
Joseph Jaffe Credentials 
 

 
Good Cop 

 
Bad Cop 

  One of the most sought-after consultants, speakers and 
thought leaders on new marketing, Joseph Jaffe is President 
and Founder of jaffe, L.L.C. (www.getthejuice.com) – a 
“New Marketing” consulting practice. 
 
jaffe, L.L.C. works with both the buy and sell sides, offering a 
suite of strategic and creative services, agency relations 
consulting and training, and custom publishing and 
speaking opportunities.  
 
His clients include MSN, Google, Reuters, CNET Networks, 
ESPN and the AAAA's.  
 
He has spoken to audiences in North America, London, the 
Netherlands, Turkey and South Africa and to companies 
including Yahoo!, JWT, Modem Media, Conde Nast and 
iVillage. 
 
Prior to consulting, Joseph was Director of Interactive Media 
at TBWA\Chiat\Day and OMD USA, where he worked on 
clients including Kmart, ABSOLUT Vodka, Embassy Suites and 
Samsonite.  
 
Joseph brings with him a diverse mix of both client and 
agency experience, on both the traditional and Interactive 
sides of the business.  
 
In 2005, Joseph completed a landmark AAAA’s White Paper 
on the birth and growth of the Media Services 
Agency/Independent.  
 
To date he has authored over 300 thought leadership 
articles. His popular weekly column "Jaffe Juice" was 
recently re:launched as a new marketing blog. You can join 
the conversation at www.jaffejuice.com  
 
His first book, “Life after the 30-second spot: Energize your 
brand with a bold mix of alternatives to traditional 
advertising” (Wiley/Adweek) will be released May 27th, 
2005. Find out more at www.lifeafter30.com  
 
Jaffe is a Senior Fellow at the Center for the Digital Future at 
the USC Annenberg School. He has also lectured part-time 
at NYU's Stern School of Business, Cornell’s Johnson School 
of Business and Syracuse University. 
 
Hailing from South Africa, Joseph lives with his wife and two 
children in Westport, Connecticut. 

 



Presentations include: 
• “Life after the 30-second spot” – This is jaffe’s signature keynote presentation 

centered around his book. In it, he discusses the demise of the 30-second spot as the 
primary communications vehicle and in its place, the rise of bold alternatives to 
traditional advertising such as Interactive, Experiential Marketing, Long form Content, 
Communal Marketing, Gaming and On Demand Viewing.  

• Connecting with Buyers – I was the buyer you were trying to reach; now I can tell you 
how to reach me 

• New Branding – Branding is Dead. Direct Response is Dead. Enter New Branding and 
Branded Response. Knowledge of these two concepts may just save your job… 

• Integration – Why Integration as we know it today will almost always fail miserably. 
The critical difference between vertical and horizontal integration and the sweet 
spot which exists when they come together. 

• How Technology will save the Media Business – Could TiVo save the endangered 30-
second commercial? Are magazines and newspapers doomed? What is the new 
role of content in a world where everything is free? The insights and conclusions may 
very well surprise you. 

• Integrating Interactive into the Media Mix – A comprehensive and prescriptive 
overview and perspective on the role, value and suggested use of the Web  

• Creativity in Online Advertising – A showcase and high-level overview of the 
predominant forces shaping the evolution of creativity online 

• “PowerPoint doesn’t suck; you do!” – There are those who recommend against 
PowerPoint, but that might come from not understanding it; PowerPoint is an 
incredibly useful sales aid + tool, but only if its used correctly. 

 
Speaking engagements include: 
• Digital Marketing Expo (New York, April 2005) – 

http://www.digitalmarketingexpo.com/digitalmarketing/index.jsp 
• ConnectME! Conference (Stamford, April 2005) – 

http://www.contactadvocate.com/connectme/index.html 
• Future of Media Conference Keynote (London, November 2004) – 

http://www.c21media.net/about/index.asp?area=77 
• Battle for the Heart Keynote Presenter (8 cities, August – November 2004) – 

http://www.battlefortheheart.com/  
• Integrated Marketing Communications Panelist, Health & Beauty Expo (September 

2004) – http://www.hbaexpo.com/  
• Breakfast with Jaffe Juice – Keynote presentation on Online Branding: The Art and the 

Science – New York, Atlanta, San Francisco, Los Angeles, Chicago (June – October 
2004) – http://www.advertising.com/breakfastandjaffejuice/  

• S.M.A.R.T. Marketing Keynote, June 2004 – 
http://www.excelerationtraining.com/pages/seminars_smart.asp  

• MediaWeek/Editor & Publisher Conference, May 2004 
• Newspaper Association of America (N.A.A.) Innovator Dinner Series Guest 

Speaker/Moderator – New York, Chicago, LA, San Fran, Detroit (May – October 2004) 
• Moderator and Panelist at @d:tech, New York and San Francisco, various (2002-2003) 
• Content Developer, Master of Ceremonies, Presenter, Moderator, Panelist at iMedia 

