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Global Marketing Leadership Summit 2010 
Shanghai, London, Amsterdam, New York, Singapore ²ƘŀǘΩǎ ƴŜǿΚ 

Today almost every marketer works for, or competes 
ŀƎŀƛƴǎǘΣ ŀ Ǝƭƻōŀƭ ōǊŀƴŘΧΦ  



Global Marketing Leadership Summit 2010 
Shanghai, London, Amsterdam, New York, Singapore ²ƘŀǘΩǎ  bŜǿ 

Today almost every marketer works for or competes 
ŀƎŀƛƴǎǘ ŀ Ǝƭƻōŀƭ ōǊŀƴŘΧ 

 
Just ten years ago things were very different 



Global Marketing Leadership Summit 2010 
Shanghai, London, Amsterdam, New York, Singapore Insight 

What made you successful in the past, is not what will make you 
successful in the future 



Global Marketing Leadership Summit 2010 
Shanghai, London, Amsterdam, New York, Singapore Our Purpose 

¦ƴƭŜŀǎƘƛƴƎ Dƭƻōŀƭ aŀǊƪŜǘƛƴƎ tƻǘŜƴǘƛŀƭϰ 



Global Marketing Leadership Summit 2010 
Shanghai, London, Amsterdam, New York, Singapore What we do 

Unleashing Global Marketing Potential 
 

Å Global Marketing Leadership 
Å Global Marketing Teams 
Å Global Marketing Strategy Processes 
Å Global Marketing Organizations 
Å Global Marketing Training Programs 



Global Marketing Leadership Summit 2010 
Shanghai, London, Amsterdam, New York, Singapore 2001 - 2011: EffectiveBrands  

New York - London - Amsterdam - Singapore - Paris - Tokyo 
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Global Marketing Leadership Summit 2010 
Shanghai, London, Amsterdam, New York, Singapore 2010 - THE GLOBAL BRAND CEO 



Program 

1 What Keeps Global Marketers Awake at Night 

2 The WHAT: Characteristics of Winning Global Brands 

3 The HOW: Drivers of Effective Global Brands 

4 Bringing it All Together: Dirt is Good Case Study 



Global Marketing Leadership Summit 2010 
Shanghai, London, Amsterdam, New York, Singapore 2002 - 2011: [ŜŀŘƛƴƎ Dƭƻōŀƭ .ǊŀƴŘǎϰ Study 

250 Global Brands - 21,500 Contributors 



     Key LGB Findings 



Thomas Friedman 



Global Youth Culture 



(Chinese) Youth 



Marketing Organizations are Globalizing 



Marketers are Globalizing 

What Keeps Global Marketers 
Awake at Night? 



Touch-point Explosion and Lack of Control 



Total Transparency ς Role of Reputation vs. Marketing 



New, Faster, Global Competitors 



Clarity on Roles & Responsibilities 



Internal Focus 



Disconnected Pockets of Excellence 



What Keeps Global Marketing Leaders Awake? 

 

Å/ƻƴǎǳƳŜǊΩǎ tǳǎƘƛƴƎ .ŀŎƪ ŀƴŘ [ŀŎƪ ƻŦ ΨControlΩ 

ÅTotal Transparency: Role of Engagement vs. Marketing 

ÅNew Competitors & Retailer Competition 

ÅLack of Role Clarity 

ÅInternal Focus 

ÅDisconnected Pockets of Excellence 

 

 

In Summary 



Global Marketing Leadership Summit 2010 
Shanghai, London, Amsterdam, New York, Singapore Characteristics of Winning Global Brands 

The WHAT: 
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Shanghai, London, Amsterdam, New York, Singapore Drivers of Effective Global Brands 

.. And The HOW 



Programme 

1 What Keeps Global Marketers Awake at Night 

2 The WHAT: Characteristics of Winning Global Brands 

3 The HOW: Drivers of Effective Global Brands 

4 Bringing it All Together: Dirt is Good Case Study 



Global Marketing Leadership Summit 2010 
Shanghai, London, Amsterdam, New York, Singapore Characteristics of Winning Global Brands 

The WHAT: 



1. Universal Truths 



Long and Healthy Life 



Giving children a good start 



Positive Relationships & Happiness 



Health 



Education 



Protect the world 



Universal Truths ς Axe Target 



2. Purposeful  
Positioning 



Purposeful Positioning 


