








the aofblellllof toilet tiIIues bdJnI you
buy. "I want to take Lovemarb out of
brandingJJld Into thestoR I.lld make
the sbm ezperlence L'ulI of m,ysleJy,
smsuality and tDtimac).\~ Roberts
~ He belieVe.~ are
lIIlpIeasaDt plaoee where there is too
much contusilli dJoice aDd wIIere
sboppers spend .. Hille time lIS p0s­
sible - ZG miDutell.lld Ollly 18 Item.
purchased on avenge..

"The .upermarket experience In
the UKiu sbo:lcRI: Ii. slloo:ter. It'. the

<mIy pIBce'A1lere)'llll can still hear PblI
Collin&. The ligb.tin& is appaIliDg. It
abould bea theatreofdrums,~ he in­
sists. HIs newobliession with the IDlr
ment of purchase &lid hOlll' you
lDfIuwce It beyond the ue of eon·
~Ml tele\li$ion 8dVertIsin& uew
out of ilia c\oseDes.I with 50me of
Saatchi &I Saaldli'. IIlOlIt ImportaDl
dleDta,llIChll5the~

i\"OUp Procter &I Gamble.
RobertI CllJl easQvempatbl$e wlth

Its problema, because he &pent most

ofltlswor1ciltg life 8$ a dlent of thead·
vertisiIlll industry ratber thaIll.ll ad
lU&lI. He hu had a variety ofllW"­
ketIng aDd management roIesarou.nd
the world: at Mar, Quant eosmelicll
III the UK; P&GiD EUrope aDd the Mld­
dle East; I.lld Ptpsl·CoIa III the Mid·
die East and canada, aroong llWlY
otben. III 19B51, be lIlOftd with hb ram­
ily to Auckla.od to become chief
opentin&~ of the Uon. Nalhan

.....",""""He \Il'U approached to become

chief executive of Saatchl &I Saatclli,
TJlJWpartoitbeFrmcb PItJllcl8 group,
In 1997~ lhecompan,y was rocked
by the InlemeciDe squabb!elI that led
to the ciepartunotthetouDdlne tJroth.
era, Clwies: I.lld Maurice Saatd1i, who
went off to create MaC Saatchi..

"Saaldli came to me and said, 'We
are III t:leepdoodoo',1.ll4 that Iwuthe
best eIlent they had eYel' had aDd the
most Insplratlonal,~ Roberb says;
also, major clients sud! aa P&G "ad

ON SUPERMARKETS
'Shockers. The only places where you
can still hear Phil Collins. They should

be theatres of dreams'

ON WINNING HEARTS
'An emotional response to something

new takes three seconds - about
3,000 times faster than a rational one'

diamaDlled. Saaldll
made headline! by
ad\-ertblDg on IL

In 1986, f'l.ul
Ardell crCilted the·U
Ia-~)'OU?~

campaIgIl Cor Sutch!
which aeeompanied
the Iaullch of Tile
1""""-

Saatcb.l. Saalcbl
was Involved III flu'ee
campaipi that
helped to change the
race of South Africa_
IIIcludlng the 1983
dmm to allow

titre, so they lite terrified," ROOerU..,.
DesplteaU hb emphasis on the new

and tall:lng marketin&: closer &.lid
cIooeI' to the point fA sale, Robertsdoes
not believes that te1eMslon advertWDg
will become an extlnct spedes. TV
glcballywUlbe the dominaIItmediwn
for the nextdeeade because d.the mil-

grown to become the
biggest In the world.
AI the peak oItbe
IKlvMIsIDg boom,
.uch was the
company's success
that It launcbed a
bid, l'I'hkb turned out
to be llI1lIuccessrul,
for the Midland
Balik, ODe of the
largest banks in
the UK.

The agency WIIS
the finl to ~roS5 the
Berlill WalL Shortly
before tbe wall "'liS

uslniJust 20YoIUIS
Conservatk-ea.

By tbe mld-ltsOs.
tbe IIgl:/lC)' bad

0DIy tMl yean;, and they are under
enormous preulll'l!l to "prove" the zoe­
tum on Invutment on any money
apenton advertising. "'I1te marteting
managen are frtghtened. TIley lInow
tbat if they spend ao per cent of the
budget on TV; history tells them they
will getthia result. Unfortullately, hia­
tOI')' is no longer predictive of the tn·

Looking for Love
Iu...w,,,1 ,,,.I. b...."..>k••' s....dli
",s.."h. ""' """" d>< I_'ila+'«' AI..
..,,>1.1 hoJl' 00' .m", """ "u«£.

LABOUR ISN'T
WORKING.

'':
trlckery, tbe poster
showtng a IllO-strong
queueofthe
unenlployed was shot

reeognlae a holistic communications
package that includes aucll things as
product placement. There Is fear also
because there is aladtof lktta to prove,
for example, bow Interactlve ad\-er­
tWng worb as part of the 0'm'lI1I
medla·and·marketing mix.

Th add to the problem, the avenge
tenure ofa UK marketiDg director is

tbe Impression ora
bwoy ...mce to &II

Important poteliUli
client. The atunt
workod and tbe
colnpa~1000k off.

