
' Master of invention 
Saatchi & Saatchi is one of the most famous advertising agencies, responsible for some of the most iconlc campaigns of the past 
30 years. But the agency's now forging new paths in a rapidly changing marketplace. By Amy Dixon 
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Top scoring for Carlsberg 
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T H L I O M C U D L ~ ( -  . p p - M c D l l  not D*wanOnl~.Is~~n- 
Imponam trxl4"Q W W , "  I" m* .o.me.lgntn" *the."&.. 
t r r e . . M . r n r l h ~ r  rolllma..toocMlltanr ca".D..Q.o"t.a,o..D,rr. 
IndultV mn "W. gn.ml01 . r . M n e n  W.", tod. "l t n n u r t .  .m mm.* t r r  
)OI Y .. ~rOlt"~D(....r* C.,lrb.rg our "g t l r  W o r n  -l <Dot- #,a". 4" ..ont.il 
t a r  "m n -can.- CUD ~..Ol,. ,M m a n . l a n * r  IN( *O.l le. ru , o t h e r  - 

Rdd. am* nhl. A"*. 
t". "atelan d m m  team 
Iee"M."US" W l n o n r t M ,  

I op~)s~t~on.tnead *nod mn 
IhC "*,-"eh llC..ls** 
do"', do purrtmms bYt ,'*M" 
did they'd smb.bly bs the 
&It puLlteam I" t"eror,W. 

The .e*u,,9 rere ray 
&"On< l X p ( E t a t l 0 n l m  
.n extra YI rnilliD" pints * 
carrrwv so80 over tna c w m  
n t h s  wonr cup, outre~n~nq 
tnr mar*=, Ibadcr wtnrae 
rni,llO" pints (0" trade, and 
Wit" a lame ,ncrrarr in ,mud+" 

nu** .er.a.* wlrr 
ICNIe#sen/lPMS. 

P r ~ p r m w . e n u * a b h .  
.tlmO,pOI*m0 W h t  
Urls&b.r0durlnq tC Wrld 
CUP c I a i ~ 1 0  h.VLd- so 
.I a .eru,t m, l-i* 
the campaign. 

P-, that theold Lbns 
campaign c o n n r t d  
Clldsberq *h tr"ehtb. Ir  
tans war mown m v o u ~ r ' s  
bnnd buzz indpr,rrnlcn- 
cartsww a score ,Wk. that * i t .com~ito,L 

England may not hanrra 
the World CUP, but M 
that Cans&* d l  

Creating tools 
to inspire and 
spark emotion 
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PROBABLY THE LEAST KNOWN 
ADVERTISING AGENCY IN THE WORLD. 


