind a legacy that empowered executives and frustrated

agencies.

His success as a spokesman in the vein of Frank Perdue led many other cor-

porate leaders to insist they could do it, too.

"I'm not sure if others should follow his lead," N.W. Ayer svp Earl Shorris

told Adweek at the time. "For every Iacocca, I can think of 10 to 20 who have

failed."

1993

'Got Milk?'

It began with a simple insight from a focus group: "The only time I even

think about milk is when I run out of it."

Jeff Goodby immediately scribbled the phrase "Got milk?"--which would soon

become the tagline to rule all taglines.

Through cinematic TV spots and countless "milk mustache" ads, the line in-

vented by Goodby, Silverstein & Partners for the California Milk Processor

Board would become the most-remembered slogan of any beverage ever, including

beer and soda.

[ILLUSTRATION OMITTED]

1994

Birth of the Banner Ad

Today, digital display ads are a $15 billion industry, according to recent

data from Internet Retailer. It all had to start somewhere--and boy, did it

start strangely.

The first banner ad of note appeared on Wired magazine's early Web product,

HotWired. It asked simply, "Have you ever clicked your mouse right HERE? You

will."

Though unbranded, it was an AT&T ad that shuttled readers off to a landing

page about art museums and other educational destinations. The reported click-

through rate? A staggering 44 percent.

[ILLUSTRATION OMITTED]

1995

Buffett Buys Out Geico

As far back as 1951, Warren Buffett saw the potential of Geico. At age 20,

he invested half his net worth in the insurer. He continued investing until

1995, when he bought the last remaining 49 percent of shares.

"He told us to keep doing what we were doing, just do it faster," Geico mar-

keting vp Ted Ward told Adweek.

Buffett's enthusiasm turned Geico into one of the world's largest advert-

isers, with an annual media budget now in the range of $1 billion.
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[ILLUSTRATION OMITTED]

1996

Seagram Breaks Liquor Ad Ban

Liquor brands had voluntarily kept themselves out of TV advertising since

1948, but that all ended when Seagram made the gradual but deliberate decision

to start promoting Crown Royal in select markets.

The ads began in March, and by November the U.S. liquor trade association

decided to follow Seagram's lead and end its voluntary ban, despite opposition

from social conservatives and President Bill Clinton. By 2013, distillers were

spending nearly $250 million annually on TV advertising.

[ILLUSTRATION OMITTED]

1997

Drug Ads Get the Green Light for TV

For pharmaceutical marketers in the '90s, a "brief summary" was anything but

brief. The FDA required almost every drug ad, even on TV, to include a laundry

list of potential side effects, warnings and limitations.

In 1997, the FDA loosened its broadcast rules by allowing merely a "major

statement" that encompassed only the most crucial information about a drug.

Pharma ad spending promptly exploded, growing from $340 million in 1997 to $1.2

billion in 1998. Today, it amounts to around $3.5 billion.

[ILLUSTRATION OMITTED]

1998

Google Gets Going

When Google incorporated in 1998, founders Sergey Brin and Larry Page had

two key assets: a $100,000 check from Sun Microsystems co-founder Andy von

Bechtolsheim and a meticulously thought-out plan for revolutionizing Web

search. Their academic paper, "The Anatomy of a Large-Scale Hypertextual Web

Search Engine," created a clear road map for Google's success, with one big ex-

ception: It balked at ads. The founders expressed concern that "advertising-fun-

ded search engines will be inherently biased towards the advertisers and away

from the needs of the consumers."

[ILLUSTRATION OMITTED]

1999

The Death of David Ogilvy, 'The Father of Advertising'

Putting research behind ads, creating brands, respecting the audience--just

a few axioms credited to David Ogilvy, the British-born founder of Ogilvy &

Mather who revolutionized the business and created a global empire.

After WPP's hostile takeover of the agency in 1989, Ogilvy drifted out of

the limelight, passing away 10 years later at 88. Former Ogilvy chairman Ken-

neth Roman wrote in Adweek: "Even as [Ogilvy] elevated to world renown, he nev-

er pontificated--he interrogated, even with dinner partners. His great secret

was an inquiring mind."

[ILLUSTRATION OMITTED]

2000

The Dot-Com Super Bowl

Computer.com. Kforce.com. OurBeginning.com. These and many other Super Bowl

advertisers were virtually unknown before 2000. And millions of dollars later,
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they remain so today.

A baffling 47 percent of Super Bowl advertisers that year were websites,

flush with investment cash and doomed to collapse when the bubble burst just

two months later.

By 2001's Big Game, the tally of dot-com advertisers went from 17 back down

to three--the same as in 1999.

[ILLUSTRATION OMITTED]

2001

BMW's 'The Hire' Redefines Branded Content

Hollywood A-listers have never been known for their love of advertising,

which made it all the more impressive when Fallon and BMW created The Hire, a

series of big-budget branded short films that accelerated digital video into

the mainstream.

Helmed by top directors like Ang Lee, John Woo and Tony Scott, the videos

increased BMW sales by double digits for two consecutive years, helping the

automaker surpass Mercedes-Benz.

[ILLUSTRATION OMITTED]

2002

Wendy's Loses its Founding Father

He was a high-school dropout at 16, a millionaire by 35 and, at the time of

his death at 69, an American advertising icon who had starred in more than 800

commercials.

While most executive spokesmen are famous for their intensity, Dave Thomas

was known for his warmth, and occasionally bumbling charm.

Since Thomas passed away, his 6,000-location burger chain and its agency,

Kaplan Thaler, have struggled to find just the right replacement. His daughter,

Wendy, appeared in several ads, as has, more recently, a younger redhead played

by an actor.

[ILLUSTRATION OMITTED]

2003

iPod Finds Success in Silhouette

Apple has always been proud of its product design, so showing off the new

and innovative iPod in advertisements seemed a no-brainer. And yet, the initial

ads for the device upon its 2001 debut proved bland and forgettable.

In 2003, TBWA\Chiat\Day persuaded Steve Jobs to try something completely new

and different: stylized, dancing silhouettes with dangling white earbuds. The

campaign--and the iPod--quickly became iconic.

[ILLUSTRATION OMITTED]

2004

Crispin Hatches Subservient Chicken

With its hauntingly large eyes and garters, it wasn't the world's most ap-

petizing bird. But among marketers, Subservient Chicken created a voracious ap-

petite for digital innovation. It sold plenty of Burger King sandwiches,

too.

Crispin Porter + Bogusky and The Barbarian Group cooked up the idea of an

actor in a chicken suit performing tasks as directed by visitors to the BK

site. (The actor actually filmed hundreds of tasks in advance.)
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The result revolutionized the way advertisers thought about engaging con-

sumers online.

