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BETTER MARKETING

Our purpose
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80% brands believe they deliver great 
consumer experiences (Bain & Company, 2005) 

Only 8% of consumers agree 
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The majority of people worldwide wouldn't care if 77% of 
brands disappeared tomorrow (Havas Meaningful Brands, 2019) 



2010



It is really nice to be asked to give an opinion, 
especially when you are asking for the opinion 
of teenagers. It will be interesting to see if the 
advertising companies take note.
Female, aged 17 (USA) 

“
”



Marketing’s Deadly Sins in Marrakesh





“ Beyond selling brands towards aligning products 
and marketing with the aspirations of society… 

To visibly participate in that part of society’s 
struggle with itself would completely transform 
the image of marketing as an activity.

Robert Madelin, Former Director General at European Commission



What makes for great marketing in the digital age?

https://www.slideshare.net/wearesocialsg/marketing-in-the-connected-age
https://www.slideshare.net/wearesocialsg/what-makes-a-great-brand-36822196
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CMO Advisory Board



CMO columns with Marketing Week…



…and with Campaign Asia-Pacific







10 years of learnings

www.wfanet.org/bettermarketing

http://www.wfanet.org/bettermarketing


1. Diversity in the workplace & 
diversity in your communications



“It is a fact that diverse teams produce 
better creative… creative which reflects the 
diversity of the world we live in has 25% 
higher branded impact. So why wouldn’t 
we want all want to improve the diversity in 
our industry? There’s an economic 
argument as well as a moral one.” 
Keith Weed, former CMO, Unilever



Source: J. Walter Thompson/ Geena Davies Institute

40%
of women

Do not relate at all to the 
women they see in ads 

Source: Unilever



Source: J. Walter Thompson/ Geena Davies Institute

70%
brand purchases 

Made by women

Source: Mars



Source: J. Walter Thompson/ Geena Davies Institute

52%
of men in the UK

Do not feel represented in ads

Source: Jacamo



Study based on the analysis of more than 2,000 English language films from the Cannes Lions archive from 2006 to 2016, with a focus on winning and shortlisted entries

2x
More male actors 
in ads than female 

actors

4x
More screen time 

than women

There are Men get

7x
More often than 

women

Men speak Men are more intelligent, 
funny and strong, while 

women are 
young and sexy

Even our best work is behind the times



Source: J. Walter Thompson/ Geena Davies Institute

25%
more effective

Progressive ads are

Source: ANA / # See Her 
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2. Diversity is so much more than gender



Diversity has now been co-opted to simply 
mean “women,” and most often to mean 
“white women.”
Belinda Smith, Head of Global Marketing 
Intelligence, Electronic Arts



3. Stand for something





Trend towards liberal values 



54%
Of people agree that it is easier to get brands to 

address social problems than to get governments 
to take action

2018 Edelman Earned Brand study



“It doesn’t matter how many 
people hate your brand as long 
as enough people love it. And 

as long as you have that 
attitude, you can’t be afraid of 
offending people. You can’t try 
and go down the middle of the 
road. You have to take a stand 

on something, which is 
ultimately why I think the 
Kaepernick ad worked.”

Phil Knight



Figure out why your business exists 
– both for you and for the people 
you serve 

Don’t get distracted by short-
termism and faddish trends. Your 
organizing principle should be a 
clear manifestation of a company’s 
reason for being, the central tent 
pole on which the very fabric of your 
company hangs 





ORGANISING PRINCIPLE
‘Build the best product, cause no 

unnecessary harm, use business to inspire and 
implement solutions to the environmental crisis.’

Patagonia has an









Purpose need NOT be about saving the world 

‘Gives you wings’
Exploring the limits of human

potential

Happiness

To create a better 
everyday life for the 

many people

Empowering
creative

exploration and 
self-expression

Authentic self-expression





4. But purpose must be
authentic













5. Authenticity starts with
involving your employees



“Company 
recommendations from 
those employed at the 
organisation is a more 
effective way to build 
market share and loyalty 
than the old-fashioned 
method of throwing money 
at advertising.”
David Wheldon, CMO RBS 



The future of
marketing isn’t
advertising. It’s
corporate
culture.

Claudia Willvonseder, 
VP Marketing IKEA  

“



6. Kill the C word







7. Then deliver meaningful
human experiences



TrustAwareness



Digital World Disruption



Persuasion & Manipulation



How people 
want to be treated 

by brands

How brands 
choose to treat 

people

The 
Human 

Experience 
Gap
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recently bought

Where they felt 
engaged

as a human

56%

9%



Irresistible
Forgivable

Irreplaceable



















Human First
Brand Second



Culture Consumption
Human 

Experience 
Platform



A new single minded purpose?

Help people lead longer, happier, healthier 
and informed lives through delivering more 

meaningful human experiences



8. Be respectful and 
transparent 



“How do we become better 
marketers? By becoming 
more empathetic people, by 
listening to others with an 
intent to make their lives 
better.”

Ukonwa Ojo, former CMO 
Consumer Beauty, Coty 



9. Offer a value exchange 





‘The days of advertising as 
we know it are numbered. 
We need to start thinking 
about a world with no ads’
Marc Pritchard, CBO P&G 





10. Be brave



“Let’s all be a little bolder, a 
little braver. Let’s recognise that 
a lot of what holds us back is 
not our companies losing 
millions of pounds or dollars. 
The risks are in our head. If we 
can overcome those, we can do 
bolder things and we can get 
greater growth.”
Syl Saller, CMO Diageo 





1. Importance of diversity
2. Diversity is so much more than gender
3. Stand for something
4. Be authentic about it
5. Authenticity starts with your employees
6. Kill the C word
7. Deliver meaningful human experiences
8. Be respectful and transparent  
9. Offer a value exchange 
10.Be brave

10 tips towards Better Marketing 





Thank you
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