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Over the past 2 years it has become increasingly apparent to the world that media has 
changed. ‘Social Media’ has become a huge focal point due to its sheer mass, coupled 
with the awesome amount of data available to create real engagement. Advertisers, 
agencies, publishers, and even Facebook themselves are trying to understand what it 
means for companies and brands trying to create a fluid value exchange with consumers. 
This shift in dynamics from brands dictating their values & personality and controlling 
media environments to consumers defining and communicating what brands mean to 
them is one of the most significant changes in the advertising industry. 

Ubiquitous Internet connectivity and mobile devices coupled with innovation has facili-
tated the speed and frequency of which social communities are adopted, because of 
the ability to comment, rate, and converse so easily. This, however, is an evolution, not 
a seismic shift, because the web has always been social in nature. Therefore, success is 
not with the brands that shout the loudest anymore, it’s about those that seek to inspire 
conversations, engage consumers and reward interaction to add meaningful value to the 
life of their customers –in the spaces consumers inhabit. 

The goal of this paper is to help advertisers think about how to successfully leverage 
social media within the media mix and find the ability to put value on social media 
engagement, whether it’s a tweet, like, or video play.

OVERVIEW

Success is not with the brands that shout the loudest 
anymore, it’s about those that seek to inspire 

conversations, engage consumers and reward interaction 
to add meaningful value to the life of their customers.
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•	 Social is deeper than networking sites and is not digital-only

•	 Social influences now cut across all forms of brand communications

•	 An open dialogue with consumers

•	 Social activity will affect & change brand strategy 

•	 Create a value exchange with consumers

In order to develop effective future marketing strategies, a brand’s architecture must 
be deepened through a better understanding of consumer perception and conversa-
tion around that brand. Companies that excel here will have the flexibility to take this 
insight and react, whether it’s leveraging YouTube or a Fan Page as a promotional or 
event sponsorship extension. These companies will also adjust marketing communica-
tions based on social feedback and leverage social media to improve their visibility and 
rank within relevant search engine results pages, and enhance other areas of their com-
munications strategy.

Traditionally the advertising world relied on focus groups, vox-pops, and questionnaires 
to provide insight into the minds of the consumer. What is great about the state of social 
media is the ability to listen to real time unprompted views of consumers –their thoughts, 
their preferences, needs, issues and opinions. The key to successful social media efforts 
is to harness this ‘real-time’ insight to understand consumer habits, preferences, and 
opinions. This insight can be used to optimize not only a brand’s digital footprint but the 
interaction of all the various touch points within a broader media mix.

The Opportunity

“Social network usage rose sharply in 2009, thanks to the ever-increasing popularity of 
Facebook. By 2014, nearly two-thirds of all Internet users, or 164.9 million people, will be 
regular users of social networks.”

“Adults will continue to increase their use of social networks, driving most of the growth 
in the next few years. This year (2010), 59.2% of online adults will visit regularly, up from 
52.4% in 2009. By 2014, 139.6 million US adults will be regular users, up 56% over 2009.”

eMarketer: ‘Social Network Demographics and Usage’, May 2010 (US stats)
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In some ways, we’ve never had it so good. There has never been a more exciting time 
for marketers and advertisers. The consumer is evolving. In many cases though, they are 
changing faster than companies and brands are. In an era when we have never been able 
to understand the consumer more, offer truer accountability, and provide more in-depth 
qualitative analysis, why would there not be more consistent adoption?

For some companies, the risk versus reward is so strong that trial and error can be applied 
without too much risk. Retail, automotive, and travel have fairly straightforward brands 
with little downside to getting involved with social media. However for many compa-
nies, like pharmaceutical manufacturers with major legal hurdles to overcome or CPG 
companies with products that are sensitive by nature, there is a need to determine how 
they will strategically approach social media, and this has to begin with a base level of 
understanding.