Summits and Brand Summits 
o Park City, UT (‘01, ‘02, ‘04), Tamaya, NM (‘02, ‘03), Keystone, CO (‘02), Bonita 

Springs, FL (‘03, ‘04), Scottsdale, AZ (‘03, ‘04), Beaver Creek, CO (‘03), 
Chesapeake Bay, MD (‘04), Scottsdale, AZ (‘04), Amelia Island (‘05) 

• Keynote, Performance-based Marketing Conference, Boston (Oct ’03) 



• Presenter, OPA’s Eyes on the Internet Tour, 8 cities, Feb – June 2003 
• Master of Ceremonies, Eyeblaster Awards, New York City (2003, 2002) 
• Presenter, New Marketing and the Best Practices Challenge, Microsoft Strategic 

Account Summit, March 2003 
• M.C./Keynote Presenter and Panel Moderator, Best Practices Roadshow, 10 cities, 

January – February, 2003 
• Panel Moderator, Streaming Media East, Interactive Broadcasting, NYC, Oct 2002 
• Panel Moderator, Adweek/Brandweek/IAB Interactive Broadcasting August 2002 
• NAA Conference, June 2002, Denver, June 2002 
• Goldman Sachs 3rd e-commerce and advertising conference, Las Vegas, May 2002 
• High-level mentor/presenter at Interactive Project Lab Boot Camp, Toronto, April 2002 
• “Niche Marketing” Panel Member, Ad Club, February 19, 2002 
• “Big Ideas” Panel Member/”Judge” at IAB Annual Meeting, Dec 2001 
• Presenter at Internet Workshop in Belgium on “Integrating Interactive into the 

Communications Mix” 
• Creative Panel lead/moderator in MEDIA Magazine's "Forecast 2002" 
 

Writing includes: 
• “Jaffe Juice” on www.imediaconnection.com – a weekly thought 

leadership/commentary piece on new marketing: June 2002 – September 2004 
• Re:launched as Blog at www.jaffejuice.com in March 2005 
• MediaDailyNews on www.mediapost.com – a weekly thought leadership piece on 

interactive marketing: August 2001- June 2002 
• Consulting Editor on Ad Age’s i-Intelligence (May + November 2004) – a custom 

publishing piece on interactive/digital marketing + media 
• Author of landmark White Paper on the birth and explosive growth of the Media 

Services Agency/Independent for AAAA’s 
• “Life after the 30-second spot: Energize your brand with a bold mix of alternatives to 

traditional advertising”, an Adweek book published by Wiley, due out in Q2 of 2005 
 

Press Includes  
• Wall Street Journal (attached) 
• New York Times 
• Investor’s Business Daily (attached) 
• Ad Age 
• Adweek 

• Business 2.0 
• Philadelphia Inquirer 
• Oakland Tribune 
• Tech TV 

 

Resources 
 
• Corporate Website: www.getthejuice.com 
 

 
 



 
• Life after the 30-second spot Book Website: http://www.lifeafter30.com 
 

  
 
 
• Battle for the Heart: www.battlefortheheart.com 
 

 
 
• Jaffe Juice – blog: www.jaffejuice.com 
 

 
 
• Jaffe Juice – articles: http://www.imediaconnection.com/jaffejuice/index.asp 
 
Contact Details 
President and Founder, jaffe, L.L.C. 
7 Lakeview Road 
Westport, CT 06880 
(203) 227-3161 (work) 
(917) 603-4639 (cell) 
jaffe@getthejuice.com 





 
(203) 319-0684 (fax) 
(917) 603-4639 (mobile) 
jaffe@getthejuice.com 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
 
One of 2 pieces created for Ad Age’s i-Intelligence, a 28-page custom special 
section on Interactive (published May 2004) As consulting editor, Jaffe compiled 
the special section, as well as moderated a C-level roundtable discussion (which 
included CMO’s from Mitsubishi and Yahoo, Presidents of Carat Interactive and 
StarcomIP and CEO of iVillage)   



 
 
 
Jaffe Juice on www.imediaconnection.com – weekly thought leadership 
commentary (June 2002 - )



 
Branded Response  
A new hybrid model that redefines marketing. 
With Joseph Jaffe, New Marketing Consultant, "jaffe"—A New Marketing Consultancy  
 

If you're tired of surfing through uninspiring TV commercials or sifting 
through piles of junk mail that add absolutely no quality to your life, 
you're not alone. According to Joseph Jaffe, a New Marketing 
Consultant and thought leader on interactive media, the worlds of online 
and off-line marketing have collided, spelling the end for traditional 
branding and direct marketing as we know them. "Traditional branding 
is dead, if it isn't tied to some meaningful differentiation or benefit," says 
Jaffe. "And direct marketing is dead if it only focuses on short-term 
actions such as conversion. Branding is the means; direct marketing is 
the end. But one without the other will not make it in this new world of 
consumer empowerment."  
 
