
 

 
Page 1 of 11 

Session: Dear Brands, Let’s Sail to the Future! 
 
Synopsis 

On your marks – get set – and march to the future of marketing! And competition is intense so 
there’s no room for complacency!  
 
In this session journeying into a new era of branding, leading Chief Marketing Officers share tricks 
and tips on how they keep ahead of the pack with innovative campaigns embracing global trends, 
and – reveal how future marketers should story-tell and enhance brand experiences. 
 
Moderators 

▪ Mrs Bonnie Chan Woo  
Chief Executive Officer, Icicle Group Holdings Limited 
 

▪ Ms Mi Li 
Head of Global Marketing, South China Morning Post 
 

▪ Ms Karen Koh 
Founder, Intermedia 

 
Speakers 

▪ Ms Bozoma Saint John 
Chief Marketing Officer, Endeavor;  
Former Chief Brand Officer, Uber;  
Former Head of Global Consumer Marketing, iTunes & Apple Music; 
Former Head of Music & Entertainment Marketing, PepsiCo. 
 

▪ Dr Marcelo Pascoa 
Head of Global Brand Marketing, Burger King 
 

▪ Mr Juno Mak 
Creator, Kudos Films Ltd. 
Creator, Imagine.Nation Entertainment Ltd. 
Creator, Chapel of Dawn Co. Ltd. 
 

▪ Mr Jonathan Mildenhall 
Co-Founder & CEO, TwentyFirstCenturyBrand 
Former Chief Marketing Officer, Airbnb 
Former Vice President of Global Advertising Strategy and Creative Excellence, The Coca-
Cola Company 
 

▪ Mr Keiei Sho 
Executive Officer, General Manager of Overseas Business Division, Calbee, Inc. 
 

▪ Mrs Michelle Cordeiro Grant 
Founder and CEO, LIVELY 
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Summary 

The first moderator Mrs Bonnie Chan Woo, introduced Ms Bozoma Saint John, Chief Marketing 
Officer, Endeavor.  
 
The soundtrack for this moment was Beyoncé’s song “Run the World (Girls)”, and Mrs Woo did 
not miss the chance to comment that Ms Saint John is a girl who runs the world. Mrs Woo also 
quoted Beyoncé, by admitting not to be bossy, but “being the boss”, together with Ms Saint John.  
 
As the first part was a Q&A format presentation, Mrs Woo asked questions and Ms Saint John 
provided answers supported by videos on the screen. Audience also intervened by sharing 
questions on a platform directly connected to the moderator’s i-pad.  
 
Question: What are the glamorous activities run by Endeavor as showcased in the corporate 
video?  

Ms Saint John explained how Endeavor focused on talent representation, personal brand in 
different contests, but also brands. She moved to this company to develop Endeavor brand, but 
also to innovate their own clients.  Endeavor is a global company, and being truly international 
means having a team able to understand the nuances of regions and cultures.  
 
With over 20 years of experience, the company has evolved the conversation about what 
marketing and what culture mean, and the next step is to bridge the gap between pop culture and 
how does it work for business. Localization has always been a keyword, and now more than ever 
it is crucial to be culturally sensitive.  
 
Question: How do you then stay ahead while talking about cultural nuances? 

Ms Saint John said she was addicted to pop-culture. She wants to know what is hot and how it is 
related to history, meaning 5, 20, 100 years ago, and how events influence different countries.  
She wants to be aware of whatever is going on to plan upon. 
 
Question: Your campaigns are memorable, and create culture. My favourite is the Apple Music 
ad starring actresses Kerry Washington and Taraji P. Henson, as well as singer Mary J. Blige, 
said Mrs Woo. Can you explain how to justify the use of three expensive celebrities?  

