
nigel morris, chief executive of
global digital network Isobar, pre-
sented his first paper on the Inter-
net back in 1993.

His faith in the medium has
never wavered. In 2000, in the
depths of the dot-com bust, he fore-
cast that half of media consumption
would be digital by 2007 and ad-
vised parent company Aegis Group
to invest heavily in new media.

“People were saying it was a
passing fad,” Mr. Morris remem-
bers. “But we tracked penetration,
usage and time spent. All increased
all the way through the crash.
There was not a blip.”

Mr. Morris’s foresight has put
Aegis at the vanguard of new me-
dia. Isobar, launched in July 2004,
already accounts for 13% of the
group’s media revenue and boasts
organic growth of more than 20%.
Global clients include Eastman Ko-
dak Co. and Adidas.

Isobar is a full-service global
digital network, with 62 offices in
32 countries across Europe, the
Americas and Asia. These include
many of the hottest properties in
the digital world, like hot London
shop Glue and Sweden’s Farfar.

Mr. Morris “is understated, low
key and relaxed,” says Mark
Cridge, chief executive of Glue.
“He’s not your typical corporate
animal, but he obviously under-
stands that world and operates
within it fantastically well.” 

Mr. Morris, 46, has a clear strat-
egy for Isobar: “The Isobar link un-
derpins and supports the compa-
nies with best practice, process and
technologies, but we celebrate di-
versity.”

The Isobar name isn’t stamped
across the network. “The agencies
we have bought all have fantastic
reputations, great cultures and
clients, and a sense of passion and
evangelism,” Mr. Morris says. “It
would be wrong to give clients the

message that we are the same every-
where—digital communication is so
personal that it has to be local.”

All acquisitions, however, are
100% Aegis-owned. Mr. Morris
seeks out shops that have been
through boom and bust and come
out the other side. “It shows
strength of management if they
have been through the dark times
and come out recognizing the poten-
tial of the medium and want to be
part of something bigger,” he says.

Mr. Morris’s interest in the In-
ternet was sparked when he worked
in fashion in the late 1980s and saw
developing technologies applied to
textile production. He later got in-
volved in corporate identity, then
moved to a marketing role at Aegis
in 1992.

“Our immediate objective is to
achieve good coverage in the top
40 markets,” Mr. Morris says,
“but I’ve always said that it will
take another five years to sort out
Isobar.” —EMMA HALL

skin is definitely in at Procter &
Gamble Co, and Paolo De Cesare
gets much of the credit for the rapid-
ly growing global skincare business.

Mr. De Cesare, 45, was already
president-global skincare and pres-
tige beauty when he added respon-
sibility for personal cleansing and
deodorants earlier this year; he ced-
ed responsibility for P&G’s still rel-
atively small prestige beauty busi-
ness. His specific title changed to

reflect these shifts.
The revamp gives Mr. De Cesare

responsibility over one of the critical
areas of overlap between P&G and
recently acquired Gillette Co. It also
positions him as a key executive with
unlimited upside at a company that
puts a premium on developing man-
agement talent from outside the U.S.

Though P&G had to sell Right
Guard to get U.S. clearance for the
merger, it will still be adding Gillette
series deodorants. Mr. De Cesare
also leads P&G’s increasingly tough

fight against Unilever’s global
men’s personal-care juggernaut—
the Axe and Lynx brands. 

He’s already competed success-
fully with P&G’s key beauty foe,
L’Oreal. On his watch, Olay sales
passed $1 billion, then $2 billion. For
the fiscal year ended June 30, global
Olay volume was up 30%.

Mr. De Cesare was also pivotal in
the rapid expansion of SK-II global-
ly. With prestige SK-II, P&G has
proved it can move beyond mass
marketing, instead using PR, direct
marketing and in-store service.

“Many people think of global ex-
pansion as a checklist,” he said in an
earlier interview. “They want to tick
off boxes across all the countries.
That’s not what we’re doing [with
SK-II]. We look at it as very deliber-
ate, considered and paced.”