"In the past there's been a line between building a brand, which 
advertising has done well, and building a business through direct 
marketing. The major difference between them was that one was more 
long-term focused while the other more short-term. With the birth of the 
Internet, the line between them became blurred. Suddenly, long-term 
benefits were being evaluated using short-term success criteria," states 

Jaffe.  
 
According to Jaffe, branding has never been thought of in terms of sales because branding was 
thought of as a means to an end—not the end itself. He considers this one of the most 
dangerous traps the industry has fallen into because he believes branding is all about building a 
business. As Jaffe is fond of saying, "Build a business through building a brand."  
 
Prior to consulting, Jaffe was Director of Interactive Media at TBWA/Chiat/Day, where he 
developed marketing campaigns for Fortune 500 companies. When Jaffe would ask his clients 
what their objectives were, his clients would often tell him they were looking for a branding 
campaign. Yet when the campaigns were over, clients would inevitably ask how many leads 
were generated.  
 
"The old way of marketing was—I spent X and I get back Y. If Y is greater than X, then I did my 
job. If it's less than X, then I didn't do my job. We've never broken it down to understand how one 
medium impacts sales compared to another. For example, when HP launched their "HP Plus 
You" brand campaign worth $300 million, at the end of the day the launch is going to be 
evaluated against how much product was moved."  
 
Jaffe believes that the worlds of branding and direct marketing are coming together to form a 
new hybrid called "branded response." This means branding has a response value at the top of 
the sales funnel where brand exposure is the first point on a continuum to eventual conversion. 
At the same time direct marketing on the internet can now translate interest and consideration 
into an intent to purchase with the immediacy of a few clicks. Combined, they deliver a powerful 
one-two punch.  
 
Jaffe thinks CNET Networks GameSpot is a great example of technology bringing these two 
worlds together. Using a proprietary technology called TRAX, GameSpot has been able to 
quantify actions at every step of the consumer adoption process. For instance, when a new 
article is written on an upcoming game, typically a number of people read it and that action is 
registered as an awareness action. When a user reads a review, that's an interest action. 
Download a demo, that's a consideration action. Check a price or look for a retailer, you've 



logged an intent to purchase action.  
 
"Through thoughtful technology, CNET Networks has intelligently measured and evaluated the 
power of an action, demonstrating how the consumer adoption process ultimately feeds into the 
purchase. Instead of making it just about the purchase, they've demonstrated the power of an 
exposure or impression. At the same time, they're building awareness for the brand. It's just a 
smarter way of evaluating the process."  
 
Prior to branded response, lead generation was typically categorized by somebody who 
purchased or inquired about buying a product. This new hybrid includes several important steps 
for lead generation and brand building that actually precede the buying of the product.  
 
In the case of buying a car, there are many steps that take place before somebody locates their 
nearest dealer. First, there's deciding what's important in a car: Is it safety or sheer driving 
pleasure? Is it roominess or fuel economy? Then there's the step of deciding the category of car 
you're looking for. Eventually, the brand shortlist emerges and the price comparison step begins, 
where features and functions are compared. After deciding what car is for you, the next step 
might be, do you buy or lease? As with most steps of the consideration stage, these can easily 
be delivered (and tracked) online, at the user's convenience.  
 
"There are many steps that precede the final buying trigger being pulled. The problem with many 
off-line campaigns is that they are being evaluated on the ability to drive that trigger—rather than 
the branding impact all the way down the line to the point where the consumer is ready to pull the 
trigger." Jaffe believes this trigger is the line where branding and direct response meet. He feels 
that to claim there's no branding taking place before the trigger is pulled is absurd—and to claim 
that no branding takes place after the trigger is equally absurd. "Branding without response is 
foolish, and response without branding is naïve."  
 
Another hybrid branding response is Delta's "do you hate lines?" campaign about eliminating 
lines through self-serve check-in kiosks at the airport. Today, of course, every airline has them. 
But what's different about the Delta campaign is they've demonstrated their kiosks online. Users 
can walk through a simulated check-in and see how it works so that when they arrive at the 
airport they know what to do, minimizing confusion and saving valuable time. Busy travelers like 
that.  
 
Should Delta measure the success of this campaign based on how many people book tickets on 
Delta.com? Perhaps. But ultimately their goal is to build their brand while shortening check-in 
lines. Through simplifying the process and making it more user-friendly, they've differentiated 
themselves from their competitors and own the concept of "do you hate lines?".  
 
As more companies utilize the Internet's ability to create experiences and extend brand value 
through interactivity, Jaffe sees this new hybrid of branding evolving. "Yes, the worlds of branding 
and direct response are colliding. But we mustn't forget that one cannot survive without the other. 
And the Internet happens to do both really well."  
 
The Internet has fused the two worlds of branding and direct response in a way that neither will 
ever be the same. Smart marketers are recognizing they now have the ability —probably for the 
first time—to achieve both goals simultaneously. Branded response defines this point where 
branding and direct response collide as the "sweet spot." Those marketers that have figured out 
where that sweet spot is will be the ones that will win with today's consumers. 
 
 
 
 


