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With Kiwr-bom Seottish moghy ace Sean Linecn g the
delegrares, Rabers® specch on peak performange and orEns

tioans capivated o andiemce

Foberes' enthusasn o infecnous and has relaxed approach
behes the fucr that Behind the pend maniner, there lurks a busi-
teds b winch has overseen’a 30 PEC CENL MNCTENsE i1 Pr:;,ﬁ[_-;._
The mam even hos his own dedicaced web pape and fins of
Roberes can keep i touch with him via comanil: ©1 thank

thie beewing company |Licn N.'.I:h.1|:|| ten vears agoe My aaster
had already nuwoved daerne
It was durmg s ame a Lion Bathae that e beeame beasaly
imvabeisd an o srege level with the Australian cncket e
the Kiwi rughy league team. the Wa
lenst, the All Blicks — perhaps his grearese passion. He s a

W hecamme citizens straight awwry.”

labwes and last bt o

director of the New Zealand Wugby Foocball Ulmon aed

waorke ot s one-to-ome basis with 3 number of key plavers

e~matl is a fantsne commumcinions device,” he 52YE

Saatchi & Saarwhi straddles the globe. The company operates
semus 1ol offices in 92 countries, employmg 6,500 sl Hes
cireer |11'i1'l:In_.' has o distiner whiff of glameur aboor i From
Mary Quant, and Gillette, to Proctor & Gamble and Fepsi-
Caola, b left his naonwve Lancashire at the age af 16 10 wark in
Cyprus. Switzerlind, Meorocco, France and Canada Before
finally endms up i Mew Zeatand

e

e thouight aboot 11-‘I-'L':II1.: a enreer,” he says prnudly 4]
i soft adopred Kiws accene ' went to Mew Zealind toomn

@ ey 1000 CA MAGAZIMNE

focusing on leadership, decmon-makmsz and culore

AR mternanenal jer secer exrordinaine, Roobert et beowren
Auckland, Mew Yok and London svere month and clocks up
aboue T80 days every year an travel alone, Every thres maonrhs,
Robers tkes a mp to Climn where Saacchi & Saarchs s the
bipgest ageney of i kind. Chinn is one of the company's three
muosst imporiant mackes — the LSA and the UK hn_-:n_u_‘ the
other two. Inen vears' nme, Ching will be e bigpest marke:
for virmally everything, accordhng o obers, becavse they
create 3 new Australin every year population wise
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s a temific back -tpo-basics kind of |,:-::-|.|.||lr5," lve says. " They

are ".l'!'l':\. tirand (et L e Ta TRE SR et I"‘::
Hung K
quality soull over the lase 50 years, they now need brands w
convince then of qualny,”

AL i.l" LI, ILLZL' LIIJ.!,- arc 1

1. but simply becawse they have had so much bad

As far as the rest af the waorld goes, he admits that South

Ammeriea 16 a class of s owi.

*“1I'm prewy bullish on Laon Amenca = Brazil, Argentina,
Mexicn, You've jse grot po

o there and know s going
e be a bumpy ride, but
you've pot everything in
place — people, spending
pewer, accessibility 1o the
LS and 50 on”

Saatchi & Saatchr may
appcEr [o hawve lu!'|1|lrrll't'£
the world in advercsing
terms  bue

Bt £ carnecrs

rermn untoec] I\.:I:].

“Africa B not going o hap-
pein o my lifleume = neither
15 Eastern Eurape. | think
they are longer-term wdeas,”
]’E P-uu:ll'.'. LHak,

Foobers admits that when he
_||:|||||:'-.'| Saartcha & Haarchi, the
company wis in 1 mess. The
brothers, Maurice and
Charles had gone and the
company was not perform-
g very well, Roobers bad
never worked in adverdsing
before and had never run an
ﬂirl-l'l'll:'j'

"1 had no adea how they
worked and frankly | sull
don't and | couldn’t care
lews,™ hie says adwmantly.

W elve virtually chanpged
nobody since | arpived 18
manths ngo because the
people we had were tombe.
It's just thar they were not

|::-c|:|'|g; coached, motivated

aned led ™
[Lobers' sryle is all about “coaching his saff, and noe rmamag-
ing or keading them as he sees
“1'm not doing any of this textbook nonsenie. My view s that
yinn pred the best '|ll:u]:l|:|.'. tell thein wlar the vision is, el chems
whar your purpose 15, coach them, then gee the hell out dhe
way,'" he cxplains
Hoberts spends o kot of s ome alking o Saaechs & Soatchs
stal, * Avdveriany people we isccure, womed, eager to please,
iinavative, totlly open to change, abways know chere's o bet-
ter way and believe nothing i imposable.

"You never hear people talking about
love in companies. People will
contribute better if you praise them,

not if you kick them up the butt’

“¥ou never bicar people talking about love and passion i
coitipanes, but people will contribure bermer if you peatse them
and love them, nos i you kick them up the bace,” be says

The firss 1|1i|1|__=. thot oberss did when he Jillllt‘d Saaich &
Saatchi was drop the ward “advertismg” from the company
“That’s not the busiess we're i, he explains. "“We're in the
Business of connecnng emotonally warlh copsumers, so we've
2ot 1o become an wens company We war o be che horess
tdeas shop on the planer,” he @vs with utter conviction

And 1Robers knows exncely what the role of an ideas company
should ke n o wordd of cyrcal stressed and woarned ¢on
sumers wha have too many options at ther dagaosal

"Thie vole of Saachi & Saarchi s o find 2 way 1o commumm-
cate with amenton=starved, toe-compressed, sleep-deprived
consumers in a way that dosn't offend them. We want o
entertan them and to mfenm them,” he says

1Labers 5 an advocare of the wdeps theary and believes we are
about o enter the age of the adea.