•	 Where and when to enter

•	 How to participate

•	 The consumer mindset

•	 How to avoid the negative 

•	 Interaction or update frequency

•	 Which communities to target

•	 What content to create

•	 Fit within the rest of the media mix

•	 How to create influence

•	 What data to track and benchmark

The Challenge

Uncertainty
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How can it be that a brand can attribute value to a print advertisement in a national 
newspaper (…that maybe the consumer didn’t see), a TV commercial (…that may have 
been skipped) or a billboard (…that consumers walk under without noticing)…but we, 
as an industry, can’t agree on how to attribute the value of a like, tweet, post, check-in, 
or fan better?

The danger for advertisers is that if the dialogue is ignored or misused, the ability to 
drive brand equity, manage change, and create value will diminish. Over the last 18 
months, social media monitoring has become the foundational entry point into social 
media as a result. Good social monitoring is critical to successful social media executions 
that will drive real business results.  

If you can track so much though, how can you decide on what key measures will drive 
real business results? The answer is actually far less complicated than some may make it 
seem. The key to the social media measurement is all about simply doing some home-
work up front. Just because we can measure so many things, doesn’t mean we should 
take heed of them all, or that they are all even relevant.  

The key is to define the business objectives of your activity upfront and agree on the 
measurement criteria before activity begins. 

•	 Where is the target consumer

•	 What is the volume and frequency of engagement

•	 What is the sentiment of the dialogue

•	 Consumer interests, response triggers, opinions

•	 Social community preferences

•	 Who are the key influencers

Making sense of it all 

Just because you can, 
doesn’t mean you should

Key insights to understand
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•	 Define the desired outcome at the beginning

•	 Agree on KPIs 

•	 Benchmark against KPIs and test

•	 Put these in the context of existing dialogue and activity

To achieve success it is important to separate the idea of measuring against defined KPIs 
and monitoring the abundance of conversations pertaining to the brand, as they are 
not the same. Measurement will develop over time based on results, whereas real-time 
engagement can be understood through monitoring. Due to the nature of monitoring, 
it does not end where measurement begins. Rather, monitoring is a task that should be 
approached continuously and should feed measurement. 

Simply put

The Listening Loop

If the objective is awareness, then the quantity of interactions, page visits, and/or fans 
can be the measurement criteria. If the objective is more qualitative, then a sentiment 
benchmark can measure success. With a disciplined approach, brands can drive success-
ful social media efforts that can have an amplification effect with planning, strategy and 
other marketing tactics. 

Define client 
business 

objective

0
“real time” 

research and 
insight

Buzz monitoring
Thought leadership

Workshops / Client training
Audience profiling

1

Return on investment
Cost per engagement

“real time” 
measurement

3

Engagement strategy
Tone of voice guidelines

Media planning
Creative execution

agile strategy

2

Mobile Apps
Video / Text / Games

SEO / Production
Media buying / Viral sending
Distribution / Video content 
PR / Key influence activity

implementation

4
and repeat
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To help with this, Havas Digital has created a framework methodology called the Listen-
ing Loop. This loop shows the process of taking monitoring insights in order to exceed 
campaign objectives. 

Beginning with the objective, you must efficiently listen to the consumers. Monitoring, 
however, should not only be focused around finding specific keywords alone. A large 
portion of monitoring within social media will come from observing the users; where they 
are talking, how they are talking, what forms of engagement do they tend to use? Effec-
tive monitoring will lead to a better strategy, as you will have wider knowledge of the 
current discussion and sentiments towards the brand prior to creating the social space. 

Monitor everything, but measure only the things that are relevant to the campaign/busi-
ness objectives. This should be the basis for metrics in a social media initiative. After 
clearly monitoring the current social media situation for a brand against its objectives, 
and building a strategy to compliment the knowledge, the plan can be put into action 
and measurement will be more defined.

Smart companies will monitor what’s important to their core customers; that will drive 
strategic considerations for new product launches, special promotions, and other areas 
of their business beyond advertising and marketing where social media can be used as a 
performance indicator, product development tool, and even a CRM channel.