Mr. De Cesare “rises above the
[process] and bureaucracy,” says
Alejandro Lopez, president of Bea-
con, a joint venture of Publicis
Groupe and Dentsu based in Tokyo. 

Mr. Lopez recounts Mr. De Ce-
sare years ago hiring the Testino
brothers, boutique fashion creatives,
“to look at one of the brands” Beacon
was working on. “At first, my ego
was bruised,” he says, but Mr. De Ce-
sare  “managed the meeting in a high-
er ground of concepts and executions,
not who or where the ideas came
from. … I came to view a competitor
as an ally and have since had a new
perspective of creative alliances.”

—JACK NEFF, NORMANDY MADDEN
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three years ago,Rodrigo Figueroa
Reyes, a former DDB Latin America
creative director, bet branded enter-
tainment would become a key ele-
ment in advertising.

It’s paying off. His FiRe Adver-
tainment—60% owned by Mr.
Figueroa Reyes and 40% by Omni-
com Group’s DDB—now has offices
in Buenos Aires, Mexico City and
Miami, with 40-plus staffers creat-
ing content to help brands stand out
in an increasingly fragmented and
saturated media market. He plans to
open in Bogota and Santiago this
year, and possibly elsewhere as he
gains more clients.

“Interrupting programming
[with a 30-second commercial] just
isn’t enough. Advertisers have to
form part of it at the same or better
artistic level as other programs,”says
the 38-year-old founding partner of
FiRe.

His native Argentina has been a
hot spot of branded entertainment
for years. Production companies
routinely enlist advertisers for prod-
uct and script placement to help cov-
er costs.It’s common to see hosts eat-
ing yogurt, for example, during a
show and news readers talking up a
skincare product on a newscast.

This, says Mr. Figueroa Reyes, is
annoying,ineffective and not believ-
able. “It could be any brand, it could
be a Coca-Cola. It just shows the
brand,” he says.“It doesn’t say any-
thing about its intrinsic values.”

His approach is to express these
values.An example is “#15,”a week-
ly prime-time series he created for
the Argentine unit of Spain’s Tele-

fonica. It launched Oct. 31. Mr.
Figueroa Reyes is working with
some of Argentina’s hottest directors
and actors, and Endemol is co-pro-
ducing the $1 million effort.FiRe has
created stories that promote the lead-
ing telecom’s services by showing
they’re “close, friendly and an im-
portant part of life,”he says.

A phone call triggers each plot.In
one, a man is at his twin brother’s
wake. A cellphone rings inside the
coffin. When he answers, it’s his
brother’s lover,whom he never knew
about. He meets her the next day to
find himself entwined in a Mafia un-
derworld.Another is about a woman
at a call center for helping the
lovesick. She takes a call from a man
she just met but doesn’t know it’s
him. He’s calling for tips on how to
woo her.

Mr. Figueroa Reyes believes in
generating brand awareness and loy-
alty without an obligation to pur-
chase, so consumers can choose a
brand because they want it, because
it provides “good times.It’s not ‘Hey,
I’m this brand; if you buy me, then
I’ll make you cool.If you don’t,then I
don’t even want to say hi to you.’ “

FiRe has more programs in the
pipeline—plus events, musicals,
plays and a feature film—for brands
like Clorox, McDonald’s, Nokia,
Philips and Volkswagen.

For a Mexican non-profit group
dedicated to raising awareness about
water scarcity, FiRe recently put
signs above public sinks saying, “To
use, deposit 50 pesos [about $4.60].”
It also installed 20-foot-high water
fountains and wrote “Thanks for not
wasting water”on dirty cars.

—CHARLES NEWBERY
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under michelle guthrie’s lead-
ership, Star Group has grown to 58
channels telecast in eight languages.
It’s viewed by 100 million Asians
daily, mostly in India, with a total
potential viewership of 300 million
in 53 countries, and the News Corp.
division recently posted its third
year of profitability.

Ms. Guthrie, 40, has solidified
Star’s position in India. In the past
two years, the Hong Kong-based
satellite broadcaster has launched
hot channels there like Star One and
Star Utsav. Star Plus, India’s No. 1
cable channel for the past five years,
airs 44 out of the top 50 shows, in-
cluding a Hindi version of “Who
Wants to be a Millionaire.”

