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With his book ‘Lovemarks’ he launched the successor of ‘the brand’ several years ago and was 
bombarded as the newest and most innovating voice among advertising gurus.  But even the clients of 
Saatchi & Saatchi can’t escape the crisis.  Kevin Roberts would not be Kevin Roberts if he hadn’t 
already found some escape routes and opportunities. 
 
We meet Kevin Roberts an hour before his presentation. His appearance is ‘vintage advertising’: bald, 
casual, but dressed completely in black (and without a doubt very expensively). The greeting is very 
warm but more explicit is his ‘presence’: ‘He fills the room’ like the Americans say. 
Like his image, Kevin Roberts turns out to be very talkative.  He can go on for 15 minutes after a half 
hours’ remarks or questions. 
 
DS: Mr Roberts, what do you advise customers in these times: 
 
KR: 

• We are in uncharted territory and the worst is yet to come 
• Many jobs will be lost and nobody has any money left 
• It is no use to plan ahead for the coming years, we don’t know what the situation will be in the 

near future. 
• Winning ugly: Winning Ugly: play football like the Germans not like Brazilians: efficient; hard 

and no mercy. This is not in our nature, but we have to. 
• Focus on the core business and reinvent yourself, transform. 
• No time to debate or analyze, we have to act fast: Fail fast, learn fast and fix fast.  This crisis 

will create winners and losers like we have never seen before.  Number 5 will become Number 
1 and Number 1 will disappear. 

 
DS: Focusing on the core, sounds obvious. 
 
KR: But it isn’t. Companies no longer know what their core is. During growth anything is possible and 
you can go all directions. What was core last year, might not be this year. Companies are masters in 
creating complexity. And this is not what the consumer wants right now. People crave simplicity. 
 
DS: What is the biggest mistake companies can make? 
 
KR: The biggest mistake is to not do anything at all. Inertia is deadly. Goodbye, goodnight and thank 
you. Companies should try to take responsibility and give accountability. Again, things they are not good 
at. Another thing that no longer works is selling by yelling. Shouting no longer does the trick. Price, 
quality, safety, comfort, this is what consumers expect anyway, it’s a given. Don’t bring the price down, 
that is no use at all. Other competitors will lower their price too and you’ll both be the victim. Cut back on 
bureaucracy, close excess factories, sure, but keep taking care of your brand values and market share 
as one day the crisis will be over and you don’t want to be left empty handed. This is the time to spend 
more efficiently because it is cheaper now. Gaining market share has become cheaper if you play it 
clever. 
 
DS: What would be a good move? 
 
KR: Companies who are close to the consumer and give control of the brand to the customer. Be open 
to discussion, talk to the consumer, listen to what they have to say, enter in dialogue. Give them a hand, 
give them blogs, let them be part of your brand. The term Brand Management’ has no meaning. You 
can no longer manage a brand, consumer has become boss. One thing is certain: “the average”, they 
will not survive, not in any sector. 
 
DS: What does that mean for advertising 
 
KR: I’ve noticed the fantastic campaign on the Nuclear Forum. That is the way to go about it. The 
campaign says: ‘think about it’ and not ‘Nuclear Energy is the best’. 
 
Price is not important but priceless value is! You have to redefine the concept ‘value’.  Marketeers focus 
to much on brand focus, … and not enough on how the consumer feels. 



 
You have to offer something more, an emotion. The positive influence on the environment of the Toyota 
Prius is a priceless value. The iPod makes you feel you belong to a community, a tribe. Apple store will 
do their best to enhance this community feeling. 
 
Advertising needs a lot of mystery. We have to tell stories, stories with a wink and a sense of humor.  
 
DS: Is lovemarks a protection against the recession? 
 
KR: Absolutely. People are looking for warmer values, emotions, stories. Many companies have 
understood that. Coco-Cola commercial had nothing but optimism, joy, happiness. Being provocative no 
longer works. Nobody cares anymore for things like Benetton used to do.  On the contrary, fame is 
determined by your popularity, your likeability. 
 
DS: According to you this goes further than advertising alone. 
Of course, a Lovemark shouldn’t necessarily have to be a brand. The newspaper ‘Daily Mail’ is very 
male-oriented but now has a female section, increasing the female readers. Brands are led by 
managers, Lovemarks by people who care about people and consumers feel that. 
 
Someone said that Americans are more positive towards the future than the Brits, even though the crisis 
hit the US harder than the UK.  This is because the US has Obama. Obama talks about hope and 
change and ‘yes we can’. Nobody really knows what he exactly means by that and he never explained 
in his campaign, but that doesn’t matter. He can bring the message of hope, and that is the point. 