Many advertisers set up a Facebook page or a Twitter profile without thinking through 
what business objectives it fulfills. This is worse than having never participated in social 
at all because it will continually leave the consumer with a poor brand experience due to 
stale content, no activity, and no visible value or commitment from the brand. Leverag-
ing social media properly requires starting with monitoring and measurement and then 
ensuring all appropriate stakeholders in a company, from IT and marketing to point-
of-purchase and customer service are involved, as no one group can own social media 
effectively. It is easy to understand why when new to social media that one would desire 
to start with a Facebook page and ‘get lots of fans’ –it’s exciting. But the problem is that 
after one starts a page and the brand gets X number of fans...then what? 

The focus of social media should be placed on the word ‘social’. 

If the brand’s objective is to expand their reach, then gaining as many fans or followers is 
an important goal. However, there is no benefit that can be gained by recruiting fans that 
are not engaging or talking about the brand. Likewise, only creating a Twitter account or 
having a YouTube channel with little fresh content, even with advertisements and prize 
incentives, is not enough to capture your audience and keep them loyal to the brand. 
This is where many social media solutions have gone wrong. They should use monitoring 
to begin to plan how to engage consumers and determine what content they will offer to 
enhance their community experience and add value. The consumer will pay it back and 
you can prove that out as you measure the campaign over time.

Starting out in social
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The success of a social media campaign can be found in the conversation it engages. 
Whether the user is posting photos, ‘checking-in’ to a music venue, commenting on other 
user videos, or actively creating conversations, there is now an active space with an easily 
accessible database of consumer views that did not exist before. A social media project for 
a brand is a long-term task, constantly being evolved by the Listening Loop framework. 

When venturing into social media, 
regardless of the objective, one must 
remember that the key actor is not the 
brand but the people. The brand will 
provide the space for conversation and 
engagement, but the people will be 
the members that take the product fur-
ther. In most social spaces, it will be the 
people within the community that will 
shape the direction of page. Through 
the conversational, democratic nature 
of social media, they may start conver-
sations, contribute content, feedback 
ideas and find new ways of behaving 
with each that can attribute meaning 
to the community.

In some cases, the way we interact can even change the nature of the platform. This is 
the concept of technological constructivism. For example, while Facebook and Twitter 
are both a means of gaining the attention of fans or followers, most users have chosen 
Facebook to engage with entertainment. Twitter has evolved into a space where users 
engage more with news and information. Therefore, creating an incentive for engaging 
with the brand would work best within a Facebook space, whereas disseminating infor-
mation and tracking word-of-mouth would work best through a Twitter account. It is vital 
to understand how a target audience already uses each respective platform. 

A great example of a well-used Twitter account is O2 Priority tickets (@O2Priority). The 
majority of the tweets posted by this account are directed to personal users’ twitter han-
dles. Rarely are the tweets only about branding the product, rather @O2Priority tends to 
engage its followers in conversation by personally acknowledging them, offering prizes 
and asking them to post photos of the O2 events they may have attended. The followers 
do not feel they are being used only for marketing purposes; however @O2Priority is gath-
ering easily attained information from consumers by focusing on the conversation nature 
of the platform and using the platform the same way as their target audience does. 

Another example of how to use the two different platforms can be found in the Hyundai 
World Cup 2010 social media campaign. It was very clear that their target audience was 
already participating on a large scale around the World Cup and Football, and they 
used this to form their strategy. This work took place in Brazil, which has a local platform 
similar to Facebook called Orkut. The Orkut and Facebook pages for Hyundai engaged 
in conversations with their followers and stimulated more buzz with prizes. Not only did 

Starting out in social



© 2011 Havas Digital 10

How To Find Social Media Success

Havas Digital

both groups surpass their targeted goal for members, but they built a healthy impression 
of Hyundai within a football fan crowd that will last beyond this World Cup.

With these last two examples, knowing the audience and how they use the platforms 
allowed these companies to maximize the effectiveness of social media marketing. 

