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AdAsia history

AdAsia began as a three day Asian Advertising
Conference in 1958 sponsored by the Japan
International Advertising Association (JIAA). The prin-
cipal objective of the conference was to give Asian adver-
tising a boost in the post war era. The conference was
attended by delegates from six countries including
Japan. The modest conference grew into a congress in
the 1960s and was nick named AdAsia in 1984. The suc-
cess of the first conference laid the foundation for the
event to grow into the most important regular gathering
of marketing and advertising professionals in Asia. Over
time AdAsia has become the continent's most prestigious
advertising event.

The AdAsia stage has been graced by distinguished
leaders from varied fields including Heads of States from
Malaysia & Taiwan, consultants like C.K. Prahalad,
Lester Wunderman (the father of direct marketing),
Rajat Gupta (former Managing Director of McKinsey &
Company); Agency heads like Martin Sorrell (Head-WPP
Group), Irwin Gotlieb (CEOQ - Mindshare); Creative
geniuses like Neil French and Piyush Pandey, Indian cor-
porate giants like Mukesh Ambani, Kumar Mangalam
Birla, M.S. Banga (former Chairman, Unilever), thinkers
like Charles Handy (Author of Elephant and the Flea)
and Ricardo Semler (Author of Maverick).

Even the great David Ogilvy put aside his fear of flying
to be part of the conference in New Delhi (1982) where
he delivered the now prophetic address of the 'Western
Hare and Asian Tortoise.’

AdAsia was last held in India in 2003 in the pink city of
Jaipur. This event is still regarded as the benchmark
event in the festival's history. In 2005, Suntee City

Singapore hosted the event with an event theme of
‘Winning Asia' and witnessed the largest contingent of
over 150 members from India.

Jeju 2007 marked the 50 year celebration of AdAsia.
The festival was a great showcase of the Korean culture
with stellar performances by contemporary percussion-
ists and traditional dancers.

The last gathering was held in Kuala Lumpur in
Malaysia where the host's baton was handed back to
India. As a tradition, the penultimate night of the festival
is dedicated to the next host and one can look forward to
the Vietnamese night at this vear's event.

AdAsia 2011

AdAsia returns to India after eight years. In 2003, the
AdAsia congress was hosted in Jaipur and was widely
regarded as a landmark in the history of the Congress.
AdAsia 2011 will not just be about Ads and Asia. It has a
far more ambitious vision and seeks to comprehensively
explore all aspects of the theme Uncertainty: The New
Certainty. The business world is currently at an inflec-
tion point witnessing a realignment of global economic
leadership. In the 20th Century, the world looked to the
West for innovation and progress. In the 21st. century,
everyone's attention is riveted on Asia. AdAsia 2011 will
thus provide a ready platform to chronicle change of a
significant magnitude and provide a glimpse of the
opportunities and challenges that lie ahead. The prolific
agenda of AdAsia 2011 will comprise more than 20 intel-
lectually stimulating sessions aimed at exploring the
business ecosystem and understanding the nature of dis-
ruption to effectively address pertinent concerns.
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AdAsia 2011 is being organised under the aegis of the
Asian Federation of Advertising Associations (AFAA).

Asian Federation of Advertising Associations
(AFAA)

AFAA was set up in July 1978, when representatives of
advertising associations of ten Asian countries reached
an unanimous decision to do so, based on the recom-
mendations of a working committee formed at the 10th
Asian Advertising Congress held in Sydney in 1976. The
current members of the Federation include Advertising
Associations from Bangladesh, Hong Kong, India,
Indonesia, Japan, Korea, Malaysia, Nepal, Pakistan,
Philippines, Singapore, Sri Lanka, Taipei, Thailand,
United Arab Emirates and Vietnam.

It's objectives were as follows:

« Unify all Asian associations involved in the various
aspects of advertising

« Upgrade standards, ethics and practices of advertis-
ing and to bring a more meaningful contribution from
advertising activities to both regional and national
socio-economic development

« Set up the necessary mechanism for Asian Advertising
Congresses

« Foster self-regulation

« Devise and implement educational programs.
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The Congress

AdAsia began as a three day Asian Advertising Conference in 1958 sponsored by the Japan
International Advertising Association (JIAA). The principle objective of the conference was
to give Asian Advertising a boost in the post war era. The conference was attended by dele-
gates from six countries including Japan. The modest conference grew into a congress in the
1960s and was nicknamed AdAsia in 1984.

Over time AdAsia has become the continent's most prestigious advertising event.

