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The title of this report says a lot about how IPG views corporate 

citizenship. Sustainability—building our business practices in line 

with social and environmental considerations––makes us stronger. 

First, it’s good for business––our success as well as that of our 

clients depends on the continued health of the communities where 

we live and work. And, while I’ve said this before, it bears repeat-

ing: it’s simply the right thing to do.

Doing good work in our communities is in the DNA of IPG and 

all of our agencies. Creating environments where everyone––re-

gardless of their race, ethnicity, religion, gender, sexual orientation, 

or age––feels welcome and empowered to do their best work is a 

critical component of how we do business.

We’re also committed to creating a healthier planet, ensuring that 

our own business practices are geared toward reducing our carbon 

footprint through innovative corporate-led programs in areas such 

as travel and real estate. We’re also working with our clients to 

develop plans for sustainable consumption patterns, making sure 

the brands and products we help build and market lead to fuller 

product life-cycles and a minimization of waste. 

Our employees are passionate about what they do. This never 

comes through more clearly than when they have the opportunity 

to apply their highly specialized skills to a cause about which they 

care deeply. And as you’ll see when you peruse this report and the 

portion of our website devoted to our good works (www.ipgives-

back.com) IPG and our agencies are doing tremendous work that is 

making a difference in our communities around the world.

From demobilizing guerillas in the jungles of Colombia to providing 

drinking water in Peru to coming to the aid of those in need follow-

ing natural disasters like Hurricane Sandy, IPG agencies are doing 

great work that makes great things happen.  Creating marketing 

campaigns that are moving the needle on behalf of many impor-

tant issues and people in need. All this while moving our business 

forward, and even winning some awards in the process.

We are very proud of the work included in this report, and of all-

the important work that our talented people continue to do every 

day. We look forward to continuing on this important journey, to 

doing great work for great causes, to getting stronger. 

Sincerely,

Michael Roth, CEO, IPG

a Letter from our Chairman



by Vonda lepage  |  Director of Corporate Communications  |  Deutsch inc.

FOrWArD MOTION 
CHANGING––AND SAVING––LIVES WITH DEUTSCH AND LOL
A q&A WITH LEO prEzIOSI Jr. AND TyLEr HELmS

“Be it, don’t just say it” is an 

M.O. people will hear often about 

Deutsch NY. For the agency, 

“being it” is part of our DNA 

and means living into, and taking 

action on the things you say you 

care about.  “Being able to use our 

talents to help make a change, to 

make a real difference in someone’s 

life, is a wonderful and rewarding 

feeling,” noted Val DiFebo, CEO 

of Deutsch NY. “Despite all of 

the progress that has been made 

for the LGBT community, there 

is so much more to be done. We 

hope our continued championship 

of Live Out Loud helps make an 

impact and motivates others to 

take action.” 

 

Deutsch and Live Out Loud have 

indeed been making a difference. 

Founder and Executive Director of 

Live Out Loud, Leo Preziosi, Jr., 

and Tyler Helms, SVP, Account 

Director at Deutsch NY, answered 

questions about the nonprofit, 

their unique relationship, and the 

“Gay It Forward” campaign for 

The Homecoming Project. 

Q.  Leo, when was Live Out 

Loud (LOL) founded, and what 

was the impetus? 

Leo: In 2000, I read an article in 

Metro Source Magazine titled 

“The Gun in the Closet,” which 

talked about two students who were 

Diversity  Print Photographer: Martien Mulder represented by Walter Schupfer
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both gay, and both bullied. Very sadly, both committed suicide. 

What really saddened me was that they had strong interests in 

acting, activism, magic—and that their passions would never be 

realized. I felt a real sense of loss. I knew I had to do something 

to help this younger generation, and in 2001, we had our first 

program with a panel of LGBT journalists.

Q.  We understand that Deutsch NY’s relationship with 

LOL started with a small favor born out of the Agency’s 

LGBT group. Today it is something entirely different. 

Tyler can you explain how things evolved along the way?   

Tyler: A little over six years ago, I was invited to LOL’s 

Annual Young Trailblazer Gala. I was inspired by the work they 

did and, after talking with Leo, became acutely aware of the 

challenges the organization faced to help further that work. The 

biggest challenge was articulating their message about who they are 

and what they do. I knew Deutsch could help and, more important, 

I knew we would want to help. It started with a simple project 

to help design some materials for their next event. The Deutsch 

team, both gay and straight, took it to a new level and seized the 

opportunity to rebrand the organization with an updated logo, 

messaging, collateral and website. We also provided support to 

Ads by Deutsch New York. Creative Director: Rich Kolopeau. Art Director: Art Boonklan. Print Photographer: Martien Mulder represented by 
Walter Schupfer.

“FOR uS, iT WaS NOT abOuT JuST WaNTiNG TO hElp, iT WaS a SENSE OF 
RESpONSibiliTY ThaT iS DEEp WiThiN OuR CulTuRE aS a COMpaNY––TO lEND OuR 

TalENTS TO aN iMpORTaNT ORGaNizaTiON.” −TYlER hElMS, DEuTSCh NY
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and it can be an entirely different situation. Students might not 

feel safe if they are out and even feel that their life is threatened. 

This means that they might skip class to avoid daily harassment 

and bullying, or take to unsafe practices to numb the fear and pain. 

There are so many factors to consider: school leadership, a young 

person’s family, culture and religious background. They all play 

into it. As a community, we need to continually support today’s 

LGBT youth, as well as educate their straight counterparts, 

teachers, administrators and principals.

Q.  Why do you think it is important for companies to be 

socially responsible? 

Leo: As a small nonprofit organization, I have seen what a 

company like Deutsch can bring to a nonprofit’s branding, 

programs and work. They have brought their expertise and 

resources and have created a campaign that has engaged the LGBT 

community, brought awareness to this cause, and has given them 

the opportunity to take action and help today’s LGBT youth. I can 

honestly say that Deustch’s partnership with LOL has changed the 

trajectory of many young lives, as well as saved many young lives. 

Tyler: For Deutsch, it’s not a question of whether it’s important 

or not. For us it’s a part of who we are as a company and what we 

hope every company sees as not just a “nice to have” component of 

their day-to-day business, but a critical component of how to give 

back and inspire employees and clients to be a part of something 

greater than themselves. 

Q.  What’s the future of LOL and Deutsch’s relationship? 

Leo: Deutsch has opened our eyes to many new possibilities that I 

have only dreamed about. I know with their thoughtful leadership, 

they will continue to guide us to create new opportunities for us to 

expand our work for today’s LGBT youth. 

Ads by Deutsch New York. Creative Director: Rich Kolopeau. Art Director: Art Boonklan. Print Photographer: Martien Mulder 
represented by Walter Schupfer.
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their annual scholarship event, hosted Role Model workshops and 

helped LOL continually sharpen its message. When Leo and his 

team approached us to work on the Homecoming Project initiative, 

it was a no-brainer. For us, it was not about just wanting to help, 

it was a sense of responsibility that is deep within our culture as a 

company—to lend our talents to an important organization. 

Q.  The marketing campaign for LOL focuses on The 

Homecoming Project. Leo, tell us about the Project.

Leo: The creation of The Homecoming Project was a team effort; 

there were many friends and volunteers who suggested LOL take 

community members back to their hometown high schools to 

expand on what we do in our other programs—connect gay youth 

to role models, as well as continue to nurture, inspire and empower 

through dialogue and community building. We held our first 

Homecoming Project in 2008. 

 

Q.  “Gay it Forward” is the tagline of the Homecoming 

Project campaign. Talk with us about the idea and 

bringing it to life.

Tyler: We took a look at what other LGBT organizations were 

doing in the marketplace and saw it was crowded with messages 

aimed at fighting for equal rights and stopping discrimination. 

While these are no doubt important efforts, we wanted to align 

the optimism of what LOL does with the inspiring results of the 

programs they offer. The line “Gay It Forward” was the catalyst 

for a campaign that profiles real individuals sharing their personal 

words of wisdom, and calls on other LGBT role models to return 

to their high schools and share their journey from “then” to 

“now.” The work embodies exactly what the program does, starting 

with one person’s story and transforming that message into a 

forum for open dialogue about the critical need for acceptance and 

tolerance. “Gay It Forward” motivates high school students, gay 

and straight, to shift how they relate, support and treat others. Just 

like the initiative, the work delivers powerful perspectives through 

an optimistic lens. 

Q.  Since the campaign launched in the fall, what has been 

the reaction and impact?  

Leo: It’s been overwhelming! At this year’s 12th Annual Young 

Trailblazer Gala, we shared with our donors and sponsors all four 

PSA’s; all were met with great applause, excitement and enthusiasm. 

More important, we have seen the participation in The 

Homecoming Project grow tenfold on a monthly basis, sending 

people back home all over the country. People continue to 

comment on how they’ve seen the campaign around town on 

phone kiosks or on different sites on the Internet. We couldn’t 

have been more pleased with the look, feel and message of the 

campaign. It has awakened the community to what is important—

and that is contributing to the life of young LGBT teens.

Q.  Leo, have you gone back to your high school?  How was 

that experience? 

Leo: Yes, I have been back to my high school in Deer Park, NY. It 

was a very powerful experience for me. It gave me the opportunity 

to pause and reflect on my own experience in high school and 

come to a better understanding of what I was going through. It 

also gave me a new perspective—people who bully or torment 

you because you are different are dealing with their own struggles 

and challenges. They may not be able to handle these issues, so, 

unfortunately, they take it out on you. This reflective time gave me 

a new perspective and I was able to let go of all that pain and anger 

that has been festering for so many years, even holding me back in 

many situations.   

Q.  Do you think that it is easier today for younger kids to 

come out?

Leo: That really depends on what country, state, city or part 

of town these students are in. We work very closely with high 

schools in NYC and we see schools where being “out” is no big 

deal—there are Gay Straight Alliance Clubs and LGBT events 

throughout the year. However, we can go 20 blocks north, uptown, 

“i CaN hONESTlY SaY ThaT DEuSTCh’S paRTNERShip WiTh lOl haS 
ChaNGED ThE TRaJECTORY OF MaNY YOuNG liVES, aS WEll aS SaVED 

MaNY YOuNG liVES.” −lEO pREziOSi, lOl
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by Tracy pleschourt  |  Director of Sustainable Operations  | Carmichael lynch

5 StepS to the 
triple Bottom line
Carmichael Lynch believes strongly 

in the “triple bottom line,” placing 

equal importance on financial 

performance, environmental 

responsibility, and social well-

being. The agency’s leaders believe 

that the three are intrinsically 

connected, since a strong CSR 

platform helps attract and retain 

a bright talent pool, which in turn 

helps drive client relationships and 

profits. Carmichael Lynch’s senior 

management sought to draw a 

roadmap for its environmental and 

social goals, in order to create an 

engaging and ethical workplace for 

its employees.

Carmichael Lynch was recognized 

in 2012 by PR News as an A-List 

Honoree in Washington, DC, for 

its corporate social responsibility 

initiatives. The panel awarded 

Carmichael Lynch for its role 

as a “true believer,” engaging in 

environmental, community, health 

and human rights issues through 

its business practice. The agency 

was recognized for its work with 

client Supervalu, in a partnership 

with First Lady Michelle Obama, 

as part of a national effort to 

eliminate “food deserts” in major 

metropolitan areas. Carmichael 

Lynch was also recognized for 

its work with Ingersoll Rand 

brands Trane and Schlage, which 

showcased energy-efficient 

products in the Epcot green home 

Images courtsey of Carmichael Lynch
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exhibit, INNOVENTIONS.

The agency’s pro-environmental and pro-social values have 

reflected very well on employee morale and reputation. In both 

2009 and 2010, Carmichael Lynch was included in Outside 

magazine’s “Best Places to Work” ranking.

We reached out to Carmichael Lynch for advice for other 

companies that may be interested in developing their own “triple 

bottom line” and they were kind enough to respond with five 

helpful steps that companies can take towards building a more 

sustainable business.

1)  Recognize that sustainability, in the environmental sense, is just 

part of it. 

Sustainability efforts such as roadside cleanups, green-minded 

build-outs and rooftop gardens serve multiple purposes. They 

foster collaboration, build internal relationships and engage you in 

exciting new partnerships well beyond the walls of your company. 

Make an accounting of all these benefits; trust me, it’ll help you 

when you go to the CFO for continued funding.

2)  Educate stakeholders and shareholders.

With so much information floating around out there about 

sustainability practices, you’ll need to create a central source of 

company-vetted information, and make it easily available to all 

employees. CL has a three-part online training tool, whereby our 

people learn how to be sustainable at work and at home, and even 

how to talk to clients about sustainability. We also routinely invite 

sustainability experts into our space for live presentations. 

3)  Walk the walk, consistently. 

Once you’ve told your rank and file that sustainability matters, 

they’ll be the very first ones to let you know when the company 

isn’t living up to its principles. Make sure to reuse and repurpose 

materials whenever possible. When remodeling, choose new 

products and finishes with low carbon cost, and furniture built 

from a high percentage of sustainable material. Be on constant 

lookout for opportunities to make your sustainable vision real. 

People are watching.

Energy, engagement and inspiration are all heightened through open work spaces found throughout the agency. 
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4)  Put some money where your mouth is.

Nothing says you care like writing a check or two. Provide a fleet 

of bikes for checkout. Incentivize walking and biking to work with 

prizes, allowances and rebates. Or create a rooftop garden. None of 

these things have ended up being inexpensive for us, but they’ve 

all paid off in the form of higher employee engagement, tons of 

recognition by civic groups and approving nods from our clients 

and visitors.

5)  Be transparent about goals, progress and mistakes.

Celebrate every bit of progress you make in becoming a sustainable 

company, but be honest with your people when something just 

isn’t working. And be sure to publish regular sustainability reports, 

with employee involvement being one of the key metrics that you 

track. If you really want to hold a mirror up to your sustainability 

efforts, take an honest measure of just how widespread those 

efforts are.

ONCE YOu’VE TOlD YOuR RaNK aND FilE ThaT SuSTaiNabiliTY 
MaTTERS, ThEY’ll bE ThE VERY FiRST ONES TO lET YOu KNOW 

WhEN ThE COMpaNY iSN’T liViNG up TO iTS pRiNCiplES.

Top left: The agency salvaged existing freight and fire doors from the 
textile mill that once existed in the space and reused them in various 
areas, this fire door was painted by artist, Louis N. LaPierre.  
Bottom left: This spring the roof became home to an organic rooftop 
garden, cared for and harvested by an in-house Green Team.

Top right: The agency encourages employees to unplug from their assigned 
work spaces and utilize the Greenhouse as a source of inspiration. 
Natural lighting, Wifi and free food make this a popular destination. 
Bottom right: Carmichael Lynch partnered with a local, organic-
certified farm which delivers crop shares on a weekly basis.



by Juan pablo García  |  account Director  |  lowe-SSp3

From madison avenue to 
the jungles oF colombia

When I used to dream about 

working in advertising, I imagined 

living the Don Draper life: 

thinking for big brands, running 

huge production budgets, 

and being a part of an elite 

cosmopolitan society. I have to 

admit that the idea of working 

towards constructing peace never 

crossed my mind; I figured that was 

a job for politicians and NGOs, not 

advertising execs. Lo and behold, 

this is exactly what we have been 

doing in Colombia at Lowe-SSP3.

