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to  not  be  your
but, if YOUR BRAND
truly wants to be
the number one
BRAND out there,

knot, OF course,YOUR 
BRAND should 

have advertising 

it will need to have the entire nation of consumers standing behind it, 
hoisting it up on its proverbial shoulders and championing its cause. 

And no mere marketing campaign can do that, no matter how broad, 
deep, innovative or well-intentioned. 

Because advertising, in all its myriad forms, is merely content.
What will be required to do the job is a Movement, and 
Movements are about relationships.

Welcome to Hey Harry Worldwide. Creating Movements Around Brands.™
 

because advertising will play a part in the Movement.
It will also serve as a vital tactical tool, amongst others,

 for the dissemination of information.



to  not  be  your
A Movement is the force 
of a group of people, 
aligned around a single idea, 
impassioned and empowered 
to spread that idea to 
an increasingly broader 
community. 
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how does this
theory apply in 
practical terms?

Can you be a bit
more specific?

Your brand has already laid the foundation for a Movement, building a credible presence 
across many dimensions of consumer needs and the competitive landscape. Incredibily, 
these achievements were probably best understood in the ‘early’ days, when your 
company was more focused on its raison d’être. 

We would also suggest that you might be able to achieve the bulk of your sales
objectives without a Movement.  However, this is merely evidence of missed opportunities 
to build social and conversational capital at the same time, through successful and relevant 
word-of-mouth and storytelling.

So while specifics could only be determined through careful and deliberate exploration, 
our instinct would be to map out the limiting parameters that have come part-and-parcel 
with your operational growth, and then to create within these limitations a renaissance 
of Touchpoints that establish a groundswell of social relationships with a much broader 
swath of your potential constituency.

These Touchpoints would start in the expected areas, such as community relations, 
unpaid media exposure, and an integrated approach to your communications. But beyond 
that is where the magic begins – in the unexpected ideas that will begin to create the 
widespread evangelism required to ignite your Movement.

Actually, we would strongly suggest that your brand 
was probably founded on a Movement – 

one that was centred on being everything 
that all those other brands weren’t, but should have been. 



THE effect of  
movements
is to inspire 
people

okay,
i get all of that,

kind of.
but what’s it

going to do
for me?

– the Movement’s members, as individuals and as a group, 
   are the most powerful evangelists of the Movement

– your Movement is woven from the DNA of your brand

– therefore, your Movement’s members will passionately,
   authentically and tirelessly evangelize your brand.

The purpose of traditional marketing is to influence behaviour. 



to  not  be  your a movement 
creates 
exceptionally
strong
relationships
with its members
who feel:

why should I
care?

– I want to join the Movement because I am passionate about it

– the Movement enhances what I think of myself and what others think of me

– the Movement gives me the sense of belonging and feeling of community I yearn for

– I am very forgiving of the Movement’s faults

– I am highly motivated to perpetuate the Movement

Because that Movement will create, 
nurture and grow a passionate community around 
your brand that is deeply invested in your success. 

Really, why? Because the Movement’s 
members identify with your brand’s central truth, 

they will become a self-perpetuating force 
for excitement, ideas, communication and growth.



so how would 
ALL this work 
with the MANY 
complicated
needs of my
company?

okay, maybe I’m
A tiny bit

interested...

What we do at Hey Harry is dedicate the lion’s share of our thinking to the creation of the 
why piece, and then we visualize that piece so that we, and you, understand how it will 
work and what effect it will have. We then act as producers, overseeing the execution of the 
elements to ensure that the core idea flourishes through the creation of your Movement. 

We can do that with strategic partners that we choose, or that you choose, or a combination. 
Each situation requires a different solution, custom-designed to the size, complexity and 
requirements of the tasks at hand. All that’s important is that we are all in agreement as to 
what is the job to be done, and the required outcome.

Creating a Movement is less about what you do, 
and more about why you do it. Movements are about creating 

relationships with your customers that are so passionate, rewarding 
and mutual that they can’t help but evangelize those feelings. 

