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Shockvertising – Playing dead in the public Shockvertising – Playing dead in the public 

Source: http://www.trendhunter.com/photos/21424/7

Shockvertising is often used to create emotional 
attention. Here are some examples from DDB Argentina 
to promote a pop culture magazine called Los 
Inrockuptibles. 
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Advertising for strong hair Advertising for strong hair 

Source: http://tinsiders.blogspot.com/2008/04/strengthen-your-hair.html



Streetbike Event  Streetbike Event  

Source: http://www.cherryflava.com/cherryflava/2008/07/heres-the-guy-w.html



BMW Hour Glass  - EventBMW Hour Glass  - Event

BMW has installed a gigantic hour watch to the 
European Launch of the new BMW 7 series on the red 
square in Moscow. The upper part of the hour watch 
was filled with thousands of silver balls which hid the 
car.  
During the kick-off party the car was gradually revealed 
as the balls fell to the lower level.
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Guerilla Marketing: Ikea thinks ‚out of the box‘Guerilla Marketing: Ikea thinks ‚out of the box‘

Ogilvy Frankurt created for Ikea an impressive guerilla event: Balconies which looks like storage 
boxes.
Ogilvy Frankurt created for Ikea an impressive guerilla event: Balconies which looks like storage 
boxes.

Source: http://www.cherryflava.com/cherryflava/2008/06/ikea-thinks-out.html



Guerilla Marketing: Studio ApartmentGuerilla Marketing: Studio Apartment

Another guerrilla activity example from Ikea:  For a store 
opening the box 'apartment' was positioned like 
accidental. The „Studio Apartment“ was furnished with 
Ikea furniture  to demonstrate  what can be done with a 
small space.
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Source: http://www.guerrillapromos.com/2008/06/guerrilla-case-study-ikea-opens-in.htm
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Nokia N 95 instead of great pockets Nokia N 95 instead of great pockets 

At first glance this website is not by Nokia. The benefits of the mobile multimedia 
computer N95 are demonstrated with a lot of English humor. 
At first glance this website is not by Nokia. The benefits of the mobile multimedia 
computer N95 are demonstrated with a lot of English humor. 

Source: http://www.greatpockets.com/index.php



Human MirrorHuman Mirror

„Improv Everywhere“ (artist group from NY)  causes scenes of chaos and joy in public places. 
For their latest mission „human mirror“ they casted identical twins and filled a subway car with 
them. Source: http://improveverywhere.com/2008/07/06/human-mirror/

„Improv Everywhere“ (artist group from NY)  causes scenes of chaos and joy in public places. 
For their latest mission „human mirror“ they casted identical twins and filled a subway car with 
them. Source: http://improveverywhere.com/2008/07/06/human-mirror/

Source: http://improveverywhere.com/2008/07/06/human-mirror/



Adidas: Ajax Amsterdam Shirt Swap ViralAdidas: Ajax Amsterdam Shirt Swap Viral

In Holland Adidas initiated a guerilla 
promotion: People on the street are asked to 
changed their T-shirts as footballers do.

In Holland Adidas initiated a guerilla 
promotion: People on the street are asked to 
changed their T-shirts as footballers do.

Source: http://www.viralblog.com/2008/07/07/adidas-ajax-amsterdam-shirt-swap-viral/



Source: http://www.jungeschachtel.de/dwl/portfolio_n_dautzenberg.pdf

Ad proposal Ad proposal 



Digital Campaign for Natural Born GrillersDigital Campaign for Natural Born Grillers

To  strengthen the quality consciousness for beef and 
lamb in the target group " Grillers",  a digital campaign 
of  Beefy and Lamby was launched.  In addition a BBQ 
quiz has been conducted and a Facebook-Widget was 
established.

To  strengthen the quality consciousness for beef and 
lamb in the target group " Grillers",  a digital campaign 
of  Beefy and Lamby was launched.  In addition a BBQ 
quiz has been conducted and a Facebook-Widget was 
established.

Source: http://www.viralblog.com/2008/07/23/beefy-lamby-natural-born-grillers-campaign/



Walls Hacked With LegoWalls Hacked With Lego

Jan Vormann, a German artist, has done this 
work to support an italian artist group called 
„20 Eventi“. 