In 1979, Saalebl'
8aat/:hIlawll:bed the
campalgu that made
Its reputation,
claIming "Labour
IIn't Worldllll"', &lid
playing a tlgllificant
role In Margaret
Thakher's lIWf:f:p to
power, In a plece of
photographic

Love and respect: Lovemarks explained; Roberts at tbe ofttce; aDd with 5aatcht & Saatchl's ehahman, Robert L Seelert (left), and

Saatchi a Saatchi
was set up III 1170 by
the Iraql_bo1'll. art
patron Qulrles
Saatcbi and hb
brother Maurice,
1I0W a 'fury peer aDd
joInt chairman of the
COllSer\'llltivoe party,

Legclld hili It that,
in tbe aseney's
Infancy, Charln
Saatchi hired a
d(rutll stranscn off
the street to pose
as ad,'ertlslng
exeC1lth-es, to gh-.,

AGENCY OF CHANGE? -

the endless prollferatlorl of produeu
would help. "OneoftheissueJwtlba-.
got with this brave new "",r\d, wllidl
is Y'E!l)' ~ting but also Vl!lry chal­
lenging, is feU;- he .ays. Most ad­
\'l!I'tisen, he belie\u, are still more
comfortable wben the)' see an Idea
presallted aa a traditionalsto~
ot" a picture. 'IlIey llud it difficult to

wanted him to tabon tbejob, ortheir
accolllll could have gone elsewhere.

"Th!e\.isioo is still going to be there
to build equI~ to build brands and do
aU the thlngs it does better than~
one else, but 80 per cent of the [pur­
clIasiDg} decisiollS lite madeln store.
ThIs lsoot tomorrow. 'I'hUis~. It's
today," Roberts says, llis voice rising
to the pitch of a jet engine.

ThenewBig Idea tookshape in oM
of his regular meeting. with A G
Lafley, the chief ex~tive of P&G,
Who said that 18 per cent of P&lG
worldwide turnover was a«ounted
for by the US supel"lNldret giant
WaJ-MarL ~I ImmedialeJy got on a
plane and spent time with Wal·Mart
ill Bentonvl.lle to llgun! Gut what they
1O'Ct'l! tbiJl.ll;ing and wMl was MpPen­
in&.~ Roberta $llYI- He La .pending
more and more of his Um~ ill stores,
Wking to customers, lryIng 10 work
out h(lW to brinS ~entia1 mar-­
billng to Ibe shop Boot:. "I can't r&­
memberthe Jut time I had a meeting
with a television executl,-e,~ he lIay&.

The problem. at Ieaat in the Us, is
\h.:l.t 00IISUll1el'S areprone to break into
a carton oftoUet rolLl 00 they can feel
whether It is soft or finn enough for
tbeir talites. The tampered.with box
is t!len pushed to the back of the pUe
and becomes "sJippage" that cannot
be sn1d.11te Issue was handedoverlo
the rompan,y Roberts bought In the
summer, ThompsonMUlTa,y, now re­
named Saalcb.l &I $aatchi X, Which
specialises In enluuldng both In-store
media and tbe overall sboppWs: ex'
perience. The problem ..... solved III
an aftemoon, and prototype dis·
pensers were Installed next rooming
allol'';ns COMUnlel'$ to feel the ,'lUi.
ous toUat papel'$ In the store before
they bought.

Roberts, who represellll the P&lG
brand Cbannin, belleves the smaU in­
novation wlU lead to brand switching.
"The KIeenex·user will feel OUl'S and
shift be<:aue it is a better product.~
And lhe 10Uet paper test CI.ll, of
course,be adapted for otherproducts..

SaalcbJ • Saatchl X bas set up its
oIllcesclose to "''aI·Mart'. Bentonville
beadquarte~there are plans to open
up In Minneaplllis dose to the.wpet'·
marketgroup~t;anda Clncltmatl
oflke bas airN<t' been opened dose
10 the retailer Krosa

"No more London, f'l.ria. No~
Rome. You locate officeswhere the big
retailen an located, and that'a a
new thought: gaya Roberta, whoa
.mind roan Into OV1lrdrive 011 the
pllssibility of bringing rnedUo right
down to the 1eI-'e1 of tile auperm.arkel
trolley. Wben a slJopperchecka In and
entera a PiN number, why oould they
not also pick up an iPod already pro·
gnunmed with "the aoundll'ack of
}'O\II' Ufc"? Naturali)l the ooundtraek
wIIllastat least 30 minutes 10 that the
shopper Sla,y$ allOlher 10 minutes to
hear tile next track and do SlIme
more shopping. Why not tur... a mlnla·
ture teieYtsJon setattaebed to the trol­
ley aa Ifit~ an aircraft seat? The
special programme would both en·
tertaln and highlight the lalest dis·
counts end dealt.

'"The idea is to turn shopper! into
bll)"erli,' Uys Roberts, whll believes
that greater simplicity and a curb On



ON WOMEN
'Navels. Girls are showing them all the
time, and they are plwnp navels, not

skinny ones Why is that?'