[ILLUSTRATION OMITTED]

2005

GoDaddy Undresses The Super Bowl

The Super Bowl has rarely been a forum for high art, but it took a little-

known URL booking service to prove just how low the bar could be set.

Since running its first spot featuring the scantily clad model and wrestler

Candice Michelle, GoDaddy has become synonymous with salacious Super Bowl

ads.

Other brands looking for buzz began attempting to stir up controversy, as

well.

For its part, GoDaddy says it plans to drop its sexy stunts in favor of a

new approach in next year's game.

[ILLUSTRATION OMITTED]

2006

R/GA Redefines the Role of Agencies with Nike+

Never afraid to reinvent itself, R/GA also helped reinvent expectations of

agencies with Nike+, which helps runners track and share their results via so-

cial media. (Adweek named it Digital Campaign of the Decade in 2009.) "With the

launch of Nike+, marketers realized they could create useful, personal tools

that extended beyond traditional marketing," says R/GA global CCO Nick Law.

"What these marketers didn't realize was just how difficult it is to develop,

manage and grow a behavior-changing product." Eight years on, the campaign con-

tinues to evolve.

[ILLUSTRATION OMITTED]

2007

Mad Men Makes Advertising Cool Again

Sexism. Adultery. Fall-down drunkenness. One might not think such themes

would foster fondness for the ad business. And yet the retro stylishness of

AMC's Mad Men captivated audiences by capturing the intellect and cool creativ-

ity of the industry. "The positive image of advertising and public relations

has improved considerably in recent years," says Dr. Isabella Cunningham, chair

of the ad program at the University of Texas in Austin. "Maybe it is a function

of the fact we're being considered more cool than we used to be because of the

image in the media."

[ILLUSTRATION OMITTED]

2008

Facebook Seals MySpace's Fate

At one point, it seemed like a fair fight. MySpace and Facebook had been

locked in a Coke-and-Pepsi smackdown since 2006, when Mark Zuckerberg opened

his college-centric social network to the public.

But by 2008, Facebook had surpassed MySpace in the coveted Alexa website

rankings, the first clear sign that Facebook would become what it is today: the

dominant social network not just in America but all over the world.

2009

AT&T and Verizon Wage $4 Billion Ad War
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It was a showdown that made the cola wars look like a schoolyard scrap. In

the battle for cell-service supremacy, AT&T and Verizon spent a total $4 bil-

lion in 2009, blanketing the airwaves with spots mocking each other's network

strength and device limitations.

The clear winners were the agencies--McCann Erickson for Verizon, BBDO for

AT&T. The pace has kept up, too, with both brands remaining among the top five

advertising spenders.

[ILLUSTRATION OMITTED]

[ILLUSTRATION OMITTED]

2010

Old Spice: The Brand Your Brand Could Smell Like

Few campaigns have come to epitomize the new nature of advertising quite

like W+K's hilariously swaggering "The Man Your Man Could Smell Like." Though

created mainly for TV, the initial spot starring towel-clad actor Isaiah

Mustafa exploded online, tallying tens of millions of views.

The agency quickly made the most of it, creating 200 rapid-fire response

videos in which Mustafa responded in character to influencers and consumers who

engaged with the brand. Even today, brands with three times the budget struggle

to match Old Spice's social success.

[ILLUSTRATION OMITTED]

2011

Pepsi Drops to No. 3

Think of it as losing the battle but winning the war.

After opting to sit out the Super Bowl in 2010 to focus on digital, Pepsi

faced the humiliation of slipping to the No. 3 spot a year later, behind Coca-

Cola and Diet Coke.

Despite its apparent defeat in the cola wars, PepsiCo managed to outman-

euverthe Coca-Cola Co. by focusing on snack brands including Frito-Lay and

Quaker.

By 2012, PepsiCo revenue topped $66 billion versus Coke's $48 bil-

lion.

[ILLUSTRATION OMITTED]

2012

Red Bull Takes Sponsorship Into the Stratosphere

When you've seemingly exhausted every extreme activity on Earth, there's

only one logical place to go: space.

Red Bull came pretty close when it sponsored skydiver Felix Baumgartner's

24-mile leap from the edge of the atmosphere. Eight million people tuned in to

YouTube to watch the heavily branded event in real time, with many more watch-

ing on TV.

Baumgartner may have been the one breaking a world record, but it was Red

Bull that tacitly turned it into a challenge: Would any other brand be willing

to go this far?

[ILLUSTRATION OMITTED]

2013

Omnicom and Publicis Announce Mega Merger
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When you start running short on major independent agencies, what's left for

the Big Four holding companies to acquire? Each other, apparently.

Omnicom and Publicis announced they would merge to form a $23 billion con-

glomerate that dwarfs the current $16 billion top dog, WPP.

It's doubtful this will be the last big merger. Because over the last 35

years, one thing has been proven time and time again: If there's anything

agency executives love more than upping their client rosters, it's one-upping

one

another.--griner@davidgriner.net

; Twitter: @griner.
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BODY:

It was a year for thinking big and spreading the wealth. Advertisers contin-

ued to move well beyond the 30-, 60- and even 90-second spot in 2013, as two of

our top 10 ads this year, including No. 1, stretch beyond three minutes. That's

an eternity in Internet time, yet they were watched, loved and shared world-

wide. Six other ads are at least a minute long, leaving just two lonely spots-

-both of them comedies--holding down the fort for the traditional :30. The col-

lection offers a mix of themes and styles, as well as agencies. Ten different

shops did this year's 10 ads--unlike last year, when Wieden + Kennedy and BBH

created five between them. The ads feature stunts, social experiments, heart-

warming moments, juvenile jokes and more. And while it's been called the year

of the prank, none of those "gotcha" spots broke into our top 10, though a few

came close. Congratulations to all the agencies and clients for their in-

triguing concepts and impressive craft, and for making advertising that people

love--and want to share.

10 Kmart, "Ship My Pants"

Agency:

Draftfcb,

Chicago

Director: Zach Math, Bob Industries
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Sure, it's not the most sophisticated ad ever made. But it was among the

year's funniest--and most surprising. No one would have pegged Kmart as a brand

to green-light 30 seconds of people seeming to declare that they'd just soiled

themselves. But that's where

Draftfcb

went with "Ship My Pants." an amusing, almost obscene spot touting free ship-

ping on items at Kmart.com that shoppers can't find in the physical stores. An

immediate viral sensation--it has topped 20 million YouTube views--it kicked

off a year of provocative work for the retailer. (A sequel, "Big Gas Savings,"

was popular, too.) The spot had its share of detractors but in the end, "Ship

My Pants" was a lovable class clown, and the year's guiltiest pleasure.