In Italian villages near Rom, holes in the wall 
were filled out with plastic construction 
pieces. 
http://www.janvormann.com/dispatchwork.ph
p
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Post-it campaign against violencePost-it campaign against violence

In Copenhagen a post-it campaign against 
violence was accomplished by a group with 
the name Vandals Against Violence. 
Handwritten statements against violence 
were, written on yellow post-it-papers, 
distributed all over the city. 

Source: http://www.guerrilla-
innovation.com/archives/2008/04/000648.php

Video on Youbube: 
http://www.youtube.com/watch?v=5wXDQ01
Wwdg
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Glide Dental Floss Advertising in NY Glide Dental Floss Advertising in NY 

Saatchi & Saatchi NY developed an 
eyecatching guerilla promotion for Glide 
Dental Floss. 

Source: http://commercial-
archive.com/node/144290
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Adhesive whichs holds for everAdhesive whichs holds for ever

Source: http://commercial-archive.com/Printads
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Global AdvertisingGlobal Advertising

Nielsen Media reports about the global advertising development: 

• First Quarter Global Advertising Up 4% from 2007
• China World's Fastest-Growing Advertising Market
• Africa grew by over 16 %.
• Asia Pacific region recorded almost 10 % growth. 

• In the more developed regions of North America and Europe, growth was considerably slower -
North America's ad spending figures climbed by just 1 % and remained flat in Europe (-0.4%). As a 
result these two regions lost one point of share respectively to Asia Pacific.
•The advertising market in Europe remained flat over the first quarter of 2008. Television, which 
accounts for almost 50% of total European advertising spend, is the only media type showing positive 
growth (+2.2%). The slow economic growth of many European markets and the effects of economic 
uncertainty have had an impact on advertising trends across the region, however there is an 
expectation that the recent UEFA Euro Cup 2008™ and the upcoming Olympic Games will have a 
positive influence on advertising spend in the second half of the year. 
• According to Nielsen experts in Germany, the first three months of 2008 saw almost 30 million 
Euros being invested in campaigns with a direct or associated reference to the UEFA European 
Football Championship™ in that country.

See report under http://www.nielsenmedia.com
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German advertising market German advertising market 

Nielsen: Direct Mail is very important media 
strategy in Germany 

In the first six month of 2008 the German 
advertising market registered a volume of 12.7 
billion €. 

Direct mail is the fourth most important 
medium after television and Print (a share of 
14,1 %). 
1,8 million were spent  for  Direct-Mail. For 
comparison : British companies invested 1.1 
million €.

On average, companies invest 45,-€ per 
household for direct mailing. Biggest spender 
is Quelle (65,3 million  €) followed by retail 
giant real ( 49,4 million €) and Otto Versand
(39 million €).

Source: 
http://www.horizont.net/aktuell/marketing/page
s/protected/show.php?id=77960&openbox=0
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Online-Study Germany 2008 Online-Study Germany 2008 

The survey „Online Atlas 2008 “ published 
following insights about internet usage in 
Germany:

• Two thirds of the Germans are online.
• The share of online usage increases nearly 5 %.
• 42 millionen people are online. This is an 

increase of 3 million.
• The share of people which are offline is 

the first time lower than 30 %.
• The height of the share in male users is 

above average.
• Importance of broadband is growing: 65  % 

of the online users  uses broadband.
• Broadband is standard by now in Germany.
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Study: „Green Evangelists“ Are Spreading Eco-Friendly 
Message Study
Study: „Green Evangelists“ Are Spreading Eco-Friendly 
Message Study

A new study by AMP Agency found that green 
attitudes and behaviors are less of a fad and, 
instead, are the makings of a macro movement.
For its Green AMPlified study, AMP surveyed 
3,200 consumers ages 18-49 to capture 
opinions, beliefs and perceptions of people's 
relationships with the "green movement." 

19 % of respondents were defined as 
"Influentials" or "Green Evangelists"—those who, 
after learning that a company is environmentally 
friendly, are very likely to recommend the 
company and/or its products to others. Green 
Evangelists tend to be in the 18- to 30-year-old 
age range and 57% are female, the study found.

