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This year is already turning out to be a tumultuous one
for the advertising industry, with a number of notable
accounts shifting without reviews. But a couple of recent
events foreshadow even more upheaval.

The first is Nike's decision to put its lead agency of the
past 25 years, Wieden + Kennedy, into review for a
longstanding assignment. A month before the review
was made public, Nike CEQ Mark Parker told investars,
as Adweek reported: "The Nike brand will always be
our strongest asset, but consumers are looking for new
relevance and connections. ... It's really all about going
deeper to get deeper connections and deeper insights,
to get more innovation and more relevance, and to
make us ultimately more competitive in each of the
discrete pieces of our business. You'll see the Internet
move from a bit of a hobby for Nike to a massive
commitment.” In other words, goodbye mass marketing
era, hello digital innovation era. What's happening at
Mike will be repeated across the entire universe of
clients, | predict, and it will happen faster than the
agency business can handle.

Evenjone knows that Nike was one of the greatest
practitioners of mass marketing, creating iconic
campaign after campaign and catapulting the brand
into a commanding market-share position in athletic
footwear and apparel. Fewer people know that Mike in
recent years has been one of the most adept marketers
in the digital channel, creating a multitude of successful