For over 60 years Colombia has 

lived under the shadow of the 

largest and oldest insurgent group 

in the Americas: FARC (Fuerzas 

Armadas Revolucionarias de 

Colombia or Revolutionary Armed 

Forces of Colombia). In 2006, the 

former Minister of Defense and 

his Vice Minister, now Colombian 

President and High Commissioner 

of Peace, asked us to help them 

to promote the demobilization of 

FARC guerrillas, enabling them 

to rejoin society. We executed this 

project not as one campaign but as 

a brand which has to be built from 

the ground up, and had in mind 

the media restrictions capable of 

reaching them that could directly 

touch their human side, all the 

while not challenging them to fight. 

After 4 years of building the 

program brand, 2010 was a tipping 

Community impact
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Operation Rivers of Light. Image courtesy of Juan Pablo Garcia

point for our communication strategy, when we recognized that 

tapping into the human emotions shared by all Colombians could 

be highly effective. Since then, Lowe-SSP3 has developed three 

Christmas campaigns, focusing on a time of year when everyone, 

guerrillas included, is more sensitive and nostalgic. Combined, 

these three campaigns have resulted in the demobilization of more 

than 700 guerrillas—nearly 1 in 10.

The first of the campaigns––Operation Christmas––was truly 

groundbreaking. After years of broadcasting messages through ads 

placed in football matches, we then took the message of peace into 

the same jungles that the FARC guerillas call home. Two anti-

guerrilla contingents and two Black Hawk helicopters travelled 

into the jungle to cover nine giant trees (each over 75 feet tall) with 

2,000 LED lights, alongside banners exhorting the guerrillas to lay 

down their arms.

In 2011 Lowe-SSP3 used interviews with demobilizing guerrillas 

to learn that rivers were becoming the new highways of the 

jungle. Personal messages from the guerrillas’ family and friends, 

inviting them to come back home, were packaged inside individual 

waterproof Christmas balls with blue LED lights and sent to float 

along these river routes.

For Christmas 2012, Operation Bethlehem used powerful light 

reflectors, installed in towns where there was a known guerrilla 

presence and influence, to cast shafts of light into the sky as 

beacons to guide the demobilizing guerrillas out of the jungle.

It hasn’t been easy. Our knowledge of FARC was limited to the 

information the media provided, which was superficial at best.  

That’s why it was important for us to sit in the same room as 

former commandants and foot soldiers from FARC. For example, 

going to prison to interview Martín Sombra––FARC Co-founder 

who spent 44 years with the guerrillas––helped to clarify many of 

the myths and falsehoods surrounding the insurgency.

In fact, every aspect of the work has been unconventional. Our 
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Top: Operation Bethlehem  | Bottom: Operation Christmas. Images courtesy of Juan Pablo Garcia



OuR CliENTS aRE 
GENERalS, COlONElS 
aND CapTaiNS WhO 
bEliEVE ThaT ONE 
DEMObilizED GuERilla 
MEaNS ONE lESS 
ENEMY TO FiGhT.
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iF ChRiSTMaS CaN COME TO ThE JuNGlE, YOu CaN COME hOME.
DEMObilizE. aT ChRiSTMaS EVERYThiNG iS pOSSiblE.

clients are generals, colonels and captains who believe that one 

demobilized guerilla means one less enemy to fight. Our meetings 

take place in the jungles of the Macarena rather than in fancy 

rooms with 72inch flat screens. Rather than actors, we have real 

soldiers who live for their beloved country. As a planner, I swapped 

my laptop for a bulletproof vest.

And we learned first hand that this war is real. After Operation 

Christmas we learned the sad news that Captain Juan Valdez, the 

head of planning for that operation, was killed in combat with 

FARC members; and during Operation Rivers of Light we had 

to change the direction of our Black Hawk helicopters to rescue a 

sergeant injured in combat. These were sharp reminders of what 

was at stake here.

These campaigns have genuinely changed a nation, as well as 

helped to change the world’s perception of Colombia. As peace 

talks have now opened up, we are proud to have shown how 

advertising has the power to influence a civil war without firing a 

bullet. This is when I realized that as glamorous as Don Draper´s 

life might seem, he didn’t have the opportunity to change the 

history of an entire country. We do and we did.

Operation Christmas. Image courtesy of Juan Pablo Garcia
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Statistics show that a typical ad agency 
workforce is likely to include a healthy mix 
of men and women.

But look more closely.

How many women are in the creative 
department? How many women are on the 
senior management team? And when the 
agency and its clients get together, how 
many women at the table represent the 
C-suite of those clients?

Gender diversity, and particularly the 
relative paucity of women in creative and 
top executive positions, remains a problem 
in the advertising industry, according to a 
first-of-its-kind survey commissioned 
by Interpublic in conjunction with 
Advertising Age. 

The IPG/Ad Age survey found that  
three-quarters of female staffers in the  
U.S. marketing industry said gender 
diversity is a problem for the ad industry—
and of that group, two of every five 
respondents termed it not just a problem, 
but “a major problem.”

“Half of the workforce in our industry is 
women. So we see women in advertising,” 
says Heide Gardner, Senior VP-Chief 
Diversity & Inclusion Officer for IPG. 
“But the issue is the gender balance at 
the top. That is obscured by the level of 
participation of women overall.”

IPG and Ad Age unveiled the survey 
results at a Diversity & Inclusion Summit 
at the Cannes Lions International Festival 
of Creativity. For IPG, the interest in 
gender diversity “is not merely altruistic: 
a company with a diverse workforce 
performs better,” says Michael Roth, IPG 
Chairman and CEO. “Our emphasis on 
diversity helps in our recruiting, with our 
investors and with our clients.”

But in addition, he says, “Look at the 
marketplace we serve: Some 80% of 
purchase decisions are made by females. 
In the marketing and communications 
business, your message has to resonate with 
a diverse market; and to do that best, women 
need to be represented in your company at 
all levels. From a business point of view, it’s 
critical that we hear what women want.”

Critical Qualities
Research shows women possess many of the 
qualities viewed as critical for 21st century 
businesses: focusing on collaboration and 
teamwork, building relationships and 
displaying high integrity. In a 2012 study 
by leadership consultancy Zenger Folkman, 
for instance, female leaders scored 
higher than males in overall leadership 
effectiveness and in 12 of 16 individual 
competency areas.

“Strategy, operations and creative decision-
making are more robust when you have 
women involved,” Ms. Gardner says.

The IPG/Ad-Age survey drew almost 
1,000 respondents from across the 
industry; 70% said they work for 
agencies, 30% for marketers. Some 55% 
were men, and 45% were women. On 
average, respondents have 15 years of 
work experience in the advertising and 
marketing industry.

Some 45% of the survey respondents were 
from outside the U.S. Significantly fewer 
men and women in those non-U.S. markets 

by Julie liesse  |  Reporter  |  advertising age

Diversity

Women in Advertising: 
the Agency chAllenge
An IPG/Ad AGe survey fInds thAt the tyPIcAl AGency workforce 
Includes An even mIx of men And women. But delve deePer.

Diversity ipG Stronger  Volume 1 24 2014

Appearing on the IPG panel at Cannes were (left to right): Eleanor Mills (The Sunday Times), Monica Biagiotti (MasterCard Europe), Joyce 
King Thomas (McCann XBC), Dana Anderson (Mondelez International), Val DiFebo (Deutsch NY), Alison E. Lewis (Johnson & Johnson) 
and Kitty Lun (Lowe China)

“lOOK aT ThE MaRKETplaCE WE SERVE: 
SOME 80% OF puRChaSE DECiSiONS aRE 
MaDE bY FEMalES.”––MiChaEl ROTh
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said that gender diversity is a problem in the industry, with only 
19% of women outside the U.S. calling it a major problem.

In the U.S., there is a gender gap among respondents. In contrast 
to the concerns of 75% of U.S. women, less than half—47%—
of U.S. men said gender diversity is a problem, with only 13% 
judging it a major problem for the industry.

“I am not surprised that men don’t see this as a problem. Unlike 
racial or ethnic diversity, they see plenty of women in marketing 
and, when they do, they aren’t thinking about the level or titles of 
the women,” Ms. Gardner says. “They think the system is a pure 
meritocracy and it works as it should.”

Joyce King Thomas, who serves as President Chief Creative Officer 
for IPG unit McCann XBC, attributes the problem to the “legacy 
of male leadership in the business.” Says Ms. King Thomas, “I 
don’t think it’s about what women are doing wrong. But it’s taking 

a while to make a change in that legacy.”

Survey respondents were asked about the balance of men and 
women in senior-level positions in their companies. The answers: 
top posts in executive management, creative departments, digital 
marketing, strategy and overall sales and marketing tend to be held 
by men, while media departments and account management are 
more often led by women.

One respondent to the IPG/Ad-Age survey commented: “Senior 
leadership is still dominated by men. Creative positions are still 
dominated by men. When I attended Cannes last year, I was 
surprised to see that only a few women were up at the stage getting 
the awards.”

Mr. Roth says IPG’s programming at Cannes “began by focusing 
on women’s roles in the creative side of the business—because 
there is no question when you look at the heads of creative 

Michael Roth, Chairman and CEO, IPG
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departments, there is a huge disparity.

“We have been looking for an answer about why this is, and it’s not 
very clear. One thing that we found is that males tend to have more 
sponsors than females,” Mr. Roth says, referring to a person who 
takes on a formal advocacy role for a more junior-level colleague.

One-third of the IPG/Ad Age survey respondents said they have 
a sponsor at work—of those, 64% said their sponsors are “very 
important” to career advancement and success.

But the survey found that men in creative departments were nearly 
three times more likely than female creatives to have a sponsor 
within their companies. Ms. Gardner says the tendency of men to 
sponsor other men “is a human dynamic—we tend to select people 
who are most like ourselves.”

Val DiFebo, CEO of IPG unit Deutsch NY, says part of the issue 
for women in creative departments is the nature of the job. “If you 
are in most creative fields, you produce your work but it doesn’t 
have to be advocated for and sold. Painters are not standing in 
front of the room trying to sell a piece,” she says. “In advertising, 
creative is often as much about selling the idea as it is about the 
idea itself. And selling is not typically in a woman’s comfort zone.”

She laughs and says, “If you get a woman and man to talk about 

the same proposal, the man will make it seem like the best 
thing ever, but the woman will talk about it in a much more 
balanced way.”

The IPG/Ad-Age survey also looked at what gets in the way of 
women moving into leadership positions. When asked to name 
the biggest barrier to the advancement of women into senior roles, 
49% of all respondents said “interruptions to careers because of 
family responsibilities”—the No. 1 answer.

When asked to name what types of initiatives and programs they 
support to improve gender diversity, 68% of respondents said 
they supported corporate policies that allow greater flexibility in 
balancing work and home life—again, the No. 1 answer.

Ms. King Thomas says for many women the issue is more 
practical. “I think the issue for many women is that companies 
don’t make it worth their while to stay. When you have a child, you 
look at your job, make sure you are making enough money, assess 
your chances for advancement. If the trade-off isn’t good enough, 
you leave.

“So my message to the industry is: If you think a woman is great, 
make it worth her while to stay or to come back.”

Ms. King Thomas and Ms. DiFebo are two of the women IPG has 
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put in charge of its agencies. Most recently the company promoted 
Karen Kaplan to President and CEO at Hill Holliday. In addition, 
Mr. Roth points out, 40% of IPG board members are women, 
making it one of only seven companies in the Fortune 500 with this 
level of women directors.

“We take this seriously. We hold managers accountable for 
diversity. Each year, when we list the high-priority objectives for 
our managers, each one has diversity and inclusion as part of their 
measureable targets,” Mr. Roth says.

Ms. Gardner says that in addition to formal objectives for agency 
CEOs, IPG also supports diversity by conducting a yearly survey 
to see how employees perceive the work environment. IPG 
executives have a mandate to identify high-potential staffers 
who are women and people of color. The company has also 
focused on mentoring and sponsorship of women throughout 
the organization. IPG’s Women’s Leadership Network promotes 
awareness of women’s issues and possible solutions to gender 
inequality while offering professional development opportunities.

Real-World Change
Ms. King Thomas says, “There are lots of people taking steps 
to remedy this issue.” When she started McCann XBC she 
committed to a staff that was 50% female and has surpassed that 
goal. Similarly, she points to the New York-based Art Directors 
Club, which in May launched its own initiative calling for an equal 
level of participation for both genders across award show juries, 
boards of directors, and event and speaker lineups. “If you set 
goals, you will be making a change,” she says.

Although IPG executives agree that the situation for women has 
improved and that younger staffers—members of Generation 
Y—are growing up more diverse and inclusive, they say it’s not 
enough. Adds Ms. DiFebo, “I am surprised at the number of 
young people who look at Deutsch and say, ‘Wow—a female CEO, 
a female North American CEO, a female head of communications.’ 
The fact that ‘wow’ is before that indicates there is still a bias 
out there.”

Overall, Ms. King Thomas says,“Things are getting better. ... I 
am seeing more and more really ambitious women who won’t be 
denied, and I love that. I say to them, ‘You could be running things 
around here in a few years.’ ”

Repinted with permission from Advertising Age

“i aM SuRpRiSED aT ThE NuMbER OF YOuNG pEOplE WhO 
lOOK aT DEuTSCh aND SaY, ‘WOW—a FEMalE CEO, a FEMalE 
NORTh aMERiCaN CEO, a FEMalE hEaD OF COMMuNiCaTiONS.’ 

ThE FaCT ThaT ‘WOW’ iS bEFORE ThaT iNDiCaTES ThERE iS 
STill a biaS OuT ThERE.” −Val DiFEbO

ipG Stronger  Volume 1 See page 105 for more 292014
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“iT’S NOT liKE WE haD aNY ChOiCE,” JOhN RuNNiNG 
SaYS. “ThE MaYOR WaS WalKiNG up ThE pODiuM iN 
FRONT OF huNDREDS OF CaMERaS iN a MaTTER OF 

MiNuTES, aND iT haD TO WORK.”
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On June 30, One Fund Boston, the 

victim relief fund created to help those 

most affected by the Boston Marathon 

bombings, distributed $61 million to 

roughly 260 individuals.

Seventy-five days earlier, at 10 a.m. the 

morning after the Marathon, One Fund 

Boston, Inc. was created on a conference 

call between Hill Holliday, agency client 

John Hancock Financial, and Boston 

Mayor Thomas Menino. It’s a success 

story fueled by two classic dynamics––

close personal relationships and a tight, 

immovable deadline.

“John Hancock has been a Hill Holliday 

client for close to 30 years, and we’ve 

had a close working relationship with 

Mayor Menino and his staff for 20 years. 

So it was not a long conference call,” Hill 

Holliday Chairman Emeritus Mike Sheehan 

recalls. “The mayor wanted to start a 

victim relief fund, and Jim Gallagher, John 

Hancock’s Chief Administrative Officer, 

said that the company would open the fund 

with a $1 million donation.”

That morning, the agency’s services 

were offered to brand and organize the 

fund. Mayor Menino scheduled a press 

conference for 5 p.m. that afternoon to 

announce the formation of the fund, with 

the expectation that it would be fully 

operational at that time. Hill Holliday had 

less than seven hours to create something of 

monumental importance, on a project with 

which they had absolutely no experience. 

The agency got to work, fast.

A common problem of relief funds is 

fragmentation, and the formation of 

multiple funds which could confuse the 

effort and ultimately hurt the overall 

donations. To avoid this problem 

they decided to name the effort 

One Fund Boston.

