
Introduction to Stagwell



Client Consolidation

clear blue ocean

Platform Competition  Restricted Talent

Business Partnership Media Choreography Career Opportunity

CONNECTED SOLUTIONS ACROSS CREATIVE X MEDIA X COMMERCE



creative
consulting

connected
commerce

omnichannel
media

6000 in 60 $5B+
8.8 

Critical Contact Rating 
of Agency Performance

(Industry Avg. 7.6)
$850m @ 28%+

agencies
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“Extremely pleased with 
the plans, strategy, the 
work”

~Bill Beck, CMO

“Challenged in a positive 
way, at every 
step. Clearly more than 
a media agency, a 
business partner.”

“A Breath of Fresh Air”

“We had just 2 short months
to transition our entire 
media program…
We feel we are now very much 
setup for success and are 
excited for what’s to come.” 

~David Fineman,
VP, Media at T. Rowe Price

“I am absolutely thrilled with 
the team and the work in the 
first 60 days. Assembly has a 
lot of fans here at Carter's 
already and I am looking 
forward to continuing the 
momentum.” 

~Jeff Jenkins
CMO, Carters



1. Integrated business strategy led teams
2. Customer centric omni-channel storytelling
3. Advanced business measurement models
4. Connected commerce
5. New media/measurable media

BXP PRINCIPLES 
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ASSERTIONS
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THERE IS NO MUST: 

Traditional Models



THERE IS NO MUST: 

Next Gen Model
One Team

Centralized Business Leadership & Account Management

Integrated 360 Marketing Strategy

Creative

Measurement & Analytics

Content

Optimizations

Owned Media (CRM, 
Web) Activation

End-to-end Project Management & Delivery

Earned Media 
(PR/Comms) Activation

Centralized Finance / Billing / Reconciliation

CLIENT



1. Integrated business strategy led teams
2. Customer Centric Omni-channel Storytelling

3. Advanced business measurement models
4. Connected commerce
5. New media/measurable media

ASSERTIONS



©ASSEMBLY PROPRIETARY & CONFIDENTIAL

Lenovo’s global business model was 
fragmented making their media strategy 
disconnected, inconsistent and inefficient.

We made Lenovo’s media as smart as 
their technology, future-proofing them 
for a changing market.

Rebuilt 90+ Accounts 
for 100% Ownership

Implemented Global 
Measurement System

Designed + Built a 
C.O.E. in 4 Regions

Pivoted to Consumer-Led 
Marketing, prioritizing to 
impact

Launched Smart Media 
Engine Powered By STAGE

CHANGE

FIND

C A S E  S T U D Y 77
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©ASSEMBLY PROPRIETARY & CONFIDENTIAL

+200% increase in 
brand preference

Exceeded industry engagement 
and efficiency benchmarks by 

+50%
+53% higher CTR vs
tech industry benchmark 

SUPERCHARGED
RESULTS

+340% increase in SOV

Exceeded revenue benchmarks by +38%

C A S E  S T U D Y

GROW
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©ASSEMBLY PROPRIETARY & CONFIDENTIAL

Lenovo Video
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ASSERTIONS



©ASSEMBLY PROPRIETARY & CONFIDENTIAL

Ralph Lauren had a one-dimensional 
marketing strategy focused on discounted 
products to appeal to 
price-sensitive consumers.

We transformed the very fabric 
of Ralph Lauren, helping them realize 
their true value as a multi-faceted 
premium fashion brand.

Used Data + Tech to Inform 
Market Expansion

Built Multi-Touch Attribution 
Model to Drive Relevance

Launched RL’s 1st Brand 
Performance Campaign

Developed Real-Time Trends 
Tool to Predict & Meet 
Consumer Demand

Optimized Profit Margins 
Through STAGE

CHANGE

FIND

C A S E  S T U D Y 81



©ASSEMBLY PROPRIETARY & CONFIDENTIAL

Profit margins

grew 40%

TRANSFORMATIVE
RESULTS

European business 

grew revenue 76%

C A S E  S T U D Y

GROW

82



©ASSEMBLY PROPRIETARY & CONFIDENTIAL

RL Video



1. Integrated business strategy led teams
2. Customer centric omni-channel storytelling
3. Advanced business measurement models

4. Connected Commerce
5. New media/measurable media

ASSERTIONS



©ASSEMBLY PROPRIETARY & CONFIDENTIAL

Ace couldn’t compete against big box retailers 
with more spend and better infrastructure as 
consumers wanted more-convenient, faster, and  
cheaper shopping experiences. 