Now, Ms. Guthrie, who’s Chi-
nese-Australian and one of the few
high-level female executives in
Asia’s media, is on a mission to ad-
vance Star’s channels in Asia’s other
giant market:China.

Since Ms. Guthrie succeeded
James Murdoch, who now runs
News Corp.’s BSkyB TV division in
the U.K., as Star’s CEO in late 2003,
Star has strengthened its position in
China. Xing Kong Wei Shi, a Man-

darin-language entertainment chan-
nel, has become the leading regional
channel in Guangdong, a wealthy
province just over the border from
Hong Kong. Star’s music-focused
Channel [V] has daypart syndication
on some local cable channels.

But 24-hour distribution in Chi-
na for Xing Kong and other Star
channels,beyond upscale hotels and
ex-pat housing compounds, re-
mains closed to Star as well as other
Western companies like Turner
Broadcasting System and Viacom.It
also isn’t financially viable.

“China doesn’t have a proper
pay-TV market, because average
monthly fees are 8-10 renminbi
[$1-$1.20], so none of the channels

are being paid and they are not put
together specifically for cable. But
it’s inevitable that the market will
develop in a country where you see
people paying 25 renminbi [$3] for a
cup of coffee at Starbucks,”says Ms.
Guthrie, who spent three years in
business development at Star before
she became CEO.

Earlier, she spent 10 years with
pay-TV broadcasters including Fox-
tel in Australia and BSkyB. Before
that,as a lawyer in Sydney and Sin-
gapore, Ms. Guthrie specialized in
the media and technology sectors.

“She’s got a strong business
background, so she understands the
regulations and legal issues neces-
sary to run a media company in
markets like China and India. Plus,
she has a lot of patience,” says Mar-
cel Fenez, who leads Pricewater-
houseCoopers’s entertainment and
media practice in Asia/Pacific.

“It’s certainly important for Star
to have a strategy for each market,
because each country is different,”
Ms. Guthrie says. “India’s pay-TV
market is further along [than Chi-
na’s],but its ad market is way behind,
considering the size of the country.
We’ve still got a long way to go.”

—NORMANDY MADDEN

Michelle Guthrie
StarGroup

“sexy, fun, non-corporate,puri-
ty,health,conscience.”Richard Reed
searches for words to sum up Inno-
cent,the fruit smoothie company he
founded six years ago with two
friends, Adam Balon and John
Wright.

Innocent, which embraces a Ben
& Jerry’s-like philosophy, already
has a 62% share of the U.K.market,
according to A.C.Nielsen Co.Distri-
bution is under way in France, Bel-
gium and the Netherlands, and a
U.S. entry is part of the long-term
plan. “We see a big opportunity in
the U.S.,” Mr. Reed says, “and we
hope to get there one day.”

They started the company with a
vision: “We wanted to democratize
health, to give the majority of the
population access to our fresh and
healthy drinks, and to create a busi-
ness where the commercial overlaps
with the social.”

Mr.Reed,32,quit his job as an ac-
count director at DDB, London, to
make smoothies after conducting a
poll at a music festival. People sam-
pled his drinks and placed empties in
“yes” or “no” buckets to vote on
whether the three friends should
give up their day jobs to make
smoothies full time.

A resounding “yes” vote sealed

the deal, and DDB even gave Mr.
Reed office space and time off while
he tested the Innocent concept.

Jorian Murray, managing direc-
tor of DDB, London, says: “It was
clear for everyone to see how talent-
ed Richard was. He is strategic, cre-
ative,diplomatic and popular.”

Mr.Reed used innovative mar-
keting tactics to shape Innocent into
a lovable, quirky brand. Its first TV
spot this year was made by friends
in a local park one Saturday morn-
ing. “We wanted the ad to speak in
the tone of someone who’d just
popped in for a cup of tea and a bis-
cuit,”he says.