[ILLUSTRATION OMITTED]

[ILLUSTRATION OMITTED]

[ILLUSTRATION OMITTED]

[ILLUSTRATION OMITTED]

[ILLUSTRATION OMITTED]

[ILLUSTRATION OMITTED]

9 Chipotle, "The Scarecrow"

Agency: CAA Marketing, Los Angeles

Animation: Moonbot Studios

Celebrity cover of a famous song + gorgeous animation + potent environmental

message = brilliant short film about the evils of industrial food production.

It's a formula Chipotle and CAA used in 2011's "Back to the Start" spot and re-

prised this year with Fiona Apple and Moonbot Studios. Apple hauntingly sings

"Pure Imagination" from Willy Wonka over scenes of dystopian fantasy, as a

scarecrow escapes from a terrifying job at Crow Foods and returns to handmade

food production on the farm. The Oscar winners at Moonbot bring scale and

grandeur to the visuals--it's like a mini-feature--and Apple's soundtrack is

flat-out stunning. A gaming app gave consumers coupons for defeating the crows,

and the song was available on iTunes. Delightfully dark, powerful yet playful,

this long-form morality tale was the year's best branded-entertainment cam-

paign.

[ILLUSTRATION OMITTED]

[ILLUSTRATION OMITTED]
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8 Robinsons, "Pats"

Agency: BBH, London

Directors: Si & Ad, Academy Films

Amid the hundreds of big-budget soda commercials out there, leave it to a

humble British juice brand to beat them all. Two boys spend a day playing to-

gether--throwing rocks in a river, cavorting at a playground, playing tight

sabers with sticks. Returning home, they pour glasses of Robinsons juice and

soak up some telly. Then, at the end of the day, there's a wonderful twist end-

ing--as one boy falls asleep, the other carries him up to bed, and it turns out
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he's actually the boy's father. "It's good to be a dad. It's better to be a

friend." says the on-screen copy. Even after you know the ending, the spot is

stilt wonderfully watchable, as clues scattered throughout hint at the father-

son relationship. In a year of heartwarming family stories, this was the most

delightful.

[ILLUSTRATION OMITTED]

[ILLUSTRATION OMITTED]

[ILLUSTRATION OMITTED]
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[ILLUSTRATION OMITTED]

7 Volvo Trucks, "The Epic Split, feat. Van Damme"

Agency: Forsman & Bodenfors, Sweden

Director: Henry-Alex Rubin, Smuggler

The year's most adrenaline fueled ads, oddly enough, came from a b-to-b

long-haul trucking campaign. Swedish agency Forsman & Bodenfors upended the

category with its hair-raising test stunts for Volvo Trucks, ranging from a wo-

man slacklining between two speeding 18-wheelers to a man fleeing a herd of

butts in a Volvo FL. The crowning achievement, though, was Jean-Claude Van

Damme doing "the most epic of splits" between two slowly reversing Volvo Globe-

trotters, showing the precision of the vehicle's dynamic steering. Exquisitely

shot by Henry-Alex Rubin (an Oscar nominee for Murderball), with strangely po-

etic narration by Van Damme over the echoing, ethereal swells of Enya's "Only

Time," it's a mesmerizing minute of film--odd, audacious, hypnotic and, in the

end, epic indeed. And with 60 million YouTube views in less than a month, it

has the world under its spell.

[ILLUSTRATION OMITTED]

[ILLUSTRATION OMITTED]
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6 Nike, "Possibilities"

Agency: + Kennedy, Wieden Portland, Ore.

Director: Nicolai Fugtsig, MJZ

Nike's world-beating tagline "Just do it" turned 25 this year. And W+K

doubled down on it with the "Possibilities" campaign, marrying the brand mes-

sage to the growing ecosystem of Nike+ users like never before. The problem

with "Just do it" lately is that it's only part of the story. As Nike+ has

shifted the brand's role from inspiration to inspiration plus enablement, the

marketing has to shift, too. "Possibilities" did that with digital and social

activations that put users through a series of Nike+ challenges--along with a

smart, freewheeling spot, narrated by Bradley Cooper, that raised the stakes

for the "Just do it" line. Just do it even more, it suggests, playfully using

celebrity athletes (LeBron James, Serena Williams, Gerard Pique) as foils for

the real hero--you and your Nike+. For agency and client, it was a joyful rein-

vention and a great start to the next 25 years.
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5 Dick's Sporting Goods, "Every Pitch"

Agency: Anomaly, New York

Director: Derek Cianfrance, @radical.media

Sports advertising worships the rarefied, the transcendent, the superhuman.

Not this spot. A masterpiece of craft, it is proudly and profoundly realistic-

-showing baseball as it's played, not as it's perfected. Shot in an eerie fog,

it put the viewer right in the action thanks to a single, complex camera move.

You can almost smell the grass on the infield as the camera whirls, pans and

zooms, picking out the players--all real minor leaguers--one by one as they

coax and cajole one another with timeless baseball chatter. As Rangers prospect

Cody Buckel leans back and unleashes a fastball, the spot smashes to black--a

cliff-hanger ending to 60 seconds of cinematic drama. Steeped in nostalgia, ma-

gical yet modern (for a brand that needed it), it was a tribute worthy of the

national pastime it depicted.

[ILLUSTRATION OMITTED]

[ILLUSTRATION OMITTED]
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4 Geico, "Hump Day"

The Martin Agency, Richmond, Va.

Director: Wayne McClammy, Hungry Man

"Uh-oh! Guess what day it is!" Advertising's animal of the year wasn't a

dog, cat, pony, goat or hamster. It was Caleb the camel, the effusive ungulate

who roams an office for Geico, gleefully badgering co-workers about the day of

the week. Never has a motormouthed mammal been so endearing--in 30-second

doses, anyway. So, what day is it? "It's hump day," a colleague finally admits,

"Woo-woooo!" Caleb cries. (Folks who switch to Geico are "happier than a camel

on Wednesday," the brand's folksy musical spokesmen explain at the end.) With

great CGI and fantastic voiceover work, the spot wasn't just a high point in

the "Happier Than" campaign. It became Geico's most viral ad ever--the second

most shared spot in the world this year after Dove's "Real Beauty Sketches."

Not bad for an ad character's debut. Your move, gecko.

