TEXHOJIOTHH YeIleHoTo GHaHeea

eKpeT pUpMbi

«Mo npaBae, A 6bIJ1 NPOCTO B y)kace>»

TekcT: MakcuMm KoTuH

Bepcusa ansa neyartm

(xypHan "CekpeT dupmbl" N2 41 (128) 31.10.2005)

.rnasa rno6anbHoro peknamHoro areHrcrea Saatchi & Saatchi Kesun Po6eptc npusbiBaer
KOMMaHUW BCTyNaTb B UHTUMHbIE OTHOLLUEHUS C NoTpe6utensamu. B uHrepebio «CekpeTty
b1pmMbI>» OH pacckasan o ToM, 4To Takoe lovemarks u noueMy «Mapku nO6BU>» NpUAyT Ha
cMeHy 6p3HAaaM.

«Bbl Buaenu rae-Hnbyab, yto6bl B KHMrax aBTopbl nevatanu dororpacdmumn ceoen Tewm?»
ICEKPET ®UPMbI: Ha aHAX BbIXOAUT PyCcCKoe usaaHue Bawei kHurn Lovemarks. 3auem Bam
noHapo6unochb ee nucatb?

KEBWUH POBEPTC: MNMoToMy uTo 2 6611 HanyraH. Mo npasae, s 6bl1 NpoCcTo B yXxace. 1 NOHsSM, YTo BCe 6paHAbI
npeepaLLalTcs B 6MpxxeBble ToBapbl. Bce WwamMnyHu aenatoT BONOCh 6N1eCcTAWmMMY, @ y BCeX MapoK NBa XOPOLUMI BKYC.
MosToMy BnacTb NepexoauT OT NPOU3BOAMTENEN K puTerinepaM. 1 noayMan: 3TO NJOXON 3HaK AN KOMMNaHWI, C KOTOPbIMU
paboTaet Saatchi & Saatchi, Takux kak Procter & Gamble n Toyota. U ctan gymaTb, 4To byaeT nocne 6paHAOB, Kakas apa
NnpuUAaeT Ha CMeHy 3pe 6p3HA0B.

C®: KHura — pesynbTaT pa3MbllIJIEHUA O HOBOW 3NoXe B MapKeTuHre?

KP: /IMeHHO Tak. {1 cTan pa3MbllWANSTb: YTO Nyylle, YeM 6paHA? HaBepHoe, TO, YeMy Bbl CMOMIN 6bl MOMHOCTLIO AOBEPSTD.
Ho noHsn, 4To Ha 3TOM Aaneko He yiaelws. Beab, HanNpuMMep, XeHUTECh Bbl HE MPOCTO Ha TOW XXEHLUMHE, KOTOPOW BepuTe,
a Ha Toi1, KoTopyto NtobuTe. CaMble yCrellHble MapKu NI0AM He TOMbKO YBaXatoT 3a KauyecTBO U LieHY, HO AeNCTBUTENbHO
no6aT. 310 U ecTb lovemarks - Mapku, KoTopble noan N06sT. BOT S 1 pelwmn HanucaTb 06 3TOM KHUIY. Tenepb OHa
nepesefieHa Ha 16 A3bIKOB, NOTOMY UTO naes no6smn NOHATHa M 6an3Ka BCeM.

C®: To ecTb Bbl ;AyMaeTe, YTO JIIOAAM HaAoO NO6MTb MOrypTbl U LWIAaMNYHU? BaM He KaXKeTCA, YTO 3TO CJINLLKOM?
KB: Hy, nto6oBb — 3T0 e MeTadopa. Y nto6BM MHOro 3HayeHu. S nobnto XxeHy, Ntobno MaTb, N0610 poaANHY U N6
pecTopaH. 3To pa3Hble BUAbl N06BM. He Hago NoHWMaTb No60Bb 6ykBanbHO. DTO naes, KoHUenuus.

C®: Upesa B o6ieM noHATHaA. Bonpoc, kak co3gartb lovemark?
KP: [la no3BoHuTe K HaM B Saatchi & Saatchi. Mbl Bce caenaem.

C®: A MOXXHO 060MTUCb CBOMMM cUNaMun?

