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Bally Total Fitness

and The MWW Group
MWW and Bally have worked toge-
ther formore than 13 years growing the
relationship from corporate commini-
cations and limited consumer market-
ing to an extensive ConsUMer program.
‘The agency was hired by former Bally
chairman Arthur Goldberg and has
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survived changes in both top manage-
ment and the communications depart-
ment. Over the years, MWW has
helped the fitness chain develop con-
sumer programs, such as along-running
Thanksgiving promotion called Feeling
Fat Friday, as well as philanthropic
activities and communications strate-
gies for major corporate milestones,
such :aﬁthne(J runch Fitness acquisition.
Bally's relationship MWW
down 10"co
level commitment,” explains Jon Har-
ris, Bally's VP of media development
and communications“By working with
the same core account team, we've
beenable to focus on doing the jobright
without distractions and disruptions.”
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Communiqué Group)

The Communiqué Group, as it was
then known, was hired by this division
of the brokerage giant more than six
years ago to help with counsel for its
Latin America and Caribbean Region
(LACR), explains Julio Velis, director
of Latin America Center and the US
Hispanic market and international
region manager for the Southemn cone
for Charles Schwab & Co.

The relationship has grown to in-
clude general audience media out-
reach, executive communications, as
well as abdm;.', with reviewing agencies,
and and ad

,itﬁamandpmncrs.

Mhat makes the team extraordinary,
says Velis, is that “there’s no learning
curve. They've been with usthrouﬂa
number of company changes. launcl
and experiences. Plus,we don't just talk
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mitment todo each and every jobright.
Ketchum scores strongly in that area.”
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Louisiana Governor’s office
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“Luther and Lois have aspecial rela-
tionship that isn't just work.” he says.

Combe. maker of healtheare prod
such as Lanacane and Vagisil, hi
Robin Leedy & Associates (RL&
for media-outreach project work n
years ago. The agency'ssuccess not of

ained consumer attention, but a

elped convince management of
value of PR.

“As Combe is such an advertisij
focused company and, historically, b
not bought into the value of PR, RLY
has been crucialin helping us convir)
Combe marketers and management
the benefits of creative, professior
consistent PR pro, nlm says Mar
Klein, Combe SVP of PR and co:
rate communications. “From lts?

L&A has consi
come up with creative, yet very vial
PR solutions to generate national p
licity for small-share, mature-nid
products, for which there was virtua
no media awareness. In the case
Vagisil, the agency has had to stru
with its ‘unmentionable’ image an
challenge of getting media 1o fig
on' TV morming and news she

4 Easton Sports and
Formula PR
Formula was hired by Easton five ye:
agotohandlenew producl launches |
its softball bat busingss. Since then,
account has grown to include the E
ton hockey, bascball, grassroots, a|
cory rate/CEO functions.
omlu[.a'\\lﬂi‘fem[]dndnem_llg

!oh with the basics, but their val
ncreases daily as they demonstry
their thorough understanding of d
business by suggesting new and inn
ative ideas for us toconsider,”says E:
ton VP of baseball and softball M
Zlaket, “Whether it's a promoti
around Sammy Sosa at a Cubs game,
a street team dispatched to prom
around the College World Series, th
consistently come up with good i1dd
that are realistic to execute and
within our budget.”

Zlaket also credits Formula w
F,mwiﬂgthe bottom line.“We've est3
ished record levels of sales and prof
during each year we've been with F
mula,” he savs While he acknowled
that Formula isn't the sole reason,
played a huge role in our success ang
one of the main reasons why our braj
isatan all-time level of strength.”

Hyundai and

5 Ketchum

Hyundai hired Ketchum to hand]
broad range of communications issul
including product PR, product mll

ductions, corporate
issues and assi: e

business. [Rise principal] R
Fiske understands how important the
family component is for conducting
business in Latin America and the
Caribbean, and she makes that a part
of the business relationship.”

day-to-day chall for national
Western regional work. But savs Hyun-
daidirector of communications and PR
Chris Hosford, the agency’s work was
S0imp that it won an

Family may be but so are
results, and Fiske delivers on both,

“When we started working together,
the LACR was starting its growth,"savs
Velis. “In 1998, when we conducted a
media audit, only 5% of the media in
Latin America had heard the name
Charles Schwab. Ina 2002 media audit,
42% of the media in Latin America
knew our name, and more importantly,
knew what we did.”
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ofbusinessintothe I:aslernregammlter
a year. Hosford says part of the rela-

tionship’s sucoess is due to Ketchum's |

consistent attention to detail.

“A b]gé:m]ect for a major agency
client tends to attract the most atten-
tion, best talent, and greatest involve-
ment at a firm,” he points out, “The
day-to-day work, routine projects, and
‘normal’ programs are where you can
seeifan agency has real depth and com-

The preatest test of that connection
Ine a year ago when the singer suf-
ed asevere stroke before the release
his new album. Those close 1o the star
jew it was important to him that the
psic find its way to fans, and so the
hllenge became promoting the album
hout exploiting his illness and reha-
itation. The team was so successful
1 Vandross won numerous awards,
Huding four Grammys, despite being
lg,d\ unable 1o speak to the press.
*Lois really empowered everyone in
Ir group lolgu out and use the press,
Jld and PR to really help Luther in
hat wasn't frightening,” says
1dLL ‘She became suchasolid allyin
team. She really stepped up when
lost the captain of our ship and made
W happen. When you find someone
J: that, you don't let them go.”

ur I'I.|d[|0|1‘-hirj 1s more about colla-
kation thanit -
and I think
oessful” says Travelocity VP of '['R
Comeaux of the company’
r tenure with i
Ency, Vollmer is very i
ults They are very aood at thinking
but and ik)m the right resources
Flient challen,

Mollmer was E"red by Travelocity in
5. tohelp with the launch of its fledg-
website in 1996, In that time, the

[ravelocity.com

ount has grown from about $10.000
onth to more than $100,000, as the
el site has gained in market share
H added responsibilities have been
igned. Comeaux says that kind of
cess isn't just luck. It's an under-
ncling of how to work together.
Clients should think of your firm as
It of their organization in every way
ksible,” Comeaux explains. “It’s im-
ktant to keep them up to speed on
kry aspect of your business—beyond
at might hit the media radar screen
nd to make sure they know you
bect straight answers. It s alsoimpor-
t 1o have a good sense of humor. It
ters much better relationships.”

and ViorsAuhorty
RE&R Partners
ve noticed Las Vegas has a

+“What happens here stays
here.” That campaign was sparked by
R&R research showing that visitors
respond to an emotional image of Las
Vegas as a city of freedom more than
anything else.

“It's a simple line that makes a big
statement about a city that lets you be
whoever you want 1o be,” says Terry
Jicinsky, VP of marketing for the Las
Vegas ‘onvention and Visitors Authar-
ity (LVCVA).

It may be simple, but it was a huge
shift in focus for both the LVCVA and
R&R, which has been its AOR for an
impressive 25 years The new campaign
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