[ILLUSTRATION OMITTED]
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3 Guinness, "Basketball"

Agency: BBDO, New York

Director: Noam Murro, Biscuit Filmworks

Male friendship is a well-worn theme in beer ads, But with its brutal game

of wheelchair basketball, Guinness delivered a fresh take that's both tough and

touching--rare and precious territory for any ad. It's tempting to say the

amazing twist ending is what makes the spot, and it is a magical moment.

(Spoiler: Only one of the guys is wheelchair-bound off the court.) But the ad

is so much more than that. The cinematography is dazzling and gritty. The

soundtrack, by The Cinematic Orchestra, is soaring and emotional. And the voi-

ceover copy is perfectly minimal: "Dedication. Loyalty. Friendship. The choices

we make reveal the true nature of our character." Likewise, the choices that

went into the spot reveal the brand's character, powerfully paying off the

tagline: "Made of more."

[ILLUSTRATION OMITTED]

[ILLUSTRATION OMITTED]
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2 RAM, "Farmer"

Agency: The Richards Group, Dallas

Super Bowl ads are supposed to be about animals and babies and celebrities.

But for the second straight year, a Chrysler brand stopped the party in its

tracks--in a good way--with a two-minute meditation on something bigger. Like

2012's Clint Eastwood ad this year's RAM "Farmer" spot was everything Super

Bowl ads aren't--quiet, artful and thought-provoking. The still photos of farm-

ers, commissioned from 10 world-class photographers, are beautiful and arrest-

ing. (A new coffee-table book collects 240 of them.) And the audio of Paul Har-

vey's poetic "God Made a Farmer" speech lends epic weight and grandeur, cross-

ing generations as the ad crosses the nation's endless fields and prairies. It

was, by far, the game's best ad--a moving tribute to American farmers by an

American brand eager to share in their values of dignity, fellowship and sacri-

fice through hard work.

[ILLUSTRATION OMITTED]

[ILLUSTRATION OMITTED]
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1 Dove, "Real Beauty Sketches"

Agency: Ogilvy & Mather, Brazil

Director: John X. Carey, Paranoid US

Only 4 percent of women worldwide think they're beautiful. Dove says. The

brief for this project, then, was simple: make women feel better about them-

selves, Ogilvy Brazil did so in startling fashion, producing the most in-

triguing social experiment and most viral ad campaign of the year. The agency
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hired FBI forensic artist Gil Zamora to sketch women (sight unseen) as they de-

scribed themselves and then as others described them, The differences in the

final sketches are stark, and in a way sad. but also uplifting. "You are more

beautiful than you think." said the end line--as simple and perfect a brand

statement as there could be. The three minutes of footage from the shoot, at a

San Francisco loft, would become advertising's high point this year--a clever

and poignant exploration of self-esteem that was as beautiful as the subjects

it studied.

[ILLUSTRATION OMITTED]

[ILLUSTRATION OMITTED]
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Caption: Father: "Ship my pants? Right here?"

Caption: Salesman: "You can ship your pants ... right here."

Caption: Mother: "Wow, I may just ship my pants." / Child: "I can't wait to

ship my pants, Dad."

Caption: Woman "I just shipped my drawers."

Caption: Man: "I just shipped my bed."

Caption: Salesman: "If you can't find what you're looking for in-store,

we'll find it at Kmart.com right now and ship it to you for free."

Caption: Open on Scarecrow heading to his job at a processed food factory

run by crows.

Caption: Animals are pumped full of hormones and treated cruelly, much to

Scarecrow's dismay.

Caption: A billboard is seen; deceptively advertising Crow Foods.

Caption: Scarecrow returns to his farm roots and purchases fresh, sustain-

able ingredients.

Caption: Scarecrow works on his recipes and his plan.

Caption: Scarecrow opens a small street-food stand with wholesome, homemade

burritos.

Caption: Two Boys who are best friends set out for a full day of play and

adventure.

Caption: They notice some girls, and one boy teases the other about a pos-

sible love connection.

Caption: They play tightsabers. Boy: "I am your father!"

Caption: When they get home. they share some juice.

Caption: Tired from the day, one boy gets tucked in for bed. Boy: "Night,

Dad."

Caption: It's revealed that all along they were father and son. Dad: "Night,

pal."

Caption: Open on Jean-Claude Van Damme looking calm and meditation Van

Damme: "I've had my ups and downs."

Caption: The camera retreats, revealing him balanced on side-view mirrors of

two Volvo trucks. Van Damme: "What you see is a body crafted to perfec-
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tion."

Caption: Van Damme: "A pair of legs engineered to defy the laws of physics.

And a mind-set to master the most epic of splits."

Caption: As the trucks slowly separate, Van Damme moves into one of his fam-

ous splits.

Caption: He holds the pose, as Enya's song "Only Time" swells.

Caption: Title: "This test was set up to demonstrate the stability and pre-

cision of Volvo Dynamic Steering."

Caption: Open on a woman lacing up her Nike sneakers. VO: "listen, If you

can run a mile ... run a race."

Caption: VO: "You know what? Run a marathon. Outrun a movie star."

Caption: VO: "If you can ride a bike., ride that thing. Ride a bull, Ride a

tougher bull."

Caption: VO: "If you can play table tennis, serve like that. Beat the

champ."

Caption: VO: "Beat the mentor. Come on. you got this."

Caption: Caption: VO: "Beat Serena."

Caption: Open on a baseball game in progress. The crowd is cheer-

ing.

Caption: The camera pans around the bases. picking out each player as ten-

sion on the field builds.

Caption: Players are chattering, barking strategy at each other and taunting

the opponent.

Caption: The pitcher makes a pickoff throw to first, but the player is back

safely.

Caption: The pitcher sets himself for the pitch, radiating intensity. Team-

mate: "Let's get him." He throws and it cuts to black.

Caption: Title: "Every pitch. Every inning. Every game, Every season starts

at Dick's Sporting Goods."

Caption: Camel: "Uh oh! Guess what day it is? Guess what day it is? Huh?

Anybody?"

Caption: Camel: "Julie, hey, guess what day it is? Aw, come on, I know you

can hear me!"

Caption: Camel: "Mike, Mike, Mike, Mike, Mike. What day is it, Mike?

Hahahahaha!"

Caption: Camel: "Leslie, guess what today is? / Leslie: "It's hump day." /

Camel: "Woo-woo!"

Caption: [Music] Pitchman h "Ronnie, how happy are folks who save hundreds

of dollars switching to Geico?" / Pitchman II: "I'd say happier than a camel on

Wednesday."

Caption: Camel: "Hump day!" / VO: "Get happy. Get Geico. Fifteen minutes

could save you 15 percent or more."