In fact, it can be said that advertising is you talking about yourself, 
whereas Movements are others talking about you. 

So when it comes to creating a Movement, the element 
which is essential for us to create is the why, not the what.

Can we create both? Certainly. 
Is that necessary, or even advisable? Not always.  



do you have the
horsepower
to coordinate
all of this?

This sounds
more than a bit

comPlicated,
And there are

lots of cogs in
my operational

machinery
The team taking charge of your brand’s Movement would consist of:

Michael Scher, Co-Chairman, Hey Harry Worldwide

Ray Barrett, Co-Chairman, Hey Harry Worldwide

Mark Vivian, Managing Partner, Hey Harry Worldwide

Laurie Laykish, Head of Production & Planning, Hey Harry Worldwide

In fact we do. Hey Harry Worldwide is primarily a 
Thinking agency, and is staffed by the most senior people 
from a multitude of disciplines, backgrounds and strengths.

We have worked for decades at the highest levels of all aspects 
of traditional advertising and marketing, at respected agencies 
in the U.S., Europe, and Canada. Hey Harry also works 
synergistically with other like-minded firms to deliver the 
critical and associative thinking, ideation, and production 
oversight needed to conceive, implement and sustain 
enormously successful Movements for clients of varying 
size and complexity. 



michael scher
co-chairman

hey harry
worldwide

After a long academic career in fields as far reaching as theatrical stage design
 and molecular biology, Michael headed west in '86, armed with multiple degrees
 in Science and the Arts. There he discovered his true calling was in advertising. 
And although he dabbled in filmmaking and screenwriting (it is a prerequisite to 
residency in the State of California to have written at least the first 30 pages of a 
screenplay), he always returned to advertising because of his love for its immediacy, 
its problem-solving nature, and his short attention span. 

This was a great start to his career, working with and for some of the best creative 
people and clients in the world, when advertising was still populated by misfits and 
malcontents, all free-thinking and fearless. “Those were some of the best years in 
this business, but hey, the night is still young and what was old is new again.”

After gigs at some of the best multi-national and boutique agencies in the Golden State, 
he was recruited to Nova Scotia to take up the visual helm at CCL, the largest regional 
agency on the east coast of Canada. Can you say, “culture shock?” After 5 years there, 
he took over the creative helm of MT&L and swept the inaugural iteration of the ICE Awards. 
Soon after, he started his own agency, porkpie hat, a successful venture that made him 
yearn, once again, for a global stage.

After twenty-five years in this crazy business, he still loves it enough to reinvent it every day.

Awards – Michael has not won enough awards in his career, mostly because he doesn't 
eat all of his vegetables - but he’s not dead yet. Still, he has managed to win Gold at Cannes, 
the Clios and the Cassies, and has appeared in the One Show, Marketing, the London 
Internationals and the New York Art Directors annuals, as well as Communication Arts, 
Lurzers Archive and AdCritic on more than a few occasions.

Clients – Mazda, Nissan, Volkswagen, Labatt, Levi’s, Royal and Sunalliance, Dole, Chevron, 
Coke, Maple Leaf Foods, McDonald's, Bell, plus California, Nova Scotia, & Newfoundland Tourism



ray barrett
co-chairman

hey harry
worldwide

After attaining a BA in Fine Art, Ray did what most graduates do when faced with the prospect 
of starving in a garret. He ignored his degree and headed for the bright lights of London.
 
Soon he found himself visualizing in an advertising agency. Well, it was drawing and he wasn’t 
starving. Unbeknownst to him, this agency was about to reshape his future. The agency? FCB.

After being promoted to Art Director. Ray found himself working with some of the UK’s 
most awarded creatives; and it seemed the award winning was infectious, since over the 
next two years, Ray won a clutch of his own.
 
At the tender age of 26, Ray was approached to be Creative Director of DDB Court Burkitt, 
a rapidly growing creative agency. The award winning continued and before long the agency 
was runner-up for Agency of the Year.