Ms Saint John agreed that spot was memorable. It was so true and authentic. It stated how music 
is about feeling. Actually, in that case those three women were used to send a clear message of 
inclusiveness. It was the time when having three black women on the national TV advertising 
Apple, which was meant to be a product for masses, was quite brave. But in that particular spot, 
those three women represented all women, but also all human beings. They were three women 
we could connect and relate to through sharing the same feeling. They were talking about 
recovering from heartbreak and how music is part of the healing process. That spot showed that 
we all bond through emotions regardless race, provenance, country if residence.  
 
Also, in terms of budget, Ms Saint John explained that she had to give these three women a 
purpose to shoot that video was much more valuable for them. 
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Question: Nowadays, brands have moved away from celebrities and focus more on influencers, 
as they are also content creators. What is your thought on this shift? 

Ms Saint John said she saw celebrity and influencers as different sides of the same coin. They 
are both people, brand ambassadors, who carry the message on the behalf of the brand. In both 
cases, the brand needs to carefully select the ambassador. It needs to be an authentic 
association. If a celebrity promotes your product but in real life uses a competitor’s one, probably 
he/she is not the right one.  
 
For example, Beyoncé’s super bowl show was amazing, she said.  She was going to be the first 
black woman opening the super bowl in a decade after Janette Jackson. There were some doubts 
about the fact that a female performer could do the job, but we worked together to kill the show. 
Beyoncé was under pressure, but this was also her motivation.  She went on stage not only for 
herself, but for all women, to send a message of empowerment.   
 
Question: How do you ensure that your campaign will reach different people? 

Ms Saint John explained that as a marketer the essence of what they did was creating 
connections and each connection is linked to an emotion. If we look at different populations, 
emotions are triggered differently. Marketers need to understand what those triggers are and play 
with those.  
 
She explained that she was very concerned about all kinds of minority groups and all people who 
feel as “the others”, especially thinking that the world has been for a long time defined through 
the “male gaze” only. Her mission is to promote inclusion, and her experience has taught her to 
pay attention to what matters to her. She has her own perspective, everyone has, and we all need 
to connect.  
 
On this stage, for instance, she exemplified “we are two women, we do not look alike, we do not 
dress alike, we live in different countries, but both of us are mothers. That feeling connects us, 
and this is exactly what happened with the three women campaign. World is getting increasingly 
smaller, and marketers need to remember that”.  
 
Question: You moved from Silicon Valley to LA, from Apple to Uber, How technology has 
impacted your work?  

Ms Saint John answered by explaining that regardless where you work, experience is transversal. 
The times where we could think in silo communication are gone, we need to think as people.  
 
Question: So when we say that AI will take over our jobs, do we need to worry? 

Ms Saint John sees innovation as key to survival. “If you do not innovate, then yes, be worried”, 
she stated.  
 
To give an example, she told the audience that while she was on the plane, she watched the 
movie “Mary Poppins” and was thinking what happened to those people lighting the street lights 
after electricity came into the picture? Those professions must have transformed.  People do not 
disappear, neither will technology, so we need to find a way to live with that.  
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Question: Crisis management, and the Papa John's Pizza you had to deal with. What happened?  

Ms Saint John was at Endeavor and Papa John’s Pizza put her in charge of solving the problem 
after one of their campaign was described as racist.  
 
Of course, she explained brands need to have a crisis management plan ready in case anything 
happens, but very often companies do not have.  
 
She was quite happy to be on the case, and actually when something like that happens is positive 
for the society. It is the sign that something is no longer acceptable, so we need to evolve.  
 
To solve the problem, companies need to look back at their culture, and at the same time 
understand that as companies are made of people, people make mistakes. They need to sincerely 
apologize.  
 
Question: As you are definitely a powerful woman, ranked among the 16 most influential CMOs 
in the world, any piece of advice to not only women, but everyone willing to succeed? 

Ms Saint John said that we were in a wonderful moment for women empowerment.  
 
The culture of equality is happening, but we need to work together women and men to make it 
happen. Women can keep fighting but men need to help, need to move away and understand 
that it has been proved that companies with more women do better in productivity as they reflect 
the actual market where the two counterparts coexist.  
We need to take ownership being loud, and demanding, but men need to realize that we cannot 
make it without them.  
 
