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Now in its 5th year, Advertising Week brings together the top thinkers and 

thought leaders in marketing and advertising from Canada and around the 

world.  The week-long event is comprised of presentations, speaker series, 

panels and networking events. 

 

This year‘s theme was Fast Forward, centred on the idea that ―good things 

move fast.‖ This report contains the highlights and key insights from the 23 

sessions identified by our insight team.   

 

If at any poing you see this green arrow        you can click to be connected 

to more information. 

 

Please feel free to share this report and don‘t forget to use #JWTAdWeek 

on social media. 

 

 

 

REPORT PURPOSE 

http://advertisingweek.ca/
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From psychological revolutions to the multi-screen universe, digital 

technology has marked the dawn of an era of change for brands.  More than 

ever, marketers must be in-tune and listen to the ever-more empowered 

and connected consumer.  

 

Fast Forward Advertising Week 2013 was about exploring new ways to 

engage with audiences on the multitude of platforms they interact with 

and, at the same time, understanding how this saturation of messages in 

the market makes marketers‘ jobs tougher and more challenging. But, also 

more rewarding.  

 

 

EXECUTIVE SUMMARY 

http://advertisingweek.ca/
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1.                     Managing Change: Transforming Business Without Losing Business 

2.            The Next Revolution will be Psychological, not Technological 

3.                 Speaker Series: Advertising Across Screens 

4.                  Powerful Connections: Making Business Personal 

5.                     Speaker Series: New Oxygen, New Growth 

6.              Speaker Series: YouTube 

7.                        Speaker Series: Q&A with Chuck Porter & Panel Discussion 

8.                         : The Consumer Decision Journey 

9.                  Speaker Series: The Mindset Divide 

10.                  Insights: Content Connections 

11.                        : The Most Influential Brands in Canada 

12.                    2012 Cannes Winning Commercials 

 

 

AD WEEK SESSIONS 

http://advertisingweek.ca/


AD WEEK SESSION SUMMARIES 

A snapshot of the content and speakers from the key Ad Week sessions 

attended by JWT. 



François Olivier, President and CEO, TC Transcontinental, and Interim President, TC Media 

 
If you want to transform your business, you need to learn and focus on new core competencies. Being 

bold and big, trying new things, viewing failures as learning opportunities, and sometimes as a stroke of 

luck, will help your business evolve. 

 

To evolve its core business model of print to digital, TC Media shaped and influenced its content 

strategy at multiplatform delivery touch points (web, mobile and TV), determined by email marketing 

and data analytics. Olivier sees the perception of adversity as a growth opportunity; it requires thinking 

big, taking risks, growing talent and even considering acquisitions to keep business focused. 

 

Achieve this evolution by listening to trends and keeping an eye out for the next big thing. Trends and 

technology shape marketing ideas which then evolve to business ideas, but some are short lived. 

Creating value occurs at the crossroads of marketing and technology.  

 

The three levels of success are technological: is it doing what it‘s supposed to do? Marketing: is it 

selling? And, finally, is it driving conversion?  Find the balance between planned (strategy and foresight) 

and unplanned marketing (opportunistic and passionate) to harmonize the transformation of thinking. 

1 TRANSCONTINENTAL MEDIA 

MANAGING CHANGE: TRANSFORMING BUSINESS WITHOUT LOSING BUSINESS 

If you want to invent you need passion to drive 

transformation, ideas and innovation.‖ 
- François Olivier 

 

 
 

 



THE NEXT REVOLUTION WILL BE PSYCHOLOGICAL NOT TECHNOLOGICAL 

2 SHAW MEDIA 

Rory Sutherland @rorysutherland, Executive Creative Director and Vice-Chairman, OgilvyOne London and Vice-

Chairman, Ogilvy & Mather UK 

 
The sweet spot for marketers is at the intersection of technology, psychology and economies. Sutherland 

discussed how desire modification (D-Mod), heuristics, game theory and perception all influence the consumer 

behavioural shift.  

 

Growth requires improvement in marketing efficiency, which comes by understanding behaviour. Per the phrase 

―diminish wants and augment needs,‖ Sutherland asked whether marketers should create more products, or 

simply make people more content with what they have.  

 

Innovation: A smartphone app for 

that lights up your gas meter, 

which is often in a dimly-lit area 

INNOVATION 

It is not in the consumer‘s best interest to be predictable and 

completely rational, otherwise they will get worse products 

(gaming the metric). The job of marketers is to find out what 

people want, make it, or find out what to make, and make people 

want it. Technology is marketing with a sense of innovation when 

we consider how many technological problems are actually 

marketing problems. Better understanding of psychology will 

drive innovation just as much as improved technology will.  

 

https://twitter.com/rorysutherland
http://www.britishgas.co.uk/business/iphone.html


2 SHAW MEDIA 

GAME THEORY 

Without game theory, human behaviour cannot be understood. Economics used to reflect 

that if the price goes up, demand would go down, however this does not take consumers 

loyalty into account. When considering pricing structures, marketers should understand 

that when the price goes up, so does the perceived value. Especially nowadays when 

consumers are conditioned to act instinctively then rationalize to explain our actions 

afterward. These behaviours let us avoid cognitive dissonance.  

 

Or as leadership theorist, Abraham Zaleznik put it in 1977 , ―…through product design, 

advertising, and promotion, consumers learn to like what they then say they need.‖ 

 

Maseratis look affordable compared to private jets – both were featured 

alongside one another at the private jet show. 

―A faster Eurostar? I‘d rather have comfort than 

speed;  speed is for airplanes.‖ 

Watch Rory’s Ad Week keynote: “The next revolution will be psychological not technological” here 
For more from Rory, watch his TED talk on “Perspective is everything”, For his best tweets, click here 

PERCEPTION 

Above all, human perception must be taken into account in communicating to consumers. Customers cannot be 

understood based solely on a transaction or a balance sheet - people are affected by behaviour and actions of other 

people. 

 

Perception has evolved to become what's most important for brand survival. Within a certain context, a high price is 

reasonable. While a bad experience at a crucial consumer touch point can make the consumer believe inherently 

that everything is wrong with their experience and will look for confirmation of that belief. For example, long lines 

at Walmart checkouts could potentially ruin the entire experience for a shopper. Marketers should be able to 

identify and work on these types of flaws. 

http://www.youtube.com/watch?v=jEVCFS3YEpk
http://www.ted.com/talks/rory_sutherland_perspective_is_everything.html
http://favstar.fm/users/rorysutherland
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Anthony D. Williams @adw_tweets , consultant, researcher, and co-author of Wikinomics and Macrowikinomics 

 
The phenomenon of the second screen isn‘t new. Nielsen reported that Internet/TV multitasking 

was an emerging trend four years ago and one of JWT‘s 10 Trends for 2009 was the idea of 

Distraction as Entertainment.  The second screen (smartphone, tablet, PC) compliments the first 

screen (TV) and this has become exponentially more important in the past year.  