"We believe green is past the point of being a 
trend . It's a part of how we work and live," said 
Toomey, svp-consumer insights at AMP.  "It's a 
movement and its not going away. If we do this 
study in five years, I believe it will be higher.„

Read more:
http://www.brandweek.com/bw/content_display/esearch/
e3i0e5e7151b1d77beb85114d6024127c25
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To Save Gas, Shoppers stay home and clickTo Save Gas, Shoppers stay home and click

The  NYTimes has  published, that online 
shopping booms in the USA,  because of the 
high gas prices the consumers more seldom 
use the car for shopping: 

A number of retailers — including Gap, 
Victoria’s Secret and J. C. Penney — are 
experiencing double-digit sales growth at their 
shopping Web sites, creating a surprising bright 
spot during an otherwise gloomy time for sales 
in brick-and-mortar stores. 
One popular strategy for getting shoppers’
attention is offering free shipping, in contrast to 
many other businesses, like airlines, that are 
adding surcharges and other fees to offset their 
higher costs. 

Complete article: 
http://www.nytimes.com/2008/07/19/business/19shop.ht
ml?_r=2&oref=slogin
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The Green ISSUE The Green ISSUE 

BrandsOutlaw Consulting surveyed 100 of its most forward trendsetter panelists, asking them for 
a list of their favorite "green brands„. They  asked them what these companies were doing to be 
green, and why it resonates. 

The sample consisted mostly of the first wave of Gen Y, ages 21-29 - and it's important to note 
that these are trendsetters in image categories (fashion, music, nightlife), not necessarily in 
issues of sustainability. They are far from experts. 
The aim was to discover which companies are going beyond the niche segment of hardcore 
Greenies to win over influential Gen Y's. The following articles explain the "whys" behind the list 
of companies, illuminating several tips on how to win this generation's respect by showing your 
green side - sometimes in surprising ways.

Most important result:
• Be a leader: Many companies made  of the Top 15 list because they are seen as trailblazers, 
having been among the first in their category to go green. 
• Minimal Design = Green Design
Imagery that is highly minimal, streamlined, and without excess can communicate that a product 

is green – sometimes even regardless of the company’s environmental practices.
• The Category Is Key  
Trendsetters are the first to admit not all of their purchases are green. According to many 
trendsetters, it depends on the category.
Source: http://www.outlawnewsletter.com/newsletters/green-issue
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1. Anti-Trend: 
Older Consumers Think Recycling is a waste
1. Anti-Trend: 
Older Consumers Think Recycling is a waste
In the May 2008 study among 2,602 U.S. adults, 
people checked off various personal actions they 
were taking to be more green compliant, such as 
recycling (91%), paying bills online (73%) buying 
locally produced food and goods (49%) and 
installing resource-friendly appliances (46%). 

Then,  the study asked those who said they 
hadn't made adjustments to their lives why they 
hadn't, and the reasons they gave often resulted 
in distinct generational patterns. For instance, 
the most befuddled award goes to echo boomers 
(age 18-31), 40% of whom who said "I don't 
know what to do." This contrasted with 19% of 
the older and wiser "matures" (age 63-plus). 

Now, of all the cohorts studied, the matures are 
the least familiar with what the term 
"environmental sustainability" meant--only three 
in 10 have heard it used--but they know to throw 
the Snapple bottle in the blue recycle bin.
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See article under: 
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_display/news-and-features/packaged-
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2. Anti-Trend:
Forget the Environment Say the 'Never Greens'
2. Anti-Trend:
Forget the Environment Say the 'Never Greens'

In times as consumers flee gigantic trucks for 
environmentally friendly small cars and hybrids, 
there are also people who refuses this trend.
These people are part of a small but persistent 
new consumer demographic: The "Never 
Greens"— people who either don't care or are 
not interested in America's new passion for 
sustainable, green products.

About 10% of the population are Never Greens, 
according to a survey by Mintel International in 
Chicago, a research firm. 

The Never Greens don't buy green products, 
don't remember green advertising when they 
see it and are irritated by it even if they do, 
according to Mintel.

More: 
http://www.brandweek.com/bw/content_display/news-and-
features/packaged-
goods/e3i74e046bb4149b4ceb6447b516cab76e6
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Study: E-Mail is The Most Effective Form of Direct 
Response
Study: E-Mail is The Most Effective Form of Direct 
Response

E-mail is now the most popular form of direct 
response marketing, per a new survey of large 
U.S. corporations conducted by Direct Partners.  