KP: MoXHO0. HaunHaTb HY>XHO C yBaxeHusi. BoT, Hanpumep, Mo TenedoH - Motorola. Mpexzae BCcero aTo XopoLwuii ToBap.
Y Hero crnipaBeanuBas LeHa, NOAXOAALWMIA pa3Mep, OH UcnpaBHo paboTaeT, coBMellaeT B cebe TenedoH, doToannapar,
Buaeokamepy, mp3-nneiep. To ecTb UCMONHEHWE TOBapa 3ac/y>XUBaeT MOero yBaxeHus. Ho aToro HefocrtaTouHo. Tenepb
HY>XHO f06aBuTb BonwebcTBa. HanpuMmep, co3aaTth yaAMBUTENbHbIN An3aliH, Npobyxaatowmini yyBcTBa. OH A0NXeEH
3acTaBUTb MeHs BOCNPUHMMaTb TenedoH Kak HeuYTo NHAMBKUAYanbHOe, CO34aHHOoe crieunanbHo Ans MeHs. Heobxoammo
caenaTtb Tak, 4Tobbl 3T0 6bl1 BOBCE He TenedoH, a YacTb MeHs. Koraa s goctato cBoi TenedoH, OH MHOro roBopuTt 060 MHe
KakK 0 yenoseke. FOBOPUT, KaKOW A KNACCHbIN, NPOABUHYTBIA U MOAHBIN. TO eCTb K YBaKeHUI0 Haao Ao6aBnsTb N060Bb.
BoT cMoTpuTe: kKHura Lovemarks — oHa e BbIrsSiAUT MHade, YeM Apyrue KHUru o 6usHece?

C®: OHa BbIFrNAAUT Kak kHura Toma MNMutepca «MpepcraBbTe cebe!»

KP: Hy ga. Tom MuTepc, kcTatu, cuntaeT, 4yto Lovemarks - nydwas kHura, HanvcaHHasi B 2005 rogy. OH Tak ckasan Ha
cBoeM canTte. Mbl xoTenn, 4tobbl KHMra Bo3AencTeoBana Ha YyBcTBa. [1ns opopMaeHns Mbl BbiIbpann KpacHbIi LBET,
NOCKOJIbKY OH OYeHb YYBCTBEHHbIV. Mbl pewnnun nevataTtb Ha 6ymare, kotopas Ha 30% Aopoxe 06blYHOM, NOSTOMY Y
KHUIM HeobblYHbIN 3anax. Micnonb3oBann MHOMO LIBETOB Ha CTpaHuuax. BcTaBunmn pa3HoUBETHbIE KapTUHKKU. [NaBbl
PacnonoXuamM HenocneaoBaTeIbHO — MOXHO UMTaTb C Nt060M CTpaHuubl. HakoHel, TaM HanedaTtaHa Mos doTorpadus, oHa
Hac ¢ uuTtatenem cbnmxaet. Ewe ectb doTorpadusa moero goma, dpoTorpadus xeHbl n dotorpadusa moen Tewn. Bel
Buaenu rae-Hnbyab, 4Tobbl B KHUrax aBTopbl Neyatanu dotorpadum ceoen Tewmn? Takmm o6pa3oM, Mbl cTapanncek caenatb
He NpocTylo KHUry, a lovemark.
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CEO Saatchi & Saatchi KeBuH PobepTtc poauncs B JlaHkacTepe Ha ceBepe AHrnun. CBOK AeNOBYKO Kapbepy Hayan B
KoHLe 1960-x B MogHOM aoMe Mary Quant. Mocne paboTbl Ha BbICWUMX YNpaBleHYeCKNX U MapKETUHIOBbIX
AomxkHocTax B Procter & Gamble oH B Bo3pacTe 32 net ctan CEO PepsiCo Middle East. B 1997 roay nepewen k
peKkfiaMHOM AesTeNnbHOCTM W BO3rnaBua areHTcTBo Saatchi & Saatchi, rae Hauan paboTy no pecTykTypusaumm 6usHeca
M NO3MLIMOHMPOBAHMNIO areHTCTBa Kak «KoMnaHuu naen». B pesynbtate B 2003 roay S&S cTano areHTCTBOM roga no
BEpCMM ABYX pPeKlaMHbIX nsgaHuii cpasy: Advertising Age n Adweek. B 2004 roay Bbilwna kHura PobepTtca
Lovemarks, koTopasi ctana 6ecrtcennepom, a cama cdunocodusa lovemarks Hapsaay c disruption XXaHa-Mapu Opto
BOLUSI@ B YMCNO CaMblX U3BECTHbIX PeKIaMHbIX KOHLenuuii Mmpa.

«Yem 60sblle Tbl 3Haellb O CBOEW >KeHe, TeM 6bicTpee ee 6pocuLlb»

C®: MopoXxamTe, HO BeAb U paHblle, B 3N0Xy 6p3HAMHIa, BCe rOBOPWJIN, HTO HY)KHO CO3AaBaTb KauyeCTBEHHble
NPOAYKTbI C KJIAaCCHbIM AM3aliHOM, KOTOPbIe A0JIXKHbI CTaTb ANA noTpe6buTteneii cnoco6om Bbipa3utb cebs... YTo
TYT HOBOro?

