


Corrier della Sera, 11 March 2013, English Translation  1 
 

Corrier della Sera, Italy 
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Roberts: “This is only the beginning of the revolution” 

 
“Television was for the masses, the Web talks to the individuals. But the real 

difference, in both cases, is content”. 
 
Kevin Roberts has changed the way we look at the market. As CEO of Saatchi & Saatchi, 

he has gone beyond the “brand” concept, moving the balance in favor of consumers. 
  
Corrier della Sera: It still makes sense today to invest in a "generalistic" free 

television?  
 
Kevin Roberts: Yes, and not just because Cairo thinks so. Free TV will always be in 

demand, and demand is driven by great content, the centre of a TV universe that is 

increasingly non-linear, fragmented and customer-empowered. Content will be king 

beyond the horizon, which is being digitally disrupted by new forms of distribution and 

access. Business models will continue to shift and hedge through all the turmoil, but it 

comes back to quality of content needed to draw an audience scenario that can be 

monetized. If “generalistic” free content is good enough, which is the everyday challenge 

of writers and producers and network executives, you can deploy a sustainable model.   
 
CDS: Has the Web really have the potential to be a media that can affect/influence mass 

behaviour as television did in the years after the war until nearly year 2000? 
 
KR: The shift to a digital future is most remarkable. The rise of the Internet is an 

innovation as significant as the steam engine or the automobile, yet its impact is just 

beginning. If TV was an innovation for the masses, the Web is an innovation for 

individualism, a harbinger of human destiny that rolls in TV and everything else including 

stuff we haven’t thought of yet. It affects not just communication but the very pattern of 

human activity. The Internet changed the balance of power; the push model of 

broadcasting has given way to the pull model of interaction. The Arab Spring was an 

event underscoring the power of the Web to influence mass behavior. We’ve just got 

started, so hang onto your hats.  
 
CDS: Don't you see a generation limitation/restriction in the use of the Web? Those 

responsible for purchasing don't spend as much time on the Web as their kids. Is this a 

limitation? 
 
KR: Given the increasing age of the Web, this viewpoint is dated. We are all 

“screenagers”, living on a family of screens. Some leopards don’t change their spots, and 

yet the Web ecosystem is integrating into the lives of every generation. The first human 

generation raised in an Internet world is now having their own children. Also the 

influence of digital natives on what their parents purchase is underestimated. 
 
CDS: The publishing industry is going through a serious crisis on a global level. Has this 

industry a future or it will be deleted by blogs and by basic information online? 
 
KR: The Internet is flooded with information, a lot of it is useless to most people. Many 

blogs are just chatter, essentially limited to the circle of people looking for them or 

material on them that they are interested in. They have no wider value. There will 

always be a market for great published content, whether it is published physically or 

virtually, and again people will always pay for quality. The winners in publishing will 

know their audience, and provide the content and formats that each audience desires.  
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CDS: Europe seems to be bended on itself, in the midst of an identity political crisis and 

with an economy linked to patterns that seem to be overclassed. What's the 

future/outlook for the Old Continent facing markets more and more "globalized"? Is it 

possible to make a guess on when there will be a recovery in consumption? 
 
KR: Europe is hobbled by the errors of the past. Step 1, stop making mistakes. Step 2, 

Europe has to create the conditions at ground level in each country for creativity to 

flourish. Creativity has unreasonable power and the old continent needs this breakout.  
In a global market, creative leadership is the key to growing and to winning for any 

region, country, brand or business. Where are the creative ideas, the creative solutions 

and the creative leaders? The focus for Europe should be on building a framework of 

conditions for young people to create and innovate across the region. This is the key. 
Europe is superb at many things, from making planes and cars to fashion, fine wines and 

brilliant experiences. We live in the Age of the Idea. Time to open our minds to new 

ideas.  Yesterday is only prologue. Tomorrow starts today. 

 

ENDS 
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