Most marketing is even less con-
ventional. Members of the Inno-
cent “family” get regular e-mails
and Christmas presents—last year,
a pair of Innocent knickers. The

product is delivered in musical vans
covered in grass and daisies, or dis-
guised as cows, with udders and
horns, that say “moo.” Each winter,
smoothies are sold wearing hats
knit by a team of senior citizens.
Proceeds go to Help the Aged. In
summer,Innocent stages Fruitstock,
a free music and arts festival in a
London park that “brings the spirit
of the brand alive,”Mr.Reed says.

The Innocent Foundation uses
10% of profits to fund sustainable
development projects;another 15%
goes to staff.

Although Mr. Reed doesn’t see
growth as a threat to Innocent’s val-
ues—“We are getting more Inno-
cent as we grow”—there are poten-
tial challengers, including  Pepsi-
Cola Co., which recently acquired
Pete & Johnny’s, another offbeat
smoothie maker under the PJ
Smoothie name, and the launch of
Coca-Cola Co.’s Minute Maid U.K.

“Other multinationals have
launched smoothie brands here and
failed,”Mr.Reed says.“It’s a bitch of
a business system, and it doesn’t
match their margin expectations. I
want to prove that big doesn’t always
eat small. We can win out through
being fleet of foot, through innova-
tion, and by focusing on quality and
on retailers and consumers.”

—EMMA HALL

[buenos aires]
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Innocent

[hong kong]

[london]



Special Report GLOBAL PLAYERS

since ilan sobel arrived here one
year ago as Coca-Cola Co.’s top
marketing executive in China, he’s
transformed Coke’s image in the
eyes of young Chinese from a bor-
ing family drink to a brand that likes
to play games—computer games,to
be specific.

To strengthen Coke’s connection
with its core market, Mr. Sobel, as
general manager-strategic market-
ing and innovation, has placed
greater emphasis on “big, bold
breakthrough programs based on in-
sights about what inspires our con-
sumers,their passions and interests.”

He’s tapped into teens’ obsession
with online games by setting up a
marketing alliance with the creators
of one of China’s hottest games,
“World of Warcraft.” The interiors
of 10,000 Internet cafés in key cities
have been decorated with elaborate
“WoW”and Coke branding,and the
game was brought to life with a mas-
sive three-day carnival in Shanghai.

The Chinese swiftly adopt new
technology. “Consumers yearn to
experience it and use it to bring out
their own self-identity through
games, mobile phones, blogs,” says
Mr. Sobel, 32. “The essence of the
whole insight is helping consumers

to express themselves. The Coke
brand now helps them realize it in
every campaign,through a defining
moment where the hero,or celebri-
ty,goes his own way.”

Bold changes were necessary in
China,the fifth-largest Coke market
by volume after the U.S., Mexico,
Brazil and Japan.Although Coke has
a solid distribution network and is
the top-selling carbonated soft drink
in most Chinese cities, the brand
wasn’t hip among the young urban
consumers who set trends. Urban
teens were gravitating toward Pepsi.

Coke turned to Mr. Sobel, a
South African who transformed
Coke’s Hong Kong division into a
hothouse for product innovation,
churning out new beverages like
Sprite Ice, Sprite on Fire, Fanta Lac-
tic,Nescafé Ice and Nestea Ice Rush.
Before that, he engineered market-
ing for Coca-Cola’s Nam Thip,now
Thailand’s top bottled water.

“Ilan’s arrival should make Chi-
na’s soft-drink category a lot more
exciting, based on what he did in
Hong Kong. Coke was hugely dy-
namic in the years he was there in
areas like flavor extensions,” says
Darryl Andrew, managing director-
China at researcher Synovate.

Mr.Sobel’s knack for creating new
products is key in China, where

Coca-Cola’s fastest-growing brands
aren’t carbonated drinks.Its latest hits
are a Minute Maid formulation with
extra pulp and Modern Tea Work-
shop, a green tea with herbal addi-
tives that promote health.Coke plans
to introduce both elsewhere in Asia.

