
IN THE NAME OF LOVE (A Précis in English)  
 
Research people need to help marketers understand what people like, not what 
people do or how many times they do it. 
 
In a world saturated with diagrams, charts and mathematical formulas, Kevin 
Roberts stepped up to champion love, loyalty and emotion as defining criteria in 
decision-making. 
 
“Stop doing focus groups and start looking for insights", said Roberts. 
 
“I tell advertisers that traditional research isn’t working anymore, emotions are 
key, and the world has changed up a gear. Right now, brands are all alike, brand 
messages are centered around ‘ER’ words - bigger, brighter, whiter, cheaper, 
etc. Consumers are bored with this approach. 
 
What we need to do today is connect brands with consumers. If you are a 
supporter of Real Madrid, it is because you love them, the way they play and the 
pride you feel. It’s not about measures, analysis, or respect. 
 
We need research to help us build brand value - brands that people can love, 
brands which we call Lovemarks. Lovemarks are the ultimate premium-profit 
generators. 
  
Advertisers are scared, they work alongside the ‘abominable NO man’, they’re 
incapable of saying yes to new ideas, they only say NO. They use research as 
an excuse to cover their asses. We all have clients like this, especially in tough 
times, or times of crisis". 
 
"The creative success of Saatchi & Saatchi is due to several factors: our history 
and the fact that we believe in ideas, not just in advertising. We are different and 
we have fantastic clients who let us do great work, which means we’re able to 
attract the best creative directors". 
 
"I’m delighted to be working within the Publicis Group. I love Maurice Levy, he’s 
great. He really understands Saatchi & Saatchi – he’s romantic, he’s French, and 
he has considerable experience in many markets, and he’s not American - which 
I would not want to say in any other group.” 
 
"The downturn has been very tough this year, but we’re still growing this year, in 
terms of revenue, profit and market share. This is the 5th year in a row, we’ve 
experienced good growth. I credit this to our belief in ‘unleash and inspire’. It’s 
not about management or leadership. 
 
“I am not optimistic about next year, possible war, rising prices, growth of 
terrorism, Wall Street will not be recovering very easily." 



 
"The Saatchi & Saatchi brand is back to what it was. I’ve been running the 
agency for 5 years, and we’ve fought our way back to the throne. In Cannes, 
fourth, fourth, third, first equal and first, and Agency of the Year for 2 years in a 
row. We have won almost 70 Lions in Cannes, 50% more than the second 
agency...,We are probably the jewel in Publicis’ crown.” 
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