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Maggiore Views Bright Future

Maggiore Views 
Bright Future For 
Region’s Advertisers 
And Agencies

America’s pre-eminent 
advertising trade 

association will play a more prominent 
role in Cleveland and Northeast Ohio, 
and the region’s advertisers will benefit, 
if Dick Maggiore has anything to say
about it. Maggiore was recently 
elected chairman of the 4A’s (American 
Association of Advertising Agencies) 
Cleveland Council Board of Governors. 
He is president and CEO of Innis 
Maggiore, Canton, the nation’s leading 
advertising agency in the practice of 
positioning. 4A’s Cleveland Council
works to raise awareness of Northeast 
Ohio’s depth and breadth of advertising, 
public relations and digital/web-based 
communication services. Since taking the 
chairmanship, Maggiore has set his
sights on increasing the organization’s 
stature to the benefit of the many great 
companies working in Northeast Ohio to 
serve the global marketplace. He aims 
to further strengthen the 4A’s service 
in the Cleveland Region by expanding 
membership and presenting seminars 
and other educational opportunities. 
“Cleveland-area ad agencies really do 

matter,” Maggiore said. “The work we 
do is impactful. Our region is known as 
one of the best places in the world to 
make things, and the ad agencies here 
have a history of success with many 
manufacturing industries. Collectively, we
have helped our clients build and 
supply America’s infrastructure - from 
roads, bridges, homes and skyscrapers 
to planes, trains and automobiles. 
Across an amazing array of products 
and services, the strategies crafted and 
campaigns created by Cleveland’s 4A’s 
members are second to none when it
comes to the most important 
measurement: how well they sell.”

Get Fed: Join AAF-Cleveland by March 
31 and Save!

Need new ideas? New contacts? New 
marketing skills? Now is the time to 
join AAF-Cleveland and get fed!

AAF-Cleveland is like a buffet for your 
brain. As a member you can:

• Improve your skills by attending our 
luncheon series and other programs 
where marketing and advertising 
experts share ideas and perspectives.

• Participate in the Cleveland 
ADDYs—a celebration of fantastic 
creative, blended with some good 
natured and high-spirited agency 
rivalry.

• Receive our Portfolio e-newsletter, 
packed with relevant industry articles 
and news.

• Get special pricing on industry 

publications and 
discounts at vendors 
including Hertz, Office 
Depot, and FedEx.

• Be part of the most 
creative community for 
marketers in Northeast 
Ohio!

Special Offer: Join by March 31 and 
Get Two Free Luncheons!

You’ll get FREE admission to your 
choice of two luncheons in the next 
year (a $90 value) PLUS a chance to 
win a Golden Ticket: FREE admission to 
all AAF events for a year 
($525 in savings).

Your entire team can join today and 
save at corporate member rates. Visit 
our website to learn more!

■  COSE  

■  Doner  

■  flourish  

■  Glazen Creative Studios

■  GO2 Marketing 

■  hfa

■   Hughie’s Audio Visual  

■   Kent State University 

■  Linkmedia360  

■  Little Jacket

■   Marcus Thomas LLC  

■   Melamed Riley Advertising

■   Hospice of the Western Reserve

■  Parker Hannifin  

■  Radio Disney  

■  Recess Creative  

■  Repros Color  

■   Time Warner Cable  

■   Virginia Marti College of Art & 
Design

■  Wyse Advertising
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ON THE COVER  
“Holiday Treats” Cover Photo and Design by Dan 
Morgan, Straight Shooter

This photo was captured high resolution with 
Dan’s Canon 5D, then processed with Instagram’s 
“Earlybird” filter. The shoot was conceived of and 
inspired by the nostalgic feel of the Instagram 
movement! 

Photo: Dan Morgan / Straight Shooter Styling: Elton 
Rains & Cynthia Deering, Deering

Vintage, Location: Christine and Mark Zust residence 
in Westlake, Talent: Left to Right - Dave Brodie, 
Keyvan Rains, Mark Zust, Christine Zust. 

www.AboutDanMorgan.com

You may have noticed some changes in 
our branding, it’s a new logo and it’s only 
one of the changes you’ll be seeing as we 
look to refresh the AAFCLE brand. Thanks 
to Chrisopher Ferranti and his creative 
team at flourish Inc., as well as Roger 
Frank from Little Jacket for their efforts 
on our behalf. Some other exciting things 
are coming after the first of the year. Our 
new website will be launched with a 
focus on our members. A new member 
directory and job board are just two of 
the features that will launch with the new 
site. Our thanks goes out to Andy Halko 
at Insivia for the design and creation of 
the new site. Also coming in January 
is our memership drive spearheaded 
by our membership committee led by 
Jean Gianfagna of Gianfagna Strategic 
Marketing and Julie Teleszfrom Wyse 
Advertising. The committee has spent 
many hours developing strategy and 
pouring over multiple databases in an 
effort to streamline our message and 
each out to MarCom professionals not 
yet associated with the club. Stay tuned 
for more details and how you can help 
spread the word. Also, don’t forget about 

FROM THE TOP VP of Membership, Jean Gianfagna

the ADDYs this year to 
be held on February 
28, 2013 at The Agora. 
We’re acceptingentries 
through January 4, 
2013 on our new 
online entry system.