KP: BuauTe, Ha CTeHe Hallero MOCKOBCKOro oduca HanmcaHbl TpU CNoBa: «TailHa, 611M30CTb, 4yBCTBO». DTO NYTb K
lovemark. 310 1 ecTb HoBOe. HUKTO He CBOAWN 3TW TPW MOHATUSA BMecCTe.

C®: Yto Bbl MMeeTe B BUAy?

KP: BoT cMOTpWTE, MOYTU BECb MApKETMHI MNOCTPOeH Ha nHdopmaumu. Ero uenb — JOHECTU A0 NtoAel Kak MOXHO 6onblue
LaHHbIX. Haw npoaykT nydwe, aewesne, 6enee, 6bicTpee, unule. Ho 3To HanpacHas TpaTa BpeMeHu. MoTtpebutenn
AyMaloT cepaleM, a MHpopMauma UM Hagoena. MoaToMy s roBopto: «HeT-HeT, yeM 6onblie Bbl 3HAETE 0 YEM-TO, TEM
CKy4yHee BaM CTaHOBUTCA». YeM 6onblue Tbl 3Haellb O CBOEW XeHe, TeM bbicTpee ee 6pocuib. S xeHaT yxe 32 roaa,
NOTOMY YTO TPU HEAENU U3 YeTbipex MeHsi HET A0Ma — U A NMOCTOSIHHO XO4y YBUAETb XeHy. Hy)xHa TaiHa, 3To nepsoe.
BTopoe - 6n1m30cTb. Bonblias yacTb peknambl, KOTOPY 1 CMOTpen B Poccuu, nuweHa nuyHbix MHTOHauui. OHa obydaeTt
MM MHDOPMUPYET, HO Beb 3TO HUKOMY He Hy>XHOo. CerogHs ntoan BO BCEM MUPe YyBCTBYIOT cebs 0O4YeHb He3alMLEeHHbIMK
13-3a 3KOHOMUKK, BonesHel, Teppopusma, Npobnem ¢ TpyAoyCTPONCTBOM. OHU CTPEMATCS K 3alUMLEeHHOCTH, 6amn3ocTun ¢
KeM-HU6y/Ab, NCKPEHHUM OTHOLIEHUAM. JTIOAN He XOTAT NPOCTbIX CAENOK, MM XOYeTCs YyBCTBOBaTb, YTO X 6aHK 3aboTnTCS
0 HuX. Lovemarks 3acTaBnsitoT No4YyBCTBOBaTb, YTO OHM MOHMMAIOT HAcC, YTO OHM C/YLIAOT HaC, YTO OHW FOBOPSIT C HAMMU Ha
OAHOM si3blke. [oYTK BCS peknama B Poccum KpmumT. Ho Koraa Bbl MPUXOANTE AOMOW U FOBOPUTE C XXEHOW, Bbl XXE He
bynete kpuyaTb?

C®: To eCTb HY>KHO NPOCTO CO3AaBaTb KaKMe-To MHTUMHbIe ponnknu? U Bce?
KB: HeT, KoHLenuusi ropasao wupe. Ecnv B peknaMe ecTb YTO-TO MHTUMHOE, @ CUTyauusl B MarasmHax He MeHseTcs,
HUYero NyTHOro He BblMAET.

C®: Kak MO>XXHO 4YTO-TO MHTUMHOE cAeflaTb B MarasmHe?
KB: Bot BaM npuMmep. Koraa s Npuxoxy B pecTopaH, NopTbe B ABEPAX roBOpUT MHe: «lpuseT, KeBMH». DTO 1 ecTb TO, O
4YeM 5 rOBOPIO.

C®: 310 HemHTepecHOo. MHTepecHOo, kak nopowok Tide Mo>keT HanaauTb C IIOAbMU UHTUMHYIO CBA3b?

KB: Hanpumep, s npuxoxy B cynepmapkeT, a Tide ycTpavBaeT npa3aHuk ans aetei. Ecnm Tide cosgaeTt npasgHuk, o
KOTOPOM MOM AEeTU MeyTanu, 370 u byaet 6an30CcTb K nokynatento. Nnu ecnn nponssoanTeNny NOAry3HMKOB NMOCOBETYIOT
MHe MOWTU B UHTEPHET Ha CalT, r4e 1 MOry npoyMTaTbh COBETbI CNEeLMannMCcToB No AETCKOM rMrmeHe, To Kak MaTb 5
noaymato: «O, 370 340poBO!»

C®: TaHCTBEHHOCTb U 6/1M30CTb — 3TO NOHATHO. A 4YTO Bbl UMeeTe B BUAY Nnop YyBCcTBamMn?
KB: Bo/blUMHCTBO 6p3HAOB anenavpyeT Aullb K O4HOMY-ABYM YyBCTBaM, 3peHUI0 U cnyxy. YcnewHble lovemarks AomKHbI
obpalaTbCs KO BCEM MSATU YyBCTBEHHbIM KaHanaM.