 

ADVERTISING ACROSS SCREENS 

3 YAHOO! PROVOKE  

 

BY THE NUMBERS 
• 88% of tablet owners and 86% of smartphone owners use their device while watching TV at least 

once a month* 

• 63% of Gen-X and 74% of Millennials use a second screen device more than half the time they watch 

TV** 

What has also changed today is the spike in users connecting their screens  

and services (i.e. Netflix).  New possibilities for broadcasters and marketers 

are being born.   
 

Screens are everywhere and mobility amplifies the need for immediacy.  

Screens should not be approached as silos, they should work together for 

maximum campaign impact. 

US Nielsen survey Q4 2011 

**Forrester report 

https://twitter.com/adw_tweets


3 YAHOO! PROVOKE 

Screens should be thought of as a blank canvases meant to deliver content. As we multitask across more 

screens than ever, brands need to tap into the knowledge and ingenuity of a consumer‘s behaviour – 

thinking beyond the physical screen and considering all methods of interactivity. 

 

Second screen utilization means brands need to think about new ways to share content as consumers 

seek personalization of experiences and individual tastes. The screen creates a bridge between 

browsing the real world and browsing their digital universe.  

 

Consumers expect customization as the social 

landscape changes.  They have the ability and 

autonomy to organize their community outside 

of the confines of a traditional structure.  

 

They are accessing a lot of information and, in 

turn, building content (Wikipedia). The 

principles of collaboration, openness and 

sharing must be top of mind for marketers and 

brands. 

 

79% of respondents to a recent Hollywood Reporter 

survey of social network users ages 13 to 49 said they 

always or sometimes visit Facebook while watching TV, 

and 83% surf other parts of the web 

The internet empowers consumers to construct their own brand experiences. 

http://www.google.ca/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=_exlymJyFhXtQM&tbnid=hzDMI8P6N9i-MM:&ved=0CAUQjRw&url=http://www.fastcocreate.com/1679561/the-race-for-the-second-screen-5-apps-that-are-shaping-social-tv&ei=ZO8bUbSMN8O92gWowYDwBA&bvm=bv.42261806,d.b2I&psig=AFQjCNHZOimNtMDgoYDjMNVmezJSxfCP4Q&ust=1360871644088453
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Moderator: Steve Irvine, Group Director, Global Marketing Solutions, Facebook Canada  

Panelists: Duncan Fulton, Senior Vice President of Communications and Corporate Affairs, Canadian Tire 

Corporation & Chief Marketing Officer, FGL Sports; Emmie Fukuchi, Associate Vice President, Digital & New 

Media, AIR MILES Reward Program; Yona Shtern, Co-founder & CEO, Beyond the Rack  

 

ROI in the Facebook newsfeed is achievable, first by building the fan base and then through 

engagement. Naturally, transactional behaviour lifts when fans interact with a brand and there is 

already a large volume of interactions taking place. Brands must consider each relationship a 

small equation in their business model.  Facebook should be leveraged both as an acquisition 

channel and a retention vehicle.   

 

Above all, marketers need to recognize that social media is not a monologue. 

 

 
 

POWERFUL CONNECTIONS - MAKING BUSINESS PERSONAL  

4 FACEBOOK 

A CEO overhears people talking negatively about her brand… 

Should she stop and join the conversation? Yes! The same 

engagement must be applied to online interactions 
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Once dependent on flyer distribution to reach its target, sporting good retailer Sport Chek (SC) 

discovered that with 80% of its customer base under 45, flyers were not the most effective avenue for 

communication. Realizing that flyers did not achieve strong ROI, the team identified a need and 

opportunity to more effectively reach this target audience.  

 

• ADJUSTING THE TEAM: SC hired a specialized data analytics team that was 

trained in how to use the internal financial system, learning how to pull sales 

performance on any single or group of items that would be important to this 

target. This team was integral to building a meaningful social presence for 

the retailer. 

• TRIAL AND ERROR: Finding success in building a custom Facebook app, 

following a few failed attempts, they began to see a significant lift following 

activation. Looking ahead at weeks of baseline data, SC leveraged the social 

graph to turn and promote items. 

• AS A RESULT: SC identified a net increase in sales following a $250K spend 

over several weeks and continued to shift to digital and social to achieve ROI.  

 

 

 
 

4 FACEBOOK 

CASE STUDY: SPORT CHEK 

https://apps.facebook.com/sportchekplaylist/
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TAKEAWAYS 
 

1 Protect the newsfeed by finding a good balance between post content and frequency, while 

listening to what consumers want.  

2 Jumping straight into app development may be a bad idea. When evaluating social tactics, be bold 

but ensure the idea marries up to technological capabilities. 

3 Not everyone knows how, but you can only learn by taking risks. Practice and learn. 

4 If you are going to be online, you must stop and engage with your consumers in this digital forum 

to optimize your presence. Be ready for consumers to assume your social channels are an 

extension of customer service. Devise a plan, and be ready to converse. 

5 Become your own general contractor: understand your digital evolution and build your team 

accordingly. Focus on your core competencies and improve them either internally or with the right 

partners. Skill sets in digital are all highly specialized – don‘t trust the pediatrician to take out the 

gallbladder. 

6 Identify and leverage appropriate social media methods to compliment your existing channels (For 

example, Beyond the Rack links their member emails to Facebook). Amplify your message.  

7 Pay attention to Big Data in order to understand consumers at an individual level. 

8 In marketing, 2013 will be the year of data driven decisions, behavioural insights driving decisions 

and smart commerce becoming greater than E-Commerce 

 
 

4 FACEBOOK 



Earl Wilkinson, Executive Director & CEO, International Newsmedia Association 

 
The consumer‘s perception of news has shifted thanks to the availability and accessibility of digital 

technologies (specifically mobile). Print is less relevant in daily routines, but it is not gone.  There are 

simply now more places to find news.  

  

5 TORONTO STAR 

NEW OXYGEN, NEW GROWTH 

For publishers, adapting to the idea that the newspaper is about 

multiplatform delivery of a message is paramount. In the consumer‘s 

mind reading a newspaper isn‘t yet a differentiated experience across 

all platforms and therefore adaptation is critical. This example by the 

Guardian won a Cannes Lion last year. It showcases the multiple 

platforms, perspectives, and discussions that construct the news 

today. 

 

  
We must look at this as a shift to mobile first rather than simply digital.  Smartphones are how publishers 

can reach young readers.  Harmonizing print and digital for traditional and new audiences expands this 

brand environment. 
 