Although Coke acknowledges
it’s not the dominant player in every
beverage segment in China,“We are
making enormous strides,” Mr. So-
bel says.”As income levels continue
to rise in China,beverage consump-
tion will continue to expand.”

But Coke isn’t the only one
watching that income rise.“There are
so many companies competing for
the hearts of Chinese consumers,”
Mr.Sobel says.“Every multinational
is going for a share of consumers’
wallets.We see our competitors as not
just other beverage companies—
even though the beverage market is a
competitive marketplace—because
reallyeveryone is a competitor.”

—NORMANDY MADDEN
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when top marketers in China are
asked to identify the strongest youth
brand in that country,among all cate-
gories,the answer usually is Pepsi.

“It’s a much more fashionable
brand among young Chinese” than
Coke,says Abel Wu,marketing direc-
tor of LiNing,China’s leading sports-
wear company.

While Pepsi-Cola courts young
consumers all over the world,
Richard Lee is proving particularly
adept at captivating Chinese teens.
Since he joined Pepsi as brand man-

ager for China in 1997, market share
has doubled to 22%, bringing it
roughly level with Coca-Cola.

“In the beginning, we had low
awareness and Pepsi was a no-name
brand,”says Mr.Lee,40,who looks as
hip as his target consumers in trendy
jeans.“We didn’t come where we are
now overnight; it happened in
stages,” using the brand platform
“Dare for more,” which means both
“breakthrough aspiration”and “infi-
nite thirst quencher”in Chinese.

Mr. Lee, now VP-marketing for
PepsiCo’s beverages in China, has
adapted Pepsi’s global marketing tac-
tics by integrating the Pepsi brand
into China’s music and sports culture.

Early on, he signed up Hong Kong
singer/actor Aaron Kwok as a brand
spokesman, sponsored China’s Na-
tional Soccer League, and ventured
into grassroots programs like train-
ing camps and concerts.

These days, PepsiCo is going even
further to integrate its flagship brand
into the hearts of young consumers,
such as by sponsoring popular bands
like F4.It also produces record albums,
stages concerts and even develops fea-
ture films.“Today,Pepsi is a 3D experi-
ence shared through nontraditional
media vehicles,”says Mr.Lee.

Even in its mainstream marketing,
Pepsi has led Coke in innovation.Pep-
si’s latest TV spots, created by BBDO
Worldwide here, are a stunning mix-
ture of Chinese martial arts and sci-fi
special effects.Mr.Lee,who was a bud-
ding filmmaker as a teenager in Hong
Kong, also turned the two-part TV
campaign into a music video that aired
on music channels like News Corp.’s
Channel [V].And last summer,he in-
stalled the world’s largest billboard in
Chongqing for PepsiCo’s Gatorade.

“Richard has applied a mix of tradi-
tional advertising with many other
tactics, including sex appeal, buzz and
PR,”says Harjot Singh,strategic plan-
ning director for China at BBDO.

Mr. Lee also knows how to apply
symbolism. When Pepsi sponsored
the Hong Kong International Film
Festival, known as the “Oscars of
China,” he “negotiated for the
event’s red carpet to be changed to
Pepsi’s shade of blue, which attracted
a lot of attention,”Mr.Singh says.

Now, Mr. Lee has to sustain the
brand’s appeal in the face of more skill-
ful competition,namely the arrival of
Ilan Sobel, Coca-Cola Co.’s new
Shanghai-based general manager-
strategic marketing and innovation.

—NORMANDY MADDEN

Ilan Sobel
Coca-Cola Co.

[shanghai]

[shanghai]
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suki thompson radiates energy.
She looks like she’s still glowing
from one of her regular runs as she
talks animatedly about the Haystack
Group,the company she started with
her husband,Alan, nearly five years
ago.

Haystack is an agency search
company that also consults on other
aspects of marketer/agency relation-
ships. It ran the two biggest global
pitches handled from the U.K. in
2005, for Unilever and British Air-
ways. Ms. Thompson, 37, says
Haystack will handle nearly $1 bil-
lion in business this year, making it
the U.K. leader in its field despite be-
ing the newest entrant.