C®: MapTuH JIMHACTPOM Hanucan Npo YyBCTBEHHbIA MapKeTUHI uenyto kHury Brand Sense. Yutanu?

KP: JluHACTPOM? Mbl C HUM CMOTPUM Ha MUP OAMHAKOBO. PasHMuUa B TOM, UTO OH KOHCYNbTaHT, @ A NpakTuk. Kcratu, n
NnHacTpoM ckasan, uto Lovemarks — ny4ywas KHura, Kotopyto oH npoumtan B 2005 rogy. UHTepecHo, 4To 1 Tom MuTepc
rnpuvLen K Toi xe naee o He06xoANMOCTN BO3AENCTBOBATb Ha BCe YyBCTBa notpebuteneii. Ho s 6b11 NepBbIM.

«Harley-Davidson Boo6uie Hu4ero o6wero c MOTOLMK/IaMN HE UMeeT>»
C®: Hackonbko Bbl yBEpEeHbl B TOM, UTO TP€X KOMIMOHEHTOB AOCTaTO4YHO, 4TO6bI co3aaTtb lovemark?
KP: BoT yXe nsiTb NIeT Mbl NPOBOANM UCCef0BaHMA Mo 3Tol Teme. S yBepeH Ha 100%.

C®: Yto 310 3a mccnegoBaHunA?

KP: Mbl B35i/1M CTO Beaylwmx 6p3HA0B MUpa. ccneaoBany aBTOMHAYCTPUIO, PbIHOK NMUBA, NOANY3HUKOB, KPEeAUTHbIX KapT U
MHOrMe apyrue. PaccMOTpesnu nx € TOYKWU 3peHUsi TallHbl, YyBCTB M 611M30CTU. Bce 3TO Mbl COOTHEC/IN C YCMEXOM KOMMaHWUiA.
Bo3bMeM MoToumknbl, naet? Harley-Davidson unm Suzuki — kTo 13 Hmux lovemark?

C®: Harley.

KP: BoT! Ecnu Suzuki ctonnn 6bl BaBoe MeHblle Harley, esannu 6bl B ABa pasa 6bicTpee, 6binu 6bl Ha 20 net
AonroBeyHee, oHM 6bl BCe paBHO OCTaNMCb NPOCTO Aon6aHbIMK MoTouMKnamu. Harley-Davidson Boo6Le H14yero obuero ¢
MoTOUMKNaMun He umeeT, aTo lovemark. Jlioan nobat naeto csoboabl 1 oHn nobsT Harley. ipyro npumep - 370 iPod. 4
XUBY Ha MaHX3TTeHe, B TOM Xe pailoHe, rae PobepT ae HMpo. 3To MecTo, rae XMBYT ToncTble 6enble napHu. Koraa Tbl
naews B 6ap 1 HageBaellb Kakon-HNGyAb 06bIUHbIV Nneriep, Tbl yXoAauwb U3 6apa oanH. Ecnn Hapgesaews iPod, Tbl
yxoauuwb n3 6apa BMecTe C ApyrumMu 6enbiMy TONCTbIMKU NapHsMK. Bce notomy, uto iPod - 3710 lovemark. Mbl Bbipocnun B
MapKeTuHre, B KOTOPOM CTPEMUIUCL CAeNaTb NPOAYKT He3aMeHUMbIM. A iPod BMeCTO 3TOro CTpeMuTcs 6bITb HEOTPA3UMbIM.
Bo3bmem Virgin Atlantic...



C®: MNMpocTuTte, NPo 5TM MapKM BO BCEX KHMKKaX MULLYT, U KaXKAbIW aBTOP 06bsACHAET MX yCNeX No-CBoeMy.
YecTHO rosops, npMMepbl HEMHOrO NOAHaAO0E M. .

KP: EcTb npuynHa, No KOTOPOW Mbl BCE rOBOPMM 06 3TUX 6paHAax: OHW rnobanbHble, Takne NpUMepbl MOHATHLI B 10601
cTpaHe. Ho mory npusectu v gpyrue. [lymato, Bbl He UMTanu o mMaluHe Prius. Tak BOT, Prius - 3710 lovemark.
daHTacTMyeckuii AnM3aiiH, oO4eHb UHAMBUAYaNbHbIA, O4eHb YyBCTBEHHbIN. K Prius Bam gaxxe KNto4 He HyXeH: Bbl MPOCTO
HaXWMaeTe KHOMKY — U MalimHa 3aBoauTcsa. OHa TauHCTBEHHas — U3-3a cBoero rmbpuaHoro Motopa: pabotaer
HanoNoBUHY Ha H6eH3nHe, HanoNoBMHY Ha anekTpuyecTBe. OYeHb BbIrOAHA MO LieHe. Takas MalluHa Jaxe ecTb y JleoHapAao
av Kanpuo n Bpeaa Mutta. B AMepuke yxe npogaHo 50 Tbic. Takmx aBTomobunei. 31o lovemark. W koraa Bbl co3paeTte
lovemark, Bac He 0CTaHOBUTb.