Adapt in order to re-create the demand for news. In the end, newspapers stand for convenience and 

delight meant to improve people‘s lives and aid in discovery.  Those core ideas will sustain consumers‘ 

valualution of news. 

This is a transition – not a midlife crisis. 
 - Earl Wilkinson 

https://www.youtube.com/watch?v=vDGrfhJH1P4
https://www.youtube.com/watch?v=vDGrfhJH1P4
https://www.youtube.com/watch?v=vDGrfhJH1P4


Jamie Byrne @jamiebyrne1 , Director, Content Strategy, YouTube 

 

 

 

 

 

6 GOOGLE 

 YOUTUBE CONTENT STRATEGY 

There are monumental shifts occurring in the world of 

content, media and television including the shift from 

the cable delivery of content to the Internet delivery of 

content. There is a changing dynamic between the 

advertiser, viewer and creator—and YouTube is at the 

heart of that.   

 

There are now four ways to watch video beyond 

television. Computers, tablets, laptops and 

smartphones have become part of the media equation.  

 

This evolving video market creates great opportunities 

by changing the economics of distribution and removing 

the barriers to building and owning your own audiences, 

said Byrne. It alters the relationship with consumer.  

BY THE NUMBERS 
• 800 million views everyday 

• 1 million views a week for 25 
channels—Some are doing three 
to five times that, surpassing 
cable channel views.  

• 49 Channels with 100,000 
subscribers—Subscribers watch 
twice as much content as other 
users 

https://twitter.com/jamiebyrne1
https://twitter.com/jamiebyrne1
https://twitter.com/jamiebyrne1


6 GOOGLE 

The challenge for brands will be to understand how to find an audience in a 1,000+ channel 

world. YouTube is working to re-aggregate audiences and with that as the reality, it‘s undeniable 

that viewer behaviour is changing along with distribution.  

 

A television dynamic is being created on YouTube including channels, programming guides and 

weekly email roundups of new content for subscribers. In addition, YouTube has invested in the 

creation of unique content. With growing global niche networks , the online video purveyor says 

it is fulfilling the original promise of cable with "the re-emergence of niche channels.‖ 

 

THE NEW YOUTUBE: Professionally-produced content on niche channels, new ways to tell stories 

and production quality that rivals traditional cable. For advertisers, that means a whole set of 

new and targeted audiences. But it starts with building your own audience to leverage consumer 

engagement. 

 

Red Bull is a great example of audience engagement. It had eight  

  million live views of their stratos jump and a huge  

  increase in subscribers following the event. 

 

 A YouTube strategy is now as important as a 

Facebook strategy.‖  
– Jamie Byrne 

http://www.youtube.com/watch?v=FHtvDA0W34I
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7 MDC PARTNERS 

Chuck Porter, Chairman of CP+B and Chief Strategist of MDC Partners and Susan Krashinsky, Advertising and 

Marketing Reporter at The Globe and Mail. 

 

We are being bombarded by communication in a saturated market.  Brands that are able to tell 

good stories will thrive, though this requires creativity, harder thought, and harder work.  

 

Chuck Porter believes advertising has got to get better because the audience is getting more 

sophisticated. The younger generation is less put-off by advertising: 18-29 year olds have an 

incredible filter for advertising and only recall 4-5 ads of the huge number they see and are 

more sophisticated media users. With this in mind, advertisers need to find a way to engage with 

consumers, not shout at them, if they want to be recalled and enjoyed.  

Q & A WITH CHUCK PORTER 

Interest and entertainment generate an action and lead to 

an emotional response; emotion best connects a consumer 

to a brand 



7 MDC PARTNERS 

  

For now, it's very very hard to build any kind of mass brand 

just with social media‖  
– Chuck Porter 

Read an excerpt from Porter‘s chat with The Globe and Mail‘s Susan Krashinsky here. 

Despite the popularity of the digital age, television is still an integral part of a 

brand‘s storytelling.  It sparks conversation. For example, Old Spice began a 

campaign on TV and evolved it into a shareable, online campaign. On the 

flipside, McDonald‘s Canada started a solely digital campaign, ―Our Food, Your 

Questions‖, which evolved across channels (including television) following 

consumer interaction and data gathering.  

 

But these shifts do not herald the death of television. They just change our 

communication options, adding new tools, and altering how we use them. 

 

Television is still the only mass medium according to CP+B‘s Chuck Porter. ―The 

power of TV is [that] it gets people interested,‖ in a campaign or product. You 

can keep the audience engaged with digital, but need the mix of TV to make it 

interesting and worth talking about. 

 

 
 

http://www.theglobeandmail.com/report-on-business/industry-news/marketing/advertising-guru-chuck-porter-we-used-traditional-media-in-really-weird-ways/article7823087/
http://www.marketingmag.ca/news/marketer-news/marketer-of-the-year-2012-mcdonalds-canada-70067
http://www.marketingmag.ca/news/marketer-news/marketer-of-the-year-2012-mcdonalds-canada-70067


And remember…  

  No matter how the world changes, good story tellers are always 

going to be at a premium." 
- Chuck Porter  
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TAKEAWAYS 
 

• Marketers should be less risk averse. In order to be paid attention to they must be 

unexpected in their work and communications. 

• In storytelling, be able to woo, or be simple. Everything in between is just wallpaper. 

Don‘t try to trick people and say you‘re not marketing to them.  

• Great content drives purchase, but be wary of over-running a campaign – if it goes on for 

too long, it becomes stale. 

• Don‘t be afraid of changing. Every time you change, you have a chance to make 

communications better. 

• Science & the art of advertising is changing more than we‘re used to. Science is 

becoming increasingly important because understanding Big Data and Analytics will 

ultimately drive ROI.  

 
 

7 MDC PARTNERS 



Rick Chavez, General Manager of Marketing Solutions, Microsoft Advertising 

 

In the beginning of the digital revolution, most marketers underestimated how far digital could 

go in the long term and overestimated its short term impact.  As a result, consumers are ahead 

of us. 

 

This is especially true in Canada which is number two in the world in terms of video 

consumption on YouTube and number seven in terms of social media users, ahead of the United 

States and the United Kingdom. Canadians have been swift and early adopters of new media, 

which means marketers speaking to Canadians must be too. 

 

The new perspective marketers need to take according to Chavez is to focus on the consumer 

and trying to understand the ―moments of value in the mind‘s eye of the consumer.‖ It requires 

refocusing on the consumer decision journey.  

 

Their research attempts to understand what people are doing online and offline with the 

recognition that digital is not separate from life. 
 