E-mail is used primarily by 35% of companies 
compared to 25% which use traditional direct mail 
and 21% who use package, statement stuffers or 
free standing inserts

The finding echoes a study from last fall from 
MarketingSherpa, where participants reported 
that "house e-mail marketing" delivered the best 
return-on-investment in terms of direct response.

The results of the Direct Partners study were 
derived from 30,000 surveys sent in April to 
senior executives at companies with 2007 
revenues exceeding $100 million. Twenty-eight 
percent of respondents said that e-mail works 
most effectively for them, with 24% reporting that 
direct mail does the best job.

Full article: 
http://www.brandweek.com/bw/content_display/n
ews-and-
features/direct/e3i36f09c881b6aded42e6f8b7582
1fc0b5
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Reaction to the Heinz Deli Mayo TV Ad – shows 
cultural differences
Reaction to the Heinz Deli Mayo TV Ad – shows 
cultural differences
For us in Germany a harmless commercial in 
the US society a scandal: 
A commercial of Heinz Deli Mayo featuring a 
gay kiss has been pulled after less than a 
week on air after viewers complained to the 
Advertising Standards Authority that it was 
“offensive” and “inappropriate to see two men 
kissing”. 
(Source: UTalkMarketing)
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Study: Consumers' Experience with In-Game-Content 
& Brand Impact of In-Game-Advertising
Study: Consumers' Experience with In-Game-Content 
& Brand Impact of In-Game-Advertising

In-game advertising can positively influence 
the opinion of consumer about a brand and is 
able to increase the brand awareness. This is 
the result of the study "Consumers' Experience 
with In-Game-Content & Brand Impact of In-
Game-Advertising„. 

Important results:
• 82 % of the  players react positively to 

commercials in computer games 
• The positive perception of all products which 

were shown  in the game, rose around 61%.

http://www.kontakter.de/kontakter/news/online/
index.html
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Public TV Broadcaster  grow older with their viewer Public TV Broadcaster  grow older with their viewer 

Publicly owned television stations  grow older 
with their viewer. 
Finally publicly owned television stations 
recognize,  that a target group definition 
between 14 to 49 years  is irrelevant because 
50 + is driving consumption. 
.
http://www.wuv.de/news/unternehmen/
meldungen/2008/07/101805/index.php
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The Status of Women in AdvertisingThe Status of Women in Advertising

July 2008

“The Feminine Mystique: The Status of Women in Advertising, Marketing and Media – and its 
Impact on the Bottom Line,” was held at the New York Athletic Club on Thursday June 26th. 
The NYAC was the site of an energetic discussion from a panel of industry professionals who 
evaluated the heights women have reached in the agency and corporate worlds today. 

Dr. Bob Deutsch, cognitive anthropologist and founder of Brain-Sells, opened the program by 
discussing gender differences and their effects on behavior and work style in the work place. 
He went on to explain that both “thinking and feeling” is not only critical to career growth and 
decision-making but, also, essential in relationships with global partners of different cultures 
and as the modus operandi in a post-9/11 world. 

Becky Quick, co-anchor of CNBC’s Squawk Box, moderated the conversation among the four 
panelists: Trudy Hardy, Marketing Manager, MINI USA; Perry Yeatman, SVP, Corporate Affairs, 
Kraft Foods, Inc.; Tim Armstrong, President of Advertising and Commerce, Google; and Sheri 
Baron, President and COO, Gotham Inc. 

Each panelist brought an interesting perspective to the topic that included observations about 
mentoring, career choice, taking risks and the mommy track. 

http://www.designtaxi.com/news.jsp?id=19798&monthview=0&month=6&year=2008

July 2008

“The Feminine Mystique: The Status of Women in Advertising, Marketing and Media – and its 
Impact on the Bottom Line,” was held at the New York Athletic Club on Thursday June 26th. 
The NYAC was the site of an energetic discussion from a panel of industry professionals who 
evaluated the heights women have reached in the agency and corporate worlds today. 

Dr. Bob Deutsch, cognitive anthropologist and founder of Brain-Sells, opened the program by 
discussing gender differences and their effects on behavior and work style in the work place. 
He went on to explain that both “thinking and feeling” is not only critical to career growth and 
decision-making but, also, essential in relationships with global partners of different cultures 
and as the modus operandi in a post-9/11 world. 