C®: Kak Palm Pilot, o koTopom Bbl NuwieTe B kHUre? B nocnegHee Bpemsa Palm dpakTtnueckn npourpan pbiHOK
Pocket PC. Ckakurte, 3aueM HyxxeH lovemark, ecniv oH He cnacaeTt oT nopaeHua?

KP: MNpo6nema Palm B TOM, 4TO OH NOTEpPSAN yBaxxeHUe noTpedbutens, NoCKoabKy Apyrve pa3sumBanuck, a Palm otcran.
Cratb lovemark cnoxHo, yaepxatbcs B ctaTyce lovemark elle cnoxHee. Hy>KHO 3aBoeBbIBaTb 1I060Bb KaXabli 60X
AeHb. Korga Bbl BNO6UNUCH, Bbl Xe U pa3ntobutb MoxeTte. Hy, Bbl NoOHWMaeTe, 0 4YeM . Henb3s cToATb Ha MecTe. Tak
npoucxoamno u ¢ Nike. CHayana 370 6b11 NPOCTO ToBap: 6narogaps ero KayecTBy Bbl MOMIM 6exaTb HEMHOrO 6bICTpee.
MoToM oHKM cTanu cTponTb 6p3aHA co cnoraHom Just do It n cBoew npekpacHol peknamoit. MNotom ctanu lovemark, B
OCHOBHOM 6narogaps 0oAHOMY 4enoBeky — Maikny [pxopaaHy. A NOoTOM npoBan: [)KopaaH ylwen, penTUHE KOMMNaHum ynan,
npubbinb cHu3unace. Certvac Nike cHoBa nbiTaeTcs ctatb lovemark. MyTb k lovemark - 370 AnNMHHOE 1 CIOXHOE
nyTewecreue.

«KeHHegu - 310 lovemark>»

C®: C NnOMOLLbIO KAKUX UHCTPYMEHTOB cO3aeTcs
TauHCTBEHHOCTb, YYBCTBEHHOCTb U 6/1M30CTb? Bbl MxX
paspaboranm?

KP: [a, mbl co3ganu lovemark-noaxoa. Mbl MOXeM
npoaHanM3npoBaTb Nt06YyI0 MapKy, 10601 pbIHOK U CKasaTb, KOro
yBaXatoT, KOro nobsT, a KTo asnsetcs lovemark — KTo 1 yBaxkaem,
n nobum. Hanpumep, Mbl U3yyanm aMepuKkaHCKUX NOAMTUKOB. BoT
Bunna KnnHToHa Bce Nob6ST, HO HUKTO He yBaxaeT. byla HUKTO He
NO6UT N HUKTO He yBaxkaeT. A KeHHeau - 370...

C®: Lovemark?

KP: TouyHo! [lpyro MHCTPYMeHT Ha3biBaeTcsl lovemarker. Mbi
NpoBOAUM Bac yepes AecAaTb YPOBHEN 3aragku, NsTb ypoBHEN
YYBCTBEHHOCTU, NSATb CTyNeHewn co3aaHma 6am3ocTu K
noTpebutento. U Takmum o6pasoM Balwl 6paHA MOSyYaeT CBOE MECTO Ha «pbIHKE N06BU>».

C®: Bbl y)ke Ha KOM-HU6yab ucnbiTanu ceoi lovemarker?

KP: KoHeuHo. B Pepsi MHe cka3anu: «Mbl gyMaeM, 4to Ha CerogHs Mbl CaMblil BKYCHbIN HanMTOK, HO Mbl XOTUM CTaTb
6nvxke K MONOAOMY MOKOMEHUIO». Mbl Ha4ann MeHsITb KaHafbl KOMMYHWKaLUWK, pa3MecTUv pekiamy B BUAeourpax,
3anucanu 3BOHKM Ana MObunbHbIX TenedoHoB, paboTanu € IOHbIMK 3Be34aMKn, cnoHcupoBanu [aBunaa bakxema, KOTOpbI
beleHo nonynapeH cpean monoaexwu. [ipyror npumep — Toyota. OHU NPULIAM KO MHE U CKa3anu: «KeBWuH, Mbl XOTUM,
4yTO6bI Bbl MpeBpaTUAN Toyota U3 camoli yBaxaeMoW aBTOMOGUIbHON Kopropauumn B caMyto Ntobumyto». U Mbl nomMornau
M3MEHWUTb UM CTUNb peknambl. OTONTK OT obpa3a MaluMHbI-Ha-Aopore k obpasy BoanTens-3a-pynem-Toyota. Mbl gobasunm
B peK/laMy YesIOBEYHOCTHU.