As for the logo, VP and Design Director 

James Adame recalls, “I knew it had to 

be simple and bold, and I wanted it to be 

reminiscent of the Marathon,” Adame 

recalls. “So I took the lead from the 2013 

Marathon bib design and went to work. 

Mike gave me all of 15 minutes to be back 

in his office with the finished design.”

With the name and design in hand, there 

was a follow-up conference call at 11 a.m. 

with the Mayor’s Chief of Staff, Mitch 

Weiss; the city’s Chief Communications 

Officer, Dot Joyce; and Jim Gallagher. The 

name and logo were approved, and the Hill 

Holliday team had six hours to create the 

infrastructure, design the site, and make it 

fully operational to accept donations.

John Running, Hill Holliday’s SVP, 

Technology, called on two agency 

developers, Kyle Ridolfo and 

Michael Walton, to work with him in 

creating the One Fund’s web presence, 

with Adame perfecting the design. 

Running’s personal credit card was used

to open the fund’s PayPal account.

While the agency was creating the site, 

attorneys from Goodwin Procter and 

representatives from agency client Bank of 

America were enlisted to set up the legal 

and financial structure for the site. Again, 

close personal relationships were the key 

by Tracy brady  |  Vp, public Relations and Corporate Communications  |  hill holliday

Community impact

Hill Holliday and tHe ligHtning-Speed 
Formation oF one Fund BoSton
Victim Relief fund, cReated in Six HouRS, diStRibuted oVeR $72m
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to success. Goodwin Procter not only 

represents John Hancock, but they also 

represent Hill Holliday, and they happen 

to be located in the same building as the 

agency. Used to working closely with Bank 

of America, there was no wasted motion in 

getting the Fund established.

Goodwin Procter registered the One Fund 

with the Massachusetts Attorney General, 

listing three Board members––Gallagher 

as President, Sheehan as Treasurer, and 

agency founder Jack Connors as Secretary.

By 5 p.m., a little over 24 hours after the 

Marathon bombings, Running, Adame, 

and their team had the website operational. 

They assembled for one final run-through. 

“It’s not like we had any choice,” Running 

says. “The mayor was walking up the 

podium in front of hundreds of cameras in 

a matter of minutes, and it had to work.” 

A text was sent to Weiss and Joyce that the 

site was operational, and with the mayor’s 

announcement, the One Fund was up 

and running.

Three days later, Mayor Menino 

announced two major milestones. One 

Fund Boston had raised $10 million, and 

attorney Ken Feinberg had volunteered 

to establish the protocol and administer 

the fund. Feinberg, the administrator 

of the 9/11 Fund, the BP Gulf Fund, 

as well as victim relief funds in Aurora, 

Colorado and at Virginia Tech, is a native 

of Brockton, Massachusetts and a graduate 

of the University of Massachusetts, and he 

brought instant credibility to the fund.

“In my experience over the past 35 years 

doing this, I’ve never seen anything like 

this,” Feinberg told the Wall Street Journal. 

“This outpouring of generosity is 

simply unprecedented.”

While Feinberg and his staff volunteered 

to oversee the process of distributing this 

generosity to survivors and their families, 

Paul Connolly, who had recently retired 

as Chief Operating Officer of the Federal 

Reserve Bank of Boston, volunteered to 

oversee the One Fund office as donations 

poured in.

One Fund Boston, Inc. quickly became 

a complex operation, and the objective 

was to incur no expenses. With donations 

flowing in at around $1 million per day, 

they needed to solicit and provide feedback 

for claims from the injured and families of 

the deceased within 60 days. Fortunately, 

everything was donated, and all labor 

was volunteered.
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handwritten letters

60,000
cumulative amount raised

$72,000,000
contributions from virtually

every country on Earth

WORLDWIDE

by the numbers

The One Fund Board leveraged 

relationships to create the infrastructure 

for the fund’s success. Ernst & Young and 

PwC joined with eCratchit, an online 

bookkeeping service, and Bank of America 

to set up the financial protocol, lockbox, 

accounting, and auditing system. Boston 

Properties donated office space at Boston’s 

Prudential Center. AT&T gave all office 

volunteers iPhones.

Hill Holliday eventually transitioned the 

oversight of the website to Blue State 

Digital. “Jascha Franklin-Hodge, Blue 

State Digital’s Co-founder and CTO, 

raised his hand and offered Blue State 

Digital’s services, and they’ve become 

terrific partners,” Running says.

Today, One Fund Boston has raised 

over $72 million to aid victims of the 

Marathon tragedy, far exceeding anyone’s 

expectations. The success of One Fund 

Boston can be attributed to a number of 

factors, including the leadership of Mayor 

Menino. Boston is a fairly large city, but in 

many respects it’s a small town. Sheehan 

says, “Because he’s so close to the business 

community, the mayor can make one phone 

call and get anything accomplished.”

Sheehan also credits the leadership of his 

fellow Board members with much of the 

One Fund’s success. When Jim Gallagher 

offered John Hancock’s cornerstone 

donation of $1 million, it set the tone for 

fundraising. That was not an immaterial 

gift for any corporation. And it certainly 

helped to have Jack Connors on the team 

as well; he’s been involved in Boston 

philanthropic circles for decades, and the 

team was making decisions at breakneck 

speed. “Sometimes, there’s no substitute 

for sage advice,” says Sheehan.

Of course, the agency does deserve credit 

for creating the One Fund Boston brand, 

establishing it as the sole repository for 

generosity. “The One Fund Boston logo 

became ubiquitous within days of the 

event,” Adame says, “and it took me all of 15 

minutes to design. This is a funny business.”
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Karen Feliciano and her fellow Initiative ambassadors join the Mamas and their children for their daily water walk. Photos courtsey of 
Jacki Kelley, CEO, North America and President, Global Clients, IPG Mediabrands. 
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International charity and educational 

partner Free the Children is part of the 

backbone of our pro bono culture at IPG 

Mediabrands. In just five years, we have 

worked together as a global network to help 

FTC achieve its goals of empowering youth 

around the world to be agents of change.  

UM, Initiative and BPN have a shared 

history with Free the Children. UM, in 

addition to founding the relationship 

with Free the Children in 2008, is also 

FTC’s agency of record and has been 

instrumental in bringing the FTC brand 

to the United States, spearheaded by the 

efforts of Jacki Kelley since 2010. FTC is 

Initiative USA’s designated charity, and 

the agency has raised close to $30 million 

in donated media space from our media 

partners. BPN continues to work on behalf 

of Free the Children, galvanizing the IPG 

Mediabrands network and leading our 

efforts to raise over $2.5 million through 

our holiday campaign, as part of the “1 

Like = 1 Dollar” Facebook campaign, 

which helped Free the Children become 

the largest charity on the social network 

today. Since 2009, IPG Mediabrands has 

partnered with Free the Children to offer 

service trips to Kenya––an opportunity that 

dozens of our colleagues from across the 

network participate in each year. Free the 

Children has served as a constant source 

of inspiration, team building, and global 

connectedness for our entire network.

Following are reflections from IPG 

Mediabrands team members who have 

worked with Free the Children. 

Mauricio Sabogal

Global CEO

BPN

“We work in an industry full of possibilities 

and I firmly believe we are in a time where 

we all need to give something back, and 

work together as a community to generate 

real progress. Free the Children has given 

us the opportunity to undertake this 

journey by their side and it has been an 

opportunity for all of us to demonstrate 

how we, by working together as an 

integrated global network, have achieved 

great things for our community, filling us 

with inspiration and satisfaction.” 

Jim Baller

Co-Chair UM Philanthropy Board

EVP, Global Partner, Operations

UM New York

“This pro bono program was born out of 

the simple desire to change the world. It’s 

the answer to the question of what legacy 

do we plan to leave behind. While we all 

value our professional achievements, our 

legacy has to be about making the world a 

better place.

“When UM started this program in 

2008, I was drawn to the concept of 

building schools in Africa and providing 

impoverished communities with the 

opportunity to lift themselves out of 

poverty. This seemed like a cause that all 

of UM could rally around. In 2008, Free 

the Children was a dynamic organization in 

this space and after Craig Kielburger, the 

founder, spoke to UM, it was the beginning 

of a special partnership that has raised 

more than $400K, mostly through employee 

donations and changed the lives of so many 

Community impact

by belle lenz  |  Vp, Global Corporate Communications  |   ipG Mediabrands

BUILDING THE FUTURE
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UMers. We have also sent 35 UMers to 

Kenya to build schools through Free the 

Children’s ‘Adopt a Village’ program.  

“Over five years, this program has become 

a core part of UM, and was also adopted 

by our sister agencies Initiative and BPN. 

I’m so proud to be part of UM and the 

Mediabrands family––their support for this 

program has been incredible.” 

Martin Bryan

Associate, Strategy

UM J3, New York

“When I started at UM nearly three years 

ago, I found myself eager to get involved 

with local volunteer initiatives. Having 

spent several years before UM volunteering 

and working internationally in sustainable 

agriculture and at-risk children’s education, 

I wanted to bring that energy and 

experience to our corporate family.

“Free the Children is about much more 

than Kenya, it’s also inspired me to act 

locally as well. I am proud to head UM 

NA’s local philanthropic endeavors, and 

strive to find opportunities where we can 

make a difference in the communities 

in which we do business. The desire of 

our employees to get involved with local 

philanthropic endeavors energizes me! Our 

efforts were quite pronounced in 2012, 

when we mobilized to help Sandy victims 

in need through monetary, clothing, food 

and blood drives. Being able to spearhead 

and participate in these projects has 

motivated me to excel professionally and 

inspired me personally.”

 

IPG Mediabrands North American CEO Jacki Kelley (center) joins UM colleagues and village leaders for a sacred goat dedication ceremony as 
part of the group’s volunteer efforts with Free the Children. Photos courtsey of Jacki Kelley, CEO, North America and President, Global Clients, 
IPG Mediabrands. 
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Paul Roer

Co-Chair 

UM Philanthropy Board

Creative Director

UM New York

“… looking back over the past five years, 

I’m astonished at what we’ve done so far...

we now have a philanthropy board that 

spans all offices in North America with over 

50 active members that drive the program.”

“What’s amazing to me is that we continue 

to expand, innovate and become more and 

more a part of Free the Children’s daily 

lives and their organization a daily part 

of ours. As we say over and over, UM and 

Free the Children are family, and it truly 

feels that way.

“Most important, we’ve ignited and 

fostered a culture at UM that has the 

opportunity to focus the passion and 

commitment of our employees on giving 

back and taking action both in local 

communities and in communities around 

the world.”

David “Woody” Woodard

Council Member

Partner, Account Services

UM Dallas

“In the land of plenty, it sometimes takes 

separating yourself from your own culture 

to understand what is really important 

in life. Strip out the excesses of life and 

examine life in the ‘birthplace of man,’ and 

you come away with a new perspective on 

human love.  

“Ever point at a teenage girl in a talented 

and gifted school for underprivileged 

girls and encourage her by saying, ‘You 

do well,’ only to have her run down a hill, 

hug you and say, ‘I will not let you down!’?  

Ever walk back into camp with a Maasai 

warrior on the last day after spending time 

building a school and have him solemnly 

say, ‘You all will be missed very much’? 

And, at every point in between, children 

want to simply touch you with their hands 

and say, “Jambo!” (hello)” every chance 

they get because you are seen as a blessing 

in their village? That is what you become 

when you are part of UM’s partnership 

with Free the Children.”

 

Karen Stevenson

VP, Group Account Director

Initiative LA

“The people of Kenya were so flush with 

love and effusively welcoming. Initially, 

I was concerned that I would feel like a 

stranger who was maybe encroaching on 

their lives, but the Masaai and Kipsigis 

saw me as an honorary member of their 

community and both figuratively and 

literally warmly embraced me. In Swahili, 

there is no word that means ‘stranger’––

the closest translation is ‘visitor.’  And, I 

repeatedly heard our new friends insist that 

‘visitors are a blessing.’

“But, no, dear new friends, you are 

my blessing.

“The photo of me and Mama Willeta 

[opposite page] really sums up our instant 

connection as human beings. After hugging 

me more tightly than my grandmother on 

Christmas, Mama Willeta took my arm, 

placed it around her waist, and pulled 

me as close as two people can be as she 

guided me along the 1km walk to her 

home near the river. We later helped carry 

a two day supply of water from the river 

to her home… I pray every day that I can 

someday return to do more.”

Brittany Waltz

Assistant Buyer, Local Broadcast

Initiative Atlanta

“Helping to build schools and meeting 

the dedicated and driven children that 

are attending them was a very powerful 

and moving experience. I love that FTC 

gives a hand up, not out. Eventually all 

communities FTC works with are self-

sustaining which is crucial to their success.” 

Karen Feliciano

Assistant Buyer, Local Broadcast

Initiative LA

“Everyone needs to experience a trip like this 

once in their lifetime. The most incredible 

part was visiting the girls in Kisaruni. They 

were so smart, motivated, and inspirational. 

The girls I talked to told me they wanted 

to be a doctor, a pilot, and a teacher. After 

I heard their stories and learned about how 

much they valued their education, I honestly 

couldn’t see poverty in their future. It’s true 

what they say about how the journey starts 

when the trip ends. I can’t live life the same 

way after visiting Kenya… education and 

clean water shouldn’t be luxuries. They are 

for everyone!”
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Karen Stevenson walks the grasslands embraced by Mama Willeta. Photos courtsey of Jacki Kelley, CEO, North America and President, 
Global Clients, IPG Mediabrands. 

“i lOVE ThaT FTC GiVES a haND up,  
NOT OuT.” −bRiTTaNY WalTz



For the last decade, diversity has 

been a corporate priority for IPG.  

From hiring the industry’s first 

full-time diversity director to tying 

CEO compensation directly to 

diversity metrics to becoming the 

only advertising company to win 

the Urban League’s Champions of 

Diversity Award, we’ve put in place 

concrete programming that makes 

a difference at our company and, 

in so doing, have set the standard 

for the industry. But there’s still 

a long way to go and much work 

to be done.  IPG has committed 

substantial resources and expertise 

to increasing diversity in our ranks 

and forging a sustainable culture of 

inclusion at our company.  IPG has 

done this because it’s a mandate to 

succeed as a global company and, in 

the words of our CEO, it’s also the 

right thing to do.

“Increasing diversity in our ranks 

makes us a more dynamic company 

better able to serve our global 

clients.  With a workforce that 

reflects our consumer base, we 

are better able to create modern 

marketing solutions that move 

our clients’ businesses forward in 

our constantly evolving world,” 

commented Michael Roth, 

Chairman and CEO, IPG.

Among the programs IPG has 

implemented to foster diversity and 

inclusion are:

Diversity

Since 2005, iPG’S workforce 
demoGrahicS have chanGed 
dramaTically.  lookinG aT 
officialS and manaGerS acroSS 
all of our aGencieS, we have 
Seen The followinG chanGeS in 
Senior PoSTionS:

13% iNCREaSE iN 
WOMEN aT ipG

48% iNCREaSE iN aFRiCaN 
aMERiCaNS aT ipG

44% iNCREaSE iN 
hiSpaNiC aMERiCaNS

80% iNCREaSE iN 
aSiaN aMERiCaNS

17% iNCREaSE iN 
iNDiaN aMERiCaNS

by The interpublic Group

A Reflection of the 
WoRld We live in
diversity at iPG
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CEO Compensation

We have tied our diversity goals directly to the compensation of 

our senior leadership. If these diversity goals are not met, that 

CEO’s incentive pay is adversely affected.