We gave Ace Hardware the tools to beat 
the duopoly of Home Depot + Lowe’s 
and gain share of market, mind and 
wallet. 

Delivered Zero-Waste Media 
by Shifting from Product-Led 
to Consumer-Led Strategy

Unified Data with STAGE 
Reducing Reliance on 
3rd Party Tech  

Predicted omnichannel 
buying patterns to capture 
demand

Launched Record-Breaking BOPIS 
Campaign Across 5000 Stores in 
24 hrs

Created New System to Measure 
Impact + Protect Against Cookie 
Deprecation

C A S E  S T U D Y

CHANGE

FIND
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©ASSEMBLY PROPRIETARY & CONFIDENTIAL

1189% Store Visit Growth 
Since 2019, 53M Visits to ACE 
Hardware Stores 2019 - 2022 

R E C O R D - B R E A K I N G  

R E S U L T S

1598% Omni Revenue Growth 

Since 2019, $1.8B Total Omni 
Revenue 2019 - 2022 

C A S E  S T U D Y

GROW
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Ace Video



1. Integrated business strategy led teams
2. Customer centric omni-channel storytelling
3. Advanced business measurement models
4. Connected commerce

5. New Media/Measurable Media
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2020



2023



STORIES POWERED 
BY A SYSTEM
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WELCOME JOURNEY

GROW JOURNEY

REACTIVE JOURNEY



GALE Proprietary and Confidential

TOTAL UNIQUE MEMBERS 
TARGETED IN JOURNEYS





🍚 White Rice
Half Pinto / Half Black Beans

🫑 Fajita Veggies 

🍗 Grilled Chicken - Double Protein 

🧀 Extra Queso Blanco

🥑 Guac on side 

🥤 Fountain drink

https://emojipedia.org/cooked-rice/
https://emojipedia.org/bell-pepper/
https://emojipedia.org/poultry-leg/
https://emojipedia.org/cheese-wedge/
https://emojipedia.org/avocado/
https://emojipedia.org/cup-with-straw/




Reddit threads: Here, Here

PEOPLE ARE LOVING DOPPELGANGER

44%
STRONGER OPEN RATE 
THAN BENCHMARK

459K
DOPPELGANGER 
EMAILS SENT

175%
STRONGER CLICK RATE 
THAN BENCHMARK

https://www.reddit.com/r/Chipotle/comments/11dptky/new_email_anyone_found_the_answer/
https://www.reddit.com/r/Chipotle/comments/11ds8ef/anyone_able_to_solve_this/




MEMBERS WHO ENGAGE WITH 
A MIX OF PROMOTIONAL + 
BRAND CONTENT PURCHASE 
MORE FREQUENTLY

FUN FACT





GALE Proprietary and Confidential
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GALE Proprietary and Confidential
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“THE PROBLEM” IS MANY PROBLEMS

(HABITS, VALUES, DEMOGRAPHICS, COMPETITION)

WITH ONE RESULT...



Milk has become ...

10
6

MEH.



THE JOB FOR MARKETING: RECONSIDERATION

A ORDINARY DRINK 
FOR KIDS

AN EXTRAORDINARY DRINK 
FOR PEOPLE WHO NEED TO PERFORM
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MILK HAS BEEN POWERING ATHLETES FOR 3,000 YEARS

OUR SIMPLE TRUTH



FRESH NEW ENEMIES







MOMS & DAUGHTERS 
MATTER MOST. ❤



THERE IS A
REASON 
THE STATUE
OF LIBERTY
IS A
WOMAN. 







GALE Proprietary and Confidential



IWD 2023











Thank You