C®: A kKaK, HanpuMep, naes NATU YyBCTB OTpa3uaacb Ha Toyota?

KP: OHM n3meHwnnu aunsaliH. PaHblue oH 6bin1 dyHKUMOHaneH. Ceyac MalwmHbl 6onee okpyrnble, canoH obHoBuncs. Ha
CcMeHy 6onbwnM aBToMO6UNSM Npuwnm 6onee KOMNakTHble, YTOObl YenoBek YyBCcTBoBa cebsi kak 6yATO B YaCTHOM
npocTpaHcTBe.

C®: Co3paeTca owyweHme, uyto Toyota npeBpaTtutca B lovemark He ckopo.
KP: Mol ewe B nytn. Ho B AMepuke Toyota yxxe MallnHa HoOMep OAMH Mo Npojaxam.

C®: 3T0 )Ke He 3HAUMUT, YTO OHa camas nrbumas.
KP: MpaBunbHO, HO 3TO HaaeXxHas nnatdopMa ANns pa3BuTus. Y 6paHaa yxe ecTb yBaxeHue. Tenepb Mbl MOXeM A06aBUTb
no6su.

C®: Kak BaM Kaxxercsi, noueMy koHuenuusi lovemark noka He ctana CTo/b ke NONyAsipHOM, kKak 6paHANHI?
KP: MNoTtomy uto lovemark — HeuTo HOBOe, a 6paHAMHT — NpuBbIbYHOEe. Ho lovemark — 310 6yayllee, KOTOpoe NepexuBeT
6paHAbl. Mbl C BaMKW cerogHs roBopuM o byayLuem.

C®: Korpa >ke oHO, HaKOHeLl, HaYyHeTcAa?
KP: Ha camomMm gene 6yayuiee yxe Hayanoch.
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“To tell the truth, I was terrified”

Kevin Roberts, head of the global advertisement agency
Saatchi & Saatchi, calls on the companies to enter into intimate
relationships with the consumers. Speaking to the Sekrety
Firmy magazine, he told us about the lovemarks and explained
why they are going to replace the brands.

“Have you ever seen an author who would place a picture of
his mother-in-law in his book?

SEKRET FIRMY: The Russian edition of your book entitled
Lovemarks is coming out one of these days. Why would you
want to write it?

KEVIN ROBERTS: Because I was scared. Honestly, I was just
terrified. Irealize that all brands are becoming exchange
commodities. All shampoos make hair shiny, all beers taste well.
Therefore, the power switches from producers to retailers. I
thought that this was a bad omen for the companies that Saatchi &
Saatchi works with, such as Procter & Gamble and Toyota. And I
began speculating about what will come after the brands, which era
will replace the era of brands.

SF: So, the book is the fruit of your speculations about the new
age in the marketing?

KR: That’s exactly right. I started thinking if there was anything
better than the brand. Probably, something, in which you can place
all your trust. However, I realized that this would not take me far.
For example, you don’t marry a woman whom you just trust; you
marry a woman whom you love. People don’t merely respect the
most successful trademarks for their quality and price, they really
love them. Those are the lovemarks, the marks that people love.
So I decided to write a book about that. Now it’s translated into 16
languages, because the idea of love is clear and close to everyone.

SF: In other words, you think that people need to love yogurts
and shampoos? Don’t you think that it’s too much?

KR: Well, love is a metaphor. Love has many meanings. I love
my wife, my mother, my homeland, and a restaurant. These are
different types of love. Don’t take love literally. It’s an idea, a
concept.

SF: I got it. The question is how to create a lovemark?
KR: Call us at Saatchi & Saatchi. We will do everything you need.

SF: Can I do it myself?

KR: Yes, you can. You should begin with respect. For example, I
use a Motorola cell phone. First and foremost, this is a good
product. It is fairly priced, the size is good, and it works fine,
combines a phone, a camera, a video camera and an MP3 player in
one. In other words, the product design deserves respect. But this
is not enough. Now you need to add some magic. For example,
create a special design that would stir the emotions. It must make
me perceive a phone as something individual, something custom-
designed for me personally. It must not look like just another
phone, but something that is part of myself. When I pull out my
phone, it must be able to speak volumes about me as a person. It
must say that I’m cool, sophisticated and hip. In other words, love
must be added on top of respect. Just take a look: doesn’t
Lovemarks look differently than any other business book?

SF: It looks like Re-Imagine! by Tom Peters.