Caption: Open on a wheelchair basketball game.

Caption: The game gets intense as the players battle for the ball, smashing

their chairs into each other.

Caption: VO: "Dedication. Loyalty."
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Caption: Player: "You guys are getting better at this."

Caption: All the players except one get up out of their wheelchairs and exit

the court. VO: "Friendship,"

Caption: The players are seen enjoying pints of Guinness at a bar. VO: "The

choices we make reveal the true nature of our character."

Caption: Open to an original audio recording of Paul Harvey giving his "God

Made a Farmer" speech.

Caption: A montage of farming photos begins, VO: "And on the eighth day, God

looked down on his planned paradise and said, 'I need a caretaker.' So God made

a farmer."

Caption: "God said, 'I need somebody willing to sit up all night with a new-

born colt, and watch it die, and dry his eyes and say maybe next year.' So God

made a farmer."

Caption: "Somebody who'd bale a family together with the soft. strong bonds

of sharing, who would laugh, and then sigh. and then reply with smiling eyes

..."

Caption: "... when his son says that he wants to spend his life doing what

Dad does."

Caption: "So God made a farmer." Title: "To the farmer in all of

us."

Caption: Women describe arriving at a loft and being asked to describe the

way they look to a stranger.

Caption: It turns out he is Gil Zamora, a forensic artist for the

FBI.

Caption: He begins to sketch each woman as she describes her fea-

tures.

Caption: Strangers who have just met the women are then asked to describe

them. Zamora sketches each subject again based on those descriptions

Caption: Shown side by side, the sketches look vastly different. All the

subjects have judged their looks too harshly.

Caption: The women are shocked and visibly moved when they are shown the

sketches. Title: "You are more beautiful than you think."
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HEADLINE: Top ten Nike 'Just Do It' ads

BYLINE: Sebastian Joseph

HIGHLIGHT:

Marketing Week picks out the top ads featuring the brand's iconic slogan to celebrate its 25th anniversary.

BODY:

Nike's famous "Just Do It" strapline has been at the centre of many iconic adverts over the years as the brand has

gone on to be revered as one of the most innovative advertisers in the industry. As the company celebrates the 25th

anniversary of its famous slogan, Marketing Week picks out five of the most memorable ads it has graced during that

time.

1988 - Walt Stack

Video:

Nike Walt Stack ad

1988 was where it all started for the slogan. Nike kicked off the "Just Do It" campaign with an advert featuring 80

year-old marathon runner Walt Stack chatting about his daily 17-mile run. Inspiring yet simple.

1993 - Charles Barkley "I am not a role model"
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Video:

Nike - I am no a role model

The NBA player gained worldwide attention in 1993 when he wrote the text for his "I am not a role model" TV

spot. The ad continues to divide fans to this day but in a post Armstrong, Woods and Bryant sporting landscape, its

message could not be any more thought provoking.

1996 - "Good vs Evil"

Video:

Nike Good vs Evil

The ad that inspired school kids around the world to turn up their shirt collars as they took to the pitch, ranks as one

of Nike's best. It shows a dream team of European footballers from the 90s including Eric Cantona, Edgar Davids and

Ian Wright as they take on a team of evildoers intent on destroying the world. It ends with the iconic Cantona collar-up

"Au Revoir" shot which cemented the Frenchman as an icon of the game.

1996 - "Hello World"

Video:

Nike Hello World

Nike introduced Tiger Worlds to the world when he turned pro in 1996 with its "Hello World" TV spot. Few could

have predicted just how much of an impact the mercurial talent would go on to have in golf, however, Nike's ad

confidently hints at the achievements that would soon follow.

2004 - "Do Anything"

Video:

Nike Do Anything

Nike flexed its creative muscles in 2004 with the "Do Anything" ad by imagining what would happen if top

ambassadors at the time such as Serena Williams and Andre Agassi competed in different sports such as gymnastics and

baseball.

2006 - Maria Sharapova "Pretty"

Video:

Nike Pretty

In 2006 Maria Sharapova was taking the tennis world storm after becoming the world number one a year earlier.

Nike took the opportunity to run its first ad with Sharapova as its ambassador. The tongue-in-cheek effort is

soundtracked to the West Side Story hit "I'm So Pretty" in an attempt to dispel the "Pretty Girl" image some were

labelling the Russian with at the time.

2006 - Kobe Bryant "Love Me or Hate Me"

Video:
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Nike Love me or Hate me

Nike's ad with Kobe Bryant is key because it was the first to feature the LA Lakers star after he was accused of

sexual assault. The brand stood by their man when others walked away and effectively re-introduced him to a global

audience.

2007 - "No Excuses"

Video:

Nike No Excuses

Nike's "No Excuses" ad keeps it simple by bringing in American wheelchair basketball player Matt Scott to reel off

the excuses people use not to do something. Like all of Nike's best ads, "No Excuses" takes a simple premise but layers

it with several thought-provoking insights into self-motivation.

2008 - Bottled Courage

Video:

Nike Bottled Courage

Nike's thinly-veiled 2008 Beijing Olympic Games tie-in opts for the tried and tested method of contrasting

moments of sporting success with moments of sporting achievements. Never one to rest on its laurels, Nike uses the

Killers' "All These Things That I've Done" single alongside some iconic imagery to highlight the sacrifices athletes

make it to reach their goals.

2010 - Wayne Rooney St George's Cross

Plenty of praise has been heaped on Nike's TV and digital marketing over the years, but it should not detract from

the brand's work in print. It's Wayne Rooney St George's cross print ad was the perfect rallying cry to the nation ahead

of its make-or-break clash against Sweden at the 2010 World Cup.
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The Brand Brief Behind Nike’s Just Do It Campaign
by Jerome Conlon

Just Do It is an example of a brand campaign that tapped deeply into the authentic character of Nike’s brand
values and brand purpose. But, few people know about the internal conversations that led to the ad brief that
went to Nike’s agency Wieden+Kennedy (W+K) to create the campaign.

Until now. I was there, right in the middle of it. Today on Branding Strategy Insider I’ll share how it came to
be.

Let me begin with some context. A brand’s symbolic meaning originates with its underlying purpose, and is
expressed as a field vibration that radiates from the very core of a company. If a brand is to become iconic,
to become a world-class energy that customers deeply identify with, then it must evoke transcendent
qualities of human soulfulness. And to do that it has to express deep insight into its unique purpose in the
world.

Such a deep brand purpose can be described as the intersection of three circles of influence. The first circle
relates to understanding an underlying social tension that desperately requires resolving. The second circle
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relates to a core brand truth that expresses reasons for a brand’s very existence. And the third circle
connects a specific unmet consumer need in a way that the brand can legitimately address.