Question: You have huge budget to allocate to marketing, what are the advice for startups with 
very low, or no budget at all? 

Marketing does not require a huge budget all the times. Ideas need to work on their own, if they 
do not are not good. There are plenty of campaigns, which went viral, without any particular 
investment. A colleague of mine at Apple used to tell me “win a day, not necessarily 6 months” 
 
Question: New generations, they do not watch TV. How do you deal with them?  

Ms Saint John belongs to generation X, the cynical one, who still watches TV. New generations 
are not passive, they consume content differently and have a shorter attention span, she explains.  
 
How to engage them? You need to know them and understand that everything is about feelings 
now.  
 
When she was at Uber, she realized one campaign about safety while riding an Uber. You should 
feel safe and you could confess anything that was the main idea to convey. The spot had to NBA’s 
champions talking about wat it means to be a wealthy black man in America.  
The footage was 2.30h, with all cuts, she reached 18 mins, while the aim was to stick between 
30 and 6 seconds, but the content was so compelling that she wanted to take the risk.  Uber 
posted 18 min-video on YouTube against any marketing rule. Result was that it went viral among 
users and media as well.  
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Question: Leave our audience with one word to be inspired.   

Ms Saint John left the stage by saying: “besides confidence, you need to be a bad-ass”.  
 
 
Mr Marcelo Pascoa, Head of Global Brand Marketing, Burger King 
Who’s afraid of great advertising? This is the title of his presentation. To create something that 
shapes the future, becomes part of popular culture, and people enjoy, you need to be fearless. 
 
Being a marketer means sharing things globally with other people, not consumers.  
 
Great ideas are scary and he shared couple of examples that show how it pays it off.  
 
The first example is the Coca-Cola’s 2017 spot with the soundtrack “Come Prima”. It talks about 
diversity, in a time where people are still very conservative, but Coca-Cola was brave and other 
brands followed it afterwards.  
 
Another way of being fearless is to make fun of your own products. The 2018 spot entitled 
“Dogpper” put Burger King on screen in a way that everyone thought people would think the meat 
is actually dog food. Actually, there were no problems, just some comments in the phase pre-
launch in Korea, where dogs are supposed to be smaller.  
 
Also, Burger King used McDonald’s to advertise itself through an app. “As I am a lawyer, I carefully 
calculated what to say and what not.” 
 
Another spot was the Andy Warhol’s one, that went viral and people were creating their own 
version.  
 
The message is: Do what you love and the rest will follow.  
 
Ms Mi Li, Head of Global Marketing, South China Morning Post, came in after the presentation 
for the Q&A session with her questions and questions from the audience.  
 
Question: What is the key of a successful brand?  

Mr Pascoa’s answer was immediate: “Innovating with products, creating experience for guests, 
making fun of the competitor, but in a respectful way, as both Burger King and McDonald’s work 
together to release products which are clean and connected to people’s needs. We work together 
to change a culture, we have become customer-centric”.  
 
Question: Some campaigns are global, some others are local. What’s the difference? 

Mr Pascoa explained how in both cases, if the brand is true to itself, the brand essence travels 
and reaches out to the audience. Brands need to realize something that can touch people’s life. 
 
Question: As nowadays we hear more and more about the division between performance and 
creative marketing. How to allocate the budget?   

Mr Pascoa said that if you had a powerful idea behind your creative marketing campaign, budget 
was not supposed to become an issue. At the end of the day, results come from commitment, 
and we need to commit to creating emotional connection.   
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Mr Juno Mak, Creator, Kudos Films Ltd., Creator, Imagine.Nation Entertainment Ltd., 
Creator, Chapel of Dawn Co. Ltd. 
 
Mr Juno Mak entertained the audience with a totally different performance. It was not a 
presentation, but a moment of poetry, supported by a black backgrounded presentation with a 
flow of white words.  
 