KR: Well, yes. By the way, Tom Peters thinks that my Lovemarks
is the best book of 2005. He says so on his website. We wanted
the book to impact the senses. We have chosen the red color for
the cover, because it is very sensual. We decided to use the paper,
which is 30% more expensive than the regular one, that is why the
book has an unusual scent. We have used many colors inside the
book. We have inserted multicolored pictures. There is no
particular order in the sequence of chapters, so you can start
reading at any page. Finally, the book has my picture, which
brings me closer to the reader. There is also a picture of my house,

my wife and my mother-in-law. Have you ever seen a book with a
picture of the author’s mother-in-law? That way, we try to make
not just any book, but a lovemark.

FILE MATERIALS

CEO of the Saatchi & Saatchi Kevin Roberts was born in
Lancaster, northern part of England. He started his business
career with Mary Quant fashion house in the end of 1960s. At
the age of 32 he became the CEO of PepsiCo Middle East
after holding top managerial and marketing positions with
Procter & Gamble Company. In 1997, he switched over to the
advertising and became head of the Saatchi & Saatchi
Company, where he began to restructure the business and
position the agency as a “company of ideas”. As a result, in
2003 the S&S became the Agency of the Year with two
advertising publications, Advertising Age n Adweek, at once.
Lovemarks by Roberts was published in 2004 and became a
bestseller, while the lovemarks philosophy became part of the
most renowned advertising concepts of the world, same as
Jean-Marie Dru’s disruption.

”The more you know about your wife, the sooner you’ll dump
her”

SF: Wait a second, but earlier, during the age of branding,
everybody was also talking about the need to create quality
products with classy design, which must help consumers
express themselves... What’s new here?

KR: You see, there are three words on the wall of our Moscow
office, which are “mystery, intimacy, sense.” This is the way to the
lovemark. This is what is new. Nobody has ever put these three
concepts together.

SF: What are you trying to say?

KR: Look, the marketing is built on information. The goal is to let
people know as much information as possible. Our product is
better, less expensive, whiter, faster or cleaner. But this is a waste
of time. Consumers think with their heart, they are annoyed by the
information. That is why I say: ”No-no, the more you know about
something, the more bored you get.” The more you know about
you wife, the sooner you’ll dump her. I’ve been married for 32
years, because I’m not out of home for three weeks out of four, and
I always want to see my wife. First thing, we need a mystery.
Secondly, we need some intimacy. Most of the commercials that
I’ve seen in Russia are devoid of the personal touch. They educate
or inform, but nobody needs this. Today, people across the world
feel the lack of protection because of the economy, diseases,
terrorism and job insecurity. They seek protection, intimacy and
sincere relations. People don’t want just transactions, they want to
feel that the bank does take care of them. Lovemarks make us feel
that they understand us, that they listen to us or speak the same
language as we do. Almost all commercials in Russia tend to yell.
When you come home and talk to your wife you don’t yell, do
you?

SF: You mean, the commercials must be intimate? Is that it?
KR: No, the concept is much broader. If the advertisement is
somewhat intimate but the situation at the stores doesn’t change a
bit, nothing good will come out of it.

SF: How can anything intimate be done at a store?
KR: Here’s an example. When I come to a restaurant, the maitre d’
greets me: “Hello, Kevin”. This is exactly what I mean.

SF: This is not interesting. What is interesting is how the Tide
detergent can establish intimate relationships with the
consumers.

KR: For instance, I come to a supermarket where Tide runs a show
for the kids. If Tide manages to do the show in a way that my kids
were dreaming of, that would mean they are close to the customer.
Or, if the producers of the diapers direct me to a web site where I
can get some expert advice about the infant hygiene, then I, being
a mother, will think: ”This is great!”

SF: Mystery and intimacy are now clear. What do you mean
when you talk about the senses?
KB: Most of the brands appeal only to one or two senses, that is



sight and hearing. Successful lovemarks must appeal to all five
sense channels.

SF: Martin Lindstrom wrote a book about the sensory
marketing, Brand Sense. Are you familiar with it?

KR: Lindstrom? We have similar outlook on the world. The only
difference is that he is a consultant and I am a practician. By the
way, Lindstrom also said that Lovemarks was the best book that he
read in 2005. Interestingly enough, Tom Peters also realized that
all the consumers’ senses must be impacted. But I was the first
one to do it.

“Harley-Davidson has nothing in common with the
motorcycles”

SF: How convinced are you that three components are enough
to establish a lovemark?

KR: We’ve been studying this subject for five years already. I’'m
100% convinced.

SF: What kind of studies are these?

KR: We have taken up for analysis hundreds of the leading world
brands. We have studied the car-making industry, beer and diaper,
credit card and many other markets. We have considered them
from the perspective of mystery, senses and intimacy. We then
stacked it up against the success of these companies. Let’s take
motorcycles as an example, OK? Harley-Davidson or Suzuki,
which one is a lovemark?