These three circles of influence were the subjects of discussion between Scott Bedbury and myself in the
winter of 1987. Scott had been newly hired as Nike’s Director of Advertising and I was Nike’s Director of
Marketing Insights & Planning. Nike at the time was struggling with the first sales contraction in its history
and had just laid off 20% of its work force. Nike’s agency W+K had just delivered a new batch of ads that
had fallen flat with senior management and the sales force. I was asked by Tom Clarke, Nike’s VP of
Marketing to thoroughly brief Scott on the state of the brand, its brand purpose and brand values. Here are
the topics that I covered with Scott in the state of the brand briefing.

The Challenge

Obesity and procrastination was a problem in American society for a majority of the population. An economic
recession had resulted in many schools cutting back on sports programs out of budget necessity. The Nike
brand was only speaking to a narrow range of male athletes in competitive sports arenas. And the Nike
brand was under siege by the arrival of Reebok who had captured the interests of fitness oriented women
with its invention of a new category: aerobic shoes. Nike needed to widen the access point in its brand
communication model to become relevant to wider circles of people including women and all baby boomer
fitness enthusiasts. The actual role that fitness plays in peoples lives, the actual experience of really working
out, doing aerobics, going on a bike ride, etc. has the effect of lifting peoples moods & spirit. But none of this
was captured in the way that Nike was communicating up to that point. I emphasized with Scott that
daily participation in sports and fitness gives people something very profound, which is an experience and
feeling of joy, a runners high, a lightness of being. This inner glow of the sports experience is the secret
center to the sport categories ‘experiential appeal’. These are the positive human emotions that over 150
million people in the US were regularly experiencing. This inner joy experience was real and all that Nike
had to do in its communications was figure out a way to tap into this spirit and become a protagonist for all
that was good and true about it. This was emphasized. Nike at this point in time had an opportunity to
become the protagonist of all that was great and uplifting about the experience of sports and fitness.

Nike’s past communications model only emphasized elite athletes in hyper competitive sports. This is what
we called the top of the pyramid communications model. Nike had viewed the sports universe as a pyramid
of influence with these elite athletes at the pinnacle. Up to this point in time our agency was focused on
producing ads only from the perspective of the top of the pyramid. But, professional and college athletes as
a group only contained about one million people, whereas the fitness universe was at least 150X larger.

Scott and I discussed that Nike’s brand truth strives to capture and deliver ‘authentic athletic performance’
across thousands of sports and fitness products. And that one of the co-founders of the Nike brand Bill
Bowerman had once said that, “everyone has a body and is therefore a potential athlete.”

Based on this discussion, and input from other Nike executives and a failed initial round of ads for Spring
1988, only three weeks in his new job Scott presented a one page brief to Nike’s agency W+K:

“Nike is about to become a significant network television advertiser. We will spend nearly three times what
we spent on the ‘Revolution’ campaign in the fall of 1988. (Despite the high visibility of ‘Revolution,’ Nike had
spent less than $5 million on TV that year.) This is a turning point for a company that not long ago spoke to
its customers at track meets from the tailgate of a station wagon. This just cannot be a narrow look back at
where we have been. We should be proud of our heritage, but we must also realize that the appeal of
‘Hayward Field’ (an Ad set at the University of Oregon’s Track & Field Stadium) is narrow and potentially
alienating to those who are not great athletes. We need to grow this brand beyond its purest core…we have
to stop talking just to ourselves. It’s time to widen the access point. We need to capture a more complete
spectrum of the rewards of sports and fitness. We achieved this with ‘Revolution.’ Now we need to take the
next step.”

This internal awareness of the state of the brand, core brand values and business purpose is the backstory
that led to the creation of the “Just Do It” campaign. When a company locates and codifies its brand purpose
into a positioning platform and brand campaign as Nike has done with Just Do It then becomes possible to
emanate a level of soulfulness in communications that people crave, which unlocks hidden energy and
vitality on the brand field. This is an example of a deep campaign, which is covered in greater depth in
Soulful Branding – Unlock the Hidden Energy In Your Company and Brand.

Deep campaigns such as Just Do It are, not easy to achieve, but absolutely worth striving for. They have
certain uplifting and inspiring qualities that can also energize the internal culture of a company. Other
examples of deep campaigns can be found inside of ‘Soulful Branding.’ Here is one of the first Just Do It
ads featuring Walt Stack that launched the campaign back in the spring of 1988. It demonstrates that a deep
campaign presents a brand positioning platform that can be interpreted and renewed over decades. Prior to
Just Do It, Nike was a struggling niche national brand. After the launch of Just Do It, Nike brand sales were
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Don Borreson 
Twitter: DonB4brands 
on August 14th, 2015 said
Rarely does an Agency perspective not only append to, but AMPLIFY the values ‘manifesto’
of a firm — and in the process, create a brand catalyst that drove millions to work toward
something bigger than themselves.
W+K & Phil Knight could not have possibly known that a tagline would tap into the
consciousness of a movement — fitness — and then become a broader rallying cry for all
things demanding determination. But it did; it was successful because of both the discipline

rejuvenated, increasing 1,000% over the next ten years. And Nike truly stepped into its role as one of the
world’s premiere iconic and soulful brands.

As for comparisons, marketers may look on this and declare it’s not quite as interesting as the iconic Think
Different Campaign (in terms of the human drama surrounding working with Steve Jobs) but it’s perhaps
more revealing in other important ways. This preceded ‘Think Different’ by ten years…and I’m sure it
inspired Steve Jobs to think about what might be possible with a brand campaign when he returned to
Apple.

The insight into how to triangulate ones brand purpose is unique. No one has written about this to my
knowledge before. And the linking of a clear purpose to a deep, soulful communications platform is why this
particular ‘deep campaign’ concept is worthy of study.

Ironically, when Dan Wieden was asked about what inspired him to come up with the tagline, Just Do It…
none of this backstory is present. Instead, he took inspiration from the last words of a convicted murderer,
Gary Gilmore, who said “Let’s Do It”.

However, Dan Wieden was good at tapping into the vibe at Nike and using his imagination to put an
incredible campaign together. And of course people know that part of the story.
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and the vision that went into formulating the mantra. I want to believe that in doing so, they
were taking into account the array of diversity “Just do it.” would inspire.
Wish this soul-searching could happen more frequently in today’s marketing.