Mr Mak started by saying “There is plenty of time in life when you will be stereotyped so do not 
rush to stereotype yourself”. Marketing is everywhere, and we market ourselves every single day, 
through the way we dress, we speak, what we do. Marketing is the person you are, are you a 
good friend? Do you wear a watch? Yes, no, which one? Everything becomes meaningful and 
conveys messages about yourself. A good product speaks for itself.  
 
Marketing starts with a simple equation, it is an attraction bridge that defines how would you like 
yourself to be and how would you like people to see you.  
 
The most disrupting statement was that resumes are to be thrown into trash bins, as they are 
about the past and do not define the future path people want to engage with.  
 
If you have a story to deliver, you need to find the “it moment”, the way you deliver your message 
defines who you are. You can be an artist, a musician, a marketer. Whoever you are, a good 
product does not need explanation. You make it then audience’s imagination works around it to 
define it. Never underplay the audience. Everyone can be a good artist, you need to be different.  
Mrs Woo, coming on stage to moderate the panel, said that the key learning from the poetic 
presentation for her was that whatever you do, wear, say, carries information that project yourself. 
This is marketing too. 
 
Also, she was quite surprised to hear the line “resumes are meant to be thrown to bins” in times 
where brands are struggling to recruit and retain talents.  
 
Mr Mak re-stated that a resume speaks about the past, and people should be hired for the ones 
they will become, not for the ones they had been.  
 
Question: How about films?  

Mr Mak replied that there are good film without good box offices and vice versa. It is like songs or 
pieces of art, or even books that they may not be able to reflect much to the audience, but they 
acquire meanings 50 years later. It is about storytelling.  
 
 
Mr Jonathan Mildenhall, Co-Founder & CEO, TwentyFirstCenturyBrand, Former Chief 
Marketing Officer, Airbnb, Former Vice President of Global Advertising Strategy and 
Creative Excellence, The Coca-Cola Company.  
 
Mr Midenhall’s presentation can be summarized into “our power is our story”. He said that his 
career is devoted to purposeful marketing able to create significant value. As marketing has to 
work at four different levels in business: 

- Financial 

- Consumer 
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- Employee 

- Cultural 
 
Organizations will not discuss budget, if we make them understanding that marketing is essential 
because it influences both internal and external stakeholders and this is possible only through 
creativity.  
 
Airbnb wanted to build the most iconic brand and to do so, I looked back at brands which have 
market the history.  
 
In the1980s, we had Coca-Cola, in the 90s Nike, in the 2000s Apple that was able to move from 
being a tech brand to a cultural-relevant brand. All those global super brands have a common 
formula: 

- Lead by purpose-driven leaders 

- Instantly recognizable value proposition 

- Iconic brand marque and visual identity 

- Universal ideology that transcends the business 
 
Coca-Cola’s brand purpose was to become the antidote to modern days woes and started fighting 
racism in in the US in 1968 releasing spots like “It’s real thing. Coke” in which it transforms a 
bench from a park, symbol of segregation into a symbol of inclusiveness putting g together 
Americans from different origins. This is a powerful story.  
 
The playbook for 21st century powerful stories is focused on this type of ads, able to change the 
culture and have an impact on the society.  
 
The presentation showed how from 2014 to 2018 Airbnb has transformed its marketing 
campaigns through partnerships and community engagement and how this has positively 
impacted the ROI.  
 
All the campaigns aimed at creating a new Airbnb travel culture. The case studies were divided 
into: education, amazing stays, celebrity endorsement, stories from the community.  
 
Education: tutorial video on how to use Airbnb used to expand into new countries. The video is 
about feeling at home.  
 
Amazing stays: this one was the result of a collaboration aimed at limiting the budget to be used 
and create an amazing experience, and it the famous “Van Gogh room: sleep in a painting”. It 
created a lot of social media buzz.  
 
Celebrity endorsement: Airbnb had always been seen as the Millennials’ way of travelling on 
budget. How to move from budget travel to luxury travel? Airbnb sponsored an accommodation 
for Beyoncé, and she shared her experience on her social media pages. This was viral and free 
of charge.  
 