Four years later, Ray moved to WCRS, one of the biggest and most creative agencies in the 
UK, as their Creative Director. There his love for strategic thinking really blossomed. Ray found 
himself working with the likes of Andrew Robertson, Robin White and Amanda Walsh on a daily 
basis, which helped him focus on what he wanted to do next – start his own agency.

 In 2000 Ray started his own creative agency, Barrett Cernis. The awards this time came in the 
shape of £20-million worth of business and a shop in the ‘UK Top Thirty Agencies’ within 
two-and-a-half years. Come 2005, Ray decided to sell his agency to go back to his artistic roots, 
turning to photography, which he loves. Unfortunately for him, agencies like BBH and WCRS 
insisted he do freelance for them, and now he finds himself back in the business, in his words, 
“at the most exciting time in the industry’s history.”

Awards – Just sometimes in advertising everything comes together and you win awards. He’s 
been luckier than most, winning several D&AD Silvers, One Show Silvers, British TV Awards, 
Cannes Golds, Campaign Press and Poster Awards, and many others, which, if he mentioned, 
might be seen as bragging.



Mark vivian
managing partner

hey harry
worldwide

There are advantages and disadvantages to growing up in a small hockey town 
north of Toronto. Mark’s love of sports, snow, and the winter was a plus. Not playing 
hockey - a definite negative. Upon finishing high school and a hard year of skiing in 
the Canadian Rockies, Mark completed a degree in Marketing and Advertising.

An unusual opportunity to move above the Arctic Circle blossomed into a position 
running a commuter airline to outlying areas on Baffin Island. A year into this experience 
made Mark realize that his love of winter only lasted for four months at a time!

Back at home in Ontario, Mark got his first “normal” job in display sales for a regional 
newspaper. A brief stint in creative was followed by a move to account management, 
with tenure on General Motors of Canada, McDonald's Restaurants, Nissan, Black &
Decker, Chrysler, H & R Block and Avia Sports at agencies McKim, Bates and V&B.

The late 80's brought the reinvention of the graphic communication consultancy with 
the opening of the Michael Peters Group in Canada.  Impressed with the youth, talent 
and desire for exceptional creative at MPG, Mark found the chance to work with some 
of the world's finest designers too hard to resist.
 
Eight years as a senior member of the branding team saw management of various 
award-winning programs. The introduction of single or multi-tiered private label programs, 
re-branding of some of Canada's more recognized brands in consumer packaged goods, 
over-the-counter and even Rx product groupings.  Mark’s desire for more packaging and 
communications projects led to a Director of Client Services position at a small start up, 
and ultimately to the creation of his own shop allowing him to consult with start-up bio-techs, 
established multi-nation packaged goods companies, international designer brands right 
down to single entrepreneurs looking for marketing, branding or communication advice.

Mark now makes his home at Hey Harry Worldwide as part of a diverse team dedicated 
to solving business problems through collaborative creative thinking.



have you ever
done it before?
can you show me
what it
looks like?

This all
sounds A bit

new age-y
to me.

Glad you asked, because in fact, we can. 
On the following pages you will find presented several case histories that 
will shed some light on how a Movement works in ‘real-life’ and what it looks like. 

You should also know that having spent decades within the confines of 
more traditional agencies, we have rafts of work across multiple disciplines 
that contributed to the critical, strategic and business goals of those agencies 
and their clients. That work is, of course, available upon request.



book“ Hey, Harry, have you seen this? ”



CREATING MOVEMENTS AROUND BRANDS™



A Movement is a group of people aligned around a single idea, 

sufficiently motivated to spread that idea to an increasingly broader community. 

At Hey Harry Worldwide, we create Movements around brands. 

