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Saatchi

CEO responds:

Ad shops' job is passio

Kevin Roberts
rebufls g7 blast
from Unilever

chief FitzGerald

By SI.IZE-HHE Bidlake

Saatchi & Saatchi CEO Kewin
Roberts is mlang an impassioned
stand against Unilever Chanman
Miall FitzGerald's laimous accusa-
rion thar ad agencies are faling o
keep up with marketers” commu-
MICALLONS |'|I::I.':.d:i

Mr Roberts launched hig ag-
gressive defense at the annual con
lerence of the European Associa-
[Ion I.:II .'kLiVI:IT'IﬁI.E'IS .'.:‘.E‘ﬂ]".L'.'.I::.,‘i in
Budapes:. It was the same platlorm
Mr FirzGerald used a year earlier
to deliver his attack

As CEO of a _;;|::-l':all Procter &
Gamble Ca agency, Mr Roberts
declared himself unconcerned that
his speech was likely 1o send any
\.-'hﬂl‘l.!v:: -\.)E. SAIINTLIOE 1..-[1|.|¢:1.-'<:r E:"Usi
ness 1o “subzern

AGENCIES 'MAKE MAGIC”

.'1”\..[ .Ig{:l'li.:ll_'fil ._l-l.llii'r I_";)nrrl.]‘l]
tions 1o a client's business are in
‘making magic” and in the sim
plicity of the consumer connec
tons they create, My Roberts
gaid

“We are. Mr. FitzGerald
p|u:;l |'.:1 his 'i|,‘!:¢\;!‘. last w:':lr] sul-
i-l_'l'lng the death of a thousand cuts
delivered by management consul-
tncies, design groups, direct mar
keting agencies, new-media agen-
cies and  small  marketing

-

communication hor shops,” Mr

Roberts said
In fact, he declared, “the as-
‘iunlflil}ﬂ thar large agencies are
SIIcK -In 4 l.:|:|r1'|l'\e.‘r1|:nrr' me 'l.'l.l'.il]’_."l_
ot i’tll.(!lw'll'l._g hl_\'\?-." %] l‘r:;;.pund. 5
wrong. The metaphor is wrong
We're not  dinosaurs; we're
Godzilla, and we wane i all: TV
|'_‘-r'i[1L, hlmsl:x-]n:.l!-i, rnfi]r:‘l-;_'."-.',];— 5, ra-
dio, pencils, .w'lcywrlnng_ the Weh
[fir’s the right medium to commu-
SHAWH ||‘."|.!'|W:M-'“|'.£ I.I:E:\.

Impassioned: Kevin Robers proclaimed
that ugences are Godailla, net dinosacrs

nicate, we'll embrace it and use ic”

SAATCHI HEW-MEDIA PROWESS

Mg Roberts S}‘.l:.‘] led [S 170
Sagtchi’s "digital smareg”—such as
its ownership of pew-media shops
and the spread of s inweracove
teams, 1ts Web projects for Gener
al Mills, Hewlerr-Pacleard Co. and
Toyom Motor Corp, and its Web
based Innovarion in Communica-
ton Award. And he wum{::‘tcd

most other agencies are just as ad-
vanced

Bl“.. .'\-Ir R.I"l':f.'..rl.'i 'i;'lll.J.‘ NEW T
dia are "not the main event” bur
tools ro support the brand

“I'm relaxed abowr how o sreer
a |'.|r:|-;c Organization like Saach
through rthe rechnology turmail,”
he said. "The Web is only 1,500
days old At this stage, we
'Li:rl-lli J].JVL— L .‘-L';:\I.:‘.JlllJ (£8] ":'\":I"}'
eddy and swirl. In fact, we could
tip over il we do.”

The main things big business
needs from creative agencics wre
emonon, passion, ideas and sim-
plicity, Mr. Roberts said

Mo one clse is EOINE 10 |:||'Ln.'|dn
[hl::ic eagential |:|4:111L1|11.~c I-m hu.ﬂ
ness suceess, “lr's not their joh,” he
said. "And besides, thev're not cra
Pl Ihl_'_v'rr_' ot -E!'I.‘!'.'i.l'l'ltjl':-i_ they
don't misbhehave; '.|1.::y' don't wT.\r.n..f
a ot of nme locking our the win-
dow just wondering and imagi
neering.”

CREATIVITY A RARE THING

Creativity is a rare ||1|11_1;_ Mr
Roberts said, nonng, “"Creative di-
FECIOrs -lnm'l- Brovw an rrees |||u.'
MBRAS"

As a consumer, Mr Roberes
sad, what he wans rom a brand
15 "-.‘I'lj.';:t:.;::r'l‘.m‘.‘."--d]'l:.'t:us. T
ries, passion and laughrer

“That's what grear brands pro-
vide,” he " And

whar the grear agencies wall bring

ASSETIE thar's

o every medium and ool we
rouch, the Web included
"1 Jl-_‘v:;:u|u:t|}- know ['m reghe

abour this,” Mr. Roberts conclud-
ed. "1 was the client for 10 years
[before coming to Saatchi in

wggr]." O