IPG Network Diversity Council

This committee is composed of CEOs from Interpublic business 

units and chaired by Michael Roth, Chairman and CEO of IPG. 

The Council meets annually to report on company-wide and 

agency-specific diversity and inclusion programs. It reviews metrics 

to determine the effectiveness of these programs, and serves as 

a forum where leaders can share best practices and prioritize the 

resources required for further progress. The group reports to our 

Board of Directors, whose assessment of each agency’s results is 

factored into the compensation of senior level executives. 
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HELD FIRST INCLUSION AWARDS PROGRAM
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NETWORK 
DIVERSITY 
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FIRST HOLDING COMPANY TO 
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WORKFORCE DIVERSITY AWARD
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DIVERSITY PROGRAM

IPG EARNED A 100% RATING FOUR TIMES ON THE 
HUMAN RIGHTS CAMPAIGN CORPORATE EQUALITY INDEX
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NATIONAL HISPANIC 
BUSINESS GROUP CEO 
OF THE YEAR AWARD

FIRST NYUL CHAMPIONS 
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TO DIVERSITY METRICS

HOSTED FIRST CANNES 
DIVERSITY AND 

INCLUSION SUMMIT

DBP CHIEF DIVERSITY OFFICER
AND CEO LEADERSHIP AWARD

An Inclusive Board of Directors

As of today, four out of the nine members of the Interpublic Board 

are women, making us one of seven Fortune 500 companies with a 

40% or higher representation of women on its board.

In 2011, Dawn Hudson, Vice Chairman of the Parthenon Group, 

was elected to the board.  In 2007, Jocelyn Carter-Miller, President 

of TechEdventures, a community empowerment firm that educates 

children, families and the community through charter schools and 

community-based programs, joined the board.  Also in 2007, Mary 

J. Steele Guilfoile joined our board and agreed to serve on its audit 

committee.  Jill Considine, Chairman of the Butterfield Fulcrum 

Group Limited, has served on IPG’s board since 1997.

The InterAct Associates Fellowship Program

Launched in 2004, this two-year fellowship program seeks to 
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recruit, retain and develop an internal pipeline of multicultural 

talent with multi-disciplinary experience. Now in its ninth year, 

more than 50 recent graduates have moved through the program’s 

ranks, with many of these individuals hired by the Interpublic 

agencies at which they’ve worked.

Employee Resource Groups

In 2009, to foster an inclusive work environment as well as to 

increase networking and business opportunities, IPG formalized 

its employee resource groups under the MERGE (Multicultural 

Employee Resource Groups for Excellence) umbrella. IPG 

employees participate in cross-agency employee resource groups 

that include the Asian Heritage Group, BEN (Black Employee 

Network), IPGLBT, SOMOS: Hispanic/Latino Heritage Group 

and the Women’s Leadership Network (WLN).

“I’m always mindful that we’re still in the midst of the journey 

but I have to acknowledge that much has changed over the past 10 

years,” noted Heide Gardner, IPG’s Chief Diversity and Inclusion 

(D&I) Officer. “This is true culturally and demographically. When 

I first arrived there were few believers and even fewer who were 

prepared to do the hard work it takes to make progress. Today, we 

have the personal involvement of the Board, our CEOs and many 

senior executives. We have dedicated Chief Diversity Officers at 

three of our larger networks––CMG, Draftfcb and Worldgroup. 

D&I has become part of our day-to-day and activities are quite 

visible. IPG and our agencies are being recognized with best 

practice awards and industry accolades. We have even progressed 

to the point that we are measuring key aspects of our culture 

through our annual Climate for Inclusion survey. And we are 

playing on a global stage with WLN chapters outside the U.S., 

in the UK, Australia and Mumbai and our Cannes Diversity and 

Inclusion Summit. There’s definitely much more to do, but we 

truly are much closer to making D&I part of our DNA.” 

“WiTh a WORKFORCE ThaT REFlECTS OuR 
CONSuMER baSE, WE aRE bETTER ablE TO 

CREaTE MODERN MaRKETiNG SOluTiONS ThaT 
MOVE OuR CliENTS’ buSiNESSES FORWaRD 

iN OuR CONSTaNTlY EVOlViNG WORlD.”
−MiChaEl ROTh, ChaiRMaN aND CEO, ipG.
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Atrium view of the future home of Lowe Campbell Ewald. Rendering courtesy of Neumann Smith Architecture. 
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Detroit, a city once synonymous 

with decay and decline, is making a 

comeback—in a big way. Booming with 

creative talent and entrepreneurial spirit, 

Detroit has become an incubator for 

technology and innovation. And Lowe 

Campbell Ewald is at the forefront of the 

city’s growth and revitalization. 

After 35 years in Warren, Michigan, 

the agency will move its headquarters 

to Detroit in January 2014. Relocating 

to the heart of the city’s sports and 

entertainment district, the agency’s new 

home will be in a former department store 

warehouse originally built in the 1920s and 

subsequently incorporated into the design 

of Ford Field (home to the Detroit Lions) 

in 2002. 

The 122,000-square-foot space will 

combine the building’s original charm with 

a modern, industrial design concept—a 

look and feel that is emblematic of a 

city known for grit, determination and 

resilience, and captures that same essence 

of Lowe Campbell Ewald’s culture. The 

new digs will uniquely blend the old with 

the new and integrate eco-friendly and 

sustainable strategies along the way.

The open-office environment will feature 

exposed brick, steel and cement. Every 

inch has been well-considered to maximize 

functionality. Window sills provide 

collaborative seating areas. Walls and glass 

partitions will double as pinnable and 

writable surfaces. A multi-purpose atrium 

includes multi-level platforms to serve as 

bleachers for town hall meetings, and open 

collaborative areas will feature multimedia 

plug-and-play stations.

The “natural building” design concept 

includes the use of reclaimed wood from 

old barns from the east coast of Michigan; 

a ceiling soffit made out of the agency’s 

brass print plates featuring work from the 

1940s-1980s; partitions made from old 

wooden doors collected from around the 

Detroit area; and oversized work counters 

made of recycled palettes and concrete.

Green practices and the latest technology 

solutions were a careful consideration 

in product choices. The carpet has 20% 

pre-consumer/11% post-consumer 

recycled content for an NSF-140 

Platinum certification. The carpet 

cushion is manufactured with underscore 

environmentally sustainable backing and 

is certified NSF-140 Gold with 31% pre-

consumer recycled content. Tectum panels 

meet various LEED credits and use wood 

that is FSC and SFI certified.

Workstations are manufactured with FSC 

certified components (no PVC or fiberglass) 

and are Level 3 certified by ANSI/

BIFMA. Materials include 13.13% post-

consumer/47.7% post-industrial recycled 

content, recycled steel and aluminum, 

recovered particleboard, and VOC-free 

adhesives. Chairs are also eco-friendly 

with recycled content and environmental 

fabrics, and are GREENGUARD® and 

SMaRT® certified. Nearly all of the 

furniture products are manufactured in the 

agency’s home state of Michigan.

Sustainability

by Kelly barnes  |  Director, Corporate Communications  |  lowe Campbell Ewald

lowe campbell ewald returns 
to its roots:
New space iN the age of sustaiNability
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Like NYC, we thrive 
on diversity. As 
one of the world’s 
leading marketing 
and communications 
companies, we employ 
more than 42,000 
talented people from 
different cultures, 
backgrounds, and 
beliefs. These 
differences are what 
make us the creative, 
innovative company 
we are today. For more 
information on us and 
the industry, please visit  
www.interpublic.com.
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Lobby view of the future home of Lowe Campbell Ewald. Rendering courtesy of Neumann Smith Architecture. 
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Energy–efficient solutions include a variable air volume 

mechanical system with fan-powered perimeter boxes allowing 

efficiencies to be gained from the variable speed fan, heat generated 

from the fan-powered boxes, and the ability to turn off the system 

when the space is unoccupied. And most lighting will be state-of-

the-art LED with energy-efficient controls.    

This move marks a significant milestone in the agency’s 102-year 

history. Lowe Campbell Ewald was founded in Detroit in February 

1911, and spent 65 years there before moving to Warren. After 

more than three decades, the agency is returning to its roots, 

contributing to the city’s rebirth, and positively redefining its 

environmental impact along the way.

Lowe Campbell Ewald’s lobby will feature mixed seating and a cutting-edge interactive collaboration wall. 
Rendering courtesy of Neumann Smith Architecture

ENERGY-EFFiCiENT SOluTiONS iNCluDE a VaRiablE aiR VOluME 
MEChaNiCal SYSTEM WiTh FaN-pOWERED pERiMETER bOxES 
allOWiNG EFFiCiENCiES TO bE GaiNED FROM ThE VaRiablE 
SpEED FaN, hEaT GENERaTED FROM ThE FaN-pOWERED bOxES, 
aND ThE abiliTY TO TuRN OFF ThE SYSTEM WhEN ThE SpaCE iS 
uNOCCupiED. aND MOST liGhTiNG Will bE STaTE-OF-ThE-aRT 
lED WiTh ENERGY-EFFiCiENT CONTROlS.
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After more than 125 years of philanthropy, 

Johnson & Johnson was looking for new 

ways to extend their commitment to social 

responsibility, and they enlisted the help 

of R/GA. 

With consumers donating less money and 

volunteering fewer hours, it was important 

to tap into digital philanthropy to engage 

supporters and amplify their charitable ef-

forts. They wanted to use mobile and social 

media to enable quick, “minute-worthy” 

actions that could be shared easily across 

networks. It was also vital to create a call to 

action that resulted in a tangible outcome.

R/GA quickly focused on photo sharing as 

a simple, powerful vehicle for change. And 

it’s no wonder why: mobile photo sharing 

has become the world’s #1 social activity, 

with upwards of half a billion photos shared 

every day.

The result is Donate a Photo, a free mobile 

app that turns your photos into a new way 

to do good. Every time you use Donate a 

Photo to share a photo to Facebook and 

Twitter, Johnson & Johnson donates $1 

to a cause of your choosing. Each photo 

is tagged with a message announcing the 

good it’s doing, which was designed to grab 

attention in a crowded feed. You can view 

all the donated photos within the app, or at 

donateaphoto.com.

R/GA worked with Johnson & Johnson to 

deliver the experience from concept and 

creation to technical development. “We set 

out to reduce the barriers to doing good, 

and the key was to tap into an existing social 

behavior,” explains John Berman, Group 

Executive Creative Director at R/GA. 

“For people who want to get involved but 

don’t have the time or the money, or they’re 

frustrated because they don’t know where to 

start, Donate a Photo makes it simple.”

To date, over 95,000 photos have been 

donated, now at a clip averaging more than 

800 per day, with a significant percentage of 

users returning daily to donate and engage 

with Johnson & Johnson. In addition to the 

expected “selfies,” consumers are capturing 

other areas of their lives, from children and 

families to landscapes and milestone events. 

Causes have included surgery to repair chil-

dren’s cleft lips, medicine to help newborn 

babies breathe, education to help mothers in 

Africa keep their babies HIV-free, supplies 

to restore public parks, and more. Current 

events have come into play too, as users 

shared images to show support for causes 

like the recent Oklahoma tornadoes and the 

Boston Marathon bombing. 

Johnson & Johnson operating companies 

are getting involved as well. For October’s 

World Sight Day, Johnson & Johnson  

Vision Care asked consumers to take the 

#EyePledge and promise to get their eyes 

tested. They then encouraged people to take 

an “eye selfie,” and share it through Donate 

a Photo, to raise awareness of World Sight 

Day and generate contributions for Sight 

for Kids, a charity that provides eye exams 

for needy children. As of press time, over 

6,800 children in Asia have already received 

eye exams through the program.

Donate a Photo is available for iPhone and 

Android. We hope you’ll download it and 

start making a difference today.

Community impact

by Mark Cibort  |  Vice president, Group Managing Director  |   R/Ga

clickable 
philanthropy
r/ga and johnson & johnson make giving easier with donate a photo
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Photo by Nat Drapiza, Creative Director, R/GA

FOR pEOplE WhO WaNT TO GET iNVOlVED 
buT DON’T haVE ThE TiME OR ThE MONEY, 
OR ThEY’RE FRuSTRaTED bECauSE ThEY 
DON’T KNOW WhERE TO STaRT, DONaTE a 

phOTO MaKES iT SiMplE.



New advertising will give 

Americans an opportunity to be 

hugged by a federal employee—a 

big furry one, no less.

Smokey Bear, who has been 

appearing since 1944 in public 

service fire prevention campaigns 

under the aegis of the nonprofit 

Advertising Council, is getting a 

makeover in a new campaign that 

replaces a computer-generated look 

he received about five years ago 

with a more vintage appearance of 

a large bear, or perhaps a person in 

an impressive bear costume.

The ads also give Smokey’s role and 

persona a makeover. Although the 

campaign still declares “Only you 

can prevent wildfires”—the wording 

was changed from “forest fires” in 

2001—Smokey is changing from 

a teacher or authority figure into a 

paragon of positive reinforcement. 

To underscore the shift, Smokey 

will now hug people in the 

wilderness who demonstrate they 

know how to avoid causing fires.

“It’s definitely the first time 

Smokey’s giving hugs,” said 

Lincoln Bramwell, chief historian 

at the United States Forest 

Service in Washington, part of the 

Agriculture Department. “Draftfcb 

and the Ad Council don’t change 

Smokey Bear or the image lightly 

or often,” Mr. Bramwell added, 

Community impact

by Stuart Elliott   |  The New York Times

New Smokey Bear GiveS 
HuGS, Not JuSt warNiNGS
Credit: From The New York Times, July 11, ©2013 The New York Times. All rights reserved. Used by permission and 
protected by the Copyright Laws of the United States. The printing, copying, redistribution, or retransmission of this 
content without express written permission is prohibited.
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referring to the Draftfcb agency, part of the Interpublic Group 

of Companies.

The reason to do so now, he said, was recent surveys showing 

that although Smokey “is very recognizable,” many people— 

particularly those ages 18 to 34—“weren’t sure what Smokey was 

asking them to do tangibly” to help him prevent wildfires.

“Keeping that awareness of Smokey up is important,” he added, 

“with more and more people living or moving closer to wilderness 

areas in the exurbs.”

In one commercial, a man in his 20s tells friends: “You know what, 

guys, there’s a lot of tree branches and dry brush over here. We 

should probably move the bonfire over there.” Suddenly, Smokey 

emerges, hugs him and walks off, whistling. “Guess that Smokey 

liked that idea,” one of the friends says.

In a second commercial, a young woman reads from a mobile 

device four steps to make sure a fire is out. After her male 

companion acknowledges they have all been taken care of, Smokey 

embraces him and she takes a photograph.

“Smokey just gave me a bearhug,” the young man says as Smokey 

walks off whistling. The young woman, showing him her device, 

replies: “I know. I already posted it.”

To reinforce the desire of those behind the campaign that the 

public share the ads through social media, the commercials present 

on-screen a hashtag, #SmokeyBearHug, in addition to the address 

of a Web site, smokeybear.com. The campaign also has a presence 

on Facebook and Twitter. An agency named HelpsGood works on 

the social media and digital elements of the campaign.