REPLY

Karan Chawla on August 17th, 2015 said
Always wondered how this iconic line came into being. Especially love the pragmatism
behind the remark that deep campaigns like these aren’t easy to achieve, but absolutely
worth striving for. 
A lot of folks unfortunately aren’t thinking this way today. Thanks for sharing this story!

REPLY

Jay Ahuja 
Twitter: Ahujadaddy 
on August 18th, 2015 said
There is no denying that “Just Do It” ranks among the best taglines of all time, but my
favorite Nike campaign was “Bo Knows…”
Also a W + K campaign, conceived by Jim Riswold, it debuted at the 1989 MLB All-Star
Game. Bo Jackson, who had never batted leadoff, ripped a Jim Reuschel sinker more than
420 feet into the centerfield stands. During the next commercial break,the ad introduced
specially-designed cross-training sneakers, aired for the first time. Nike was #2 to Reebok at
the time, but sales of Nike cross-trainers took off and Nike launched into the world’s most
successful sneaker corporation.
Not only that, but the campaign was spoofed/referenced by fans holding up homemade
signs at MLB ballparks and NFL football stadiums around the country whenever the Royals
or Raiders were playing, so Nike got all kinds of free publicity in the stands and on TV. The
convergence of a multisport star athlete hitting a monster home run to lead off the All-Star
Game, just before the Nike commercial debuted may never be replicated. And, it’s worth
noting that Bo Jackson is still the only human being to have played in both the All-Star
Game and the Pro Bowl. That feat may never happen again.
Anybody interested to know more about the campaign should watch the ESPN 30/30
program about Bo Jackson.

REPLY

karen ticktin 
Twitter: karenticktin 
on August 31st, 2015 said
What a gorgeous articulation about Nike’s perfect storm – ‘A brand’s symbolic meaning
originates with its underlying purpose, and is expressed as a field vibration that radiates
from the very core of a company.’

REPLY

Monopoli Pietro on September 14th, 2015 said
It was a pleasure to have been a part of Nike in Italy (1991-1997) and I can say that “Just do
It” has became my life claim with “Never give up”, both. 
Nice to read your article. 
Regards, Pietro
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Nike's 'Just Do It' campaign is marketing genius

Chicago Tribune

September 5, 2018 Wednesday, Final Edition

Copyright 2018 Chicago Tribune Company All Rights Reserved
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Nike's decision to make Colin Kaepernick the face of its new campaign is genius.

Think of the Super Bowl ads where you remember the commercial but can't quite recall what product is being 

touted. This isn't one of those. Nike threw down, and hard.

In making Kaepernick the poster for a new "Just Do It" campaign, Nike has:

* Burnished its own human-rights cred by embracing "the struggle."

* Thumbed its nose at any notions of authoritarian suppression in its relationship with the NFL.

* Made sure a brotha got paid.

In these highly political times, gestures mean a lot. On social media, people who say they would never have 

considered buying Nike now are talking about moving to the brand, nattering that is sure to become a groundswell. 

Will they outnumber the people pledging to boycott Nike? That remains to be seen. As a business gesture, co-

opting Kaepernick's protest movement (yes, it was -- don't even try) was also genius.

And yes, Kaepernick needed to do it. Every struggle needs legitimacy, something that comes from having the right 

people lend an imprimatur. The civil rights movement took off when more white people and politicians got involved, 

propelling it from regional and partisan, to universal. Suddenly there was power to move mountains and pass 

legislation.

Kaepernick kneeling became something greater as the gesture spread, just as it was also corrupted by spin as 

President Donald Trump made it about the flag, the troops and the anthem -- and about patriotism. People who 

knew better said no, it is about injustice, but that argument was lost in a blizzard of presidential tweets and 

paranoid, knee-jerk NFL owners.

Nike swept all of that away, also taking what appears to some to be a massive business risk.

There will be boycotts. And more presidential tweets. And probably panicked owners wondering about the 

sensibility of giving an apparel company such a long contract. At the end of it all will be Nike, counting cash and 

smiling.

https://advance.lexis.com/api/document?collection=news&id=urn:contentItem:5T68-V221-DXY8-V0RB-00000-00&context=


Page 2 of 2

Nike's 'Just Do It' campaign is marketing genius

Yes, the Kaepernick campaign is political. But it is business first. Kaepernick jerseys were among Nike's best 

sellers, and dude wasn't even on a team. As much as you want to applaud the retailer's public consciousness at 

getting behind the struggle, it never would have happened had someone not figured out that the bottom line would 

be massive.

Selling product is marketing, and the right kind of marketing. Everything is political right now, from coffeemakers to 

eateries and now, athletic wear. Is this a referendum on Trump and his base? In a way, yes. Nike is betting that the 

people who will support this move will far outnumber those who won't buy its product. It is also betting that 

memories will be short, that people who are allied with the product because it works will have their Twitter tirade but 

head for the familiar brand the next time they need shoes, or gloves, or a base layer.

But the biggest bombshell that Nike has exploded is that it is changing the dialogue around kneeling and the 

anthem in a way that a zillion people chattering on social media never could. It isn't about the troops, it isn't about a 

lack of patriotism. We know it isn't because a trusted brand, with a simple poster and slogan, changed the narrative. 

Kaepernick's stance is about risking everything, it's a symbol for life, and athletics. And it isn't political, framed in the 

Nike structure. It's going for it. It's -- extreme.

Just do it, indeed.

And what of Kaepernick, whose lawsuit against the league is proceeding? What of the people scoffing at him, 

suggesting that he has sold out, given up his mighty struggle for a handout? People shouldn't be so myopic. And 

notice the timing. Right as his collusion legal action received judicial support in denial of a summary judgment 

request by the NFL, comes the Nike move. As catbird's seats go, his is lined with ermine, gilded with the finest 

gold. He can't lose. Who will lose?

A president and his narrative? For sure. People burning Nike gear that they have already paid for? Indeed. NFL 

owners? That is a more complex question that would have been a lot easier had they not painted themselves into a 

corner with a dunderheaded national anthem ruling. They will have to find a way out because Nike wouldn't have 

made this move if their lawyers hadn't scanned that contract with the NFL for any possible exit strategy, and said, 

"Just do it."

Nike is now politically legit in a time where everything is about politics. And on the right (fiscally as well as morally) 

side of history, from Serena Williams and its "Equality" campaign that includes LeBron James, a Muslim fencer who 

competes in a hijab and a transgender swimmer to the new Kaepernick campaign.

Business people are wondering about potential damage. They're being logical. Politics isn't logical. Nor are 

purchasing decisions. And lest we forget another payoff for Nike as it wages marketing war for star athletes with 

Adidas: If you're a pro looking at your next company, who are you going to sign with?
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Behind Kaepernick buzz, Nike starts 'Just Do It' push (Photos)

Portland Business Journal (Oregon)
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Get ready to see a lot more "Just Do It" merchandise.