8 MICROSOFT 

THE JOURNEY OF THE CONSUMER DECISION 

  

 



Tony Pigott @micromarketer  

 

8 MICROSOFT PANEL 

MICROSOFT‘S CONSUMER DECISION JOURNEY 

1 Open to possibility 

2 Decision to change 

3 Evaluating 

4 Shopping 

5 Experiencing 

Global CEO, JWT Ethos 

and Chairman, JWT 

Canada Tony Piggot 

spoke briefly ahead of 

Chavez about the 

important role the 

Canadian Marketing and 

Advertising industry has 

played in helping to 

make a better world 

through their work with 

the BrandAid Project.  

 

BrandAid is a social 

enterprise project 

designed help artisans in 

challenged areas of the 

world launch their 

microenterprise lines in 

the global marketplace.  

https://twitter.com/micromarketer
http://www.brandaidproject.com/
http://www.brandaidproject.com/
http://www.brandaidproject.com/


To see how your professional profile links up, click here 

3  GENERATION GO 
Alison Lange Engel @ALangeEngel, Global Marketing Director at LinkedIn 

 

LinkedIn‘s recent global research ―The Mindset Divide,‖ revealed how user behaviour differs 

between personal and professional networks. 6,000+ social media users were surveyed to 

uncover that 86% of consumer decisions are made with social media. Professional networks, like 

LinkedIn, attract those who are extremely career focused, aspirational and purposeful, versus 

the social and conversational users of  Facebook. People spend time on Facebook and invest time 

on LinkedIn. Companies should use each platform for listening  and understanding their audience 

and cater content appropriately. 

 

The researchers also found that emotion plays a critical role in marketing on both personal and 

professional social networks. A successfully executed social media campaign can lead to an 

increase in ROI. 

 

 

  

9 LINKEDIN 

THE MINDSET DIVIDE 

BY THE NUMBERS 
• 7 million Canadians are on LinkedIn in Canada - 5th largest usage in 

the world. 

• 1.3M publishers share their content on LinkedIn 

• The 2nd most important thing people want are updates from 
brands 

http://twitter.com/ALangeEngel
http://twitter.com/ALangeEngel
http://twitter.com/ALangeEngel
http://inmaps.linkedinlabs.com/network
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• Brand relationships are evolving from the top-down funnel to a dynamic customer 

journey due to the influence of social media. 

• Internet users visit professional networks over social networks to access brand 

content.  

• Users visit LinkedIn more for content than for the job search function. 

• LinkedIn Today (the site home feed) is a core pillar of LinkedIn's content strategy.  

• Influencers on LinkedIn are 6x more likely to share updates & follow companies and 

9x more likely to create content in a professional setting. 

9 LINKEDIN 

KEY RESEARCH TAKEAWAYS 
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Nick Drew @researchnick, Research Manager, Yahoo! Canada 

 

Canadian consumers look for quality content online. Knowing how they engage with it across 

devices is important for marketers.  

• 79% of Canadians are engaged with news, sports, financial news or lifestyle online.  

• More Canadians visit news sites each month than social networks. 

• In the last two years the share of time spent on the 10 biggest lifestyle sites has grown 60% 

• 1/3 of Canadian internet users are 'lifestyle' users. These users can be categorized 

into 3 groups: 'Catching up', 'Taking a break', and 'Going Deeper into a Topic‘ 

• Consumers rely on apps primarily for the latest news updates and what's going on around 

topics that are meaningful to them 

 

 

10 YAHOO! CANADA INSIGHTS  

CONTENT CONNECTIONS 

TELEVISION 

Watch 27.4hrs per week 

Increase of 3% since 2007 

NEWSPAPERS 

12.2m weekly readers 

Readership up 3% since 2007 

INTERNET 

65.7m minutes a month online 

14% increase since 2007 

CANADIANS‘ MEDIA CONSUMPTION 

http://twitter.com/ALangeEngel
https://twitter.com/researchnick
https://twitter.com/researchnick
https://twitter.com/researchnick
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10 YAHOO! CANADA INSIGHTS 

QUALITY IMPACTS PERFORMANCE 

Channels through which consumers access information have 

changed. But how users determine what content is valuable to 

them has not. Consumers know what they are looking for and 

they know how and where to find it. 

 

They are more likely to spend more time on a site with a good 

user experience. When high quality sites are compared to low 

quality against key attributes, high quality sites were reported 

to be 3 to 4x more engaging.  

 

Quality is crucial in ad performance. Ads on sites that provide 

informative, well-written, believable and well-laid out content 

drive higher metrics in perception about the associated brand. 

Therefore, brands must consider the quality of a site before 

placing ads. 

 

Brands must also spend time on their own online content to 

get it right, with a focus on quality.  

 



THE MOST INFLUENTIAL BRANDS IN CANADA  

11 IPSOS REID 

Steve Levy, @stevelevyipsos, President at Ipsos Reid 
 

 
INFLUENCE: the capacity or power of persons or things (brands) to be a compelling force on or 
produce effects on the actions, behaviour and opinions of others. 
 

Influence is important. Influence is also complicated – it requires an emotional relationship and is 

difficult to build. Based on a survey of roughly 5,000 Canadians, the Ipsos Influence Index tracks 

how influential brands are to consumers. The top 100 brands evaluated had influence scores that 

ranged from 17 to 417, with the average brand sitting at 100. 

It‘s not easy for a brand to develop influence. Innovation is critical because 

consumers have high expectations.‖ 
- Steve Levy 

 

 

 
 

 

On the whole, a brand must be perceived to be trustworthy, 

engaging, leading edge, a good corporate citizen, and possess 

great presence.  The value of each dimension in the overall 

influence score differs for each brand. 

https://twitter.com/stevelevyipsos
https://twitter.com/stevelevyipsos
https://twitter.com/stevelevyipsos


 

 

 

 
 

 

#1: GOOGLE (417) 
Trustworthy, Leading Edge & Engaging 

• Google is committed to seeing around the corner and ahead of 

the curve – 4 in 10 Canadians believe it is an innovative brand, 

and 1/3 believe it’s a brand that shapes our behaviour. 

#6: VISA (204) 
Presence & Trustworthy 
• The most trustworthy of the top 10, with 50M cardholders, Visa 

is dependable with a strong future – it is everywhere you want it 

to be. Visa understands Canadians’ needs. 

#2: MICROSOFT (308) 
Trustworthy 

• The backbone that powers the business is that consumers’ 

trust in the technology and brand—their heart is in the right 

place. 

 

#7: YOUTUBE (201) 
Leading Edge & Engages 
• Having created a new way to entertain and educate, 4 in 10 

Canadians use YouTube, and 94 of AdAge’s top 100 advertisers 

have leveraged YouTube for campaigns. 

• Scores high on participation as consumers have the choice to 

view or contribute content. 