The character’s appearance is being changed because the 

computer-generated imagery in the most recent version made 

Smokey Bear’s Makeover: In a new public service fire prevention campaign, the familiar bear is less of an authority figure and more of a teacher 
who gives positive reinforcement, hugging people who help prevent forest fires.
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Smokey “feel a little Country Bear Jamboree-ish,” said Eric 

Springer, chief creative officer at the Los Angeles office of 

Draftfcb, from which the campaign is handled, referring to the 

Walt Disney World attraction.

“We want to leverage the icon,” he added, while “keeping him 

fresh.” Nick Micale, the copywriter, and Patrick Moore, the 

art director, make up the young creative team working on the 

campaign, Mr. Springer said.

The hugs are part of the decision to turn Smokey into a character 

who is depicted as “rewarding people,” Mr. Bramwell said, rather 

than “entreating them or admonishing them to take personal 

responsibility.”

“It’s moving the tone away from sober, which doesn’t resonate with 

young people,” he added, “while maintaining the seriousness of 

the issue.”

Mr. Springer described the hugs as meant “to reward people for 

doing right, for the preventive measures they’re taking.”

“Who wouldn’t want a hug from Smokey?” he asked.

According to statistics from the Ad Council, Smokey’s messages 

have helped reduce the number of acres burned annually by 

wildfires to an average of 6.9 million acres today, from about 22 

million acres when the campaign was introduced 69 years ago by 

the council and a Draftfcb predecessor, Foote, Cone & Belding.

Draftfcb and the council estimate that Smokey’s campaigns have 

received more than $1 billion worth of donated commercial time 

and ad space from media companies since 1980. The Smokey ads 

are usually among the top 10 pro bono campaigns from the council 

with the most donated media each year.

Although “the need for the message never goes away,” said Peggy 

Conlon, president and chief executive at the Ad Council in New 

York, the council and Draftfcb still must “make his message 

relevant” to a contemporary public.

“The new campaign gives consumers an opportunity to interact 

with Smokey” in the same way they “interact with nature,” she 

added, and “the tips on how to prevent wildfires are baked into 

the ads.”

Another benefit of changing the campaign is that the new approach 

“gives you the ability to show real-life situations,” Ms. Conlon 

said. At that, she paused, chuckled and added, “In real life you 

don’t have people in Smokey Bear costumes running around 

the forest.”

However, she and Mr. Springer are considering other methods 

of giving the campaign tangible form. For example, Mr. Springer 

said, “we’re working on a Facebook app where you’ll get hugged 

by Smokey.”

“I’d like to get a picture of Smokey hugging me,” he added.

Smokey Bear is among several venerable ad characters redesigned 

in recent years. Others include Mr. Peanut, the Planters mascot, 

and the stork that represents Vlasic pickles.
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bethestart.org
#bethestart
May 2013
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by andrew Orbell | business Director |  MRM Meteorite

getting started with
mrm meteorite

#bethestart was born to bring a community 

of brands and organizations together to 

communicate positive and useful messages 

about sustainable living to the public in 

more ways than any single brand could do 

on its own. 

Because current images of sustainable 

living often involve denying oneself, 

or stopping something enjoyable, 

sustainability can be a tough sell to 

consumers. Our strategy sought to change 

that – creating 31 days of action that big 

brands could really get involved with. 

Creating genuine inclusivity that focused 

on celebrating things consumers could  

start doing.

By bringing aspects of sustainable living 

to life in a variety of ways, participating 

companies could help individuals begin 

living more sustainably. The action 

stretched across an entire month, recruiting 

over 40 brands and NGOs to get involved 

in this first-of-a-kind collaboration.

The nerve center of the campaign was the 

#bethestart hub, a calendar-style landing 

page which took visitors to the “inspiration 

of the day,” either a Pinterest board or a 

bespoke website. Participating brands  

and organizations ranged from M&S 

with its high-profile national Shwopping 

scheme, to The Big Lunch created by 

The Eden Project, to the innovative B&Q 

Streetclub community.

Social media was a key ingredient in 

spreading the message; this was the biggest 

UK campaign to-date that had Pinterest 

at its heart, but Facebook and Twitter also 

played vital roles in spreading the word. 

And we had two innovative platforms to get 

people to register their actions; DoNation 

(where people could make pledges) and 

Stravel, challenging consumers to take 

more carbon friendly, healthier journeys.

#bethestart was a great success – the 

biggest UK campaign to date that had 

Pinterest at its heart, and brought in on 

average 373 visits per day with over 9,790 

unique visitors to the site. 

Most Popular Tips 
Photos courtsey of BITC (Business in the Community)

Be the Start of a closer connection to nature Be the Start of a Shwopping revolutionBe the Start of greener gardens

Sustainability



Sustainability

by Jennifer Comiteau  |  SVp, North american Director of Corporate Communications  |  FCb

FCB MAYO Brings wAter 
tO the thirstY

The light-bulb moment came to 

Humberto Polar and his team at 

FCB Mayo in Lima, Peru, after 

they stopped thinking as admen 

and started thinking as engineers.

“Admen make ads,” said Polar, 

VP/Chief Creative Officer at the 

agency formerly known as Mayo 

Draftfcb. “Engineers build cities. 

Engineers change the world. Peru 

needs engineers who can better 

the country, and the University 

of Technology is the institution 

cultivating the best future thinkers.”

The task at hand was to figure 

out a way to boost recruitment 

for the first semester at UTEC, a 

university dedicated to engineering 

and technology in Lima, Peru.

So, Juan Donalisio, Senior Art 

Director, and Alejandro Aponte, 

Group Creative Director, 

repeatedly visited UTEC to 

interview professors. They spent 

hours looking for prototypes, 

plans, machines––anything that is 

part-and-parcel to engineers––that 

would inspire them. 

The duo listened intently as Jessica 

Rúas, Mónica Montesinos and 

Denisse Dianderas––UTEC’s 

marketing troika––passionately 

conveyed tidbits about the school’s 

culture. Their enthusiasm was 

contagious. Donalisio and Aponte 



ipG Stronger  Volume 1 Sustainability64 2014

continually went back to professors until 

they found the ultimate conundrum it is a 

country where the humidity is 98 percent, 

but there is virtually no rainfalll.

“We Lima natives take that for granted,” 

said Polar. “But it’s actually a very special 

feature of our town.”

As luck would have it, agency staffers were 

friends with a man named Jose Zelada of 

Tunche Films and the owner of a machine 

called the AWG28L––manufactured by a 

Peruvian company called Water Solutions––

that creates water out of thin air.

“This idea popped up from the experience 

we once had drinking a glass of water at 

his office,” said Polar. “We researched 

everything about this machine. It’s 

amazing, but small––surely not enough to 

generate more than 15 liters a day.”

So, the games began. Working with experts, 

the team set out to make the machine work 

on a much grander scale. 

“We figured out how to do it,” said Polar. 

“We worked with Mauricio Guillen and 

Rafael Plaza from Water Solutions in 

modifying the original machine, building a 

network of machines that could produce at 

least 100 liters of water per day and could 

be contained in a special billboard structure. 

It took six weeks to assemble the whole 

thing, and cost $30,000 for a four-month 

site contract that included production.” 

The media contract was negotiated by IPG 

colleagues at BPN Peru with Clear Channel.

The results of the innovative billboard 

were priceless: the billboard provided more 

than 9,000 liters of drinking water, from 

mid-December to March 4, the date of the 

school’s admission exam. 

Talk about a way to get students interested 

in attending UTEC! That was all the 

agency was charged with doing: boosting 

student registration for the first semester. 

Coming up with a unique creative idea 

that concretely demonstrated the power of 

engineering did that and more. It fulfilled 

the client mandate and offered relief to Lima 

residents beyond their wildest imaginations.

The billboard has five water generators that 

through an electrical system and a reverse 

osmosis process convert atmospheric 

moisture into potable water. Each tank 

produces an average of 20 liters of liquid 

that are stored in one tank which purifies 

the water. The billboard is approximately 

20 meters high (more than 65 feet) and 

located off the Panamericana Sur highway, 

a high-traffic road that leads to the beach.

Due to the amazing impact of the billboard, 

UTEC decided to keep it for at least a 

year and might extend its lifespan. Clear 

Channel has donated the space and to date 

the billboard has generated more than 

16,000 liters of water. Astonishingly, some 

2,000 families from low-income areas in 

the coastal desert are benefiting from the 

billboard on a daily basis.

Polar shared that schools from Bujama, the 

closest town to the billboard, make regular 

visits so the kids can admire it. Truck 

drivers stop to stock up on fresh water on 

their way to the south. “One lady declared 

to the news media that she had been 

praying to God for a solution to the water 

problem, so the billboard must be God’s 

answer to her prayers,” said Polar. “Even 

though I’m not a believer, a few weeks ago 

I drove one hour to the billboard. I filled 

an empty bottle and had a long sip of fresh 

water, thanking heaven (literally) for the 

good this has bought for all of us at the 

agency. And this was before Cannes.”

And what a Cannes it was. At the 60th 

Cannes Lions International Festival of 

Creativity held in June in France, FCB 

Mayo won five Lions for UTEC, four gold 

awards and one bronze. Two of the golds 

were in the media category; one was in 

promo and activation, the other in outdoor. 

aSTONiShiNGlY, SOME 2,000 FaMiliES 
FROM lOW-iNCOME aREaS iN ThE 

COaSTal DESERT aRE bENEFiTiNG FROM 
ThE billbOaRD ON a DailY baSiS.
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The bronze was awarded in the direct category. 

The Lions that accompanied Humberto and his posse to parties all 

over Cannes followed several other notable accolades. In May, FCB 

Mayo won a gold Clio Award in the content and contact category. 

The shop was also the first Project Isaac Gravity Award winner at 

the Clios. Project Isaac honors inventive work in media, marketing, 

advertising and technology.

When honoring the agency, Adweek editorial director James 

Cooper said: “FCB Mayo’s campaign not only successfully created 

buzz ahead of UTEC’s student application period, but it also 

demonstrated to future innovators how creativity can contribute to 

a greater cause. Their outstanding work distinguishes the agency 

as an early champion of the inventor culture and deserves Project 

Isaac’s top honor.”

ONE laDY DEClaRED TO ThE NEWS MEDia ThaT 
ShE haD bEEN pRaYiNG TO GOD FOR a SOluTiON 

TO ThE WaTER pROblEM, SO ThE billbOaRD 
MuST bE GOD’S aNSWER TO hER pRaYERS.



by Sean lee  |  associate Creative Director  |  Deutsch NY

Sandy KnocKed new yorK down. 
StarS Helped picK it BacK Up.

Whoopi. Edie. Brooke. Liv. Al. Bob. 

The second floor event space at 

Tribeca Enterprises was buzzing 

with boldfaced names on a balmy 

mid-November morning. But there 

was one name at the forefront of it 

all. A name that was on everybody’s 

mind, and the very reason all these 

other names were gathering.

Sandy, as in Superstorm Sandy, 

which in October 2012, was 

called Hurricane Sandy. And it 

was easy to see why. The storm, 

with wind speeds reaching 115 

MPH, inflicted damage on New 

York, New Jersey, parts of Long 

Island and Connecticut that was 

unmistakably hurricane-esque. And 

unprecedented. 

Thousands of homes and 

businesses were destroyed. 

Widespread power outages. Fires. 

Tunnels collecting seawater. 

Underground parking garages so 

severely flooded that cars weren’t 

just parked, they were floating. 

The impact of the destruction 

was estimated at $75 billion. 

It is now considered the third-

costliest hurricane the US has 

ever experienced. According to the 

National Oceanic and Atmospheric 

Administration, Sandy’s pure 

kinetic energy for storm surge and 

wave destruction potential reached 

a 5.8 out of 6 on its kinetic energy 

Community impact Photography by Danny Clinch
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scale. Hence those floating cars.

Just days after the storm, New York Governor Andrew Cuomo 

created The Empire State Relief Fund to help raise money for 

New Yorkers impacted by Sandy. 

And then he called on New York-based ad agency Deutsch to help 

promote it, personally phoning the agency’s chairman, Donny 

Deutsch. 

The Governor’s Office and Deutsch NY decided that iconic New 

Yorkers—people who had lived, acted, or even anchored a news 

desk in New York—would be the best fit to connect with viewers 

and persuade them to reach into their hearts (and wallets).  

The Deutsch NY creative team—comprised of Group Creative 

Director Paul Kekalos, Associate Creative Directors Sean Lee 

and Luke Hughett, as well as Executive Producer Greg Tharp—

wanted to create TV spots that were more than just celebrities 

asking for money. 

But that wasn’t all. 

“Once a news story disappears from the front pages, people tend to 

forget about it,” Kekalos said. “We wanted to preempt that.”

So all TV commercials, banners and print ads were anchored in a 

single thought: The storm is behind us. But the damage is not.

Deutsch NY CEO Val DiFebo and Director of Creative Talent 

Katherine Moncrief were instrumental in pulling the huge 

operation together. So was Tribeca Enterprises CEO Jane 

Rosenthal. As a member of Empire State Relief Fund board of 

directors, she worked closely with the Governor’s Office.

The Governor’s Office took the lead in reaching out to the celebrities 

and coordinated their appearances. They included:

Robert De Niro, Al Pacino, Michael J. Fox, Steve Buscemi, Whoopi 

Goldberg, Nathan Lane, Jennifer Westfeldt, Amar’e Stoudemire, 

Jennifer Connelly, Paul Bettany, Brooke Shields, Gabourey Sidibe, 

Matt Lauer, Matthew Broderick, Liv Tyler, John McEnroe, Julianna 

Marguiles, Mary-Kate Olsen, Ashley Olsen, Ed Burns, David Hyde 

Pierce, Sandra Lee and Edie Falco. 

Lining up all the stars fell primarily on Nancy Lefkowitz, Tribeca 

Enterprises VP of Talent Relations, and Rhoda Glickman, of the 

Governor's Film, Art and Cultural Development Office.

Deutsch NY reached out to renowned photographer and director 

Danny Clinch to shoot the work. Clinch, who’s known for his black-

and-white portraits of rock stars like Bruce Springsteen, Johnny Cash, 

and Tupac Shakur, had a personal reason for getting involved: his own 

Jersey Shore hometown of Toms River was leveled by the hurricane.

“It’s amazing to see people band together to help their communities 

and others,” said Clinch. “Of course I was honored to be a part of 

this project and it struck me how hard everyone worked on pulling 

this off––a project that could potentially be a few months in the 

making was done in a few days. Everyone we asked to work on the 

project immediately agreed to donate whatever service we were asking 

of them.”

In all spots, the celebrities held 9x12 photographs of ruined homes or 

ravaged streets. Clinch shot them all against an old brick wall inside the 

Tribeca event space. He used minimal color and lighting. Where there 

was lighting, it was stark—creating high contrast. 

“This is a home,” Michael J. Fox said, holding one photo of a man 

gripping the back of his head as he looked at a destroyed house.

Holding a different photo, of a different home, similarly destroyed, 

all TV COMMERCialS, baNNERS aND pRiNT aDS 
WERE aNChORED iN a SiNGlE ThOuGhT: ThE 
STORM iS bEhiND uS. buT ThE DaMaGE iS NOT.
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Photography by Danny Clinch. Pictured here: Nathan Lane | Gabourey Sidibe |  Julianna Marguiles  |  Jennifer Westfeldt  |  
Michael J. Fox  | Matt Lauer
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Nathan Lane said, “This home is where my heart is.”