A key component here is the understanding of the ‘why’ factor. The digital media indus-
try has become very proficient with tracking the ‘what’, but to drive the appropriate mes-
saging greater context is required. Is the brand activity valid in the eyes of the consumer 
in terms of relevance and usefulness? Why else would they interact if not?

Social media does not exist in a vacuum. One of the biggest challenges is how to com-
pare social media marketing initiatives with other parts of a larger campaign. But the old 
adage that you can’t compare apples to pears, only apples to apples, has never been 
truer. 5,000 consumers interacting with the brand within a social network does inherently 
have different value than 5,000 watching a TV ad. 

Measuring against other media

Is YouTube seeding more effective  
than the TV spots purchased?

1. Hyundai

5. Renault

3. Ford

7. Fiat

2. Toyota

6. Vauxhall

4. Peugeot

8. Mitsubishi

Popularity Comparison (182 days) across Blogs, News, Forums and Twitter
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“Key difference –in the social environment, the con-
sumer has chosen to engage, to seek out the expe-
rience and can have an interaction with the brand, 
often two-way.” 

Often social media measurement theories seem like alchemic equations and have an 
output that bares no relation to any existing media measures. Obviously this is not the 
way forward as this just increases the inability of clients to understand the effectiveness 
of a campaign. Creating a whole new measurement framework will only confuse; online 
advertising growth and maturity have taught us that. We need to stick to the same kind 
of quantitative and qualitative measures that are in place while accounting for unique 
nuances to each medium. 

In the scenario referenced above, there is a need to understand exactly how the YouTube 
campaign performed in relation to the TV campaign. 

To truly understand cross channel behavior it is critical that advertisers are able to track 
cross media drivers and benefactors so they can flight their media mix accordingly. Mul-
ticlick attribution can drive improved continuity within the media mix. Social, not entirely 
dissimilar to search, exists often between other media exposures and throughout the 
purchase funnel. 

With a robust attribution model, the combined benefits include:

•	 Improved awareness 

•	 Increased reach

•	 Increased sales

•	 Promotional extension

•	 Change of sentiment

•	 Improved engagement

We must compare like for like 

Obviously TV-based advertising is more of a passive experience, but it does provide 
massive reach, so in order to drive deeper interaction with a brand additional media 
are mixed. These TV extensions should in most cases include phone, web, online video, 
search engine marketing, email, and other options. This will not only extend an initial 
media investment, but also increase the effectiveness by increasing reach and creating 
continuity. An integrated campaign needs all the component parts to work together for 
the common goal of the campaign objective, yet advertisers must also be able to com-
pare the effectiveness of each element by measuring it against the same criteria. 

Measuring against other media
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Again, if the objective is defined upfront, this comparison will be meaningful and social 
media monitoring can help compare views, sharing, popularity, and opinions impacted 
by traditional media delivery. The reverse also has value, where by creative messaging 
and overall marketing communications can be altered by insights gleaned from monitor-
ing social media against traditional media and brand measures.

By now, everyone has witnessed the influence social insights can have with brands like 
Starbucks and the GAP as they tried to change their logos to the dismay of their loyal 
customers. The ability to react and optimize efforts based on real-time consumer feed-
back is critically important and under-utilized. In the GAP case it was particularly nega-
tive, and unnecessarily so. Monitoring and understanding what consumers perceive the 
brand and logo attributes to be could have helped to influence the new logo. GAP could 
have also enlisted the social graph to help create and influence the new logo before 
launching the new campaign.

CROSS-MEDIA BEHAVIORAL MEASUREMENT  
(January 2011) 

http://bit.ly/crossmed

ARTEMIS ATTRIBUTION WEIGHTING 
Managing the digital Media Mix  
(March 2010)

http://bit.ly/Attribut

For more detail on attribution and cross channel measurement, 
go to MediaContacts.com and download the following papers:

The difference in approach to measurement with social media is word of mouth or peer-
to-peer recommendations. Because social media has spawned the empowered con-
sumer, they are now a creator as well as a consumer. Their voice in the sea of conversa-
tion about your brand or competitors must be taken into consideration and reacted 
to. Yes, the voice can be monitored and insight gained, but it is even more important 
to measure this voice and test the effectiveness of marketing strategies where senti-
ment is a key measure. Additionally, the influence of various people reached must be 
measured, specifically their influence over a network of contacts and connections in 
the social graph. 

