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3 words you won’t have to say next time.
At Upshot, we not only help you develop innovative ideas,
we help you get them to market fi rst. So next time, 
it’s the other guy saying, “I wish I had done that.” Not you.

For more information, visit upshot.net.
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Positively Safeway
Safeway chief marketing officer Diane Dietz gets 
inspiration from innovation. An exclusive Q&A 
interview by Tim Manners.

8
R O U N D T A B L E

Better Things
Innovation just isn’t what it used to be. A discussion 
featuring Claudia Poccia of Avon mark, Jevin 
Eagle of Staples, Randy Carlson of Diageo, and 
Jim Porçarelli of Active International. 

16
W H I T E  PA P E R

Map the Gap
Winning at retail requires innovation across 
bundles of brand benefits. By Vinit Doshi. 

PIVOT POINT

Almost 15 years ago, I started asking the best and 

brightest in marketing questions about the future of 

this business, first on Reveries.com and now in the Hub. 

That probably translates into thousands of questions 

asked. But, in fact, I’ve really only posed variations of 

one, pivotal probe: Where’s it all headed? 

Some of the answers have been more memorable 

than others, obviously. If there’s one I recall best, it was 

the response from Geoffrey 

Frost, a former chief marketing 

officer of Motorola, during late 

summer, 2005.

It’s memorable partly 

because, tragically, Geoffrey passed away within weeks 

of our conversation. But it’s more because he was so 

damn clear about what he saw coming.

He was remarkably prescient when he referred to 

his product as “the device formerly known as the cell 

phone.” He also suggested we should think about our 

business as “the industry formerly known as advertising.” 

But my favorite part of the interview was when 

Geoffrey talked about the famous William Gibson 

quote: “The future has already arrived; it’s just not 

evenly distributed.” 

As Geoffrey explained, “What he’s saying is that 

there are people of the future, already here, walking 

among us. If you can figure out who they are and 

co-create with them, you’re actually doing a rather 

amazing job of not only anticipating, but also shaping 

where the world can go.” 

It’s a new year, and a new decade. What’s new, for 

you, in the industry formerly known as advertising? 

Where’s it all headed?

Tim Manners

tim@hubmagazine.com

Remembering 
the late, great 
Geoffrey Frost.
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