“My heart is in this home,” Robert De Niro said.

According to the agency, what was impressive was how selfless all 

the participants were, from the celebrities and director to the crew, 

Governor’s Office and finishing houses.  The spots were edited at 

Rock Paper Scissors, music and audios were done at Butter, and 

they were finished at The Mill—all pro bono.   

Shooting began with David Hyde Pierce on Sunday morning, 9:35. 

Most celebrities read through two or three scripts. Performances 

were as wide-ranging as the celebrities themselves. 

Today Show host Matt Lauer, who was born in New York City and 

anchored WNBC-TV news, nailed each of his scripts in a single 

take. Robert De Niro, who co-founded the Tribeca Film Festival to 

help jumpstart Lower Manhattan following 9/11, was eager to get 

involved. The transformation of De Niro off camera to De Niro on 

camera was nothing short of extraordinary. 

Off camera, De Niro was like any good friend of yours. On camera, 

he was magnetic. His performance, like that of Al Pacino’s, was 

so powerful that the agency considered cutting a 30-second spot 

featuring just De Niro in a single take. 

The only glitch was that De Niro—like any classic New Yorker—

talks with his hands. Which was problematic because the photo he 

was holding kept bobbing up and down distractingly.   

De Niro was also the first subject to be interviewed by Katherine 

Moncrief for what became a 90-second, behind-the-scenes video 

featuring many of the celebrities. Starting with De Niro is no 

small task.

“He actually loosened me up for the rest of the interviews,” 

Moncrief said,  “because I knew he would make me the most 

nervous. But when it came to a cause everyone could relate to, 

because we were all in it together, the conversation started to flow. 

We all just wanted to do all we could and that was the common 

mission/conversation.”

 

The final celebrity to appear was Pacino, Manhattan-born and 

Bronx-raised. Anticipation for his arrival was building. 

“Every street, every corner, has a memory,” Pacino said, in the 

behind-the-scenes web film. “And that’s how much I lived here. 

Because this was a city that helped me to survive.”

As soon as Pacino entered the building, you could feel his presence. 

PA’s could be seen whispering into their headsets, “Pacino’s here.” 

As the last person to be shot, Pacino stayed for post-shoot photos. 

One of the most amazing things about the project was having 

such an accomplished array of actors interpret the same scripts in 

different ways. Whereas Julianna Margulies poured emotion into 

each line, others pulled back to let the photo do the talking. 

But no other actor interacted with the photo the way Pacino did. 

Instead of holding his photo while looking into the camera, Pacino 

instead looked directly at the house in the photo—tracing its 

outline with his index finger. You believed he knew and felt for the 

family that lived in it.

If ever there was an advertising campaign that had to get out the 

door fast, this was it. 

And the agency knew it.

“We couldn’t let anything slow us down,” DiFebo said. “So just 

five days after the briefing, we were shooting. Everyone involved 

knew decisions and approvals had to be made immediately to meet 

“EVERY STREET, EVERY CORNER, haS a MEMORY,” paCiNO SaiD, iN ThE 
bEhiND-ThE-SCENES WEb FilM. “aND ThaT’S hOW MuCh i liVED hERE. 

bECauSE ThiS WaS a CiTY ThaT hElpED ME TO SuRViVE.”

ipG Stronger  Volume 1 See page 105 for more 732014

our deadline. We had many dial-in calls late at night to get all key 

players aligned.”  

It’s always been in the Deutsch DNA to be nimble, crafting 

and developing an idea at retail speed, but this was moving at a 

super-rapid pace. The Deutsch creative team was briefed on a 

Tuesday. Shooting started the following Sunday. The first spot was 

on air less than two weeks later.

In total, more than 30 celebrities were filmed in two long days. 

Between text and online donations, the Empire State Relief Fund 

has raised more than $30 million. And it isn’t over yet. The fund 

continues to raise money to this day. 

With free media from all major television networks, and digital 

from numerous partners including Google and the NYC Taxi and 

Limousine Commission, the campaign is going strong. And so is 

New York.

Photography by Danny Clinch
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Nobel Prize winner Muhammad Yunus, 

who created the concept of micro-

financing and micro-credit (loans given 

to entrepreneurs too poor to qualify for 

traditional bank loans) once said, "We 

have created a society that does not allow 

opportunities for [the poorest] to take care 

of themselves because we have denied them 

those opportunities."

The MicroLoan Foundation is a charity that 

helps women in Africa to set up their own 

small businesses, an exemplary vision that 

we admire greatly at Lowe and Partners. 

Simply put, that vision is to help millions 

of people help themselves out of poverty 

by providing them with the opportunity to 

start small, self-sustainable businesses.   

Currently the foundation has an established 

network of 21 branches in Malawi 

supported by over 130 local staff. Having 

built up a successful first operation there, 

they established a MicroLoan operation in 

Zambia, where, in May 2009, they made 

their first loans. 

MicroLoan values the impact that a small 

amount of money can have on the lives of the 

poor. They believe in starting small. Carefully 

placed small steps lead to big change. 

Who could argue with that vision? More 

important how could Lowe help? 

We wanted to actively participate in 

building awareness and drive donations 

and knew we had to do that in a new 

way that would have strong PR currency 

internationally as well as getting great play 

across social media. 

Our first work for MicroLoan, “Pennies for 

Life” by our London agency DLKW LOWE, 

a first in digital and interactive advertising 

and we are proud to say brought us the only 

Gold in mobile at Cannes Lions in 2012 won 

by any UK Agency.  This win allowed us to 

draw further media attention to MicroLoan’s 

amazing, dedicated work. 

Here’s what the team at DLKW LOWE did.

On a digital poster site which we specially 

constructed, we created unfinished portraits 

of African women, made up of pennies. 

First, we photographed five African women, 

as guides for the digital animators, and 

pennies of differing grades for the coin 

portraits. We then developed a 3D technique 

to replicate the realistic movement of falling 

pennies. In total, 65 separate particulate 

animation sequences were used to build 

the five final images and then we created 

a jumbotron screen in central London. 

Then we invited people to complete each 

picture by texting a donation. As soon as 

it arrived, the money dropped into place 

on the screen. Once we received enough 

donations to fund one business loan, all the 

donors were rewarded with an animation 

sequence sent to their phones that completed 

the portrait, and demonstrated how the 

money raised would help the woman to set 

up her new business.

Donors got a personal thank you on the 

poster, and a credit on our microsite. The 

donor's name also appeared on the screen 

with a personal thank you.

Community impact

by Jeani Rodgers  |  Global Communications Director |  lowe and partners

pennies for life

ipG Stronger  Volume 1 See page 105 for more74 2014
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WhO COulD aRGuE WiTh ThaT ViSiON? 
MORE iMpORTaNT, hOW COulD WE hElp?

And, from one poster site, in its first weekend, 21 women who had 

nothing now had the opportunity to open their own small businesses.

 

Then the journey continued.

Each donor received a reply text inviting them to our campaign 

microsite, where they could view a live donation tracker and find 

their own credit in our “portrait gallery,” as well as seeing who 

else had contributed. They could also announce their donation by 

Twitter, Facebook and Google+, and invite their friends to take part.

The uniqueness of the campaign meant that people participated 

on multiple levels: actively sending text donations, watching 

the poster animation live, watching footage posted overnight on 

YouTube, reading about the event in social media, and visiting the 

charity’s website. 

“There’s an obvious irony in all this,” noted Greg Delaney, 

Chairman, DLKW Lowe, “apparently expensive state of the art 

technology helping people who have next to nothing. But we really 

did manage to do it for very little and raise money to make real 

projects happen. And then it’s a nice irony––a celebration of the 

circular process of how investment works and how helping each 

other works.” he continued.

ipG Stronger  Volume 1 See page 105 for more 772014
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Sustainability

At Weber Shandwick, advancing 

sustainability and doing good are integral 

parts of our culture, business strategy and 

commitment to the future. To capture and 

share how our firm puts this mindset into 

action, earlier this year we issued our first 

corporate citizenship report. Here are some 

of the initiatives we highlight:  

Going Green

In 2007, our London office became 

ISO-14001 certified. This prestigious 

and rigorous green certification allowed 

us to map out a framework for effective 

environmental management systems. 

Soon after, our U.S. offices became the 

first in our industry to become certified. 

These certifications led us down a path 

to developing a framework for managing 

and measuring long-term sustainability at 

Weber Shandwick, and sparked employee 

interest around the globe. Teams from 

around our network joined in making 

“going green” a collaborative effort, 

customizing environmental programs for 

their offices and regions. These initiatives 

take on many forms, including providing 

new hires with reusable water bottles and 

shopping bags to educating employees 

about environmental activities and sharing 

tips through our award-winning social-

sharing intranet.

We also decided to voluntarily pursue 

LEED certification from the U.S. Green 

Building Council for several of our 

offices, including Chicago, Boston and 

Washington, D.C. Our NY office was 

recently LEED Gold certified, and we 

intend to certify more offices in the years 

ahead. The combination of LEED and 

ISO certification created a synergy that 

amplifies our sustainability efforts in how, 

where and why we do business. 

We didn’t stop there. We implemented a 

comprehensive policy toward reducing the 

environmental footprint of our internal 

business units, focusing on four key areas: 

supplier relations, paper use, energy use, 

waste and recycling. 

We also looked at sustainability from a 

client service standpoint and developed 

new core practices to help clients 

effectively communicate to key stakeholders 

their environmental platforms. Our 

Social Impact practice advises clients 

on how to create advocacy for key social 

issues through communications, and our 

CleanTech practice promotes for clients 

the use of natural resources while achieving 

positive business results.  Additionally, 

we are the agency partner for Business 

for Social Responsibility (BSR), a leading 

nonprofit consultancy that assists Fortune 

500 companies in building best-in-class 

CSR and sustainability strategies. 

Doing Good Now for the Future 

We know that the most productive 

and authentic way to engage with our 

stakeholders in building a better future 

is by embracing our own core values. 

Building on our already established pro-

bono program, we focused our initiative of 

“Making A Difference” for social good on 

three vital issues that are core to the work 

we do around our agency: Environment, 

Education and Technology. “Making 

A Difference” essentially encourages 

by andy polansky  |  Chief Executive Officer  |  Weber Shandwick

weber shandwick:
making pr sustainable
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employees to partner with local nonprofits in their communities to 

collaboratively find solutions and to serve as advocates for causes 

they believe in. 

For example, colleagues in our Minneapolis office partnered with 

College Possible on a pro-bono basis to help them scale from a 

local nonprofit to a nationwide organization that helps low-income 

students make it to college. By providing the non-profit with 

strategic expertise and creating an in-depth social media guidebook 

to help them manage their rapidly growing social media presence, 

we helped College Possible meet their goal of providing more 

educational opportunities for teens at risk.  

Weber Shandwick in London has been working with Richard 

House Children’s Hospice, London’s first children’s hospice, on a 

pro-bono basis since October 2010, to launch its Harry’s Million 

campaign. The traditional and social media support we provided 

helped generate broader awareness and raised £1million over three 

years so Richard House could continue giving life-limited children 

positive experiences. 

In Singapore, Weber Shandwick supports World Wildlife Fund’s 

Earth Hour on a pro-bono basis and helped them launch the 

new “I Will If You Will” campaign that empowers individuals 

and communities to share their commitment to the planet. Such 

important partnerships have forged invaluable relationships 

between our employees and their communities.

Fostering Diversity and Inclusiveness

We’re also extremely focused on attracting the best talent and 

driving diversity initiatives to make the world a better place 

now and for the long-term. In the U.S., our Diversity and 

Inclusion (D&I) community shares best practices through 

regularly scheduled conference calls and a variety of additional 

communications. National D&I training has been a core 

component of this initiative as well as working closely with IPG’s 

MERGE affinity groups. We are also proud to have been the 

recipients of two Diversity Distinction in PR honors from the 

Council of Public Relations Firms and PRWeek. 

ThE COMbiNaTiON OF lEED aND iSO 
CERTiFiCaTiON CREaTED a SYNERGY ThaT 

aMpliFiES OuR SuSTaiNabiliTY EFFORTS iN 
hOW, WhERE aND WhY WE DO buSiNESS. 
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ThESE iNiTiaTiVES TaKE ON MaNY FORMS, iNCluDiNG 
pROViDiNG NEW hiRES WiTh REuSablE WaTER bOTTlES 
aND ShOppiNG baGS TO EDuCaTiNG EMplOYEES abOuT 

ENViRONMENTal aCTiViTiES aND ShaRiNG TipS ThROuGh 
OuR aWaRD-WiNNiNG SOCial-ShaRiNG iNTRaNET.

Image courtsey of Weber Shandwick
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When the top executives at General 

Mills challenged their agency 

partners to bring them big, bold, 

experimental ideas for their brands, 

we had no idea that dabbling in 

‘branded content’ would suddenly 

have us learning the finer points of 

environmental impact, hydration 

strategies and, yes, bear repellent.

We delved into the iconic Nature 

Valley granola bar brand and, in 

no time, honed in on one of the 

lesser-known but highly relevant 

brand assets: a partnership with 

the National Parks Conservation 

Association. That’s where we saw 

an opportunity.

Understanding that people like 

brands that believe in the same 

things they do, and that enjoying 

and preserving nature is a value 

we share with many of our current 

(and hopefully future) consumers, 

McCann team Mat Bisher and 

Jason Schmall proposed creating a 

very lightly branded platform that 

would be part entertainment and 

part utility, where people could 

virtually hike backwoods trails in 

the Grand Canyon, Yellowstone 

and the Great Smokey Mountains. 

Why not take Nature Valley’s brand 

purpose of  ‘enjoy nature’ and allow 

everyone—no matter where they 

are—to enjoy some of the most 

beautiful scenes of nature found in 

by leslie Sims  |  Executive Creative Director  |  McCann New York

What do bear spray and content 
strategy have in common?
The Mccann naTure Valley TeaM found ouT lasT year 
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our national parks?

The idea for Nature Valley Trail View 

was born. 

Two very important factors allowed it to 

get made. One, once General Mills top 

brass chose the ‘bold’ ideas to pursue, 

they didn’t test the winning ideas. Rather, 

they stepped back and allowed the agency 

to create the work and then go straight to 

market. And two, the ideas were properly 

funded from the top level of the company, 

relieving the individual brand teams of the 

burden of funding ‘experimental’ work 

from their increasingly tight budgets. And 

that’s not easy.

Many people believe experimental work 

should also be cheap, particularly when 

deployed on existing free platforms 

(Facebook, Twitter, etc). But in reality, 

if you’re not paying for people to see 

something, they’re going to have to want to 

see it. And frankly, getting someone to want 

to see something isn’t cheap (unless it’s a 

wardrobe malfunction).

Having our idea chosen as a winner was 

one thing; actually making it was quite 

another. Our integrated production team 

had to bring together people from all walks 

of life, from hardcore hikers to high-tech 

designers. Months of discovery, permitting 

and—much to the creative team’s dismay—

physical training were required. 

Early on, we found a company, Immersive 

Media, that had innovated a backpack 

unit that could emulate Google’s Street 

View 360-degree capturing capabilities. 

(Google’s proprietary camera is very large 

and housed in a car—we would obviously 

need something more trail friendly.) 