A campaign may reach 5,000 people on Twitter, but those all have their own lists of 
people to disseminate a message to as well. Some of those people could have 1,000 to 
100,000 or even a million followers. We need to understand all touch points as a form 
of network theory analytics; how one idea can spread, virally if you will, through connec-
tions. By analyzing this we can identify the number of consumers that be can be reached 

Influence is the new inventory



© 2011 Havas Digital 13

Havas Digital

How To Find Social Media Success

and what exponential distribution can carry in terms of meeting a business objective. 
Understanding the value chain is very important in putting context to these various con-
nections.

This is a new paradigm for generating and measuring digital reach, one that can actu-
ally be planned for. This is a tactic called propagation planning –plan not for the peo-
ple you reach, but the people that they reach. What this means is when we measure, 
reaching 5,000 consumers is the base line. Using measurement tools such as Sysomos 
we can establish how far each of the ripples we create travels through a network of 
engaged consumers.

For Walmart in Brazil, Havas deployed a buzz monitoring campaign to indentify opportu-
nities and create a dialogue relating to e-commerce and the brand. The insights fueled 
the overall communication strategy and helped Walmart reach new potential customers 
and increase sales.

Influence is the new inventory
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For Havas this document is the start of a journey. Social media will only grow and it 
will evolve as it matures in a variety of flavors varying by culture, country, and language. 
The goal of this paper was to share the agency approach and opinions on how to lever-
age social media for success. It should be clear now that at Havas, social monitoring is 
not only the foundation of successful marketing within social media, but also has broader 
value to drive real business results on- and offline. 

The key take-a-ways of this social measurement manifesto:

•	 Always start with a business objective in mind

•	 Define the measurement criteria in advance 

•	 Benchmark and test

•	 Monitor consumer sentiment and conversation 

•	 Understand the consumer

•	 Understand which social platforms in use

•	 Understand platform and network differences

•	 Adjust your strategy & implementation accordingly

•	 Compare results

•	 Compare like for like

•	 Involve the whole organization

•	 Know what to measure & what to monitor

•	 Repeat with the listening loop 

Summary 
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Resources and Suggested Reading 

Qualman, Erik (2009)
Socialnomics: How Social Media Transforms  
the Way We Live and Do Business

Shirky, Clay (2010)
Cognitive Surplus: Creativity and Generosity in a Connected Age

Citi Investment Research (2010)
An Interview with Author David Kirkpatrick
http://bit.ly/gPHnes

Kirkpatrick, David
The Facebook Effect: The Inside Story of the Company  
that is Connecting the World

eMarketer
China Social Media Marketing
http://bit.ly/hh8y3i

eMarketer
Worldwide Social Network Ad Spending: 2011 Outlook 
http://bit.ly/h6tdud

eMarketer
Dramatic Difference in Approach to Social Media Metrics
http://bit.ly/g2JeJt

A Wiki of Social Media Monitoring Solutions 
http://bit.ly/CMHbl

Zarella, Dan (2009)
The Social Marketing book 
http://bit.ly/eTWRO4

Meerman Scott, David (2007)
The New Rules of Marketing & PR 
http://bit.ly/1FbWC7
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We encourage you to contact us directly to discuss, in more details, any concerns you 
may have regarding this Havas Digital Insight issue. We will be happy to assist you.

