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when you unleash an
“Onslaught” on YouTube, watch
out for the counterattack. 

Dove’s viral video attack on
beauty advertising has produced a
surprisingly strong and enduring
blowback against Unilever from
activists, newspaper op-ed writers,
bloggers and videographers who see
it as hypocritical coming from the
same company that markets Axe.

To be sure, none of the critics is
coming to the defense of beauty-
industry advertising, linked in the
“Onslaught” video to everything

from low self-esteem to plastic
surgery to bulimia. Rather, they’re
attacking Unilever for simultane-
ously trotting out its own endless
stream of buxom, scantily clad,
sex-crazed women in ads support-
ing Axe.

In an op-ed titled “A
Company’s Ugly Contradiction” in
The Boston Globe earlier this
month, contributor Michelle Gillett

said, “Viewers are struggling to
make sense of how Dove can prom-
ise to educate girls on a wider defi-
nition of beauty while other
Unilever ads [for Axe] exhort boys
to make ‘nice girls naughty.’ …
Unilever is in the business of selling
products, not values, and that
means we, the consumers, are
being manipulated, no matter how
socially responsible an ad seems.”

WPP Group’s Ogilvy &
Mather handles Dove. Bartle
Bogle Hegarty, part owned by
Publicis Groupe, handles Axe, and
Edelman handles public relations
for both brands.

“Onslaught,” from Ogilvy,
Toronto, has amassed about 1 mil-
lion views on YouTube since its Oct.
1 debut, still well under the 12 mil-

Bloggers,others:How can
marketer of Axe attack the
beauty industry’s ad values?
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“buy american” and “Long Tail”
are just so last year; marketers are
all about good old-fashioned cus-
tomer satisfaction and retention.

That’s according to an elite
group of marketing executives,
members of the Marketing
Executives Networking Group,
recently surveyed by Anderson
Analytics. Membership in the
group is by invitation only, with a
screening process that requires a
salary of at least $150,000. More
than 80% of members are senior
executives, C-level executives or
owners of companies involved in
strategic planning, marketing,

advertising and sales. More than
600 of the group’s 1,657 members
responded to the survey.

The top buzzwords for this
group are traditional concepts such
as segmentation, brand loyalty and
competitive intelligence. 

However, the old-school think-
ing was followed closely in the
ranking by new-school media con-
cepts including search-engine opti-
mization, data mining and person-
alization.

“It says to me that you can’t
walk away from the basics, but it’s
also a complex world, and you can’t
ignore the new ideas either,” said
Chandra Chaterji, an executive at
GSD&M’s Idea City, who is on
MENG’s board of directors.

“It adds to the growing complex-
ity of the CMO function, as well as
marketing in general.”

Anderson survey shows
which concepts,people
resonate with elite execs
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magazine publishers are already
facing way too many rising costs:
technology investments, postage,
editors both diva and deserving. But
the seemingly mundane budget line
for glossy paper is suddenly the one
everyone is worried about.

Welcome to our hell, publishers
said last week. 

“I frankly became more of a
quasi-expert than I would want to
be, only out of necessity,” said John
P. Loughlin, exec VP-general man-
ager at Hearst Magazines.

The weakness of the American
dollar is increasingly restricting

publishers’ overseas options. 
More worrisome, paper seems

to be emerging from a competitive
era of cyclically rising and falling
prices. This year already has seen
increases implemented and
announced. Now structural
changes, including mergers and a
growing role for aggressive private
equity, look likely to drive prices up
next year by another 20% to 25%,
Mr. Loughlin said. 

The industry hasn’t seen a spike
like that since 1995, when
announced increases led to a brief
run on the paper market that
echoed Dutch Tulip Mania. This

Mags could be paying
25% more next year due
to mergers in pulp biz 

Expected rise in paper costs
leaves publishers shuddering
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BUZZWORD BREAKDOWN

Source: Anderson Analytics 

The marketing concepts respondents pay the most attention to—and those they ignore
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Personalization
(one-to-one marketing)

Data mining

Quality

Marketing ROI

Search-engine
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Customer retention

Customer satisfaction
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10 of their favorite business gurus
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New global
trading blocs

Immigration

Credit availability

Anti-Americanism

Trade deficits

Six Sigma

Long Tail

Game theory

Buy American

Faith-based (religion)

MASHUP: Ad parody has 40,000 views. 

More on AdAge.com
� In Touch, Life & Style up their prices
and hope gossip-hungry consumers will
still shell out at the newsstand. 

Senior marketers go for Godin,
have had their fill of Long Tail
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An onslaught against ‘Onslaught’:
Dove viral draws heat from critics
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