SF: Harley.

KR: There you go! If Suzuki were selling for half the price of
Harley, were twice as fast as Harley and had a 20-year longer
lifespan, they would still be plain freaking bikes. Harley-Davidson
nothing in common with the other makes whatsoever. They are a
lovemark. People love the idea freedom, and they love Harley.
iPod is another example. I live in Manhattan and I share the
neighborhood with Robert de Niro. This is the place where the
white fat guys live. When you go to a bar and put on a regular
player, you leave the bar alone. If you put on an iPod, you leave
the bar in the company of other white fat guys. It works that way,
because iPod is a lovemark. We grew up in the marketing
environment, which tried to make the product indispensable.
Instead, iPod tries to be irresistible. Take Virgin Atlantic...

SF: Excuse me, but they write above these trademarks in all
the books, and each author explains their success in his own
way. Honestly, these examples are slightly annoying...

KR: There is a reason why we all talk about these brands: these
are global brands, and such examples make sense in any country.
But I can give you other examples, too. I don’t think you’ve read
anything about the Prius car. Well, Prius is a lovemark. It enjoys a
mind-blowing design, very individual, very sensual. You don’t
even need a key to start Prius, you just press a button and the car is
ready to go. It is mysterious, because it has a hybrid motor, which
uses equal proportions of gas and electricity as fuel. It is also a
very good value for money. Even Leonardo di Caprio and Brad
Pitt own these vehicles. They have already sold 50,000 of these
cars in America. This is a lovemark. And when you create
lovemarks, you cannot be stopped.

SF: Same as the Palm Pilot, which you mentioned in your
book? Of late, Palm almost lost the market to Pocket PC. Tell
me, who needs a lovemark when it doesn’t protect against a
defeat?

KR: The problem of Palm is that it lost the consumers respect,
because others were evolving while Palm lagged behind.
Becoming a lovemark is difficult; staying a lovemark is still
harder. You need to win over the love each and every day. You
can fall out of love after you have fallen in love. I think you
understand what I mean. You cannot stop moving forward. Here’s
what happened at Nike. At first, it was merely a product: you
could just run a little bit faster due to the good quality of the shoes.
Then they started building the brand with the Just Do It slogan and
excellent advertising. Then, they became a lovemark mainly due
to one person, Michael Jordan. And then everything went
downbhill: Jordan left, the company’s rating dropped and the
earnings followed. Today, Nike tries to become a lovemark again.
The road to the lovemark is a long and tough journey.

“Kennedy is a lovemark”

SF: What tools are used to create mystery, sensuality and
intimacy? Have you developed them?

KR: Yes, we have created a lovemark approach. We can analyze
any mark, any market and say who is respected, who is loved and
who is a lovemark, both respected and loved. We have studied the
American politicians. Everybody likes Bill Clinton, but nobody
respects him. Nobody likes or respects Bush. However, Kennedy is
a...

SF: Lovemark?

KR: Exactly! Another tool we have is called a lovemarker. We
walk you through 10 levels of mystery, 5 levels of establishing

intimacy with the consumer and your brand gets its place on the
“market of love”.

SF: Have you already tried your lovemarker on anyone?

KR: Of course, we have. They told me at Pepsi: “We believe that
we make the best tasting beverage today, but we want to get closer
to the younger generation”. We started changing the
communication channels, placed the commercials in the video
games, recorded tone rings for cell phones, worked with young
stars and sponsored David Beckham, who enjoys frantic popularity
with the youngsters. Toyota is another example. They came to see
me and said: “Kevin, we want you to turn Toyota into the most
loved automobile corporation from the most respected one it is
today.” So we helped them to modify their advertisement style. We
helped them distance themselves from the image of the car on the
road to the image of the driver behind the wheel of a Toyota car.
We added a human touch to their advertisement.

SF: How did the idea of five senses impact Toyota?

KR: They have changed the design. It used to be functional. Now
their cars have developed more rounded shape, and the interior
design is different. Large cars are replaced by the compact ones, so
that the person can feel more privacy inside of it.

SF: I have an impression that Toyota still has a long way to go
before it becomes a lovemark.

KR: We are getting there. Toyota is already the best-selling car in
America.

SF: But this doesn’t mean that it is the most loved one, does it?
KR: That’s correct, but this is a solid starting ground. The brand
enjoys respect. We can now add some love to it.

SF: What do you think, why is the concept of lovemark hasn’t
yet become as popular as branding?

KR: That’s because lovemark is something new, while branding is
familiar. However, lovemark holds the future and will survive the
brand. We are talking about the future today.

SF: When is it going to begin at last?
KR: Actually, the future is now.