Stories from the community: social listening is important and whenever you come across stories 
that change people’s life you can use them to explain how your brand is having a cultural impact.  
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Ms Mi Li, Head of Global Marketing, South China Morning Post, started immediately with lots of 
questions.  
 
Question: You worked for Coca-Cola, but also Airbnb. Two different brands: an established one, 
and a rising star. Any similarities or differences? 

Mr Mildenhall explained that the difference is that Airbnb could experiment as it had nothing to 
lose, Coca-Cola had a lot to lose.  
 
The similarity is the audience they share. Their audience craves for stories and experiences.  
 
Question: My favourite Coca-Cola campaign is “Open Happiness”, is it all about emotion then? 

Mr Mildenhall said that he believes that human beings make purchases based on emotions and 
then they rationalize. The only way to build a legacy brand is through emotion and cultural 
relevance.  
 
Question: Where do you find your inspiration? 

Mr Mildenhall said that every morning he must wake up, do meditation, go to the gym, but where 
he found inspiration was the world. The first thing he does with his smartphone is to check the 
news for 45 mins. It is the moment when he reaches out to the world to absorb all the creativity 
around him.  
 
Question: What has been your biggest failure? 

At Coca-Cola he spent 22M dollar on a campaign that has never seen light. Of course, for the 
global annual budget of such company it is not much, but it was hard to waste a creative work. 
They did not want to waste media money behind a content that would not work. This was the key 
learning, you need to be brave and make a choice.  
 
Question: Storytelling or storyliving? 

Mr Mildenhall said storyliving, if brands can create experiences or use life experiences, this is the 
way to go to connect people. He remembers the case of a true life moment recorded then by 
“Coca-Cola Small World Machines: India & Pakistan Together”, and it went so viral because it 
was true.  
 
Question: What is the formula for global super brands?  

Mr Mildenhall: You need to have a brand purpose that goes beyond profitability and performance 
revenues. You need to see the bigger picture for the community and this will build an everlasting 
brand. Of course, you need to work with an enlightened leadership.  
 
Question: Recently, you have started studying neuroscience and emotional triggers. Can you tell 
us more?  

Mr Mildenhall is building his own company and he wants to build a respectable one, he wants to 
have research foundations to understand where culture is going with the most scientific approach 
ever.  We have had wonderful results with quantitative and qualitative research, now he wants to 
be pioneering in technology able to unveil the effect of the texts we consume on our brain.  
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Question: One piece of advice for brands to remain relevant? 

Mr Mildenhall has no doubt, it is a powerful story. 
 
Question: Any piece of advice to Asian brands willing to go global? 

The advice is to understand Western market and culture and focus on your own heritage. 
 
 
Mr Keiei Sho, Executive Officer, General Manager of Overseas Business Division, Calbee, 
Inc. gave an overview of Japanese snack world. The slogan of Calbee “harvest the power of 
nature” kick-started the presentation. 
 
Mr Sho started with history of Calbee which comes from the war times in Hiroshima when people 
were starving and they only had the flour provided by the US Army, and fish available. Now it has 
47 prefectural potato chip flavours. The business is driven by R&D and innovation that has 
brought the company to partner with local Japanese governments to bring out local flavours and 
give value to tradition. “Ika-nanjin” for instance is the result of Calbee’s partnership with 
Fukushima prefecture that worked as an exercise of city branding as well.  
 
Mr Sho also shared some numbers with the audience to show how the localization strategy 
adopted brought the overseas business to grow 6 times in 8 years, and at the same time the 
company to focus on inbound tourist consumption.  
 
The new stream of revenues for the company indeed are inbound + ecommerce and marketing 
activities concentrate on those two with activations such as inviting KOLs to Calbee factory and 
show them where the products come from.  
 
Ms Karen Koh started with questions.  
 
Question: Do you think the business model adopted for local flavours in Japan is replicable 
elsewhere? 