#3: APPLE (281) 
Presence & Leading Edge 

• With a $38M spend on media in Canada, 97% on TV, Apple is 

ever-present. 6 in 10 Canadians recall seeing ads. 

• Leading edge and trendsetting, Apple keeps user experience in 

mind through every innovation. 

• A legendary leader, great product & established brand 
contribute. 

#8: TIM HORTONS (193) 
Presence & Corporate Citizenship 
• Inspiring a sense of Canadian pride, Tim’s cares about Canadians 

and greatly supports the community – it ranks 2x above the 

average brand in Corporate Citizenship. 

• Word of mouth carries the brand and helps amplifies its 

presence. 

#4: FACEBOOK (265) 
Leading Edge & Engaging 

• The strongest of all brands at engagement, Facebook, as part 

of the social fabric, has forever changed the consumer. 

Facebook has become part of any marketing mix. 

#9: AIRMILES (179) 
Engaging & Trustworthy 
• Effectively engaging the Canadian public: 4 in 10 people use 

AIRMILES, 3 of 10 see it as dependable. 

#5: WALMART (208) 
Presence &Trustworthy 

• With a consistent, value based message and a strong voice on 

TV, WM has 7x more presence than the average brand. 

• It is the trusted, dependable retailer that delivers consistent 
value, especially to new Canadians.  

#10: CBC (170) 
Trustworthy & Corporate Citizen 
• Noted as a dedicated, trusted news source, CBC takes a lead in 

partnering with Canadian communities. 



IPSOS‘ 10 TAKEAWAYS FOR BRANDS  

1 Ad spend alone will not buy influence, engagement is part of the equation. 

2 Influence and influencing is not simple. 

3 Influence has five key dimensions: trustworthiness, presence, engagement, leading 

edge and corporate citizenship. 

4 Repetition creates opportunity. 

5 Iconic leaders inspire influence. 

6 National pride plays a role. 

7 Influence involves a change in human behaviour in some form. 

8 Innovation and adaptation are required. 

9 Influence is earned. 

10 Creating influence is very hard to do.  

 

11 IPSOS REID 

A brand‘s ability to generate influence is somewhat tied to the nature of the category 

it lives in. A brand that touches you every day – you Google stuff every day – has a 

greater chance to influence you than a car company, for example.‖  
- Steve Levy 



“ 

11 IPSOS REID 

The Google brand is not only the most influential in Canada, but also in the world. Its influence 

is widespread and powerful, impacting not only the ways consumers search for information and 

get by in the world, but marketers as well. See what Chris had to say here. 

 
Click here to see JWT‘s story through social media, capturing key highlights from The Most 

Influential Brands presentation 

GOOGLE‘S INSPIRATION 

 

 

 

 

 

Those who dare to dream, think big dreams 
and set audacious goals.‖ 
- Chris O’Neill, Managing Director, Google Canada 

http://www.youtube.com/watch?feature=player_embedded&v=NLEqKC61l7s
http://storify.com/chantaie/advertising-week-a-story-in-social-media


2012 CANNES WINNING COMMERCIALS 

12 CANNES LIONS 

JWT FAVOURITES: 

―Back to the Start‖ – 

Chipotle (Grand Prix) 

 

 

 

 

―Michael‖ - Playstation 3 

(Silver) 

 

 

 

―Grandmother‖ – JobSearcher  

(Silver) 

 

 

 

―Bank Teller‖ – Canadian Film 

Festival (Bronze) 

 

 

 

―Dads in briefs‖ – BGH Air 

Conditioners (Gold) 

 

 

 

 

―Halftime in America‖ – 

Chrysler (Silver) 

 

 

 

 

http://www.youtube.com/watch?v=mPFUDO9yQc4
http://www.youtube.com/watch?v=cQMFyJ3FRGQ
http://www.youtube.com/watch?v=ee33-o_omy4
http://www.youtube.com/watch?v=bzAex-m7xF4
http://www.youtube.com/watch?v=8iXdsvgpwc8
http://www.youtube.com/watch?v=aMfSGt6rHos


ADWEEK THEMES & TRENDS 

A few key themes and common trends emerged during the week. In this next 

section, we highlight the most prominent and significant among them. This 

includes the evolving consumer, the connected brand, the primacy of content & 

context, the need for adaptability and the complexities of privacy & transparency. 



3  GENERATION GO 

 

1. Consumer Behavioural Shifts  

 

2. The Connected Brand 

 

3. Content and Context Are Everything 

 

4. Privacy & Transparency 

 

5. Adaptability 

 

 

 

EMERGING THEMES & TRENDS 

http://advertisingweek.ca/


CONSUMER BEHAVIOURAL SHIFTS 

Social media is changing the advertising landscape and also changing the way 

consumers behave and interact online.  From the blurring lines of privacy to 

instant sharing and commenting, the impact is vast and profound.  Consumers now 

have direct access to brands, which are being held accountable, praised and/or 

advocated for by their audiences.  The people who marketers speak to have 

changed and therefore so much brands. 



CONSUMER BEHAVIOURAL SHIFTS 

The consumer relationship with the brands they use is changing quickly. With the rise of the 

internet and social media, consumers have become enormously sophisticated, as are the ways 

in which they can interact with brands.  

 

At the same time, there is a generation of young  people who are more immune to marketing 

messages than the generations that came before them. It's much harder than it used to be for 

advertising to get through to them. It requires more creativity, a harder thought process, and 

harder work to get people to pay attention to you. 

 

But, people are still interested in communication and will engage in new ways if marketers can 

figure out how to provide branded content that also entertains or informs—they demand added 

value.  

Most advertising is wallpaper. In order 

to be paid attention to they have to be 

fresher and more original than the stuff 

that's on either side of them.‖  
– Chuck Porter, Chairman of CP+B 

 and Chief Strategist of MDC Partners 



CONSUMER BEHAVIOURAL SHIFTS 

CASE STUDY: QUIRKY 

Social production and crowdsourcing have helped generate a business that 

encourages collaboration and scours the globe for innovation. Quirky.com is 

a socially developed production process that gives consumers the 

opportunity to see their innovative product ideas become reality.  

Consumers are invited to submit their innovation daily and if enough people 

pre-purchase the concept and it passes a profitability test, Quirky will 

manufacture it.  

      Visit the website to see how it works.   

What is certain is that there are new implications and opportunities for 

marketers:   

• THE RISE OF BIG DATA: Information about everything and everyone 

provides an opportunity to understand the context within which 

people operate.   

• THE EVOLUTION OF ARTIFICIAL INTELLIGENCE:  AI impacts user 

experience and augmented reality within apps.    