Movements create passionate communities

 that carry brands further than they could ever get on their own, 

and that translates to greater sales, broader markets, 

increased loyalty and longer product lifecycles.



if you CREATE 
INTERESTING THINGS 
THAT PEOPLE CAN 
FEEL A PART OF, 

THEY wiLL FOLLOW YOU.



a knot, for instance, 
to support 
a women’s brain 
research charity.



forget   me   knot
Although women are twice as likely
as men to suffer from Alzheimer’s 
and other brain diseases, there is 
no gender-specific research being 
done to understand why. 
We created the Forget-Me-Knot as 
a symbol around which we build 
a groundswell of awareness and 
support.



“i designed 

the forget-me knot”.
i can’t remember

when i’ve designed something
more important”.

For every woman, the thought of being unable 
to take care of your own family, maybe not even 
recognize  them, i s  a  t ragedy beyond words .  I  
designed the Forget-Me-Knot to remind us all  
of the importance of our thoughts and memories, 
and the interwoven connections we all depend 
on to make our l ives meaningful – not just for 
women, but for the whole of society.
   So the next time you see someone wearing a 
Forge t-Me -Knot ,  I  on l y  a sk  tha t  you  take  a  
moment to think about the women in your life  
your mother,  daughter,  s i ster,  partner or  best  
friend – and remind yourself of how much you 
depend on their  insights,  memories,  and that  
twinkle in their  eyes .  And the next t ime you  
see one for sale, remind yourself  of how much 
all of that is worth to you. And then when people 
see you wearing yours,  pass the thought on to 
them.
.

T O  C O M B A T  W O M E N ’ S  B R A I N  D I S O R D E R S

F O R G E T - M E - K N O T
P R O J E C T

Designed      by
      

To start the Movement with 
the necessary critical mass 
of credibility, we called on 
well-known designer 
Paloma Picasso to design 
the Forget-Me-Knot, 
and to give it international
reach and stature,Tiffany & Co 
to create and produce it. 



WOrn
to be

by the most
powerful 
women in the
world.

To emphasize the central theme
of the cause, we knew that it 
would be paramount to engage
the support of powerful women 
who were well-known as big 
thinkers. This not only made the 
Movement relevant, but incredibly 
aspirational as well.



We now had a meaningful symbol
with excellent pedigree, wide-scale 
distribution and all-star support, 
we only had to open the door and 
let people in. 
But we also needed to tell the story 
that the Forget-Me-Knot merely 
represented.

sold

then to be

worldwide.



creating      the

“I’d forget my 

own head 
if it wasn’t screwed on”.

Honestly It doesn’t sound 

as funny
when that day actually arrives.

And for one in three women, it is a matter of 
‘when’ not ‘if ’. With the instances of dementia 
expected to double in the next twenty years  
and triple in the next forty, brain disease will  
be the most significant health and social calamity 
in the world. And with over 70% of Alzheimer’s 
v ict ims expected to  be women,  the t ime has  
come to address the gender-bias of  this cris is .
   So the next time you see someone wearing a 
Forget-Me-Knot, we ask that you take a moment 
to think about the women in your l i fe – your  
mother, daughter, sister, partner or best friend – 
and remind yourself of how much you depend 
on their insights, memories, and that twinkle 
in their  eyes.  And the next t ime you see one 
for sale, remind yourself of how much all of that 
is worth to you. And then when people see you 
wearing yours, pass the thought on to them.

T O  C O M B A T  W O M E N ’ S  B R A I N  D I S O R D E R S

F O R G E T - M E - K N O T
P R O J E C T

She is   

23 years old and she’s
experiencing  all the symptoms

of dementia.

T H E  W O M E N ' S  B R A I N  H E A L T H  I N I T I A T I V E

F O R G E T - M E - K N O T
P R O J E C T

When someone in your family  i s  s tr icken with 
brain disease, it’s your life that is turned upside  
down. Memory loss, behavioral change, inability  
to perform the most basic everyday activities. 
These are not the anonymous concerns of strangers 
you’ll never meet. This is you.