The AdAsia stage has been graced by distinguished leaders from varied fields including
Heads of States from Malaysia & Taiwan, consultants like C.K. Prahalad, Lester Wunderman
(the father of direct marketing), Rajat Gupta (former Managing Director of McKinsey &
Company); Agency heads like Martin Sorrell (Head-WPP Group), Irwin Gotlieb (CEO -
Mindshare); Creative geniuses like Neil French and Piyush Pandey, Indian corporate giants
like Mukesh Ambani, Kumar Mangalam Birla, M.S. Banga (former Chairman, Unilever),
thinkers like Charles Handy (Author of Elephant and the Flea) and Ricardo Semler (Author
of Maverick).

Even the great David Ogilvy put aside his fear of flying to be part of the conference in New
Delhi (1982) where he delivered the now prophetic address of the 'Western Hare and Asian
Tortoise.'

AdAsia was last held in India in 2003 in the pink city of Jaipur. This event is still regarded

as the benchmark event in the festival's history. In 2005, Suntec City Singapore hosted the
event with an event theme of 'Winning Asia' and witnessed the largest contingent of over 150

The Venue

The Taj Palace Hotel,
New Delhi is a flagship hotel
of the world renowned Taj
Group of Hotels, Resorts &
Palaces. The hotel has
played host to heads of
state, corporate moguls and
high profile businessmen
from across the world. It is
now readying itself to roll
out the red carpet for the
delegates of AdAsia 2011.

Nestled on six acres of
lush greens in the exclu-
sive Diplomatic Enclave of
the city, Taj Palace Hotel is
a mere ten minutes' drive
from the airport. It has a
Convention Centre that
can accommndate over
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The Agenda

We live in a dynamic world that is currently at an
inflection point witnessing a realignment of global eco-
nomic leadership. Everyone's attention is riveted on
Asia. AdASia 2011 will provide the platform to chroni-
cle change of a significant magnitude and provide a
glimpse of the opportunities and challenges that lie
ahead.

The Agenda will feature more than 20 intellectually
stimulating sessions that explore the business ecosys-
tem and understand the nature of disruption. The top-
ics have been carefully selected to stimulate excitin-
gand cutting edge debate on concerns vital to the mar-
keting, advertising and media industries

« Can industry reinvent itself to fit the new world
order?

+ Who will be the Game Changers?

« Marketing is dead, engagement is in...Trust is
dead, excitement and edginess are in. What are

members from India.

Jeju 2007 marked the 50 year celebration of AdAsia. The festival was a great showcase of
the Korean culture with stellar performances by contemporary percussionists and tradition-

al dancers.

The last gathering was held in Kuala Lumpur in Malaysia where the host's baton was
handed back to India. As a tradition, the penultimate night of the festival is dedicated to
the next host and one can look forward to the Vietnamese night at this year's event.

AdAsia Experience

AMAZING CONFERENCE EXPERIENCE

The conference is planned to engage and involve vou
from the word go so that you are an integral part of the
rethink of systems, strategies and solutions. Your thoughts
and ideas will be instrumental in aligning these to a rapid-
ly changing global business environment. You will also get
a chance to connect with the right people both familiar and
unknown who will challenge the way you think and act.

UNFORGETTABLE GALA NIGHTS

AdAsia 2011 will present four scintillating gala evenings
featuring performances that have been specially selected to
keep you entertained and enthralled throughout.

Starting with an extravagant Opening Gala to welcome
the delegates on Day 1.

Followed by an India theme evening on Day 2 to show-
case the wonders of incredible India.

Day 3 will feature a Vietnamese evening. In keeping with
the AdAsia tradition, the entertainment on this evening will be
provided by the country that is privileged to host the next
AdAsia event slated for 2013. You can look forward to being
afforded a sneak preview of what to expect from AdAsia 2013.

Finally, on Day 4, the curtains will rise for the not-to-be-
missed colourful extravaganza, Kingdom of Dreams. Billed
as the century's most novel tourist attraction, the Kingdom
of Dreams uses technological wizardry to bring to life a
blend of India's art, culture, heritage, crafts, cuisine and
performing arts

EXTRAORDINARY TOURS

Discover amazing India. We have put together a selection
of pre and post group tours and can also offer custom made
itineraries. The tours will include hotel stays, meals, sight-
seeing, guides, local transport, and airport and railway sta-
tion assistance, entrance tickets to monuments.