• CHALLENGES OF RADICAL OPENNESS: People are connecting and 

collaborating in new ways. Begging the question, how much 

information should you share and with whom? (For more on radical 

openness, watch Don Tapscott‘s TED talk). 

http://www.quirky.com/
http://on.ted.com/Tapscott


THE CONNECTED BRAND 

In the digital era, brands have no choice but to connect and engage with their 

audiences online. But that does not simply mean setting up a Facebook page or 

Twitter feed. It takes understanding and engaging your audience and reaching out 

to them just as they reach out to you. It‘s a dialogue. The Connected Brand is one 

that understands consumer behaviour and leverages digital media to build brand 

awareness on multiple screens and channels. The Connected Brand is interesting 

and interested. 



THE CONNECTED BRAND 

With 3 billion more people connected to the internet via mobile by 

2020 (according to TorStar), marketers must be smart with how 

they are leveraging mobility.  

 

Instead of simply making a website mobile-friendly, brands must 

make mobile sites easy for people to use when they are mobile; 

adjusting the functions and anticipating how they will use the site. 

See well.ca as an example of a seamless online to mobile 

experience. 

 

In order to thrive, the connected brand must create adaptive 

―everywhere‖ experiences that are better when consumed 

together. These experiences must be linked and synched. 

Integrating consumers and data to deliver personal experiences 

forge connections rather than interactions. Consumers will also get 

more value out of experiences they take part in, which makes 

creating those connections them indispensible. 

 

 

 

Understanding what consumers want, how they want it, and giving it to them 

when they want it, will forge a successful and long lasting relationship between 

brand & consumer. 



 

 

 

THE CONNECTED BRAND 

For a real-time campaign that effectively leverages the second screen, see Kraft US‘ Mac&Cheese: 

―Dinner, not art‖ campaign, which effectively leverages TV, a website and a mobile app. This program 

is the latest attempt to bring the brand into the social media age. With a social responsibility aspect 

(Kraft is donating 10 real noodles to Feeding America for every noodle you use in your ―art‖) drives 

purpose and empowers consumers to keep engaging. 

CASE STUDY: KRAFT MACARONI & CHEESE 

Gone are the days of singularity and single-screen success. Marketers need to embrace brand 

experiences that consumers value across the board and communicate with consumers with an 

adaptive mentality. There is a huge opportunity for them to move beyond the traditional 

blocking chart and think, ―What are the multimodal opportunities?‖  

 

FROM TV… TO WEBSITE… TO TABLET 

http://www.youtube.com/watch?v=ZJMg25yES8U
http://www.DinnerNotArt.com


CONTENT AND CONTEXT ARE EVERYTHING 

Brands are getting into the game of content creation and curation. With it, 

they‘re building an audience, engagement and reputations. And it‘s no longer just 

about a television spot. It‘s considering the context of ads online and the impact 

of the content being brands create for their audiences. Advertising Week allowed 

key influencers in this arena to share their expertise on content creation, curation 

and absorption. 



CONTENT & CONTEXT ARE EVERYTHING 

The context surrounding most advertising has changed. Simply because the world has changed. 

It has gone online, it has gone mobile and it has gone digital. People are conversing with brands 

online and are turning to them with the expectation of a conversation. Of content to engage 

with. 

 

We are far beyond the saturation point of traditional messaging and have yet to reach that 

point when it comes to the proliferation of content and devices. 

 

There are new way to tell brand stories that live across screens and the plot line differs 

depending on the screen that story is viewed on. It‘s about direct engagement and a feedback 

loop in communications between the brand and its audience. And services like YouTube are 

helping brands build audiences. With the help of the video sharing site, Gillette created a 

branded site dedicated to soccer highlights after recognizing there was no source for this 

anywhere online. The Gillette Football Club has become a central hub for football online.  

 

Once they understand the interplay of content and context, brands must then then leverage 

new audiences they gain through this effort and turn that engagement into transactions—this is 

why traditional communication efforts will remain relevant. But creating content doesn‘t 

always have to be about driving sales, sometimes it‘s about changing minds or perspectives.   

https://www.gillette.com/GILLETTEFOOTBALLCLUB/FootballStats/Index.aspx


3  GENERATION GO 

CONTENT & CONTEXT ARE EVERYTHING 

A PIECE OF WISDOM: 
 

What is your definition of great advertising? 

 

 First and foremost, it‘s advertising that people actually notice. Most 

advertising just goes by, whether it‘s sitting on a web page or an outdoor 

board, or whatever it is. Technology has made it easier than ever for 

people to ignore you. They can TiVo you, or multitask. All kids watching 

TV are on their laptop at the same time. But the other side of that coin 

is, if they do see something that interests them, they can instantly 

engage with you more deeply than ever before. That‘s good for 

storytellers.‖ 
 

 

- Chuck Porter, Chairman of CP+B and Chief Strategist of 

MDC Partners 



PRIVACY & TRANSPARENCY 

Notions of privacy, transparency and consumer understanding of what they mean 

have changed. As the world becomes more connected and people more able to share 

elements of their lives online, advertisers are forced to walk a fine line between the 

privacy of individuals and the transparency of their businesses.  No matter how 

often information is  tweeted, retweeted or liked online some view it as their own 

and others see it as the world‘s to enjoy. The key is understanding who is right and 

when they‘re right and the place of communications in this dynamic.  



PRIVACY & TRANSPARENCY 

As information becomes more and more available and consumers become more exposed, the 

notion of privacy is of particular importance to marketers. While consumers want to control 

what information marketers have access to, corporations are seeking increased access to that 

information in order to better cater their products and services to their audiences. This catch-22 

is causing marketers to develop campaigns with consumers‘ desire for privacy in mind. 

 

Consumers are now being served in an opt-in, opt-out society. One of JWT‘s 10 Trends for 2013 is 

Predictive Personalization, the idea that brands will be able to predict customer behavior, needs 

or wants and tailor offers and communications very precisely. As data analysis becomes more 

cost effective, the science gets more sophisticated and consumers generate more measurable 

data. Advertisers are working to find a compromise and are looking to approach the relationship 

as a ‗partnership‘ rather than simply ‗tracking‘ consumers. 