Given this was a preservation effort at 

its core, it was extremely important to be 

fully authentic and have zero impact on 

the environment when inside the parks, 

making the backpack camera a crucial part 

of the equation. It was rather heavy and 

tricky to use, so the next big part of the 

equation became finding someone who 

could carry it a few hundred miles without 

dying (which immediately disqualified 

all agency people). Our superhuman 

cameraman Brandon McClain walked 

Map key for Nature Valley Trail View

ipG Stronger  Volume 1 See page 105 for more 852014
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incredibly precarious, technically-challenging trails while carrying 

70lbs of equipment in often extreme heat. 

Between July and September, a hybrid team of agency, production 

and professional hikers covered 333 miles. Some 8 terabytes of 

footage, 11 million image files and 147,000 GPS points were 

collected as the team supped on beef jerky and peanut butter 

sandwiches, downed water, and made liberal use of bear repellent. 

That was followed by months of stitching together the images and 

building the actual platform by the immaculate design and creative 

company, Your Majesty, abetted by McCann’s intrepid trekker and 

digital production genius, CatPat (aka, Catherine Patterson) and 

similarly stellar integrated producer, Geoffrey Guinta.

At SXSW, we introduced Nature Valley Trail View—the first 

digital platform to let people virtually hike national park trails in 

the Grand Canyon, Yellowstone and Great Smokey Mountains. 

Capturing stunning and challenging trails with 70 pounds worth of bespoke camera equipment

WhY NOT TaKE NaTuRE VallEY’S bRaND puRpOSE OF  ‘ENJOY 
NaTuRE’ aND allOW EVERYONE—NO MaTTER WhERE ThEY 
aRE—TO ENJOY SOME OF ThE MOST bEauTiFul paRTS OF 

NaTuRE FOuND iN OuR NaTiONal paRKS?

ipG Stronger  Volume 1 See page 105 for more 892014
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Using Street View-style technology, the platform allows users to leave 

the street and head into our national parks, for breathtaking 360° 

views of some of the most beautiful and remote places in the U.S.

In all, the process took a year from inception to launch. And now 

that the foundation is built, it can continue to grow and evolve year 

after year, adding capabilities and uses. In 2.0 we enabled users to 

sign up for physical preservation projects within the parks, and in the 

future, it can stretch to fundraising initiatives through social media, 

in-classroom uses, travel and more.  The possibilities are endless.  

 

Having garnered over $30 million worth of media impressions—

including from Fast Company, The New York Times, Conde Nast 

Traveler, Creativity, Popular Mechanics and even Fox News—plus 

a few dozen top awards, including two gold Lions in Cannes, the 

experiment was a resounding success. Even more flattering was 

Google’s announcement after our launch of their intent to do the 

same—map national park trails.

This is what advertising increasingly will look like. Especially now 

that people more and more have to want to see your message, it can 

be daunting to try things that have never been done before. But 

treading into unchartered territory is necessary for brand survival. 

After all, those who survive are those who adapt. Brands need to be 

more interesting these days.

Looking back, it’s curious that people still find innovation to be 

‘unexpected’ from packaged good products. As if it’s completely 

unexpected for a brand that’s been around for a while to act modern.  

People love to see heritage brands that act innovatively and believe 

in something. 

In this case all it took was a 30+ year-old granola bar brand that 

believed in something. And took a chance.  

Special backpack camera rigging was created specifically for the Nature Valley Trail View initiative

ipG Stronger  Volume 1 See page 105 for more 912014



Each year, MERGE (Multicultural 

Resource Groups for Excellence) 

affinity groups host events that 

offer career-building programs and 

networking opportunities for IPG 

employees. These events, hosted 

by our cross-agency employee 

networks, help foster an inclusive 

environment at IPG.  All told, 

several thousand participants have 

attended MERGE events since the 

group was founded in 2008. 

Affinity groups at IPG include the 

Asian Heritage Group, the Black 

Employee Network, SOMOS (the 

Latino Hispanic Heritage Net-

work), IPGLBT and the Women’s 

Leadership Network.  

The following pages include photos 

from several MERGE events such 

as the IPG Inclusion Awards hosted 

by The Daily Show’s Al Madrigal; 

the WLN NY’s Speed Mentoring 

Event; the Asian Heritage Group’s 

“Your New Business Opportunity” 

and the Black Employee Network’s 

Black Music Month program, 

“Who Stole the Soul?”

Diversity

by heide Gardner  |  SVp, Chief Diversity and inclusion Offer  |  ipG

Diversity at interpublic: 
A snApshot of diversity
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Top left: Lynn Fantom (ID Media) at the IPG Inclusion Awards. 
Image courstey of Lee White.
Bottom left: Michael Roth (IPG) at the IPG Inclusion Awards. Image 
courstey of Lee White.

Top right: Al Madrigal, Heide Gardner (IPG) and Michael Roth at the 
IPG Inclusion Awards. Image courstey of Lee White.
Middle right: Sweta Godwami (IPG) and Kerry Purtell at AHG’s 
Diwali Celebrating Mindfullness. Image courtesy of Lisa Vaccaro.
Bottom right: Urban Word’s DK Wright and Felicia Geiger at the 
WLN NY’s A Charitable Affair. Image courtesy of Lisa Vaccaro.
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Top left: Solange Collins (Erwin Penland), Felicia Geiger (Deutsch 
Inc.)  Marie Corcoran (Gotham Beauty), Karen Kaplan (Hill  
Holliday), Dayana Falcon (BPN) and Sinead Whelan (Erwin  
Penland) at the WLNNY Speed Mentoring event. Image courstey of 
Lisa Vaccaro.
Middle left: Merlin Bass (IPG & BEN National Co-Chair), Heide 
Gardner (IPG), Jordin Sparks and Marcia Windross (IPG) at the BEN 
“Who Stole the Soul” Event. Image courstey of George Abbensentis. 
Bottom left: Jeff Yang (The Wall Street Journal), Ted Kim (MNET 

America), Michelle Park (MSG Network’s Please Dress Accordingly) 
at the AHG “Your New Business Opportunity” event.

Top right: Lisa Vaccaro, Tatiana Lyons (Torre Lazur) speaking with 
mentees at WLN Speed Mentoring event. Image courstey of Lisa Vaccaro.
Bottom right: Bing Ng (Nielsen) at the AHG “Your New Business 
Opportunity” event. Image courstey of Bing Ng.
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by The interpublic Group

interpublic’s
sustainable vision

Sustainability

Sustainability––building our business 

practices around social and environmental 

considerations––has become a core value 

for IPG.  We approach sustainability as an 

opportunity for growth, understanding 

that efficiently managed resource and 

energy use drives employee innovation, 

stakeholder engagement and relevance in an 

increasingly connected world.

The creative minds at our agencies are 

driving sustainability strategy through 

what they do best: creating modern 

marketing solutions for our clients. As 

part of Interpublic’s long-term growth 

strategy, our agencies and their clients 

are developing campaigns that create new 

markets for sustainable products. This 

fundamental change in marketing shifts 

demand towards more environmentally 

responsible products, and can result in 

consumer behavior changes that reduce 

environmental and social pressures on a 

meaningful scale. 

On the corporate level, IPG implemented 

a sustainability policy in 2010 that 

encourages the more efficient use of 

energy and materials as well as employing 

green business practices in our real estate 

holdings and travel.

Michael Roth Chairman and CEO of IPG 

recently said, “As a company that creates 

many of the world’s most iconic advertising 

and marketing campaigns, we have an extra 

responsibility to make sure the messages 

we communicate and how we deliver them 

are in sync with the long-term health of 

the environment. Sustainability in all of 

its forms—environmental responsibility, 

good corporate citizenship and socially 

responsible business practices—is an 

increasingly important part of the way we 

do business. It drives growth and creativity 

and promotes retention of our best talent.”

“aS a COMpaNY ThaT CREaTES MaNY OF ThE WORlD’S MOST iCONiC 
aDVERTiSiNG aND MaRKETiNG CaMpaiGNS, WE haVE aN ExTRa 

RESpONSibiliTY TO MaKE SuRE ThE MESSaGES WE COMMuNiCaTE aND 
hOW WE DEliVER ThEM aRE iN SYNC WiTh ThE lONG-TERM hEalTh OF 

ThE ENViRONMENT.”−MiChaEl ROTh, ChaiRMaN aND CEO OF ipG



ipG Stronger  Volume 1 Sustainability98 2014 ipG Stronger  Volume 1 Sustainability 992014

TO uNDERSTaND ipG’S SuSTaiNabiliTY pOliCY, YOu haVE TO lOOK paST ThE 
SMall pRiNT.       i. puRpOSE     The purpose of this policy is to establish best practices in which individual employees as 

well as the Company as a whole can reduce our impact on the environment. Sustainability is not typically associated with a services industry, like 

advertising and marketing, and is more often a focus for manufacturers. however, ipG bEliEVES ThaT our Company and employees 

can contribute to sustainability by making smarter choices in how we conduct business. This policy not only serves to reduce our impact on  

the environment, but can also lead to cost savings for our Company and clients.         ii. pOliCY     it is the policy of interpublic and its  

subsidiaries TO REDuCE WaSTE aND liMiT OuR CaRbON EMiSSiONS by focusing on these four 

areas: (1) use energy more efficiently, (2) institute recycling programs, (3) manage travel efficiently and (4) employ green building practices in 

our real estate holdings. Sustainability shall be considered not only in Company/agency activities, but also in planning, operations and outreach, 

as well as with our suppliers and business partners.          WhaT iS SuSTaiNabiliTY?     The u.S. National Environmental policy 

act of 1969 declared as its goal a national policy to “create and maintain conditions under which [humans] and nature can exist in productive 

harmony, and fulfill the social, economic and other requirements of present and future generations of americans.” The most widely quoted definition 

internationally is the “brundtland definition” of the 1987 Report of the World Commission on Environment and Development – that sustainability means  

“meeting the needs of the present without compromising the ability of future generations to meet their own needs.”          iii. SCOpE     

This policy applies to all domestic and international offices of interpublic and its subsidiaries. application of the policy is contingent upon  

available resources.           iV . pROCEDuRE      interpublic ENCOuRaGES sustainable practices within the Company and its subsidiaries. 

Each agency and its employees should make an effort to reduce our impact on the environment.          ENERGY EFFiCiENCY     1. all energy-consuming 

equipment should be switched off when not in use. 2. Reduce electricity used by iT equipment. a. Maintain equipment for optimum performance. b. printers, 

fax machines, copiers, air conditioning units and refrigerators should be checked and cleaned regularly. c. Keep all parts clean and free of dust and blockages 

and follow manufacturers’ advice on servicing schedules in order to maintain OpTiMuM operating efficiency. 3. install low energy lighting when 

existing light bulbs expire. upgrade any standard tungsten light bulbs to energy-saving compact Fluorescent lamps (CFls) which use 75% less energy, produce 

less unwanted heat and last eight to ten times longer.          OFFiCE RECYCliNG     The director of administration or office services at any ipG location 

is encouraged to work with building management to establish best practices to recycle glass, plastic, metal cans, white paper, and mixed paper on site.     

 iT EquipMENT RECYCliNG     1. Electronic equipment that is broken or obsolete must be properly disposed of or sent for recycling to an 

Epa-certified recycling firm. Do not place any electronic equipment in the trash, even if it is broken. Electronic equipment may contain heavy metals 

and other materials that can be hazardous to huMaN hEalTh and the environment. 2. When disposing, selling or donating old computers 

and equipment, be sure to remove any sensitive data as directed by Sp&p 640 physical & Environmental SECuRiTY, and make sure that by 

leaving any commercial software on the machine you are not violating the terms of any software license agreements. Note that files deleted through 

ordinary means (e.g. dragging to the trash on Windows or Macintosh) can usually be recovered. use a secure file deletion utility which ensures 

that the data can not be recovered. 3. The same advice applies to storage media like computer tapes, disks, diskettes, etc. be sure to completely 

remove any sensitive information before disposing of electronic storage media. questions regarding deleting sensitive electronic information should 

be referred to chiefriskofficer@interpublic.com.          papER STORaGE aND DiGiTal RECORD KEEpiNG     1. Reduce storage of paper and 

digital records both in the office and in outside storage, by reviewing retained records against Sp&p 301 Record Retention, and clearing all records 

to be destroyed in compliance with authorized approvers. an annual review of records should be made and records destroyed accordingly. 2. Carefully 

review all digital records scheduled for retention. Records scheduled for longer retention should be retained on secondary cheaper server storage.  

3. Only original records should be stored, destroy copies of originals, aND where possible, refrain from converting digital records to paper.

     TRaVEl     1. SuppORT and provide incentives FOR the practice of carpooling, biking or ThE use of publiC 

transportation when commuting to and from work when possible. 2. For meetings – endorse public transport and video conferencing where possible.     

     builDiNG OpERaTiONS     1. Sharing Facilities is another component to reducing our carbon footprint. ipG Real Estate Sp&p 104 Real Estate 

(domestic only) and 105 Real Estate (international only) require all agencies to look within the portfolio for real estate solutions before committing to 

leasing new office SpaCE. 2. We encourage agencies to employ “Green Designs” when designing their offices. This includes open space planning 

(80% workstations / 20% offices and conference rooms) and efficient energy use planning (i.e. lighting, hVaC, etc.). 

in 2010 interpublic added this company-wide sustainability policy to its standard policies and procedures.  The policy’s goal is to establish best 
practices in which individual employees and the company as a whole can reduce their impact on the environment.
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MEaSuREablE pROGRESS aT iNTERpubliC

a STRONGER ViSiON iN aCTiON: 
iNFORMaTiON TEChNOlOGY
We launched the IPG Data Center Rationalization program in 

2008, the aim of which was to reduce our company’s multiple 

regionally-based data centers to just two main locations that would 

serve as production and disaster recovery sites. In its execution this 

program has had multiple green benefits which have scaled back 

our real estate demands, lessened powering and cooling costs for 

our servers, and reduced our carbon footprint by decreasing the 

need for travel and modernizing our servers. 

Since our Enterprise-level Data Centers were centralized in 2008:

•	 Enterprise-level Data Centers reduced square footage by 49%

•	 Virtual Servers increased by 28% which enabled us to reduce 

the number of racks dedicated to physical servers by 11%

•	 Power consumption by our Enterprise Data Centers reduced 

by 66%

IPG encourages individual employee responsibility to use IT 

resources wisely.  Sustainability practices are endorsed and 

UPGRADED TO LEED CERTIFICATION STANDARDS SINCE 2007
7 AGENCIES

IN RENTABLE SQUARE FOOT 
PER EMPLOYEE FROM 2004 
TO 2012, CREATING 
SMARTER WORKSPACES

23% REDUCTION

IN POWER CONSUMPTION 
FROM ENTERPRISE DATA 
CENTERS SINCE 2008

66% REDUCTION

IN SQUARE FOOTAGE OF 
ENTERPRISE-LEVEL DATA 
CENTERS SINCE 2008

49% REDUCTION

SINCE 2008 IN NUMBER OF 
PHYSICAL SERVERS BY 
INCREASING VIRTUAL SERVERS

11% REDUCTION
DUE TO FURNITURE 
RECYCLING FROM 
2007 TO 2012

$3 MILLION 
IN SAVINGS
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communicated throughout the company.  Some examples: 

•	 Emails should not be printed unless necessary

•	 Double-sided printing is set as a default on capable printers

•	 All PCs and Macs are purchased with Energy Star as a 

standard

•	 Policies are in place for PCs and Macs to enforce a 15-minute 

timeout

•	 Equipment recycling programs are in place

•	 Video conferencing, remote access, and internet meeting 

capabilities are in place that contribute to reduction in travel 

In terms of suppliers, IPG IT actively assesses the credentials 

of our partners and encourages them to adopt environmentally 

friendly policies.  At IPG, we source from a wide base of suppliers 

to ensure economic advantage for our clients; however, where 

possible we support local vendors to boost the economy in 

communities where we operate and to minimize the impact of 

transportation of goods.