ONLOOROLL
'We have the toilet paper test. The

Kleenex user will feel ours and shift
because it is a better product'

l'!laurlce Levy. cbairman ofPublicis, whicb owns Ibe agency

lions and millions who havejolned the
television revollltlon everywherefrom
China and Brnil to India.

"We will ha...eanolberdealde of the
3O-second commen:lal, but In the
IIlOl'e~pedUK and US environ­
ment, I think }'OU are going 10 see a
buaineaa model shake-up and change
furmedia~ IsadVertls.inggolna:

to be the..xe reven~i1eneralor! It's
nat, Is It?·

AJ> personal video I"eOOI"ders, whlch
aIJowviewer& to slIip the ads, become
more common.lhe ada are a1so going
10 havt! to become more spedal toset
noticed. ·We are going to continue to
Invest In hlgh.pro6le cnatl'i'll OIl Iele­
vision, but It wiD become monl en-

Chane! ad starring Nicole KIdman.
-II's a movie. How fanlastic is that for
our induslly?~he beams.

Bllt Roberts doesn1 award many
Lovemarb to hi$ own lndU$111' - and
certainly nol to one of his most influ­
ential rtvals., Sir M.artin SOtreU, cl\tef
executive of WPP, ....ho worked at
Saatchi " Saatcl\t lU an accountant

)'e&l'5 ago. ~I don't like tbe guy but I
respecthim,"heSll)'S. ~He'li loo.Igll and
slule but 1do not think he II'UIy un­
derstands and values the eDlDtionaI,
Intuitive, creati\'ll renegades that we
need In ourbusiness. I think he is 111'­
Ing 10 make the bminess more like •
management COlIsultaney."

ADd then he is oll, proving that be
is one oftIlOIe creative renegade&, dis­
cussing the regular column he writes
fur Rugby World maga.tine and for
L:espresso, in ltai)\ whenl he iscultural
affairs correspondeal at large. Hehas
recentlY lold hls Italian readers how
"de5ign is the new black" and how it
was really time that the Italians 1I'Oke
upto the fact thaI irs a woman's worid.

BUI right now tbe lI'Orldwlde chief
executive o(Saatchl" Saatchlls c0n­
templating !lOmethingratherdifierent,
"Navels. GirIlI areshowing them aU the
time, and they are plwup navels. not
skinny navels. Why \!l that?"

Catch Kevin Roberts IiL'e in
corlt>l!n<1tion with the US !>ll.lliness
guru and author Ibm Peters,
online tomQlTOW, S-6pm..
Pre-regiater,jbrfree, at www.
liL'Cflleeling.conl/goItompetft'Sdec.
Mark Wnek'. flIIide to the leadin"
lights oj'ad-Iand is on page 22

Saatcbt '" Saatehi,
1\'bleb 15 now run by
tbe chiefexeculil"C
Kevin noberls,
operattl$ trom lU
cmcea ill 84
countries, emplcying
about 7,\100 people
around the world,
and making adverts
for clients rangil.g
from Gulnness and
Th)"01a 10 Unicef,
In lhe past fh"C yean
II has won nearly
3,000 1I11<1n1s_

CIARB\"RNE

the old name W1IS

rcillBtated when the
compan)' splllintcl
Saalcbt '" Saatchl
and COrdiant
Communications,

In ZOOO, Saatcbt '"
SaatehJ WAS boUght
In a tl.3hn deal by
the Fnneh
adl'erllslng network
Publici", wbleb is
run by Maurice Levy,
Pllrt ofa wan or
collsolldallon lhat
bas p'eptthrougb
tbclndustry.

P&ing.1t"ill beconte moreemotima1,
aDdwearegoingto have to thinkabout
how to use the screeD much more"
Roberta concedes, -If the ads are re­
ally i100d,you will notBkip through. the
ad br'llak. The ad must be so exciting
that )'OU want to watch iI. IfIt's crap,
you wtIn't." The sori of thing he has
In mind \!l the £J8m spent on the

Saatcbl '" Sa:ttchl
lnitl.illb' changed illl
name to Cordi:tnt,
but "'"0 )-ears later

acqul$llioll and so
have oot recaptured
their former g10b,...1
oolllinance,

before a match 011
one Sunda]t

A.s the economic
boom dl'1!W to a
clol<e, a comblnalion
ofdebt and rows
~itb major iIlvestnrs
1l!d to the Saalch!
brolhers being
foreed ont oftbe
comllany In 1995_
The brothers
eatablished a new
comlmn); M&C
SaatehJ. where tbey
are determined nDt
ID expaod by

nOD-wbiles Into
parliament, tbe 1992
referendum on
power sharing. and
the COUDtry'S firlIt
democratic election
two yean later.

The agency, which
prides It!lelton Its
lnsplrationalldeas.
made a ~trike

agaiDSt lIalian
football \iolence
when till!)' pet"$lladl!d
all of the SericA
leams 10 weRr the
oJl(Mlslllg aldol'. ldrip