SHOWCASE OF INDIAN HOSPITALITY

Enjoy levels of hospitality and super luxury that only
Delhi's hotels can deliver. Choose from six classy star hotels
across three comfort levels - each ready to lay out the red
carpet treatment for your convenience and comfort at
never before rates

Go on a gastronomic adventure indulging your taste buds
with the wonders and infinite variety of Indian cuisine. The
rich Mughlai cuisine of North, the Wazwan style of
Kashmiri cooking, Bengal's Macher Jhol, Rajasthan's Dal

Bati, Uttar Pradesh's Kebabs and Punjab's Sarson Ka
Saag and Makki di Roti.

The Logo
DESIGN CONCEPT

The future is both
exciting and unpre-
dictable. The new
technological  dis-
continuities and the
changed geo-politi-
cal equations and the
new economic order
have all contributed
to the emergence of a
new dynamic, the
epicenter being none
other than Asia.

Asia's rich cultural
myriad creates a com-
plexity that is also its
biggest advantage.
Assimilative atti-
tudes, regional syner-
gies, local pride fos-
ter a collective glory.
It is this idea of Asia
leading the new world
order that we seek to
capture in a visual
inspired by the rich
multicultural motifs
on textiles from vari-
ous regions in Asia; a
seamless patchwork
quilt; blending into
one another to com-
plement the concept
of fluidity yet togeth-
erness, thus weaving
a new certainty in a
dynamic visual lan-
guage.

1000 delegates and thus is
the preferred choice for
most international con-
gresses and meetings in + Has the DNA of the new consumer been decod-
New Delhi. Equipped with ed?

wireless broadband « How will strategy and structure evolve to tango
Internet access, the hotel better?

offers world class confer-
ence services that include + The Asian conglomerate - just a pipe dream?
§imultaneous translation ¢ From Chat Rooms to
in five languages. Two Twitter.....What Next?

lush lawns can accommo-
date up to 500 guests for a « Will Asia lead the next creative renaissance?
cocktail evening with tra-
ditional Indian perform-
ances. Its recreational
facilities include several + Can Unpredictability be managed in Life and
gourmet restaurants, live- Business?

ly bars, a swimming pool,
spa, golf, tennis and shop-
ping facilities « India 2020 - a global brand?

the new rules for survival for brands and their
markets?

Facebook to

« How willclients cut through clutter to navigate
media traffic?

« Will Brands with a Conscience survive?

The Theme
UNCERTAINTY: THE NEW CERTAINTY

The world in the last two years has weathered the financial tsunami.
However, more than the great financial meltdown, the world has seen the
emergence of a new world order. If, in the 20th. century, the world looked
to the West for innovation and progress, in the 21st. century, everyones'
attention is on the East, on us.

Truly the new century has seen tectonic changes - in the way one does
business.

Marketing is dead, engagement is in.. Trust is dead, excitement and edgi-
ness is in. So what are the new rules of survival for brands and their mar-
keters?

There are instances of brands experimenting with 'spread and sell' execu-
tions that get interwoven into the social fabric. Is our business still adver-
tising or is it managing communities?

From chat rooms to twitter & facebook, to mobiles as the new micro blog-
ging device - how can brands cope with such dynamic enablement of con-
sumer engagement?

How do we master the ever evolving operating environment, its impact on
business and the new age imperatives for long-term sustainability.

The answers to these and many more such posers are not very clear. The
one thing that is clear though is that the future is going to be marked by
chaos, flux & new paradigms. Indeed, the only certainty about the future is
that it is going to be uncertain. Uncertainty is the new certainty.

We believe AdAsia 2011 is a platform, which will not only chronicle the
changes but also provide a glimpse of impending opportunities and chal-
lenges.
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Shipping alternative energy equipment -
made easy by DHL

Technology has made our lives comfortable but due to this we
are so dependent on it that now abundant and economical ener-
gy has become the foremost need and life blood of modern civ-
ilization. With the ever growing population, widely exploiting
the natural resources, the world is facing severe energy crisis
that needs to be tackled carefully and earnestly. Many experts
believe that factors such as geopolitical events, natural disasters
and increase in demand have exacerbated the situation and
energy crisis might even turn into a humanitarian crisis soon.

Energy or power plays a pivotal role in socioeconomic develop-
ment of a country by running the industrial machinery, lighting
the cities and at some places even powering the vehicles. Since
energy can easily be labeled as the backbone of any economy and
its consumption is correlated to economic growth, globally
nations have realized the importance of mitigating this crisis. For
this purpose, people are now focusing on concepts like energy
conservation, use of bioplastics and alternative energy and fuels.