Finally I want to thank 
our board members and committee 
volunteers who make this club a great 
place to network and learn, their efforts 
cannot be overlooked. Without them, 
this club would not exist and we would 
not be able to develop and produce 
the many programs and events that 
make membership in AAF-Cleveland so 
valuable.

Wishing you all a very happy holiday 
season!

Agencies and Companies On the Move
AROUND TOWN

FROM THE ExECUTIVE DIRECTOR

CORPORATE MEMBERS (click names for links)

hfa Honored With Five Awards 
From The International Academy 
Of Visual Arts
hfa has been honored with two W3 
Awards and three Davey Awards. For 
its work on a variety of client
campaigns, hfa received the following:

Silver W3 Awards

LeBron James Foundation Website 
General Website: Charitable 
Organizations/Non-Profit

LeBron James Foundation Website 
General Website: Children

Gold Davey Awards

Glidden Paint, In-Store Journey Kiosk 
“Interactive Multimedia: Other” Category

LIQUID NAILS Adhesive, Heavy Duty 
Ad Campaign 
“Integrated Campaign: B2B” Category

Silver Davey Awards

Glidden Paint, Duo Landing Page 
& Promo
“Online Advertising & Marketing: 
Landing Page” Category

Both the W3 Awards and the Davey 
Awards are judged by the International 
Academy of the Visual
Arts, a 200+ member organization 
of leading professionals from various 
disciplines of the visual arts dedicated 
to embracing progress and the evolving 
nature of traditional and interactive 
media.

AD PEOPLE

NEW MEMBERS 
AAF-Cleveland would like to welcome the 
following new members for November:

Aniqa Feerasta

Tierney Healey – The Adcom Group

Kelsey Chapman – The Adcom Group

Gina Prodan – Parker Hannifin

Jeff Wright – Parker Hannifin

For Young Professionals

The 10 Most Memorable 
Marketing Campaigns of 2012.

Maybe some ideas for your next 
big campaign. See them here.
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www.aafcleveland.com
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AAFCLE TO SHOW  “THE NAKED BRAND”
Join us for some holiday cheer and a movie! On Thursday December 13 we’ll be showing the movie
“The Naked Brand” at the Capitol Theater preceeded by a Holiday Happy Hour at the XYZ Tavern
beginning at 5:30pm. We’ll then head across the street to the Capitol to watch the movie at 7:30pm.
Tickets are just $10 and can be purchased in advance here. 

Tickets will also be available at the door.

We couldn’t think of a better place to hold 

this year’s ADDY Awards show.

Enter before Dec. 7 and save 

$

10 per entry

*

.  www.addycompetition.com

*members only

AAFCLE DEVELOPS NEW LOGO
In order to refresh the AAF-Cleveland brand, the communications committee has developed 
a new logo which was released last month. AAFCLE creative director Roger Frank said 
“it was time to give the club a new look and the committee felt that the new color scheme 
and the use of the letters CLE are more modern and fresh.” The club would like to thank 
Christopher Ferranti and the creative team at flourish, Inc. for their work on this project.

IT WOULDN’T BE THE 
HOLIDAYS WITHOUT 

The deadline to enter the ADDYs is fast approaching, Friday January 
4, 2013. Don’t miss out on all the creativity and your chance to win a 
coveted ADDY Award. Judging will take place on January 18-19 and 
our awards gala on Thursday, February 28th at The Agora. You can 
enter the ADDYs here.

SPEAK FOR YOURSELF
A Practical Letter To College 
MarCom Students

Dear Bright-Eyed and Bushy-Tailed 
Grads-to-Be,

Let me get right to the point: stop what 
you’re doing right now and go apply for 
an internship. Seriously.

Why? Because college, it is NOTHING 
like the proverbial “real world.” And as 
much money as you’repaying in tuition, 
nothing will prepare you better for your 
first job than a good old-fashioned 
internship. (In fact, I won’t hire any recent 
grads unless they’ve had a least one 
internship under their belt.)

Still doubting the necessity of an 
internship? Here are just a few real-life 
things that you just can’t possibly learn in 
a classroom setting:

How to work with people not like you. In 
college, all of your “coworkers” are your 
same age and, most likely, still hungover 
from the night before. In agency life, 
you’re going to have to work with people 
{gasp} who are nothing like you. In fact, 
they’re probably the age of your parents. 
Or grandparents. Lucky for you, peeps 
in the marcom industry tend to, ahem, 
“mature” a li’l slower than, say, bankers 
or executives. But still, don’t be that 
annoying young whippersnapper 
who can’t relate to people of another 
generation (or religion or ethic 
background). I’m not saying don’t be 
yourself, but just know that working 

with a diverse workforce 
is different than the 
homogeneous environment 
that is your senior 
marketing capstone class.