Teople say we're m the mfommanon age. | say dhan 5 3 boad of
baloney. | think we're so far past the informanon age, at's just
not funny, We were n the
mfsrmanion age ten years
ago, when some people had
it and ather people didn’e
“Informanon s just a table
stake, If wou don't have
information, then you're
dead. Burt if you've got i, 1t's
ke poing vo 3 coana in Las
Wepas
I_."‘n"'lg Lo Sam, 2 hﬂ iyl

wou can st down and play, but that's oot bow you're

He helewes that we are currently i the age of knowledge g
that e 15 momng ot for knowledpe as a conmmedicy as it's
11aL j'l'l.;,ll_ll 'l_ﬂ.@. I_{“]]i’l."‘llrl'-'l." .'II:!'r':II'I‘JItI: ATy ITare.

“1 think we're about to enter the age of the idea because maod-
e bustness |:|::-|.|.1:.' apifbes deas,” hee nsisis.

“Most compames | know are bureaucrane, huwrarchical and
based on the menphor of the suluary. 1 think the UK and the
LISA are twen aof the imore fomial herarchically-driven meredisls,
“WWar 1 the wrong metaphor. 1t nor abous mcremencality, 18's
abowst worshipping

idens, it’s abaur
making nage, 1t's
alyout Lllipll.lt[:l.hu:.
players, iw's abour
5||'|1|-||'I!.L III{' ‘IEI.'JllI
It’s abow all this
right brain seaff
that companies
have {orgotien,”
b 3y,

Rooberts prefers o
use¢ the mewaphor
of spor w explan
his thinking and

thas was a theme which can dwough his speech at the A
Corference

aport 15 about competing, it abowt perfon It"s abew
being i a teany whseh | thiek s saeal IU's aboutl expressing
yourseld i the team environmens, perhaps scnficing youmett
for the good of the team,™ he explans

“I think those walwes are i keeping with today™s 20 @ 30-
1_\.r:':||-n|:|{: They're sear h1||‘|_'; for o spanmualicy from the East,

they're searching for new answers, they're rejeciing oon-

sumerism and matenialiso,”™ he says,
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Fobores buelicves that compaies misst now lift thenselves oo
i compleely new level. " Companies must perform o their
powential every day. They must it chemselves beyond high
perfommance o peak performance,” he says.

[Lobers adous thae peak performance 15 an obsession of his

“1 have always sought the X factor that can bft my tcam o
the peak perfonmance zone. Peak perfamung organisations are
winners because they ane first o the future,” he explains,

1 face, Fooberts, in collaboration withh MNew Zealand”™s
University of Waikato's department of soraegic management
and leadership, where he s o senior feliow, is wridng a book
an the subject of peak performung organisations. They have
Just sigmed a publishing deal and the book will be released
warldhwnde at the end of this year.

A proud Kiwi, Robens fedls that Mew Zealand has 3 grear
affinity with Scotdand and the rwo countries have more in
commmon tlhan nmta shared BeEne pr.m|.

“I think if you look at innavation and the ideas thae bave come
out of Scotland and Mew Zealand, per head of populadon,
they are unbelievable. The list of Scowesh invenvons is
mtounding,” he @y,

Raoberts does have a thought-provaking theory on why twao
sueh small nations have provided such grear invenrions.

“I's all about our places ac the edges = Mew Zealind on the
edge of the world and Scodand on the edge of Europe.
Innovation anywhere is all about being on the edge of the
mainstream, where the assumptions and enuenched ways of
the centre are weakest,” he explains.

“Seots and Kiwis are namreal ideas people. This period of
history = made for us,” he adlds,

Poberis performs about six major speeches a year, Afier
Edinburgh, he was jetung off o Sweckholin o wlk w GO0
Swedish bankers, after a quick stopover in London 1o meet up
with soane old friends

He relishes his globemrocing way of life and the chance w
speak o people ouewith the adverosimg idusory,

"|'ve pot something to say
and 1t's really great to bave
Bl ?ILIG.II.L'FIL'L' WIHJ wwant il I.'ild
en becavse i | just speak o
advertsing peaple or conpa-
nies, it really = very Lot
g, b ays.

On the cudp of a new centu-
ry and a new millennium,
E.oberts has o wview that

TrCaha ;h Bl S-iﬂlillﬁl'.'ﬂlill I:i.ﬂ‘ll'.' iI'I.

‘Scots and Kiwis
are natural
ideas people.
This period
of history is
made for us’

all our Hves,

| dio thenk that the millenm
i is a signad and a huge wake up call,” he says.
“As centunes change, people reagess, ke stock, have more
courage, they have a sense of maontality, they cqually have a
sense of immortalicy, so they have a freedom to aet,” be adds.
As for lus own reassesanent, he says he never looks back, “I'm
always focussed on tomorrow, not yesterday. Whatever 've
done up o now has been ot of fun and [ want o have mone
fum today than | had yesterday and more fun wimorrow than |
had voday,” he says.
“1 welcome my own morality. There 18 2 finite end w all of
this. So get the hell on with ic"8
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Tel: 0171 608 1941

One good reason for investing in
with-profit endowment policies?

We have lots to offer.

If vou are looking for long term capital gains, we sell thousands of
with-profit endowment and whole-of-life palicies worth millions of pounds
every month at our weekly suctions.

For details about buying or selling endowments ring, fax or visit our web site.

FOSTER & (CRANFIELD

ESTABLISHED 1843
Auctioneers and Valuers
20 Britton Street, Londaon ECTM 5TY

www.foster-and-cranfield.co.uk

Fax: 0171 608 1943 AP
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