“There was an obvious gap in the
marketplace that was cultural,” Ms.
Thompson says. “It’s a generation
thing. My view is that advertising is
important but that the world is about
integration, and I’m equally inter-
ested in branded content and digital
… As well as running the Unilever
pitch we have been advising the com-
pany on how to change to get to
where they want the business to be
in 10 years’ time.”

Farah Ramzan, chief executive of
Abbott Mead Vickers BBDO, says
Ms. Thompson “has an intuitive
touch. She is good at reading situa-
tions, she’s phenomenally profes-
sional and she’s very blunt. Candor
in business is a very effective
weapon.”

Ms. Thompson worked in the
theater before becoming an account
director,but she says,“I was too im-

patient and aggressive.” So she
moved into new business at TBWA
until Alan was offered a job run-
ning DMB&B in Asia, where she
became a headhunter in Hong
Kong.

The couple returned to the U.K.
in 1998,Ms.Thompson had her first
child and she set up her own gin
company, Bunker’s Gin, using her
maiden name. Her great-great-
grandfather started Beefeater Gin
and, she complains, “All the men in
my family worked for Beefeater.
Not the women.” So Bunker’s Gin
proved a point and helped her dis-
cover that although fun, “It’s not
what I love.”

That is when Ms. Thompson
came up with the idea for Haystack.
“I like being in control—I love the
sense of freedom,” she says. “Each
quarter we discuss what new things
could we do and start new initia-
tives.” Recent efforts include Scan, a
Europe-wide alliance with similar
consultancies. A U.S. link is also in
the cards.

Being in charge lets Ms.Thomp-
son balance family and professional
lives.She takes her two kids to school
each morning after an hour doing e-
mail. This year she even ran Friday
afternoon drama workshops for 7-
year-olds, keeping them as happy as
her clients.

Ms. Thompson “has an amazing
grasp of individuals and personali-
ties, and a happy knack of assessing
clients and what will turn them on or
not,”says Ken Wood,chief executive
of Weetabix, the U.K.’s No. 2 cereal
marketer. —EMMA HALL

[london]
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rumors raced through the Mc-
Cann Worldgroup network this
summer following Luca Lindner’s
promotion to regional director of
McCann Worldgroup Latin Ameri-
ca/Caribbean. Gossips equated Mr.
Lindner,who joined McCann in Au-
gust 2004 as CEO of McCann Mex-
ico and deputy director of Latin
America/Caribbean, to Josef Stalin,
the Communist leader who purged
all opposition.

The adman is indeed tough but
also has a sense of humor and deftly
uses it to his benefit.Mr.Lindner ad-
dressed the buzz head-on at an Au-
gust meeting in Miami in a speech to
50 or so regional creative directors.
As he flashed photographs on a
screen of nefarious political figures,
including Stalin, Mr. Lindner ex-
plained what he’s learned from each.
“Five minutes into it,the entire audi-
ence was laughing,” recalls Marcio
Moreira,vice chairman at McCann.

It was Mr. Moreira who wooed
Mr. Lindner to the Interpublic
Group of Cos. agency from Publicis
Groupe, where he was vice chair-
man-Europe, Middle East and
Africa at Leo Burnett Worldwide,
and president of Publicis Groupe’s
Fiat Coordination Center.

“I am tough,”concedes Mr.Lind-
ner, 45. As Interpublic struggles to

recover from repeatedly restating
earnings due to accounting irregu-
larities at its agencies around the
world, the company needs people
like Mr.Lindner,who takes the helm
at the largest agency network in
Latin America. He succeeded long-
time Regional Director Jens Olesen.

Upon arriving at McCann and
taking over the Mexican operation,
Mr.Lindner had to act quickly to im-
prove relations with key clients in-
cluding Nestlé and General Motors
Corp., revitalize McCann’s image in
Mexico, and improve its creative
product.

“I had a major restructuring to
do in Mexico,” Mr. Lindner says. “I
changed 70% of the management
and 50% of the employees.”