Becky Quick, co-anchor of CNBC’s Squawk Box, moderated the conversation among the four 
panelists: Trudy Hardy, Marketing Manager, MINI USA; Perry Yeatman, SVP, Corporate Affairs, 
Kraft Foods, Inc.; Tim Armstrong, President of Advertising and Commerce, Google; and Sheri 
Baron, President and COO, Gotham Inc. 

Each panelist brought an interesting perspective to the topic that included observations about 
mentoring, career choice, taking risks and the mommy track. 

http://www.designtaxi.com/news.jsp?id=19798&monthview=0&month=6&year=2008
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Radiohead: Smart Use Of Video & Social MediaRadiohead: Smart Use Of Video & Social Media

The British music band Radiohead  produced 
a video for its song House of Cards from the 
album In Rainbows in a new innovative 
technical way. No cameras or lights were 
used. Instead two technologies were used to 
capture 3D images: Geometric Informatics 
and Velodyne LIDAR. 
The making-of-video is very interesting for art 
directors and interactive agencies 

Source: 
http://www.viralblog.com/2008/07/21/radiohe
ad-smart-use-of-video-social-media/
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NikePhotoiD – Shoot your coloursNikePhotoiD – Shoot your colours

Nike announced  the launch of NIKE 
PHOTOiD, a mobile initiative that allows 
European consumers the opportunity to 
create personalized footwear from the visual 
world around them. NIKE PHOTOiD instantly 
analyses consumers’ own photos, matches 
the two most dominant colors to the NIKEiD
palette and applies the colors to a chosen 
customizable shoe design.
The footwear design can be saved as mobile 
wallpaper, sent to a friend, and, by entering 
the unique DESIGNiD at NIKEiD.COM, 
consumers can link directly to their design to 
Complete and buy.

http://www.akqa.com/nikephotoid/
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Yahoo InnovationsYahoo Innovations

Yahoo works intensively on new innovations, 
in order to be always up to date.
Besides Yahoo Search and Yahoo Mail,  
Yahoo has launched new services. 
Read the article by the trendhunter magazine 
in which 14 innovations - from Yahoo Mail to 
3D News – are described: 

http://www.trendhunter.com/trends/14-yahoo-
innovations-yahoo-mail-3d-news
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Brand extension: Digital CoffeeBrand extension: Digital Coffee

MSNBC.com Opens Digital Cafe
News site focuses on brand extensions

NEW YORK Midtown Manhattan's Rockefeller 
Plaza is home to a new, sleek, oh-so-stylish 
cafe. For workers in nearby office buildings or for 
tourists that flock to the site, it's a comfortable 
place to unwind, grab a sandwich or a coffee, 
check e-mail, surf the Net via free Wi-Fi or check 
the news on MSNBC.com, the owner of the 
facility.

The MSNBC.COM Digital Cafe, which had a soft 
launch two weeks ago and will be fully 
operational in mid-July, is one of several brand 
extensions the company is creating in an effort to 
deliver its content in new and interesting ways.

http://www.adweek.com/aw/content_display/news/digital/
e3i9a3650f4bf2de2997a1479a9f2c20a83
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Cigarette machines recognize ages of the smokerCigarette machines recognize ages of the smoker

The Japanese tobacco industry has 
developed a face recognition machine to 
determine if a customer is over the legal 
age for buying tobacco,

Source: 
http://derstandard.at/?url=/?id=3397171
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Hybrid vs. Electric carHybrid vs. Electric car

Hybrid- a trend only for a niche 

Which engine drive will succeed in 
consideration of the expensive oil?
Bosch does not believe in the hybrid concept 
because it needs two motors.  But Opel 
doubted the  triumphal   procession of the 
electric car. Thus there is hope for the Diesel. 
http://www.manager-
magazin.de/unternehmen/artikel/0,2828,druc
k-565514,00.html
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New technology searches for keywords in youtube
videos 
New technology searches for keywords in youtube
videos 
New gadget for iGoogle: Based on the 
"speech-to-text technology"  Google users 
can search for words in videos.
It is possible to search through hundreds of 
YouTube political videos for what was spoken 
and watch the snippet where your query term 
was mentioned.

http://www.google.com/ig/directory?root=/ig&
dpos=top&url=www.google.com/ig/modules/e
lections_video_search.xml
Or 
http://www.ethority.de/weblog/index.php/archives/2008/neue-
suchtechnologie-sucht-in-youtube-videos/
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