So  the  next  t ime  you  see  someone  wear ing  a  
Forget-Me-Knot, we ask that you take a moment 
to  th ink about  the  women in  your  l i fe  –  your  
mother,  daughter,  s ister,  partner or best fr iend 
– and remind yourself of how much you depend 
on their insights, memories, and that twinkle in 
their eyes. And the next time you see one for  sale, 
remind yourself of how much all of that is worth 
to you. And then when people see you wearing 
yours, pass the thought on to them.

Scientist say 

you experience no pain when 
you suffer from 

dementia.
they’re kidding right ?

T H E  W O M E N ' S  B R A I N  H E A L T H  I N I T I A T I V E

F O R G E T - M E - K N O T
P R O J E C T

“Will I be able to take care of my family? Will I 
even recognize them?” These fears are the face 
of  dementia in women. But they wil l  quickly 
become the fears of those around them, those 
most  pro foundly  a f fected  as  they  t rans i t ion  
from being cared for to being caregivers. 
  So the next time you see someone wearing a 
Forget-Me-Knot, we ask that you take a moment 
to think about the women in your l i fe – your  
mother, daughter, sister, partner or best friend – 
and remind yourself of how much you depend 
on their insights, memories, and that twinkle 
in their eyes. And the next time you see one for 
sale,  remind yourself  of how much all  of that 
is worth to you. And then when people see you 
wearing yours, pass the thought on to them. 

Imagine   

introducing yourself to someone

20 times a day.
Now imagine that someone

gave you your name.

T H E  W O M E N ' S  B R A I N  H E A L T H  I N I T I A T I V E

F O R G E T - M E - K N O T
P R O J E C T

Brain disease is the fastest growing healthcare 
cr is is  in the world,  expected to double in the 
next twenty years and triple in the next forty. 
But it is also a social crisis – with one in three 
women expected to die with dementia, no family 
will  go untouched.

So the next  t ime you see someone wear ing a  
Forget-Me-Knot, we ask that you take a moment 
to think about the women in your l i fe  – your 
mother, daughter, sister, partner or best friend  
and remind yourself  of how much you depend 
on their insights,  memories,  and that twinkle 
in their  eyes .  And the next t ime you see one 
for  sa le ,  remind yourse l f  o f  how much al l  o f  
that  i s  worth to you.  And then when people  
see you wearing yours, pass the thought on to 
them.

sold
Movements need to be 
wide and deep, so we 

would use every opportunity 
afforded by the buzz created 

by the Forget-Me-Knot 
to tell the story. Not from the 

point of view of the direct 
victims , but from those 

indirectly affected 
(ie – everyone).



the forget-me Knot project
A movement created to combat 

women’s brain disorders.
 

A PROGRAM DEVELOPED TO PERSUADE THE 
100 MOST POWERFUL WOMEN IN THE WORLD 
TO WEAR THE FORGET-ME-KNOT, AND BE THE 

CATALYSTS FOR THE MOVEMENT.

A ROADSHOW PROGRAM DEVELOPED TO ATTRACT 
AND RECRUIT CORPORATE PARTNERS.

THE CREATION OF A MANIFESTO TO DEFINE 
THE MOVEMENT THROUGH ITS UNIQUE AND 

COMPELLING STORY.

A LANGUAGE AND COMMUNICATION STRATEGY 
DEVELOPED FOR PR, ADVERTISING, SOCIAL AND 

DIGITAL MEDIA.

THE FORGET-ME-KNOT. CREATED BY US, 
NOT ONLY AS A SYMBOL OF THE MOVEMENT 

TO FIGHT WOMEN’S BRAIN DISORDERS, 
BUT AS AN AWARENESS - AND FUND-RAISING TOOL.



Uses many  consumer touch points. 

If you don’t have something 
for consumers to connect with, 
use the opportunity to create it.



BUCKLER
Like a pair of designer work jeans

you give away to help 

the aid workers of

the world.



which corresponded to the five 
pairs of donated Works jeans. 
So from the very beginning, 
customers were encouraged to 
participate at every level with the 
Works jeans they had made 
possible.