Recent regional wins include me-
dia duties for Telefonica at Universal
McCann and creative work for Coca-

Cola Co.’s Dasani in Argentina.
Mr. Lindner’s career credits in-

clude launching his own agency,
Transatlantic, with TBWA as a mi-
nority shareholder; buying out
TBWA and eventually selling his
agency to WPP Group; building a
fledgling global network,Red Cell, at
WPP; and working for clients large
(Procter & Gamble Co.,Fiat) and not
so large (Ermenegildo Zegna,an Ital-
ian luxury brand, and Italy’s Wind
Telecomunicazioni).

His foundation in small, creative
agencies gives Mr.Lindner the cred-
ibility within the creative commu-
nity to lure hotshots to McCann in
Latin America, with recent hires in
key markets Brazil and Argentina.
“People have a great time working
with him,” Mr. Moreira says.
“Nothing throws him off kilter.”

Mr. Lindner, who was born and
raised in Milan, chose advertising
out of a desire to work in the com-
munications industry in a job that
allowed him to live all over the
world. “My family [German Jews]
has been moving from country to
country for years, mostly escaping.
It’s something in my DNA,”he says,
tongue in cheek.

Spanish, which he’s learning
since moving to Mexico, is his sixth
language.With his wife,Liane Mar-
tins Lindner, who’s Brazilian, he
prefers Portuguese. —LISA SANDERS

Luca Lindner
McCann Worldgroup
[mexico city]

bill moir’s marketing philosophy
for Tim Hortons is simply  “to sell
more stuff.”

And that he is doing. With 2005
sales forecast to reach $2.9 billion,
Tim Hortons is the No. 1 fast-food
chain in Canada, one of the few
countries where McDonald’s Corp.
doesn’t reign supreme.

Started in 1964 as a single coffee
and doughnut shop in Hamilton,
Ontario, by National Hockey
League star Tim Horton and ex-po-
liceman Ron Joyce,the company to-
day has more than 2,700 outlets, in-
cluding 260 in the U.S., a growth
market for Tim Hortons.

The fast-food chain specializes in
three product categories: hot and
cold beverages, especially coffee;
bakery and snack products; and
lunch items, always freshly made.
Tim Hortons merged with Wendy’s
International in 1995, but is run as
an entirely separate entity, with its
headquarters in Oakville,Ontario.

Mr. Moir, 57, describes his job as
one that combines building brand im-
age with “getting more bodies
through the doors.” His marketing

department has flourished. When
Mr.Moir arrived in 1990,the market-
ing staff numbered eight;the exec VP
now has a department of 60 and a
marketing budget that has increased
tenfold.While Mr.Moir won’t reveal
the dollar amount he controls, Tim
Hortons is on TV,radio and billboards
52 weeks a year along with point of
purchase for every new product pro-
motion (about one per month).

Add to that a huge sponsorship
program, from the NHL to curling
and fishing; a popular “Roll Up the
Rim to Win” promotion with prizes
lurking under the rim of coffee cups;
and involvement in soccer, baseball
and, especially, hockey programs

ranging down to community leagues
involving about 110,000 kids. Mr.
Moir also sits on the board of the Tim
Horton Children’s Foundation,send-
ing disadvantaged kids to five camps
in Canada and one in the U.S.

Among Mr. Moir’s traffic-build-
ing programs over the past year, he
made Tim Hortons  outlets the only
direct channel for obtaining the first
Canadian coin with color produced by
the Canadian Mint—a Remem-
brance Day quarter with a red poppy.

It doesn’t stop there. He works
closely with the research and devel-
opment team to introduce new
products, and with senior manage-
ment on U.S.expansion.

Mr.Moir honed his skills at K-Tel
International and Labatt Breweries
of Canada. “They helped me to un-
derstand consumers and the need to
watch for trends,”he says.

Paul Wales, president of JWT-
owned Enterprise Advertising, Tim
Hortons’s agency for 15 years, says:
“Bill is always just ahead of con-
sumers’ expectations of the brand
and,at the same time,not getting too
far too fast … He understands both
store managers and consumers.”

—GAIL CHIASSON
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