Looking Ahead

IPG IT is embarking on a new print strategy called “follow-me-

print” where users are required to use their building ID to release 

print jobs which will reduce paper use especially for abandoned 

print outs.  In addition, we are replacing older printers with 

energy-saving multi-function machines.  

We also are working to reduce dependency on back-up tapes by 

moving to cloud and disk storage.  This will not only reduce our 

use of tapes, but will reduce the storage of tapes in off-site facilities 

and transportation to retrieve data when needed.  In addition, 

power consumption for, and time to complete our back-up process 

will be reduced.
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Each year IPG contributes financially as well as through in-kind 

donations to many organizations that have a positive impact on the 

communities where our employees live and work.  Below is a list of 

organizations to which IPG has contributed during the past year.  

Advertising Educational Foundation

Advertising Hall of Fame

American Advertising Federation 

Atlantic Council

Autism Speaks

Baruch College

Baruch College Fund

Boys and Girls Clubs of America

Catalyst

Committee Encouraging Corporate Philanthropy

Center for Strategic and International Studies

Central Park Conservancy

Do Something Inc.

GENYOUth Foundation

Gilda’s Club NYC, Inc.

Hoboken Family Alliance

INSEAD Management Education Foundation

Jacob’s Cure, Inc.

James Lenox House Association

Jazz Foundation of America

Jewish Community Relations Council of New York

Lincoln Center Corporate Fund

Mayor’s Fund to Advance New York City

Mosaic Awards Event

National Academy Foundation

National Center on Addiction and Substance Abuse

National Hispanic Business Group

National Safety Council

National September 11 Memorial and Museum

New York City Center

New York Pops

New York Urban League

New York-Presbyterian Hospital

NYC Outward Bound Center

NYWICI Foundation

NYWICI Matrix Awards

Ronald McDonald House of New York

Ron Brown Scholar Fund

Roundabout Theatre Company

Starlight Children’s Foundation

St. Thomas University

The Fund for Public Schools

The New York Landmarks Conservancy

Whitney Museum of American Art

CONTRIBUTIONS
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“hands”
McClaren McCann |  pg. 2
The United Way “Hands” campaign 
highlighted the many areas in which The United 
Way of Calgary helps its citizens.  Because of 
the breadth of these areas, and the confusion in 
the city as to how the United Way differs from 
other not-for-profit social service organizations, 
we used the one thing people consistently 
associate with them, the familiar “helping hand” 
logo. The many executions blanketed the city, 
from downtown street ads, to Calgary Transit 
domination, to hundreds of billboards. The 
look was clean, the message was simple, and 
donations were up. 

CD: Mike Meadus
AD: Mark Lobvely

“Creativity is Fueled by Different perspectives”
Carmichael lynch  |  Viewfinder pg. 4, Statue of 
liberty pg. 48, light bulbs back Cover
Diversity is a priority for IPG and for our 
agencies. We work hard to ensure that our 
workforce is representative of the changing 
demographics of our world, and is diverse 
enough to arrive at the most creative solutions 
on behalf our clients. IPG, like its headquarters 
city of New York, thrives on diversity and the 
talented folks at Carmichael Lynch created this 
campaign to represent how important it is to us 
to keep diversity in our sights at all times.

Viewfinder and Lightbulbs
CCO: Dave Damman
AD: Teela Shandess
Senior Writer: William Bloomfield

Statue of Liberty 
CCO: Dave Damman 
CW: Ellie Anderson 
AD: Travis Sterns
Senior Writer: William Bloomfield

Maip “igniting a Talent Revolution” 
McCann/Momentum |  pg. 9
For more than 40 years, the American 
Association of Advertising Agencies (4A’s) has 
run the Multicultural Advertising Internship 
Program (MAIP) which has helped jump-start 
the careers of thousands of multiracial and 
multiethnic aspiring advertising professionals. 
This ad from Momentum and McCann 
Worldgroup recognizes the program’s 
importance to the industry and salutes its 
continued success.

ECD: David Chamberlain
DD: Lawrence O’Toole 
AD: Natahsa Sokulski
CW: JM DaVirro

“let Kids be Kids again”  
hacker Group  |  pg. 23
CASA (Court Appointed Special Advocates) 
is a nonprofit that represents kids who are 
in difficult family situations. Usually, these 
cases involve impending divorce and custody 
disputes. Often the adults struggle with 
substance abuse or mental issues, and the 
children are caught in the middle of an ugly 
battle. In the Spring of 2013, Hacker Group 
produced a two-minute awareness DRTV spot 
that kicked off their fundraising event. The 
full campaign included a poster and print ads, 
as well. The video not only set the tone for the 
entire event, but also helped raise $150,000 
in donations. Even better, it played a part in 
convincing 17 new volunteer advocates to join 
the cause—to help kids be kids again.

ACD: Neal Moore
AD: Becky Gelder
CW: Kevin Platt

“Camp Oochigeas” 
McClaren McCann  |  pg. 29
This ad by McClaren McCann helped publicize 
Camp Oochigeas, which gives children with 

cancer the chance to escape to a magical world 
where sunshine and laughter intertwine, a 
natural wonderland where friendships and 
memories replace worries about hospitals and 
illness. Much more than a summer camp, Camp 
Oochigeas provides year-round programs for 
children affected by childhood cancer.

CD: Mike Halminen
AD: John Alabaszowski/Eric Belanger

“Fix at Four” 
TM  |  pg. 36
“Fix at Four” creates awareness of the proper 
age at which dogs and cats should be spayed 
or neutered. Its goal is to help reduce the 
staggering numbers of unwanted pets killed in 
shelters each year. Over 50% of the more than 
70,000 puppies and kittens born in the U.S. each 
day are the result of accidental litters, primarily 
due to confusion as to when young pets can 
become sexually active. The campaign was 
created by Best Friends Animal Society and TM 
to help bring about a time when there will be no 
more homeless pets.

CCO: Bill Oakley
CD: Chris Bettin, Pamela Coatti
AD: Ryan Beals

“Greenovate boston”
Mullen |  pg. 45
In 2012, the City of Boston selected Mullen 
to lead its branding efforts for a new citywide 
green campaign. The result––Greenovate 
Boston––is a community-driven movement 
to get all Bostonians involved in reducing the 
city’s greenhouse gas emissions 25% by 2020 
and 80% by 2050, as outlined in Mayor Thomas 
Menino’s Climate Action Plan. The campaign 
launched April 2013, and is the first program of 
its kind in the nation. 

CD: Michael Ancevic, Stephen Mietelski, 
Chris Brady
AD: Tom Francesconi

Ad Credits
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approximately 90% of large fish stocks in 
the world’s oceans. This print advertisement 
highlights the small window of opportunity we 
have to save the last 10% before they are pushed 
to extinction. 

CD: Kirk Gainsford
AD: Dane Alexander

Variety Week 
Momentum  |  pg. 91
Variety, the Children’s Charity of St. Louis, has 
been helping children with physical and mental 
disabilities say “I Can!” for over 80 years. 
Momentum was asked to develop a creative 
campaign to spread awareness and drive ticket 
sales for an important Variety event. Campaign 
elements included event invites, posters, ticket 
design, playbill, bus shelters, print ads and 
online banner ads.

CD: Rebecca Reardon, Brent Wilson
AD: David Illig, Jr.

“The power of We” 
Campbell Mithun  |  pg. 96
This “Ramp” execution of Campbell Mithun’s 
“The POWER of WE” campaign for Greater 
Twin Cities United Way features professional 
Circus Juventas performers striking a pose that 
looks like a wheelchair ramp, reinforcing the 
nonprofit’s mission to empower healthy lives. 
The campaign featured three poses, a house, the 
ABCs and a wheelchair ramp, to depict how a 
community, working together, can serve others.  
Creative assets include a centerpiece digital 
video in varying lengths, OOH billboards, 
digital banners, mobile banners and a behind-
the-scenes video capturing the creation of the 
work. The campaign is the eighth donated by 
Campbell Mithun to support Greater Twin 
Cities United Way.

CCO: Heath Rudduck
CD: Bryan DeYoung
AD: Justin Zweig

“like My Community”
hill holliday  |  pg. 103
The “Like My Community” campaign is a 
grass-roots program that takes the platform 
of Responsibility and makes it a tangible thing 
that connects local agents to their communities. 
Agents in Liberty Mutual offices were asked 
to nominate local causes to compete for grant 
money. Giant, 3-dimensional Facebook “Like” 
buttons were built for each cause and placed 
outside the charities’ headquarters. Teaser print 
and outdoor campaigns ran in each market to 
raise awareness and connect Liberty to the 
Facebook Like button and create buzz. Custom 
Facebook pages were created for each city, and 
agents shot videos describing why they believed 
their cause deserved to win. Visitors could 
then like the page and vote for the charity. 
As each social network became engaged and 
more connections were made, the word spread 
quickly and interest in the brand and the 
program grew exponentially.  

CCO: Lance Jensen
CD: David Banta
AD: Kevin Daley

“Escape the Stall”
FCb health  |  pg. 104
The Crohn’s and Colitis Foundation of America 
came to FCB Health, formerly Draftfcb 
Healthcare, to help raise awareness for Irritable 
Bowel Diseases (IBD) that affect over a million 
Americans and their families every year. This 
broad pro-bono campaign aims to help more 
people understand these serious conditions in a 
light-hearted engaging way. 

CCO: Rich Levy
CD: Mike Devlin
AD: Ashleigh Nankivell, Matt Silver, 
Jeff Giermek, Mia Feitel, Jay Rivera

The paper used in this magazine is Forest 
Stewardship Council™ (FSC®) certified. The 
cover paper contain 10% post-consumer 
recycled fiber content. This magazine is printed 
using soy-based ink.

Cover image © Robert Landau/Corbis

For more information on STRONGER, or 
to contribute to future issues, please contact 
Jemma.Gould@interpublic.com.
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“Keep Oakland beautiful” 
lowe Campbell Ewald  |  pg. 49
Litter is Bad. Let’s clean it up for good. That’s 
the rally cry of Lowe Campbell Ewald’s pro 
bono work for Keep Oakland Beautiful. Keep 
Oakland Beautiful’s mission is to create and 
sustain a beautiful, clean, green, litter-free city 
through education, community engagement and 
volunteer action. Through donated media space 
and the help of external production partners, 
Lowe Campbell Ewald executed an integrated 
campaign, including OOH, digital e-cards, TV, 
OLA, email and social, for next to nothing. The 
efforts allowed this underfunded organization to 
make a huge impact in its community.

CCO: Mark Simon
CD: Jim DiPiazza, Becca Loose, Vanessa Witter

#bethestart
MRM Meteorite   |  pg. 61
#bethestart was born to bring a community 
of brands and organizations together to 
communicate positive and useful messages to 
the public in more ways than any single brand 
could do on its own. By bringing aspects of 
sustainable living to life and doing so in all sorts 
of ways, participating companies could help 
individuals get started with sustainability! The 
movement stretched across an entire month, 
recruiting over 40 brands and NGOs to get 
involved in this first-of-a-kind collaboration.

CD: Dan Douglass
AD: Carl Knapper

“i Can Soar” lowe Campbell Ewald  |  pg. 66
Education Achievement Authority (EAA) of 
Michigan is a system of state-run schools that 
operates in 15 of the lowest performing areas 
in the city, providing alternative and innovative 
learning environments in which students 
can achieve success. Lowe Campbell Ewald’s 
campaign, which targets parents of Detroit area 
K-12 students, includes print as well as TV and 

radio. The work features real-life EAA students 
who are given “wings” to soar via elite Detroit-
area graffiti artists who draw various types of 
wings on a brick canvas in the background. The 
result? An inspired child who has the means to 
dream and achieve just about anything in life.

CCO: Mark Simon
CD: Steve Platto, Tom Cerroni, Joe Godard 

perot Museum of Nature and Science
TM  |  pg. 74
The Perot Museum, one of Dallas’ newest and 
most engaging attractions, is breaking down the 
barriers between education and entertainment.  
When TM was awarded such an intriguing 
client, it became a top priority of the agency to 
promote the museum in a way that resonated 
with the true reactions that the Perot receives 
from its daily visitors. We wanted to capture 
the incredible moments of wonder that each 
guest experiences, from the imaginative gaze of 
a child to the child-like curiosity of adults. Just 
like the Perot itself, the campaign gives viewers 
a glimpse into the remarkable world of science, 
and also leaves them wanting more.

CCO: Bill Oakley
CD: April Steinbach, Stephanie Fisher
AD: Allison Hembd

Microloan
lowe Singapore  |  pg. 77
The MicroLoan Foundation makes small loans 
and provides training for impoverished women 
in sub-Saharan Africa to help them establish 
their own businesses. In May 2013, 200 poster 
sites in rail stations across the South-East were 
donated to MicroLoan. Given the limited dwell 
time in busy stations, Lowe’s objective was to 
create a captivating design that would quickly 
and simply tell a new audience about the highly 
effective way MicroLoan uses donations. Once 
a woman’s business is up and running, she uses 
her profits to repay her loan, and MicroLoan 
then loans that money to help more women. 

The poster shows how donations are used again 
and again, helping woman after woman in an 
endless cycle.

CDs: Andy McAnaney, Christian Sewell

angelique 
Weber Shadwick |  pg. 78
Weber Shandwick worked with the United 
Nations Foundation and the UN to launch the 
global Sustainable Energy for All initiative. 
Weber Shandwick created the initiative’s brand 
and campaign outreach to reach decision-
makers in the private sector, government and 
civil society. The platform of Sustainable 
Energy is Powering was a key component 
of immediately articulating the multiple 
benefits and beneficiaries of sustainable 
energy. Additionally, Weber Shandwick 
launched the initiative and provided strategic 
communications counsel and implementation 
at key regional rollout events in Abu Dhabi, 
Brussels, New Delhi, Barbados and Nairobi and 
during the Rio+20 Conference. The campaign 
garnered more than 100 articles across global 
outlets such as the BBC, The New York Times, 
The Guardian and Reuters. 

“potential”
McClaren McCann  |  pg. 85
McClaren McCann created this campaign for 
the YMCA Canada. YMCA Canada is focused 
on community support and development. 
One of the organization’s many services is to 
provide children with opportunities for personal 
growth, community involvement and leadership. 
Building strong kids, strong families, and strong 
communities.

CD: Mike Halminen
AD: John Alabaszowski, Eric Belanger

Endangered Wildlife Trust
lowe Cape Town  |  pg. 89
In the last 50 years we have devastated 

Ad Credits Continued Ad Credits Continued
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As one of the world’s 
leading marketing 
and communications 
companies, we employ  
45,000 talented people 
from different cultures, 
backgrounds and beliefs. 
These differences are 
what make us the creative, 
innovative company 
we are today. For more 
information on us and  
the industry, please visit 
www.interpublic.com.