We designed a program that 
saw Buckler creating a purpose
-designed ‘Works’ jean, and giving 
5 pairs away every time someone 
bought any other pair of regular 
jeans. The purchased jeans came 
with a serial number on a dog-tag



wordCustomers could choose to which 

charitie
s th

e jeans went, th
en could

follow the exploits o
f the aid workers 

who wore them, as they could also 

post to
 the BucklerWorks 

site.
 

The network w
as la

id, an
d the sh

arin
g 

could begin..



im
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er
y

A strong image for the Movement 
was created – The faces of the 
suffering from around the world, 
faded into the jeans. Along with a
tag line – It’s in the Works – which
was paired with words like Hope, 
Health and Change, to create a 
strong statement of purpose.





Recipient organizations where 
picked to coincide with charities 
supported by celebrities that 
already wore Buckler. The jeans 
were supplied as uniform-wear 
in exchange for stories of their 
exploits, permission to film 
activities, and the return of the 
jeans after six months – to be 
used in displays, then auctioned.

sh
op



The Works program was designed 
from the ground up to have 

positive effect on sales = PhilanthroEconomics™ 

SOCIAL NETWORKING PROGRAM LINKED CHARITIES, 
AID WORKERS, AND THE BUCKLER COMMUNITIES.

DISPLAYS AND EVENTS – CELEBRITY AUCTIONS, 
WINDOW DISPLAYS

SHOP INTERIORS, SHOPPING BAGS.

ADVERTISING IMAGERY – POSTERS, ADS.

A JEANS LINE DESIGNED SPECIFICALLY TO BE 
GIVEN AWAY TO AID WORKERS, AND NOT BE SOLD. 

NOW A RARE COMMODITY, THEY WOULD ULTIMATELY 
BE AUCTIONED OFF UPON THEIR RETURN.



tells a compelling story 

One that’s true to your brand
or company… and only gets 
better with the telling.



n   neteen
such as a wet suit company,
whosE story turned out 
to be understanding water
better than anyone else.



"own  the  water"

n   neteen

What we discovered was that when triathletes don’t perform well in the
water it’s usually because they’re scared of it. We also knew that fear 
is most commonly rooted in lack of knowledge. So we turned a little 
company into an unlikely hero, by cornering the market on water expertise. 



. 

DON’T FIGHT THE WATER. BE THE WATERALL TRIATHLONS BEGIN IN THE WATER. SADLY, FOR MOST PEOPLE, THAT’S ALSO WHERE THEY END.

imagary   and  message

Using knowledge to overcome fear, we created the central rallying cry of the Movement     – Don’t Fight the Water. Be the Water.



DON’T FIGHT THE WATER. BE THE WATER



displays

So, in order to state clearly which 
wetsuit was engineered with a 
superior understanding of water,
we designed unique sealed units 
that displayed the wetsuit in its 
natural surroundings - 
fully submerged in water

In order to separate Nineteen 
from the competit ion, we had
to bring their message to 
consumers in way that redefined 
the rules.



"Own the water"
and when the swimming event is over.

The swimming section in the 
first and shortest section of 
a triathlon. 
So how to extend the story 
throughout the entire event? 
We went back to our central idea 
– Own the Water – and offered 
up the company as the official 
water  suppl ier  to t r ia th lons 
around North America, providing
Nineteen bottled water in branded 
bott les at branded refuel ing 
stations.



n   neteen
AN IDEA that not only

allows a small wetsuit 
manufacturer

to create a following,
but also stand-out in

a very crowed
arena. 

brand 
extensions.
creating a 

bottled water
brand 

displays 

imagery 



We understand that the
potential for Movements
already lives within  most 
companies, lying dormant.