How to work on a 
deadline. In college, I had 
to design a magazine 
spread in one week. And 
it stressed me the eff out. 
Nowadays, I do that same 
amount of work before I 
leave for lunch. In other words, in order 
to survive in this industry you need to 
work f-a-s-t. Learn keyboard shortcuts. 
Ask for help if a simple task seems to be 
taking forever. Odds are, there’s a better 
way to do it. And, if you’re not that 
annoying whippersnapper, your diverse 
group o’ coworkers can point you in the 
right direction.

How to work within a budget. The 
average cost to produce the typical 
invitation set in a student’s design 
portfolio is about $3,568. Each. Clients 
do not have this type of money. Stop 
relying on unrealistically expensive 
bells n’ whistles to impress me in your 
portfolio. I’d much rather see a solid 
creative concept in a more affordable 
format; when you present this piece, 
say that you considered budgetary 
restrictions during the creative process.

How to create work that’s driven by 
marketing. Young graphic artists always 
have a “redesign” piece in their book. 
(You know, take a boring brand and 

revamp the visual image.) Problem
is, they’ve almost never done any 
market research. So while that new logo 
or packaging may look really nice, it 
totally misses the mark with the intended 
audience. Take the extra time and figure
out who’s buying your product, what’s 
the price point, etc. and base your 
concept around those requirements 
instead of some creative whim.

I could rattle on and on about this 
subject all day, but I hope by now you’re 
inspired to get off your tushy and get an 
internship. And {shameless self-promotion 
alert} if you’re a senior marketing major
with a knack for writing, we just happen 
to have one available for the spring 
semester. Details are available here.

----

Jen Lombardi is the Head Honcho & 
Creative Genius at Kiwi Creative and 
currently a member of AAF-Cleveland.

THE ADDYS

www.aafcleveland.com
www.aafcleveland.com
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https://enter.addyawards.com/?comp_id=801
http://www.kiwicreative.net/contact/internships
http://www.kiwicreative.net/contact/internships
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NOCA
Saving Private Journalism

The times are indeed changing. In 
the area of communications they are 
changing at breakneck speeds and the 
changes are more gut-wrenching.

Those of us who work in this industry 
have accepted this upheaval and are 
learning to live with it (albeit some better 
than others.) However, despite all the 
upheavals, the more things change, the 
more they stay the same. And there are 
constants in the communications business 
– both from a practical standpoint as well 
as a business standpoint.

Among those constants – for now – is the 
daily newspaper. More than a simple 
business enterprise, the daily newspaper 
is emblematic of the city it serves. Can 
one venture so far as to say it is the heart 
and soul of the city? Perhaps.

So, when the talk turns to the future 
existence of the town’s only daily 
newspaper, the emotions run as hot and 
as raw as they did in October of 1995 
when you-know-who moved you-know-
what to you-know-where.

Still, along with more than half of the 
central city’s population and more 
than a dozen Fortune 500 corporate 
headquarters (as well as that team in 
the orange-colored helmets,) the city has 
lost three major newspapers over the last 
century. Today, The Plain Dealer stands 
alone and it seems to be losing its footing.

Should The Plain Dealer be saved?

Few (if any) would argue that the city 
would be better served without it. An 
aggressive press plays the role of the 
community watchdog. Just ask Jimmy 
Dimora.

But, in addition to its journalistic 
responsibilities, The Plain Dealer is 
a business enterprise. Like all other 
businesses, it has to earn its keep to stay 
alive. Hence, the problem.

As a seven-day subscriber, I’ve watched 
my subscription rate increase nearly 
50 percent over the past two years… 
while the size of the paper has shrunk 
considerably. In short, I’m paying a lot 

more for a lot less. That’s not a sound 
economic model.

Yet, while this was happening locally, 
circulation at The Wall Street Journal has 
been increasing even as it’s expanded its 
print product from five to six days and has 
added a monthly magazine.

Granted, looking at The Wall Street 
Journal and The Plain Dealer is not 
an apples-to-apples comparison. But, 
according to the Northeast Ohio 
Newspaper Guild there are markets 
where the daily newspapers – along with 
a strong digital counterpart – may not be 
thriving, but they are surviving. Cleveland 
– as a city and as a community – should 
expect no less.

We’re not in a position to lob grenades 
with specific suggestions as to who should 
do what. What we will do is say that 
what’s needed now are calmer emotions, 
more shrewd and creative thinking and a 
little less self interest. Not an easy recipe.

Jim Tabaczynski
President, NOCA
Send your comments to: 
jptgroup@sbcglobal.net

ON THE SCENE
Photos from our November Luncheon featuring Brian Ellis Martin

1- Samantha Siebert and Dan Mosher
2- Rachel VanArsdale, Kathleen Battin, Bill Roddy & Patrick Bensi of      

   Melamed Riley                                                                                              
3- Dave Grager and Sharon Toerek
4- Judy Price, Sue Grzybowski and Julie Powell of Charles Schwab
5- Joe Miller, Chad Gordon and Jennifer May of DesignRoom         

   Creative

6- NAS Recruitment table
7- Live tweeting the event are Charlene Coughlin, Rachel Bucey and  

   Alana Munro
8-Speaker Brian Ellis Martin with Jackie Bebenroth, Noelle Pangle  

   and Brittnay Gonzales
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Happy Holidays!
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