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Master of invention

Saatchi & Saatchi is one of the most famous advertising agencies, responsible for some of the most iconic campaigns of the past
30 years. But the agency’s now forging new paths in a rapidly changing marketplace. By Amy Dixon

SAATCHI & SAATCHIis a
‘worldwide creative company that

velops business transforming
ideas for clients. The ager
ambition is to create loyalty

nd reason for its clients*

brands, turning them into what it
innovatively calls “Lovemarks".

It delivers on this promise

through world-class ms\qhx and
creativity: i ontent,
strate vation, sy

egic innovation, shopper
marketing,digitalproduction,
intera
Course, advertisng.

r the years, Saatchi &
Saatchi London has created
some of the most famous
and effective advertising ever
run (among the most iconic:
is the work which established
British Airways as “The World's
Favourite Airine"). The agency
continues to create powerful
campaigns for clients including
Carlsberg, Visa, T-Mobile, Sony
Ericsson, Pampers, Dr Martens
and Guinness.

/0 years ago the agen
resiees tha e rarkd psct of
echnologies, dizzying media
ragmentation ond consumer
hanged
the basis on which businesses
connect with their customers.
Changewas redefining what
at

o
great, if not greater, than for
many of its clients.

Creativity, its core
competence, remained a
critical offering, not only to
communications but {0 business
in general, and a source of
genuine competitive advan!aqe
inany market.

So the company has shifted ts
focus away from an advertising-
centric model, taking a more.
rounded approach, adding

interactiepodarsameiie
long copy press
ENeczwe creaivity is buitt

gathering richer and deeper

Strong stance: the Saatchi & Saatehi building at Charlotte Street in London displays the company mantra, “Nothing is impossible”

boardroom,

battle in he internet,

o
of research.

form:

own
strategic futures.

anwhile, a division called

beefec-Up nteractive, anddigital | on
d distribution to its

at Saatchi & Saatchi with unique

Saatchi & Saatchi X was set up to

aisies. cinema or MP3. Consumers wil
Misastchiwas

pay for content, branded or not, if
launcact 0 e brane building | itis rich and rewarding, so GUM®
creativity not only to compel tehi can create radical models

SECRETSOFSUCC

Creating tools
to inspire and
spark emotion

Keeping pace with change: Adam Kirby

ADAM KIRBY is executive director of
‘growth and business development at
Sotchis Santehin Londar, andhe
explains how the agency has been evolving,
“We'eappiing 3 1oup of
complementary creative skils to solving
clients'business problems, Advertising
alone is not enough any more. Assuming a
cllnthas 2 robiem et can be adressed
through communication, it mi
something hat we sove wt mtsreuwe
shopping marketing, brang
design, 5 wel s avertng - sometimes
on their own, often in combination,
Twenty:-five years ago there was one
commercial TV channel -
are 500. The internet dic not exist and
now there are billons of web pages and
unsurprisingly internet advertising is
increasing globaily by gigantic leaps each
year. Technology has become this huge
complicating factor for companies in
reaching customers.
while, consumers are becoming
more agept i recening whal they want
When they want , and uning out what hey
don't want, which s, more oft not,
the message from the sponsor,” he adds.

Saatchi & Saatchi,he says, sees these

three forces coliding in a“perfect storm.
It changes everything clients need o know
to winin their markets.

50 we have Lo have a much more
diverse creative offering, whether it means

iums understand the importance
of babies’ night-time sleep, creating
documentacis nd >nur‘ﬂkhtks fora

consumers i ouh the Freeemz com
ial network created by Saatch & Saatchi
interactive or D Martens shoos. Here

core o'ienng | example of this s the Cast skilsetsto match the changing | meet cliets needs n the hugely for
Ith: work, a c orld order. i S
theonda flnls' | research, ang L |te overwhe\mmq mpartance The shopper marketing stream by creating branded In 2006 the agency won
b blog. experts at Saatchi & Saatchi X
from long iy use radicalthinking to develop This can be n a umber of s
Industr strategies formats, including film, include Sony Ericssor
digital i e banks, soap operas | than 2,000 young people 3 ovands ‘ art, events, fashion or mteraclwe JCPenney, Emirates
, virals and ure, S Creativity s brought 1o the ok anawin he

Top scoring for Carlsberg

Reworking the timeless combination of beer and football in a refreshing way

proved a winner for Carlsberg’s World Cup campaign

P
in need of a campaign
‘would make football fans
‘everywhere want to drink

HI
Important trading perlod in
the calendar for the beer
Industry with huge potential
for sales growth once every

THE World Cup is the most ‘

approached Saatchi & Saatchi |
at

Carisberg during the World

Carlsberg wanted to capture
the hearts and minds of the
real football fans in a context

four years. Ii | Cup, despite the

'ABOUT SUPERBRANDS

not being an official sponsor
of the action.

that would feel real to them,

= well as stay consistent to
inning “Carisberg
ors o camm

e answer was a campaign
featuring England legends
turning out for a Saturday
league game as a pub team.
The! lIIm took plece n tm

e Spontaneity
uncerinted slements made it
feel like any other Saturday
league game although the
manager was Bobby Robson
and players Included Jack
and Bobby Ch: rian
Robson, Peter Beardsley,
Peter Shilton and Peter

Ralds smong athers, Aftae market research bodies

ps more remmmv,
athirdor people who bought
Carisberg during the World
Cup claimed to have done so
a2 ot nl ! s0eing
the campal

Proct that the Old Lions

S win over their
apposition, the ad ended with
iceover, “Carisberg
don't do pub teams but If they
did they'd probably be the
best pub team In the world".
‘ The sesulfs wers way.
|

bey

an extra 30 millon pints of

Carisberg sold over the course

of the World Cup, outselling

the market leader by three

million pints (off trade) and
increase in loyalty ‘

Carisberg with true football
ans was shown in YouGov's
| brand buzz index, which gave
Carisberg 2 score twice that
| of its competito
England may not have won
the World Cup, but It seems.
that Carisberg did.

to the brand of 79 per cent,
according to reports by the

ruits of their
‘own creativity with the millions of other
members, and then the best content
from the site is used in the real-world
flagship store, creating incredible loyalty

metimes it means going in right at
the beginning of the business curve, inta
strategic innovation, helping businesses
inge factors for their
success over the medium and fong term.”
Hecites examples: "Our Industry@
Seachimonation bushessdoes s very
successfully with clients such as PWC,
Guinness, by artens and PEG"
The ulimate ambiton o the busiess he
i
onthiseaith to generate
\Dva«v Deyond easonfor out chents
brands. This s the core of our Lovemarks
‘ approach, which is recognised globally as

a powerful sirategic ool for creating deep
‘emotional bonds between consumers
and brands.”

@Supportmg and celebrating the country s most successful ar]d well Ioved brands

fromen kst

e Thets toniesor " | tarms o iomgnt the st |

about investing in. Business.
targets

imer | member brands. programme, which highights
on Branding. In the Each annual programme w\nmmoﬂmsmd inthe | as one of the nation's strongest | some of the strongest br:
has an's national and
Superbrands, Business ess that taps the opinion Which | arena, from sectors as diverse
CoolBran olan expert councl s publication.
identifies and explors represenlal aiso available ‘and serospace manufacturing.
in n«eng Al
v hasa . || process ‘Saatchi & Saatchi st represent quaii
 dedicated publication which | "Top 500 per programme, qualifes reliabity
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SAATCHI & SAATCHI

PROBABLY THE LEAST KNOWN
ADVERTISING AGENCY IN THE WORLD.

SAATCHI & SAATCHI