 

As part of JWT New York‘s Keynote speech at Social Media Week 2013, Ann Mack covered ―Going 

private in public‖ of JWT‘s 10 Trends for 2013.  Both socially and professionally, consumers are 

now aware of their exposed selves and need to craft a polished online image – some going to 

lengths like creating Facebook pseudonyms so they are not easily tracked/identified. When 

asked how privacy affects user generated content online, Mack responded ―people‘s intrinsic 

need to share/social will remain, but value exchange must remain great. No longer will [―Like‖ 

us and get a free ice cream cone] be acceptable to the average consumer.‖  

 

 

 

 
 

PRIVACY 

http://www.slideshare.net/jwtintelligence/jwt-10-trends-for-2013-executive-summary
http://www.slideshare.net/jwtintelligence/jwt-10-trends-for-2013-executive-summary
http://www.slideshare.net/jwtintelligence/jwt-10-trends-for-2013-executive-summary
http://www.slideshare.net/jwtintelligence/jwt-10-trends-for-2013-executive-summary
http://www.slideshare.net/jwtintelligence/jwt-10-trends-for-2013-executive-summary
http://www.slideshare.net/jwtintelligence/jwt-10-trends-for-2013-executive-summary
http://www.slideshare.net/jwtintelligence/jwt-10-trends-for-2013-executive-summary


PRIVACY & TRANSPARENCY 

 

 

 
 

TRANSPARENCY  
 is the new  

black.‖ 
-Chuck Porter 

TRANSPARENCY 

On the flip side, organizations are becoming increasingly exposed to 

scrutiny. Because of the internet, very little can be hidden. Part of 

developing content is acknowledging the growing demand for transparency 

from consumers. Brands build credibility by being honest in the first place 

rather than letting consumers devise and share their own myths about 

brand activity. 

 

 

 

CASE STUDY: MCDONALD‘S 

3  GENERATION GO 
McDonald‘s Canada‘s  ―Our Food, Your Questions‖ campaign 

was a public effort to demonstrate full transparency to the 

chain‘s customers. Evolving a social media campaign into 

other mass media channels, McDonald‘s gave itself the 

opportunity to debunk the many myths and rumours about 

its food.  

In Australia, consumers were experiencing confusion around where 

ingredients in menu items at  McDonald‘s (referred to as ―Maccas‖ 

down under) comes from, so they took transperency one step 

further. Called TrackMyMaccas, McDonalds developed an iPhone app 

that lets consumers virtually track all the ingredients in the food 

they are consuming at that moment. They are able to post their 

discoveries to Facebook. 

Globally, McDonald‘s is taking a stand to redefine transparency.  

 

 

http://youtu.be/KWljqAQZR-I
http://youtu.be/zBnqg_KTSIc
http://www.marketingmag.ca/news/marketer-news/marketer-of-the-year-2012-mcdonalds-canada-70067
http://youtu.be/zBnqg_KTSIc


ADAPTABILITY 

Change is inevitable. The ability for brands to adapt to new technologies and 

shifts in consumer behaviour will be the difference between their likelihood to 

sink or swim. Brands whose businesses are fundamentally shifting need to discover 

ways to reinvent themselves in order to stay relevant and be prepared for 

whatever comes next. 



THE TECHNOLOGICAL, PSYCHOLOGICAL ERA: BE ADAPTABLE 

ADAPTABILITY 

In the end, some of the best advice for approaching the ever-changing technologies and 

countless methods of consumption impacting brands is indeed their mentality: they need to be 

adaptable.  

 

Francois Olivier of Transcontinental Media and Earl Wilkinson of International Newsmedia 

highlight change as an ongoing and consistent development in their industry. Both of their print 

organizations adapted to the digital environment through expansion which lead to new ways of 

thinking about serving their consumers and about new technologies. 

 

As ads become more scrutinized and greater pressure is put on brands to seamlessly and 

unobtrusively integrate into consumers‘ lives, there is a drastic shift from top-down to a more 

bottom-up approach to advertising.  

 
 

 If I went to a party and talked to my friends the way 

we‘re spoken to by some advertisers, I would 

probably get punched in the face.‖ 
- Matt DiPaola, SVP GM, Critical Mass 

 

 

 
 

 



THE TECHNOLOGICAL, PSYCHOLOGICAL ERA: BE ATTENTIVE 

ADAPTABILITY 

CASE STUDY: OREO 
On February 3rd during Super Bowl 47, a power 

outage presented a tremendous opportunity for 

brands. Oreo Cookies was one of the few that 

was able to respond quickly enough to the 

unexpected occurrence and viewer reaction to it 

on social media. Oreo tweeted an ad that read 

―you can still dunk in the dark‖, and in less than 

14 hours it was retweeted 16,000+ times.  

 

 

  

Social and digital marketing is about seizing opportunities, working in real-time and joining the 

consumer in talking about what’s happening in their world right now. See what JWTs VP Director 

of Strategic Planning Jack Perone has to say about embracing social media here. 

 

In 2013, hype surrounding Super Bowl ads, influenced by the evolving digital landscape, weaved its 

way into consumers‘ lives by way of the second screen and within the social media communities 

where users gather to share, discuss and follow relevant brands. Marketers have to be ready to lead 

those conversations. 

 

http://www.jwt.com/blog/opinion/its-time-for-brands-to-embrace-a-new-role-social-media-qa-with-jack-perone/
https://twitter.com/Oreo/status/298246571718483968
https://twitter.com/Oreo/status/298246571718483968


THE TOP 10 TAKEAWAYS 

Top ten things you need to know now. 

http://www.google.ca/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=_exlymJyFhXtQM&tbnid=hzDMI8P6N9i-MM:&ved=0CAUQjRw&url=http://www.fastcocreate.com/1679561/the-race-for-the-second-screen-5-apps-that-are-shaping-social-tv&ei=ZO8bUbSMN8O92gWowYDwBA&bvm=bv.42261806,d.b2I&psig=AFQjCNHZOimNtMDgoYDjMNVmezJSxfCP4Q&ust=1360871644088453
http://www.google.ca/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=TOwrsoUNCrfp5M&tbnid=GS160RE8cCgD6M:&ved=0CAUQjRw&url=http://www.entrepreneur.com/blog/224885&ei=Xc8SUZWZJ8fs2QWbo4CICQ&bvm=bv.41934586,d.b2I&psig=AFQjCNFoLcr5x2NQQQLzoJriyzz2480IbQ&ust=1360273617607175


TAKEAWAYS 

BE BIG & BE BOLD 
Try, experiment and do not fear failure.  Marketers that are less risk averse will reap 

greater rewards. 

 

 

CONTENT IS KING, CONTEXT IS QUEEN 
They work together. Brands need to view them in partnership and deliver ―in-the-now-

where-I-am‖ experiences. 

 

 

THE SCREEN IS EVERYTHING  
Consider how consumers use different screens in order to optimize connections and 

communications.  

 

 

CORE COMPETENCIES 
Brands need to focus on and evolve their fundamental capabilities to stay competitive. 

 

 

http://www.google.ca/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=_exlymJyFhXtQM&tbnid=hzDMI8P6N9i-MM:&ved=0CAUQjRw&url=http://www.fastcocreate.com/1679561/the-race-for-the-second-screen-5-apps-that-are-shaping-social-tv&ei=ZO8bUbSMN8O92gWowYDwBA&bvm=bv.42261806,d.b2I&psig=AFQjCNHZOimNtMDgoYDjMNVmezJSxfCP4Q&ust=1360871644088453


TAKEAWAYS 

CUSTOMIZATION IS THE NEW MASS PRODUCTION 
Leverage Big Data and respond to the consumer‘s thirst for individuality. 

