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Welcome to First Things First, Adweek’s daily resource for
marketers. We’ll be publishing the content to First Things
First on Adweek.com each morning (like this post), but if you
prefer that it come straight to your inbox, you can sign up
for the email here.

The Dixie Chicks Drop the “Dixie,” While
Disney Plans a Splash Mountain Overhaul
In what’s been called a “diversity revolution,” brands and
organizations are continuing to shed elements of their past
that are still rooted in problematic racial stereotypes. Most
notable  in  today’s  news  were  two  decisions  from  the
entertainment  world.

The Dixie Chicks elected to drop the “Dixie” portion of their
name, making them just “The Chicks.” The country music group
did so quietly and without any official announcement, simply
posting a statement on their website saying, “We want to meet
this moment.”

Meanwhile, Disney Parks’ Splash Mountain is getting a long-
overdue overhaul. The ride’s story is currently based on The
Song of the South, a movie that the company has long disavowed
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due to its setting in the Reconstruction Era South and its
many slavery-era stereotypes. The “completely reimagined” ride
will instead be themed after The Princess and the Frog, which
features a Black heroine who is also an entrepreneur.

Influencer-Led Apparel Brands Seemed Like
the  Future,  but  Execution  Is  Proving
Complicated
Successful influencers fronting apparel brands seems like a
logical next step, but running a clothing line is no easy
task,  and  it  can  be  difficult  to  achieve  major  monetary
success  in  today’s  rocky  retail  landscape.  The  reward,
influencers  are  finding,  may  not  be  worth  the  effort,
especially  if  they  already  earn  good  money  on  content
creation. Julia Berolzheimer, for example, decided to end her
successful Gal Meets Glam Collection after complications and
disagreements  with  wholesale  partner  Maggy  London.  When  a
brand invests in a collection, it expects a return on its
investment, which means the influencer doesn’t call the shots
anymore.

Inside the rift: Learn how the divergence between a brand’s
goals and an influencer’s can ultimately drive them apart,
plus other challenges these influencers face.

Why This Facebook Boycott Is Different
Major brands including The North Face, Verizon, Eddie Bauer,
Upwork,  Ben  &  Jerry’s  and  more  have  been  piling  onto  an
advertising boycott of Facebook for the entire month of July.
Initiated by racial justice advocates, the #StopHateForProfit
campaign seeks to pressure Facebook to do something about hate
speech and misinformation by users and world leaders on the
platform.

The difference: Facebook ad boycotts are nothing new, but this
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effort  is  shaping  up  to  be  larger  and  more  unified  than
previous ones.

News & Updates from NewFronts
According to Hulu’s Julie DeTraglia, consumers consider
these four key points when deciding whether to subscribe
to  another  OTT  offering:  content,  user  experience,
connection to the content and the brand, and price.
With a rise in YouTube viewership on connected TVs, the
company talked up a feature allowing marketers to buy
only on television screens.
More than half of young and middle-aged viewers don’t
see any difference between connected TV and cable or
satellite TV, according to a poll by Toluna and Tremor
Video. In other words, they simply call whatever they’re
watching on their big screens “TV.”
TikTok  has  released  TikTok  for  Business  for  its
advertiser  offerings.  The  company’s  presentation
emphasized that brands need to understand the platform
before running ads, hence its core slogan: “Don’t make
ads, make TikToks.”
Xandr presented findings from a survey of video buyers
showing that only half of all media-buying teams are
truly converged once marketing campaigns move beyond the
planning phase. CRO Jason Brown said the challenges of
converged buying are “more organizational than they are
individual.”
KitchenAid and Digitas revealed “A Woman’s Place,” an
upcoming  documentary  that  follows  three  female  chefs
trying to make it in a male-dominated industry.
Quantcast,  which  has  traditionally  provided  analytics
service  to  publishers,  is  now  extending  them  to
marketers, who can run queries about audience types,
viewership habits and purchase history.

More of Today’s Top News and Highlights
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Chrysler  CMO  Reveals  How  He  Got  Bill
Murray to Agree to a Commercial for the
Second Time
Jeep’s Groundhog Day Super Bowl spot with Bill Murray was an
audience and media favorite. It almost didn’t air, with the
pieces falling perfectly into place to make it a reality.
Then, Murray returned for a trio of follow-up spots in April
and May with quarantine spin. It just so happens that it’s
really hard to get Murray to star in ads, much less contact
the  notoriously  tech-phobic  actor.  But  FCA  CMO  Olivier
Francois  pulled  it  off—not  to  mention  the  challenge  of
shooting an ad during lockdown—thanks to more good luck, the
clever use of material from the previous shoot and a good
relationship with Murray.

How they did it: The stay-at-home, PSA-style messaging also
allowed for some production savings.

More of the Latest
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