
In the generation of shifting from traditional advertising to branding, what does the agency of the future look 
like and why is it more effective than what is mostly used now?

The agency of the future that everyone should be moving towards is about brands. It encompasses public 
relations and advertising with a common strategy that moves toward the overall influence of a brand.  

A brand can be influenced by outside sources, but the public and consumers really determine the brand of 
a product, service, or company. Currently, most traditional advertising agencies simply do advertising. Many 
have the brand in mind, but they can only influence a small part of it.1 Public Relations agencies are the same 
way, and only have small influence over the overall brand. 

Lets look at the restaurant chain Wendy’s. Wendy’s advertising agency of record is Kaplan Thaler Group.  
Kaplan can release amazing advertisements and really make the Wendy’s brand something special, but they 
can’t control the public relations. Most consumers still remember the 
“finger in the chili” incident in 2005, which turned out to be a hoax, 
but was a public relations nightmare.2 Regardless of the advertisements 
Kaplan turns out, the brand will be influenced by incidents like this, in-
store atmosphere, customer service, and other factors.  

Advertising and public relations individually only control part of the 
influence on the brand, and these influences could potentially contradict 
eachother. An all-inclusive agency that handles both advertising and 
public relations in house with a common strategy could be much more 
effective. As Kelsey Bernert-Coffrin of Weiden and Kennedy Portland 
said, when working with one project, it is much easier and more effective 
to work with in-house teams than another company or agency. 

Social media has become an enormous way for companies to gather 
customer comments about the way they feel about a brand, as well as a medium for consumers to participate 
in an advertising campaign. A good example of this is the Old Spice campaign by Weiden and Kennedy earlier 
this year, in which Isaiah Mustafa replied via YouTube to public comments posted throughout the web. As an 
important medium for both public relations and advertising, social media blurs the line between what each 
agency should be in control of. With an overall brand agency that houses both public relations and advertising, 
social media could be more effective for both uses, because the line between what is advertising and what is 
public relations disappears and becomes unnecessary. 

Some agencies, such as co: collective are calling themselves branding agencies, rather than advertising 
agencies. These are on the right track, but their contributions to overall brand influence are still limited. This 
type of agency, which in the future could also includes a public relations department will be unbeatable, and 
place their brands above others with one consistency, common strategy.
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One of the largest criticisms of advertising is that it oppresses women and displays them as objects for sex.3 
How have advertisers used this common criticism to empower women and gain their trust through brands?

There is a common phrase in defense of oppressing advertisements: “sex sells.” I don’t really think sex 
sells at all, emotion creates a brand, which sells products, and sometimes sex is part of that. By conforming 
to other advertising and  marketing products towards men by using sexy women, advertisers settle into the 
average zone. It’s not bold. It’s boring. Twenty years ago it was new and exciting, but now, sexy women on 
billboards is nothing special. 

A good example of “sex sells” vs. “emotion sells,” is men’s body wash. Two big companies, Unilever and 
Proctor and Gamble, take completely different strategic approaches to advertise their products. Axe takes this 
“sex sells” traditional approach. They assume that since they are advertising men’s body wash, men will be 
buying the body wash. The advertisements use many large-breasted women falling for a man who uses Axe. 
The problem is that men don’t buy their own body wash; their wives do.4 Most women don’t want to buy 
a product that displays women as animals attracted to Axe. They don’t want their man to have sex with any 
large-breasted women, so they don’t buy them Axe.5 

So who buys Axe? Un-married middle-school aged boys who dream of herds of women chasing them 
down the beach. Axe made themselves that brand, and realizes it, so they must continue, or risk abandoning 
all those boys dreaming of those women. Rather than trying to change that, Unilever, the company that 
owns Axe and Dove, came out with a whole new product, Dove for Men. Dove for Men is perfect because 
women already love Dove. They love Dove’s 2006 “Campaign for Real Beauty,” which shows that all women 
are beautiful, regardless of shape or size. Dove for Men capitalized on an already strong brand and took large 
market-share in men’s body wash upon introduction.

Old Spice also realized that mostly women buy men’s body wash, so they created a character who 
women and men would both love, the Old Spice man, Isaiah Mustafa. The Old Spice man is sexy and sleek; 
his “Hello Ladies,” sends shivers down women’s spines everywhere, reminding them that their man could be 
like the Old Spice man. For men, he offers humor, and the line, “smell like a man, man” resonates. Both Old 
Spice and Dove put women in control of their bodies and their man’s body, while Axe takes power away and 
gives it to men, making women appear animalistic, like they are there to serve their man.  

Advertisers have a huge opportunity to make women feel good about themselves, that only a few brands 
have taken advantage of, including Dove and Nike. Not only is this an opportunity to target women, it is 
also part of building brand karma and doing good things, while making the advertising community better.
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What does it mean for a brand to create a meaningful brand experience and why is it impor-
tant?

A meaningful brand experience is what all companies should strive for. It is when a consumer cares for a 
brand and thinks of the brand because the brand makes their life better in some way.6 This could be through 
humor, community service, or overall brand karma: doing good things for seemingly no profitable reason. 
When a consumer thinks of your brand, what do they think of: family days at the beach, or long lines at 
the grocery store; a community of helpful participants, or poor one-sided customer service; sitting by the 
fireplace with a lover, or being stuck in traffic with your dirty billboard in site? Hint: you want the first in 
each situation. 

Take Apple for example: they offer a very positive brand experience. From brightly colored murals 
with shadowed figures dancing to their white iPod earbuds to sleek user-friendly computer interface to 
helping disabled people gain life back.7 Having a “Mac” is being more popular; it’s not having to defend a 
PC. A Mac is an experience. It gives the opportunity to take pictures, make movies, and create music, all 
with built-in software. Apple is always updating, always creating new, innovative products, first. Take the 
iPhone, introduced four years ago and still no other company can come close to the accuracy of the touch 
screen. Apple is innovative and allows consumers to be producers and participants, making applications, and 
choosing which programs each individual wants, avoiding unwanted screen clutter. Apple has created this 
huge brand by being innovative and sleek, and by not making people mad. 

Each class speaker in J456 Creative Strategy has said something similar to this: make consumers happy, 
don’t be annoying, and create something worth experiencing. Doing these things is a huge part of brand 
karma and creating that meaningful brand experience. Other brands that do a good job at this are: Sprint—
offers the option to skip their commercial during online shows. Pepsi—contributes money to jumpstart 
community ideas and has entertaining commercials. The Gap—knows and respects their target audience of 
comfortable and classy young people. Many more brands create the experience, these are examples of things 
a company can do to improve their brand. 

It takes more than one good thing to boost a brand; it takes good, clean, exciting advertising, great 
public relations, actual customer service, and overall respect for consumers and competitors. A brand is 
like a measure of trust that consumers have in your company. Each step is a brick of the pyramid that is a 
meaningful brand experience, but once a brick is pulled out from the bottom, the whole thing collapses, and 
the building process begins again. 
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