Behind the buzz created by an ad campaign celebrating the tagline's 30th anniversary, Nike is starting to push an 

assortment of footwear and merchandise with the iconic phrase, which celebrates physical activity and overcoming 

adversity.

In mid-June, the sportswear giant started releasing a line of footwear emblazoned with the catchphrase. On 

Sunday, the first floor of the company's trendy SoHo store, which serves as the "sharpest point" of Nike's retail 

strategy, featured dozens of "Just Do It" items, including footwear, T-shirts, tennis balls, coffee mugs and chairs. 

Customers could even get customized "Just Do It" T-shirts made on-site at a screen-printing station.

"They're trying to amplify and further spread the message of 'Just Do It,'" said Lois Sakany, an industry analyst and 

founder and editor of the Snobette blog.

Sakany visited the store Sunday.

"To me it's all one and the same. Nike does its merchandise and messages en masse," she said. "That's their 

message this year: 'Just Do It.'"

The Nike website features 38 "Just Do It" items, including footwear, apparel and a kids' backpack. Foot Locker's 

website            features nearly 300 "Just Do It" items, including a wide selection of footwear and apparel.

"It feels like a (second-half) calendar year 2018 initiative," Sakany said. "You're going to see them start rolling it 

out."

Sakany predicted Nike would limit the availability of many items to its best retail partners, including Foot Locker and 

Finish Line and its own stores and website.

Did you find this article useful? Why not subscribe to Portland Business Journal for more articles and leads? Visit 

bizjournals.com/subscribe or call 1-866-853-3661.
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Good morning Baltimore!

Isn't it funny how sometimes the shortest weeks feel like the longest? Thank goodness tomorrow is Friday.

It's going to be hot and humid again today so be sure to drink plenty of water and try to stay cool out there.

Now, let's get to the news.

• Due to extreme heat and a lack of air conditioning some public schools in Baltimore will be closed or dismiss 

students early for the third day this week. Baltimore City said that 65 schools will stay closed today. FOX45

• In response to the news that schools will again be closed, Gov. Larry Hogan called out Baltimore schools 

CEO Sonja Santelises yesterday saying the lack of progress on Baltimore City and the County's 

commitment to provide air conditioning to schools is "completely unacceptable." The Baltimore Sun

• The confirmation hearings for Supreme Court nominee Brett Kavanaugh will continue again today. Yesterday, 

Judge Kavanaugh refused to provide a clear picture of his stance on Roe v. Wade, saying he understands 

the "importance of precedence" in the landmark case for women's reproductive rights. He also said "no one 

is above the law" when asked questions about whether or not the president could pardon himself, but said 

he could provide no more details on a hypothetical case such as the ones presented during questioning. 

CBS

• In the wake of Nike celebrating the 30th anniversary of its "Just Do It" tagline, the company has released an 

assortment of footwear and merchandise with the iconic phrase, which celebrates physical activity and 

overcoming adversity. The Nike website features 38 "Just Do It" items, including footwear, apparel and a 

kids' backpack. Portland Business Journal

• Attorney Mitchel Gordon has resigned from a legislative panel tasked with investigating the corrupt Baltimore 

Police Gun Trace Task Force, after realizing that he had represented three of the convicted detectives. 

Gordon, a former city police officer, represented the detectives in injury claims. He will be replaced by 

James Robey, a former state senator, Howard County executive and police chief. The Baltimore Sun

• Yesterday the New York Times released an anonymous op-ed written by a senior official in the Trump 

administration. The piece paints a portrait of an administration in which the author and his or her 
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colleagues actively thwart the President's agenda and "worst inclinations" in order to keep the country safe. 

President Trump has responded to the article calling it "gutless" and adding that the New York Times is 

"failing." New York Times

• Here's something cool from the Orioles. Lettering on the team's uniforms will be written in Braille, making them 

the first pro sports team in the U.S. to do so. The O's will wear the uniforms the night they host the National 

Federation of the Blind at Camden Yards. Patch

• Maryland's Bloede Dam will soon be demolished as ecologists say it blocks wildlife habitats and creates 

unsafe swimming conditions. The dam is more than a century old and has been the site of nine deaths in 

recent decades. U.S. News & World Report

Did you find this article useful? Why not subscribe to Baltimore Business Journal for more articles and leads? Visit 

bizjournals.com/subscribe or call 1-866-853-3661.
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Nike is just doing it in Chicago this weekend. 

Of course the athletic apparel and shoe behemoth would be expected to have a significant presence in the Windy 

City for the annual running of the Bank of America Chicago Marathon on Sunday.

And so it is.

With the help of the company's ad agency of record, Wieden + Kennedy in Portland, Oregon, Nike (NYSE: NKE) is 

rolling out an out-of-home ad campaign in Chicago that will be prominently featured on bus shelter displays along 

the 26.2-mile marathon route and elsewhere in the city.

The centerpiece of the campaign is a collection of posters of 100 female athletes that are intended to inspire the 

45,000-plus runners expected to participate in Sunday's race.

Each poster features a closeup of a female athlete along with ad copy that succinctly lists that particular athlete's 

personal goals, such as "shave 30 minutes off my marathon" and "win a marathon."

In conjunction with the marathon, Nike also is honoring elite athletes Tatyana McFadden, Mo Farah, Galen Rupp 

and Gwen Jorgensen.

In addition, Nike is putting its support behind everyday athletes who are running this Sunday, including the Nike 

Windrunners, Chicago's first women's-only racing team, some of whose members aim to break three hours in a 

marathon, while others are pushing to become Olympians.

This Sunday's marathon comes as Nike is gearing up to mark the 30th anniversary of one of the most iconic and 

instantly recognizable taglines in all of advertising - "Just Do It." 

As more and more companies discard advertising taglines faster and faster nowadays, Nike's line has stood the 

test of time and no doubt been an important factor in helping keep the company's name top of mind among 

consumers.
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Nike rolls out new ads tied to Bank of America Chicago Marathon

A spokesman for Nike said the company plans to keep its name before the tens of thousands of spectators 

watching Sunday's Bank of America (NYSE: BAC) Chicago Marathon by doing special product drops throughout 

the weekend, including the newly-launched Vaporfly 4 percent Flyprint, Nike React Element 87 and other products.

Did you find this article useful? Why not subscribe to Chicago Business Journal for more articles and leads? Visit 

bizjournals.com/subscribe or call 1-866-853-3661.
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