Mr Sho explained that they keep doing it. An example is the event they hosted in Tokyo, during 
which they gifted their guests with three different customized types of noodles: typhoon shelter 
crab, roasted goose, and shrimp.  
 
Question: In Japan every two weeks you release a new flavor. Is it sustainable? 

Mr Sho explained that they released different flavours, however, 60% of our revenues come from 
potato chips. The best sellers are: the salty potato chips, BBQ, and seaweed.  
 
Question: Are you willing to partner with a local HK brand?  

Mr Sho clarified that collaborations were mainly about the local brand, so it depended on the 
partner’s commitment as it was the one knowing the market better than us. 
 
Mrs Michelle Cordeiro Grant, Founder and CEO, LIVELY, introduced her brand as a 
community experience product designed by people for people. She shared how the brand and 
product journey started from focus groups with women, that later became the designers, the 
models, the brand ambassadors. This allowed us to start our business with zero media 
investment.  

      
20/3/2019
Hong Kong Convention and Exhibition Centre 
香港會議展覽中心



Dear Brands, Let’s Sail to the Future! 

 

 

 

 
Page 10 of 11 

Their ambassador program brings people into the LIVELY ethos through events, and workshops 
that are not only finalized at understanding what customers want from the brand, but building a 
culture of women empowerment.  
 
At the same time, their brand ambassador are there to help the company sharing and launching 
the brand.  In 2016, they decided what type of products were needed, and as the brand focuses 
on supply chain to minimize the price, conversation is key for product development.  
 
Lingerie is a primary needs, but what she wants is them buying bras because they want, not 
because they need.  
 
To build equity and longevity for the brands, the brand needs to build something different, as 
LIVELY’s aim is not want to get a market share from other lingerie brands, LIVELY wants to create 
its own.  
 
LIVELY has 65,000 women in its program and all of them connect LIVELY to moments of their 
lives, different moments. LIVELY strives for comfort while keeping fashion and style, and 
inclusivity in terms of size and price is its key value. LIVELY is a direct consumer brand and it has 
built its stores as laboratories of ideas. LIVELY collects data and builds the future of the brand on 
those data.  
 
Bra LIVELY’s champion product, now the brand can decline its ethos in other categories based 
on its customers’ requests.  
 
Ms Karen Koh started with questions.  
 
Question: In this declination, do you have any rules? 

Mrs Cordeiro Grant explained that they were happy to address customers’ requests provided that 
they were sustainable for the P&L. The brand interacts with them daily, online and offline and 
know what customers want next.  
 
Question: Your brick-and-mortar stores dedicate only 50% of the space for products, the rest is 
for experience, why is that? 

Mrs Cordeiro Grant explained that she wanted her customers to gather in LIVELY stores, for 
classes, workshops, activities.  
 
Question: Victoria’s  Secret has registered a slowdown in sales. How do you see that? 

Mrs Cordeiro Grant stated that Victoria’s Secret is a very powerful and cohesive brand; however, 
she said it was not evolving at the same pace that women were.  
 
Question: What about your experience in the lingerie industry?  

Mrs Cordeiro Grant shared how it all started. She launched the brand and at the same time she 
delivered two babies. The brand gives her the opportunity to give women what they want: comfort. 
This is what women need in the future, this is her long-term mission.  
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Question: What mistakes did you make as an entrepreneur?  

Mrs Cordeiro Grant admitted she made many, she had many ideas and sometimes she had to 
realize that some may have not worked. She defined this process “learning tax”. “If you do not 
make mistakes, probably you are not taking enough risks”, she concluded.  
 
Ms Karen Koh closed the session with a wrap up of the takeaways for the audience:  

- Be cultural sensitive and take into account the nuances of each group 

- Be afraid, but do take the risk 

- You need powerful stories, and those ones may the ones scaring you 

- Be authentic on what you stand for 

- Build a community and listen to it 

      
20/3/2019
Hong Kong Convention and Exhibition Centre 
香港會議展覽中心