Despite having significant hydrocarbon reserves, Pakistan is
also facing acute power shortage due to underdeveloped and
poorly managed energy infrastructure. Pakistan embraced
many thermal power plants during the late 80s and early 9os to
overcome power outages, unfortunately overreliance on ther-
mal power generation, which accounts for 62% of our electrical
energy supply mix, has resulted in severe power shortfall. Prime
Minister of Pakistan Mr. Yousuf Raza Gillani announced a
national energy policy on April 22, 2010 aiming to cut con-
sumption by 1500 megawatts (MW). However, even if the pol-
icy is implemented painstakingly and the outcome is 100 per-
cent, Pakistan is still bound to face a shortfall of 2,168 MW per
day. This figure is certain to increase with a population growth
rate of 1.57 percent. Therefore, it is crucial for us to understand
that there is a dire need to develop an alternate energy plan as a

Keeping in mind the above factors, the Alternative Energy
Development Board Bill was passed in 2010 to approve the
establishment of an Alternative Energy Development Board
(AEDB). Since its inception the board has formulated various
plans to generate power through wind, coal, solar, biogas, bio-
mass/waste-to-energy, and hydel resources. Various projects of
alternative energy capable of generating 700 MW will be added
to the national grid by 2015.

Pakistan is mainly dependant on thermal and hydroelectric
power-based energy producing sector to meet its needs. Our
country is bestowed with the great prospective of making solar
and wind energy as its prime energy sources. National
Renewable Energy Laboratory (NREL) of the USA, in collabo-
ration with USAID, has developed a wind map of Pakistan
which indicates that it has a potential of 346,000 MW. About
3% of Pakistan's total land area has Class 4+ windy land area
which means it is excellent for utility-scale applications. Almost
9% of Pakistan's land area has Class 3 or better wind resource.
The coastline of Sindh is well suited for renewable energy devel-
opment; especially Gharo-Keti Bandar which alone has a capa-
bility of approximately 50,000 MW.

However the biggest challenge and hurdle in adopting this tech-
nology is the availability of equipment used to construct wind
power projects. It wouldn't be erroneous to say that most of the
equipment like humongous towers, propellers/blades, shafts,
gear-boxes, rotors, generators and turbines are imported from
around the globe, as they are not manufactured locally. The
process of transporting such equipment is a herculean task and
needs to be done with extraordinary care. The nature of such
cargo is sensitive and one wrong move could result in damages
running into millions of dollars. Lack of professional expertise,
mandatory to handle such equipment, hinders the transportation
process. DHL Global Forwarding is the solution to this challenge.

The Industrial Projects unit of DHL Global Forwarding spe-
cializes in moving and handling huge industrial equipments. The
unit has trained professionals who take care of the total logistics
of facilitating the secure transfer of these equipments right from
their manufacturers to the project sites anywhere in Pakistan.
DHL Global Forwarding's Industrial Projects unit offers feasibil-
ity studies, route surveys, supervision at origin which includes
picking and packing from manufacturer facility, entry through
ports to location, custom clearance with complete documenta-
tion, export-import procedures, inland haulage of heavy and
multi-axle trailers for over-dimensional equipment movement,
internet tracking & tracing and delivery up to the project site.
Each project undertaken by the unit has a comprehensive
Health, Safety and Environmental plan which is in accordance
with the ISO goo1 and ISO 14001 quality accreditations.

Recently, DHL Global Forwarding successfully managed to
ship 46,000 tonnes of windmill equipment from Spain to the
western state of Falcon in Venezuela. Its Industrial Projects
team is committed to meeting timelines and providing cus-
tomized solutions to clients. Their main objective is to provide
the best services at the most competitive rates. DHL is the only
freight forwarding company in Pakistan which is providing
quality end-to-end services to large industrial project clients. By
doing this it is not only making transportation easier for the
companies but also contributing towards successful completion
of Pakistan's national alternate energy plan. Ultimately oil and
gas will become scarce and expensive within our lifetimes and
traditional methods of energy production will fall short of meet-
ing the needs and demands of the industry. Therefore, it is
imperative to shift to alternate energy producing methods and
DHL Global Forwarding is effectively and practically playing its
role in this transition.
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TO HARNESS
THE POWER
OF THE SUN,
FIRST HARNESS THE
POWER
OF DHL.

Hee s aes

Global demand in solar energy markets is rapidly shifting. That’s why you
need a quick and flexible logistics partner who can help you access those
markets with speed and precision. DHL's air, ocean and road solutions
work across the world to ensure that you can have the presence you need,
whenever and wherever it is needed. And by working with our global
renewable energy team we'll make sure you don’t miss an opportunity to
create a more sustainable world,

www.dhl.com/renewableenergy
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