· neil.kleiner@havasmedia.com		

· mark.egan@havasdigital.com

Or contact your Havas Digital LOCAL OFFICE:

· rob.griffin@havasdigital.com		

· micah.nyatsambo@mediacontacts.com
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Exchange Square, 338 Kings Rd, Northpoint.  
Hong Kong, China.	  
Office phone +852 2590 1814 
fax +852 2516 5411

country manager Jason Kwong 
email jason.kwong@hk.mediacontacts.com

HAVAS DIGITAL CHILE

address Almirante Pastene 333,  
Floor 7, Of. 701. 
7500506 - Providencia, Santiago, Chile.   
Office phone +56 2 714 8000  
FAX +56 9 865 3083 

country manager Gonzalo Parra 
email gonzalo.parra@havasdigital.com 
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HAVAS DIGITAL INDIA

address 1 5th Floor, Tower A, Building 9,  
Dlf Cyber City, Phase III. Gurgaon-122 002 India  
Office phone +91 11 398 444 00/11  
fax +91 222 491 5766 

address 2 Brady Glady’s Plaza, Unit 1,  
2nd Floor. Senapati Bapat Marg,  
Lower Parel, Mumbai - 400 013 India. 
Office phone +91 22 300 364 00/33 

address 3 6-3-899/I, Second Floor, R.V.’s Kamala  
Castle. Somajiguda, Hyderabad - 500 082 India. 
Office phone +91 40 66417880/ 81  

country manager Arnab Mitra 
email arnab.mitra@mediacontacts.com

REGIONAl manager Rajeev Balasubrahmanyam 
email rajeev.bala@sg.mediacontacts.com

HAVAS DIGITAL italy

address Via San Vito, 7. 20123, Milano. Italy  
Office phone +39 02 6744 3201 
fax +39 02 6744 3222

country manager Cosimo Ferrara 
email cosimo.ferrara@it.mediacontacts.com

HAVAS DIGITAL latvia

address Kr. Barona Street 36-9.  
LV 1011 Riga, Latvia.	  
Office phone +371 67 504585  
fax +371 6728 5666

country manager Jevgenijs Kazanins 
email jevgenijs.kazanins@mediacontacts.lv

HAVAS DIGITAL malaysia

address 3A-22 & 3A-22A, Janlan Pju 8/3,  
Perdana Business Centre, Damansara  
Perdana. 47820 Petaling Jaya, Selangor  
Darul Ehsan, Malaysia  
Office phone +603 7728 4134  
fax +603 7728 5067 

country manager Dinesh Sandhu  
email dinesh.sandhu@mediacontacts.com

REGIONAl manager Rajeev Balasubrahmanyam 
email rajeev.bala@sg.mediacontacts.com

HAVAS DIGITAL mexico

address Prolongación Paseo de la Reforma 
1015, Torre A, Piso 24. Col. Desarrollo Santa Fé. 
01376 México DF. 
Office phone +52 55 9177 6081 
fax +52 55 9177 6005

country manager Arnaldo Hernández 
email arnaldo.hernandez@havasdigital.com

HAVAS DIGITAL HUNGARY

address 1117 Budapest, Alíz u.1  
(hrsz.3990/5) Office Garden Building  
5th Floor (Szerémi; u-Hengermalom  
u.corner) Hungary.	  
Office phone +36 1 799 1820 
fax +36 1 799 1821

country manager Ágnes Kovács  
email agnes.kovacs@havasdigital.com

HAVAS DIGITAL LITHUANIA

address Savanoriu ave. 1 
03116 Vilnius. Lithuania  
Office phone +370 5 213 23 54  
fax +370 5 213 11 25

country manager Vytautas Kubilius 
email vytautas.kubilius@lt.mediacontacts.com 
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HAVAS DIGITAL spain

address 1 Avda. General Perón, 38, 14ª.  
28020 Madrid, Spain. 
Office phone +34 91 456 90 50 
fax +34 91 770 15 86 

address 2 Dr. Fleming, 17. 
08017 Barcelona, Spain. 
Office phone +34 93 205 87 71 
fax +34 93 414 72 13  

address 3 C/ Roger de Lauria, 19-4c. 
46002 Valencia, Spain. 
Office phone +34 96 353 08 74 
fax +34 96 353 08 74 

