Kevin Roberts
The 63‐year old has been CEO Worldwide of Saatchi &Saatchi in New York for 15 years. Roberts
began his career at the end of the 1960s at the London fashion house Mary Quant.
He held leading positions at Proctor & Gamble, Pepsi‐Cola and was COO of
the New Zealand brewery group Lion Nathan.

“We want to be like FC Bayern”
LOVEMARK Saatchi & Saatchi CEO Worldwide Kevin Roberts talks about
Obama, football, Berlin and how he wants to manage his agency in the future.
Mr Roberts, in 2008 Barack Obama embodied the idea of hope and change. Four years on, the
President was worried he may not be re‐elected. What happened to the Obama “Lovemark”?
A Lovemark is fed from two sources – love and respect. When Obama was elected in 2008 the
people loved his “Yes, we can” attitude. He was black and cool. They felt involved, modern and hip.
They respected the fact that he promised hope and change. But then Obama lacked the power to
act. The respect evaporated because he didn’t change anything. The love evaporated because he
lectured the people instead of taking them with him emotionally. He became just a normal brand.

Can Obama regain his Lovemark status?
Of course, it’s a dynamic process. I am optimistic that he will be more productive in his second term
because he no longer has to worry about building up his power base. He can’t be elected again
anyway. Now he can introduce change. But he will only manage to do that if he gets everyone
involved. He no longer has a majority in Congress; he has to work with the Republicans.

If they let him…
He has never tried to work with them. He needs to change that. 48% of the electorate didn’t vote for
him. In order to be a true leadership figure he needs to bring the two camps together.

Your Lovemark theory, brought to life by Saatchi & Saatchi, is over ten years old. Does it still hold
good in the faster pace of a fragmented, volatile, uncertain, complex, digital world?
Today it is even more relevant than ever. Rational thinking is playing a lesser role than ever before:
we have more than enough information so that’s no longer a competitive advantage. Knowledge is
not a competitive advantage if everything can be googled. The only power today is creativity and
emotion. That is the difference between Apple and Samsung. The secret lies in creating intimacy,
sensuality and something mystical. It is only the power of an idea that makes it possible to reach
people faster than ever before – even without spending a huge amount of money.

Amir Kassaei talks of brands having more relevance for people. Don’t you basically mean the same
thing?
Emotion is what makes the difference. It’s all about setting a movement in motion. To achieve that
you have to appeal to the heart, not just the head. You have to make a brand irresistible. Being
relevant is not enough; you have to matter to people. In other words, they have to get some kind of
emotional satisfaction from the brand.

You wrote a book looking at the long‐term success of top sports clubs like FC Bayern. What’s their
secret?
FC Bayern may not win every year but you always have to assume they might. Why? Because it’s
about more than just winning a title. It’s about Munich, about playing a leading role in the south of
the German Republic, about a community. Add to that the fact that Bayern links the past, the
present and the future – it has the great legacy of people like Beckenbauer or Hoeneß as well as
being a launch pad for young players. And they insist on making sure that each player is a leader and
takes responsibility for his own performance. They say, you play for Bayern? Then you have to be
Bayern. They share the same core beliefs.

Let’s talk about Saatchi & Saatchi. The mother company Publicis had a weak third quarter. How are
you doing?
We are growing in the USA, South America, China, Brazil, Russia and the UK. We are about to launch
a promising growth strategy for Germany. There’s a recession in Europe and that may hit Germany
next year too. We have decided not to have any part of that.

What role does domestic business play in all that?
The domestic markets are really important. Germany belongs, along with the UK, our spiritual home,
to the Top Ten on the priority list of Saatchi & Saatchi. Berlin is on the way to becoming the most
creative city in Europe. Every creative talent, whether we are talking about musicians, artists, fashion
designers or authors, is heading there. It’s like London in the 60s, truly exceptional.

Independent agencies are increasingly competing with the networks. Are networks proving too
cumbersome in the fast‐paced digitalised world?
The actual role of an agency partner is to have ideas that will help a brand to achieve a larger market
share. For that you need talent, knowledge, technology and tools. The networks basically have
everything; they just need to learn to be more hunter than gardener. And in that respect it’s first and
foremost about talent.

“Digital agencies are dead.
Everything is digital, you can’t buy it”
Networks are currently buying up the market of the digital agencies. You haven’t yet recruited any
specialists. Why not?
Digital agencies are dead. Everything is digital, you can’t buy it; none of these small companies will
still exist in two years. Digital has long since become part of the core culture. Everyone under the age
of 27 is a digital native and absorbs media in every conceivable form. For that reason we are
developing our digital expertise from the inside. Customers want integrated solutions. Independent
agencies are currently so successful because they offer just that.

Don’t you still need digital specialists?
The technology isn’t in itself the critical factor; everyone will have it sooner or later. It all depends on
how well you know the consumers, whether you know how they live and how they use the media.
You have to know what role the different screens play in their lives – TV, mobile phone and PC – and
how they interact. Television will always have a part to play and will remain the largest medium. You
won’t watch Bayern München versus Chelsea on an iPad, regardless of whether you’re a digital
native or not. And you won’t watch a reality TV show the next day, but when it’s shown live. You also
have to know what role curated journalistic material in the print media plays for the consumer. It
does have a role to play.

At Saatchi & Saatchi there have been some iconic leadership personalities from when it was first
established in 1970: first Charles & Maurice Saatchi and since 1997 yourself. Other networks change
their CEOs every two to three years. How much is the success of Saatchi & Saatchi dependent on and
linked to its leadership figures?
We try to be like Bayern München. We value continuity. Many of our employees have spent many
years with us. At the same time we try to combine this legacy with young players. We have a staff
turnover of 20 percent each year, which means that every five years I have a brand new company.
But we all share a common goal, a dream, a spirit, the same fundamental beliefs, which are written
down on a sheet of paper that everyone has.

Do you have any plans for the time after you?
I’m not planning to quit yet. The management must always be stable. We want to play as a team and
feel like a family. Daddy therefore needs to be there for a pretty long time. That means that the next
managing director will be there for a long time too. Ideally that will be someone from within the
family.
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Roberts’ theory
Ten years ago Roberts wrote the bestselling book “Lovemarks – the future beyond brands”. In it he
describes the difference between normal brands and “Lovemarks”. Lovemarks are not just respected
but also loved. Their fans are loyal to them beyond rational considerations. Over and above
attributes such as performance, respect and confidence, Lovemarks radiate sensuality, intimacy and
mystery. They have to appeal to the heart and not just the head.