At Hey Harry We wake it 
from its sleep, and  put  
it to work.



blue jaysFor example,
a program that allows 
a baseball team to
attract fans beyond the
normal reach of baseball.



change  up

pitch

The Toronto Blue Jays already 
put back millions of dollars 
and thousands of hours back 
into their core communities,
but without a central organizing 
idea, there was no focus or 
accrued equity. 
No idea = No Movement

program

We discovered that seeing the 
‘after’ picture without having seen
the ‘before’ lacked meaning. 
What people are interested in 
is the change – the difference 
you have made. Throw in a bit 
of clever word play, and the 
Change Up Pitch program 
was born.



 want to improve  

   send us your best

something 
neighborhood

  
in your ?

change up pitch.

wanna try out

the jays are looking
for 

the best change up pitch
in the country.?

We started by laying up 
efforts already in progress, 
and reframing them around 
the central idea of Change. 
We then invited the country 
to get involved.
People could text in their 
videos using media giant 
(and Jays owners) Rogers’ 
services, and we would film 
the projects to create original 
programming for Rogers’ 
television properties



players fans

And how do you get the fans involved? Have the players set an example by using their own stories, then have them invite fans to do the same.



It might not seem the likely course,  but consider this – 

children who participate in team sport are thirty percent more likely 

to succeed in individual athletic endeavours. And that percentage

doubles with children from at-risk environments. 

The Change Up is our way of turning those figures, and those children 

around. We already have 18 programs active in 146 Canadian 

communities, and we’re looking for more ideas. 

Get involved at www.thechangeup.org and help us make a change. 

How are we encouraging her to become the dancer she wants to be?
With a basebal l  bat  of  course.

EGTH
E

care

widening  the  

  circle.
Movements are initiated by brand 
champions, but their success relies 
on their ability to draw in participants 
from an ever-widening circle. Here’s 
an example of how moms and little girls 
who are not baseball fanatics can 
become Blue Jays fans just the same.



EGTH
E

We’re pleased to say the only thing he steals now is bases.

The Change Up is our way of turning kids around. We already have 18 programs active in 146 Canadian communities, and we’re 
looking for more ideas. Get involved at www.thechangeup.org and help us make a change.

care

 In this case, we dialed up the rhetoric and faced the issues head-on.

 you  have to be loud 
Sometimes  
 to  be  heard. 



AN OPPORTUNITY FOR THE NATION
TO CONNECT THEIR DIFFERENT COMMUNITIES

TO THE CLUB. THROUGHOUT AND 
BEYOND THE SEASON.

THE IDEA

ROGERS

TEXTING, PROGRAMMING AND
CUSTOMER RELATIONSHIP BUILDING.

CORPORATE

CHANCES FOR SEVERAL CORPORATE COMPANIES
TO GET INVOLVED WITH THE JAYS AT ONCE.

BASEBALL
TEAM

HELP THE TEAM’S PROMOTION
ON A NATIONAL SCALE WITH
COMMUNITY INVOLVEMENT.

 FOUNDATION

AN UMBRELLA IDEA THAT CAN 
COVER ALL THE FOUNDATION’S ACTIVITIES.

COMMUNITY

An  idea  designed  for the  Jays  Care  Foundation 
that  is  big  enough  to  create  a  Movement  around 

the  entire   Blue Jays  organization.



We create Movements here, but we didn’t invent them

to be tricky or to come up with the next new thing. In
 fact, 

we didn’t invent them at all; 

we are only responding to circumstances that have been created by a 

convergence of opportunities – 

the meteoric rise of the internet, social networks and interactive media among them.

The Movement is a holistic look at all of the ways that consumers interact with and communicate about their 

brand experiences. Movements capitalize on all of these activities by creating authentic stories that consumers 

are happy to spread, using all of the means available to them.

movements



to  be  your
We are excited to work with you.
We are passionate about brands.
 We choose our clients carefully.

We measure our success against your goals.
 We are very good at what we do.

Hey Harry is devoted to the brands that will shape the 
21st century,and we are excited to work with you to create the 

movement that your brand needs, deserves and warrants.

Questions? Please contact Ray or Michael at +1 (416) 613-0211
or info@heyharryworldwide.com