country manager Javier Navarro 
email javier.navarro@havasdigital.com   

HAVAS DIGITAL Poland

address Marynarska 15 str,  
02-674 Warszaw, Poland 
Office phone +48 22 843 66 60 
fax +48 22 843 66 61

country manager Robert Bernaciak 
email robert.bernaciak@mediacontacts.com 

HAVAS DIGITAL Portugal

address Avenida Duque de Ávila, 46 - 5ºAv.  
1050-083 Lisboa, Portugal. 
Office phone +351 21 791 3388 
fax + 351 21 791 3340

country manager José Frade 
email jose.frade@mediacontacts.com

HAVAS DIGITAL singapore

address 137 Amoy Street, #02-02  
Far East Square, Singapore 0499065  
Office phone +65 6645 4700 
fax +65 6645 4701

country manager Gautam Dutt 
email gautam.dutt@sg.mediacontacts.com

REGIONAl manager Rajeev Balasubrahmanyam 
email rajeev.bala@sg.mediacontacts.com

HAVAS DIGITAL PHILIPPINES

address Yehey.com 38/F Discovery Center.  
25 ADB Avenue Ortigas Complex, Pasig City, 
Philippines.	  
Office phone +632 910 6387 
fax +632 910 6420

country manager Eduardo Mapa 
email eduardo.mapa@ph.mediacontacts.com

HAVAS DIGITAL peru

address Av. Victor Andrés Belaunde 147,  
Torre Real Uno, Oficina 902.  
Centro Empresarial San Isidro, Lima - Perú. 
Office phone +511 611 8800 
fax +511 611 8803

country manager Gonzalo Parra 
email gonzalo.parra@mediacontacts.com

HAVAS DIGITAL NETHERLANDS

address Burg. A. Colijnweg 2.  
1182 AL Amstelveen, Netherlands. 
Office phone +31 (0) 20 408 90 00 
fax +31 (0) 20 408 90 01

country manager Freek de Steenwinkel 
email freek.de.Steenwinkel@mediacontacts.com
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HAVAS DIGITAL USA

address 1 101 Huntington Avenue,  
16th Floor. Boston MA 02199 USA. 
Office phone +1 617 425 4100 
fax +1 617 425 4101  
CONTACT Tom Penque 
email tom.penque@mediacontacts.com 

address 2 195 Broadway, 12th Floor. 
New York, NY 10007. 
Office phone +1 646 587 5000 
fax +1 646 587 5005 
CONTACT Andrea Millet 
email andrea.millet@mediacontacts.com 

address 3 5301 Blue Lagoon Drive,  
Suite 850, Miami, FL 33126. 
Office phone +1 305 377 1907 
fax +1 305 377 1906 
CONTACT Fernando Monedero 
email fernando.monedero@mediacontacts.com

address 4 36 East Grand, 5th Floor.
Chicago, IL 60611. 
Office phone +1 312 337 4400 
fax +1 312 337 3898 
CONTACT Chris Costello 
email chris.costello@mediacontacts.com

HAVAS DIGITAL uk

address 11 Great Newport Street,  
WC2H 7JA London, UK.	  
Office phone +44 (0) 20 7393 9000 
fax +44 (0) 20 7393 2525

country manager John McLoughlin 
email john.mcloughlin@mediacontacts.com

HAVAS DIGITAL thailand

address Jasmine City Bldg, 19th Fl.,  
2 Sukuhumvit 23 Klongtoey_nue, Wattana,  
Bangkok 10110 - Thailand. 
Office phone +66 2 259 9030 
fax +66 2 259 9499

country manager Sanjeev Saluja  
email sanjeev.saluja@mediacontacts.com

REGIONAl manager Rajeev Balasubrahmanyam 
email rajeev.bala@sg.mediacontacts.com

HAVAS DIGITAL uae

address Dubai Media City, CNN Building. 
Number 2, Office 511, 5th floor.  
PO Box 21448 Dubai, UAE. 
Office phone +971 4366 4100 
fax +971 4391 8001

country manager Joe Hanoun 
email joe.hanoun@mediacontacts.com 

Contact details
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