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Club Med launches a new global brand campaign 
 

16 metaphors and one signature: " And what is your idea of happiness?" 

From January 2013, Club Méditerranée will deploy its new global brand campaign. It is based on its 
successful repositioning on the upscale segment.  
 
Its strength is to present, in a modern and  innovative way, everything that differentiates Club Med: its 
informal, chic and friendly spirit, and its capacity to make clients the main protagonists of their experience of 
happiness, Club Med being the instrument that releases them from constraints through its upscale all-
inclusive concept. 
 
The campaign illustrates an additional dimension to the happiness clients can enjoy at Club Med, a 
happiness different from all others because its intensity makes it unique, allowing clients to experience 
emotions as intense as in their dreams. And in doing so it invites every client to imagine their own dream(s). 
 
 
The result is a new brand signature: 

 

" AND WHAT IS YOUR IDEA OF HAPPINESSS?" 
 

This approach, in the form of an open question, responds to a changing and increasingly participative 
society, symbolising the rise of the digital era and social networks. This signature intrigues and invites 
readers to project themselves into a very personal vision of happiness and to share it.  
This renewed freedom for the client is a return to Gérard Blitz's original aim: "We are in touch with something 
mysterious: mankind's inner liberation". 
 
 
The creative principle consists of 16 visuals, embodying the signature. Each is a metaphor whose dreamlike 
dimension harnesses the power of imagination and recalls the uniqueness of the experience made possible 
by Club Med. 
 

Access to the 16 visuals   : 

http://www.clubmed-corporate.com/?p=6602 

 

 
The approach 

Capitalizing on the expertise of the Saatchi & Saatchi + Duke agency, this campaign will be deployed in 47 
countries1 and in 22 languages.  
The creative concept is identical, but the signature has tweaked a little. 
Indeed, the pre-test showed us the necessity to take into account certain specific features of some markets 
where we operate. 
For example, in Asia, consumers did not understand how a brand could ask them a question, so our 
signature was made into an affirmation: “More happiness than you can imagine”. 
And on some Europeans markets, like the UK or Germany, the term “happiness” is not appropriate as it is 
too conceptual in terms of holidays. So we put the emphasis more on the imagination & dreams, with the 
tagline: “Where will your imagination take you?” 
The brand's theme song (Paraiso, composed by Jean-François Mory) has been re-orchestrated to update it 
whilst maintaining its identity, a swinging rhythm and heavy percussion, expressing serenity, joyfulness and 
conviviality.  
 

The deployment will stretch out over several months by geographical area: 
- January: France, European markets and certain Asian markets 
- February: China 
- March: Brazil, United States 

 
It will be deployed through posters, the press, digital media, travel agencies and will be visible in Resorts. 

 
 
 
 
 



 

TECHNICAL SPECIFICATIONS 
 

Agency: Saatchi & Saatchi + Duke 
Creative director: Anne-Cécile Tauleigne 
Art supervisor: Nicolas Taubes 
Creative staff: Mathieu Viloutreix (Pagemaker), Delphine 
Bojago (Artistic director) 
Deputy general manager: Nicolas Askevis 
Customer manager: Camille Olivier 
Advertising manager: Laure Bathol 
Production: Elysian Fields 
Production manager: Marine Azzouz 

Photographer: Nick & Chloé 
Photographer's agent: Florence Moll 
Retouching: La Manufacture 
 
Club Med 
Director, General Strategy and Asia Pacific: Caroline 
Puechoultres 
Director Brand/Product/Studies: Sophie Barthélémy 
Manager Brand, Communication and Multimedia: Armelle 
Vimont-Laurent 
Brand and communication expert: Mathilde Cossin 

 
1Argentina, Australia, Austria, Belgium, Brazil, Canada, Chile, China, Denmark, Finland, France, Germany, Greece, Hong Kong, 
Hungary, India, Ireland, Israel, Italy, Japan, Lebanon, Malaysia, Mexico, Morocco, Netherlands, New Zealand, Norway, Paraguay, 
Poland, Portugal, Russia, Singapore, Slovakia, South Africa, South Korea, Spain, Sweden, Switzerland, Taiwan, Thailand, Tunisia, 
Turkey, Ukraine, United Kingdom, United States, Uruguay, Venezuela. 

 
Happiness according to the Club Med Spirit 

 
A mission that started over 60 years ago to provide a break filled with happiness 

In 1950, Club Med was built on the vision of its two founders, Gérard Blitz and Gilbert Trigano, convinced 
that happiness is mankind's the destiny and that to achieve it he must be free and free from all constraints. 
Gérard Blitz said at the time: "Our goal in life is to be happy… The time to be happy is now. And the place to 
be happy is here." 
In this context, Club Med's raison d'être is to allow its clients, during their vacation, to get back to the way life 
should be, or what life should never have stopped being.  
 
 

Although the ways of attaining happiness have changed over the last 60 years, at 
Club Med happiness has remained specific because imprinted with the Club Med Spirit 

In every passing decade, Club Med has catered to society's expectations, ceaselessly reinventing the 
alchemy of happiness: 

• In the 70s and 80s: happiness is a simple affair, like a return to basics in a period of 
economic expansion that led to the "Verbes" (verbs) and "Antidote for civilization" campaigns. 

• In the 80s and 90s: happiness is a free choice, acknowledged and demanded in the face of 
rising individualism. It is the "Le bonheur, si je veux" (Happiness the way I want it) campaign. 

• In 2000: happiness is a renewal, in a world in crisis and at war. It is the "Etre-re" (Being happy 
again) campaign. 

• In 2005, happiness means opening up to others, in a society that is closed in on itself. It is the 
"Visages" (Faces) campaign. 

• In 2008, happiness is multifaceted, in an increasingly complex world. It is the "Bonheurs" 
(Happiness) campaign. 

• And now, in 2013, in a world where Internet has revolutionised everything (conventions, habits, 
certainties), happiness has become participative. Every person must be able to give their own 
vision… their idea of perfect happiness. 

 
Nevertheless, over time, the Club Med spirit has always been present and continues to shine through: it is an 
informal-chic and friendly way of life that combines personal freedom and the pleasure of shared 
experiences in exceptional surroundings. 
Thanks to this spirit, Club Med clients can enjoy upscale vacations, escaping the cold remoteness of 
conventional hotels to treat themselves to an informal break consisting of "letting go", surprises and new 
encounters, like nowhere else. 
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