 

 

CONSUMER BEHAVIOURAL SHIFTS 
The lives of consumers are changing. Understanding their evolving experience is critical.  

 

 

CHANGE & MOBILITY 
The ongoing global mobile evolution demands change. 

 

 

OPTIMIZATION EQUALS ROI 
Optimizing existing channels effectively leads to audience conversions. 

 

 

http://www.google.ca/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=TOwrsoUNCrfp5M&tbnid=GS160RE8cCgD6M:&ved=0CAUQjRw&url=http://www.entrepreneur.com/blog/224885&ei=Xc8SUZWZJ8fs2QWbo4CICQ&bvm=bv.41934586,d.b2I&psig=AFQjCNFoLcr5x2NQQQLzoJriyzz2480IbQ&ust=1360273617607175


TAKEAWAYS 

ADAPTABILITY 
Increase communications ROI by adapting to shifts in both technology and psychology. 

 

THE CONNECTED BRAND 
Be attentive and aware of trends to build dialogue, engagement and brand awareness.  

 

 



CONCLUSION 

Where we‘ve been impacts where we are going.  The insights outlined here should 

better equip brands to navigate an ever changing future and leverage new tools to 

effectively tell their brand story. 



RECOMMENDED READING LIST 

FURTHER READING 

Macrowikinomics, by Don Tapscott and Anthony D. Williams 

Radical Openness, by Don Tapscott 

 

 

 

Nudge, Thaler and Sunstein 

The Blank Slate, Steven Pinker 

The Mind of the Market, Michael Shermer 

Identity Economics, George Akerlof 

The Darwin Economy, Robert Frank 

The Origins of Virtue, Matt Ridley 

Discover Your Inner Economist, Tyler Cowen 

 

 

 

JWT‘s Top Ten Trends for 2013 by JWT Intelligence, Ann Mack, Director of 

Trendspotting (watch the preview here)  

JWT‘s Top 100 Trends for 2013 by JWT Intelligence, Ann Mack 

It‘s Time for Brands to Embrace a New Role: Q&A with JWT VP Director of 

Strategic Planning Jack Perone 

Social Media Week JWT Keynote speeches: 

―Social is eating the Web‖ - David Eastman, JWT North America CEO & ―Going 

Private in Public‖ – Ann Mack, Director, Trendspotting JWT  

 

 

 

 

 

 

 

 

 
 

General 
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http://www.ted.com/talks/steven_pinker_chalks_it_up_to_the_blank_slate.html
http://www.michaelshermer.com/the-mind-of-the-market/
http://identityeconomics.org/
http://www.ted.com/talks/tyler_cowen_be_suspicious_of_stories.html
http://www.jwtintelligence.com/shop/10-trends-for-2013/
http://www.jwtintelligence.com/shop/10-trends-for-2013/
http://www.youtube.com/watch?feature=player_embedded&v=bCDs7zQELpM
http://www.jwt.com/blog/consumer_insights/whats-big-100-things-to-watch-in-2013/
http://www.jwt.com/blog/consumer_insights/whats-big-100-things-to-watch-in-2013/
http://www.jwt.com/blog/consumer_insights/whats-big-100-things-to-watch-in-2013/
http://www.jwt.com/blog/opinion/its-time-for-brands-to-embrace-a-new-role-social-media-qa-with-jack-perone/
http://new.livestream.com/smwnyc/events/1867884
http://www.adweek.com/news/advertising-branding/how-far-should-personalization-go-138214


CHANTAIE ALLICK 

VICTORIA RADZIUNAS 

Strategic Planner, ethos 

Chantaie is the newest member of the team and comes to JWT from the world of journalism, bringing an entire 

new skill-set to the agency. Chantaie has worked for both the Toronto Star and The Globe & Mail and has a range 

of international experience including reporting positions in Norway and Rwanda.  

She is well versed in global issues with a focus on environment, health and politics. She applies her skills as a 

journalist at JWT to distil and inspire. She holds a Masters in Journalism from Carlton University and a BA in 

Political Science from the University of British Columbia. 

Chantaie is passionate about research, food and travel and brings those to her work on Tim Hortons and JWT 

ethos, the agency‘s social change practice.  

Account Supervisor 

Victoria has developed her advertising career at JWT over the past four years. Following a stint with a financial 

services client at Cossette, her excitement and passion for retail led her to join the Walmart team in 2009. The 

resident social listener with a pulse on current trends and piqued curiosity of the world of digital, her team relies 

on her to stay tapped in to real-time consumer insights and industry trends. 

A Canadian/Lithuanian dual citizen, Victoria graduated with an Honours B.Comm from McMaster University and 

spent a term on exchange in South Australia. Her constant thirst for adventure means she can often be found 

travelling the world- surfing in Sydney, hiking through the Andes, or running through Barcelona- when she's not 

riding her motorcycle. She seeks to provide an international perspective to her daily work.  

MELANIE REIFFENSTEIN 

Digital Strategist 

As a Digital Strategist at JWT, Melanie puts a primary focus on social media strategy for a number of clients and 

campaigns. With a Double Honours BA in English and Communications from Wilfrid Laurier University, she has 

extensive writing and reporting experience in the travel/tourism, media, and advertising/digital industries. 

She often combines her love of travel with her love of writing, reporting from the Australian Open Tennis in 

Melbourne and writing a travel blog while backpacking Australia/New Zealand.  She currently writes a weekly social 

media column for The Ad Buzz and is an avid digital fan (openly admitting a healthy addiction to Twitter at 

@MelanieReiff).  She puts this expertise to good use by managing JWT Canada's online channels.   

You can read her blog ademoiselle.com for articles, how-to‘s and musings.  

INSIGHTS TEAM | 



BE BIG & BE BOLD 

CONTENT = KING  

CONTEXT = QUEEN 

THE SCREEN IS 

EVERYTHING 
CORE COMPETENCIES CUSTOMIZATION 

CONSUMER BEHAVIOURAL 

SHIFTS 

CHANGE - MOBILITY OPTIMIZATION THE CONNECTED BRAND 

Thank you! 

ADAPTABILITY 
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BE BIG & BE BOLD 

CONTENT = KING;  

CONTEXT = QUEEN 

CONVERSION & ROI CORE COMPETENCIES CUSTOMIZATION 
CONSUMER BEHAVIOURAL 

INSIGHTS 

JWT Canada is Social: Our Advertising Week Twitter Feed 
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