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Ah, The Good Ole Days 
 



RFP arrives. 
 



Seller thinks… 
 



Seller thinks… 
 



Or the seller thinks… 
 



Or the seller thinks… 
 



Advertiser sends ad.  
Ad delivers. 



Finance bills.  
Repeat. 

 



Here We Are Today 
 



There is no RFP. 
 



The seller, team of creatives, and ad product folks 
do  

a live brief with the client. 
 



Client says… 



Client says… 



Client says… 





The “FANG(S) trade” is astounding, 
and is directly impacting our 

business…As well 
as others.  

“Google can buy every automaker out of petty cash. 
And Apple — they made a net profit of $24 billion in 

one quarter. This is nonsense. What are we 
defending? What?” – Fiat CEO, Sergio Marchionne 
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Source; NYT Finance 



Both legacy and upstart digital 
news leaders are suffering as a 

result 
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Legacy digital news leaders are suffering 

Sources: Politico, Guardian 

The FT: “braced for tough times ahead” The Guardian: cutting 20% of cost base 
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Consolidations / exits in response 

Sources: Milwaukee Journal Sentinel, CNN Money 

Gannett: aggressive consolidation 

April 8 

April 25 

Yahoo!: fire-sale auction  

+ 

? 
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Digital upstart leaders are suffering 

Mashable: a “pivot toward non-news 
video content” 

BuzzFeed: a big revenue miss vs. 
investment plan 
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Consumer Behavior is Changing 
 
 

Marketers Follow Consumers 



“Facebook is like a marketer’s dream. It does 
virtually everything we need media to do in 
terms of reaching the people we want to 
reach.” 
 



“Facebook is like a marketer’s dream. It does 
virtually everything we need media to do in 
terms of reaching the people we want to 
reach.” 
 

—Jason Sylva,  
Executive Director, Audience Development 



Profiting in the FANGS world requires a 
fundamental rethink of our value to consumers 
and marketers. 
 



The World is Digital 
Social is Mobile 
 



The World is Digital 
Digital is Social 

Social is Mobile 
 

Facebook Has 50 Minutes of Your 
Time Each Day. It Wants More. 
 

By James B. Stewart | May 5, 2016 



The World is Digital 
Digital is Social 
Social is Mobile 

Social is Mobile 
 

Facebook Reports Soaring 
Revenue, Buoyed by Mobile Ads 
 

By Mike Isaac 
 
Mobile ads made up 80 percent of the company’s total ad business in the 
fourth quarter, compared with 23 percent in the same quarter of 2012.  
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The World is Digital 
Digital is Social 
Social is Mobile 
Mobile is Visual 
Mobile is Live 
Mobile is Personal 
Personal is Ad Free? 
Mobile is Personal 
 



The fall of advertising and the rise of 
programming. 
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The fall of advertising and the rise of 
programming means we’re in a 

fundamentally different business. 
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1.) A subscription business first, providing a destination and 
experiences worth paying for  

2020 Media Company 



2.) Reinvention for a mobile first, personal world  

2020 Media Company 











3.) Embracing digital transformation, become the “authority 
layer” for emerging technology 

2020 Media Company 











Sign of the Times: The 
New York Times is buying 
an experiential agency 

Lucia Moses, 
August 12 2016 

 
HelloSociety…is an important 
piece in the jigsaw that is the 
company's branded content 
business. 

Jeremy Barr , 
August 12 2016 

- Malcom Poynton, Global Chief Creative Officer at Chiel Worldwide 
Mobile Jury President, Cannes Lion 

“It’s something we believe transforms the relationship of a 
165-year-old brand that’s inherently analog with today’s 
digital world and its consumers… 
Along the way, it just may save a $176 billion industry” 



4.) Delivering creative excellence in church and state  

2020 Media Company 
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5.) An on and off-platform business 

2020 Media Company 





The T Brand Studio video team traveled to the Volvo 
safety research center in Gothenburg, Sweden and 

revealed the highly detailed process behind the 
company’s commitment to zero fatalities and 

injuries. 

T Brand Studio editors interviewed experts at Olay to highlight 
the R&D investment that drives the company’s innovation. 
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1.  There are no more distribution monopolies. Experiences 
must be worth paying for.  

2.  The pace of technology means oblivion is always a 
possibility.  

 
3.  Transformation is no longer a moment in time, it’s an 

ongoing strategy.  






