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More to MDC thanjust Crispin Porter & Bogusky?

Theholding companysays it'sin good shape despite claims the ‘talent gets alittle thin” after the Miami shop. By Ann Cooper

ne key o the suceess of MDIC
Mriners, the Toranto-based
holding  company  with a
portiolio of 36 orso pdvierts
desipn and hranding compa
maost of which lie south ol the

littleaeronym, CCPCC Ty
this stnnds for clicnts, companies,
people,cross-selling and cultur

According to MDC's chairman
and chief executive, Miles Na
it's all parl of o new operating
madel, “We help our partners [ind
new aequisitions and talent, and
crosesell more services 10 more

rafe,” s
acronym, CCPOC, We mect every
“Tuesday with the corporale group
to identify ways we can add vidue
within the network, And it is pay.
inp huge dividends”

In \Iu hl:q_wnml_ universe of
MDC, 3 g inelude
the erent m-l\ iined
Crispin Porter & Bogusky and Kir-
shenbaum Bond & Portacrs, Nadal
intends mortgaging (uture growth
to the conceptof what he calls per-
petual partnerships.

I invelves erafting deals U
allows management o sell adds
tional stakes back to the holdin
company. Recently,

sncies

for example,

MDC upped ts stake in both
CP&R - from 49 per cent 10 77 per
eent - and KBP - from 60 per cent

1o 106 per cent. "CP&B wanted 1o
monetise some of ils investment,
and we were hoppy 1o accommo-
date,” Nadolsays. " The partnership
hasbeen verysuccessiul,”

Al CP&I, there are about 15
sharcholders in addition o the

ginal four pariners, Nadal ex
plains,“We have ¢ ed nbout 13
per eent of the company hack into
the: lands of young management
in equity. And we'll continue 1o do
30" he says,

Isanarrangement that his such
partners swooning with appreci-
tion. Chuck Porter. the chairman of

ol

“We have recycled
about 13 per cent
of the company
back info the
hands of young
management
inequity”

Miles Nadal, chairman
and chief executive, MDC

CP&B and the chief stratepist for
MDC, says: “From the bepinning,
money was never the mostimpor-
nt thing for us, We thought we
could dosomething new and excit-
i, Reinventing how people do
things has always been an enor-
mous motivation for us We're
looking at a lot of different things
in order to grow our involvenient
with our elients, And MDC is pi
I'I'\}.llﬂ|\\‘1!|P|"!!llmll‘p‘1in|u||I.Jl
, the co

tionship with MDC is a great
cultural, philosophical and entre-
preneurial fit. [ always felt there

a need for an entreprencur

network centered on creative
agencies, MDC i3 very supportive
andunderstanus the creativemingd
sel, but they don’t el you what o
sivery poodmatch.”

v estimaled $42.6 million
i tevenue in 2006, MDC atill
behind rival holding companies,
but Nadal insists the focus is on
‘greatness, expertise and talent,
notsize",

Howeyer, he adds: "Our prowth
rate is four times faster than our
nearest competitor, and it's nimost
five times the industry rate, Our
mirging are expanding fster than
any of our compelilons, sois our re
turnoninvestment capital.”

Butthere have beensethacks;Hhe
New York-based ad agency Marge-
otes Fertittn Powell was recently
folded into KBP after a number of
accounl losses Nadal says: “We
have been very lortunate thatof the
Al deals we have done, 39 have boen

e [rom ful 1o ex
1r|_'.' S L Our port
Ipe i's over

beenin, 1
The US view nttht MDC plnlm-
ophy can be summed up as one of
cautious admiration, “The MDC
model on paper is very compel-
Ting, uhsun.r-..;ys ‘It speaks
1o i truth that most other holding
companies don't, which involves
nurturing ereative talent. The con-
trandietion is that while it's compel
lingy, it fanlls flan because it's got this
one preatexample, CP&B.andthen
the talent g |h|.|.lcl|1tl1.MIH'|~.
avery CP&B-centric universe.”
Another criticism s thul MDC
lacks the CP&D equivalent in the

prees “We have
ponent of di
confent and capab of any
holding company, which contrib-
utes to our growthrate.”

And be's particularly
in acquiring overseas. "
where the talent is” he says, “"And
geographic diversification m\l. b
partofourlong-termsirategy.

While Kirshenbaum says that

Porter

Hew opportuniiies

MDC investiment will enahle is
further expansion into the digital
and Hispanic worlds, CP& B’ ani-
bitionsare moreorganic.” Wewant
tagrow our expertiseand footprint
in ferms of how we engage with
Porter says

And there may well be a London
officein the Minmi-based agency’s

enormous il
don, There's nothi
works butwe talk s ﬂmul i,

Potential partners take note

INSIDER'S VIEW
TURKEY _—|
reroffactors
ing change

and growthin

isanincre 1smgly
Westernised nation
tile ground
foMNvestment,
David writes

marketing communications s
in Eastern Europe, which his had
build itself largely [rom seratch
nrelatively establi
ane tha

o mirket, but
ve potential,
and growing

il hism
It has n sizes

e

population and, unlike much of Eu
s H!ln!.ii_\nllll
Turkey make what 5
il voracious appetite for better liv-
ing and better-performing hrands
Turkeydemonstratesal
of consumption and ¢
bility, and is now attrn
investors, fund:

p one = 59 per cent are

dunder2%,and thisaudiencehas

volume
snomic st
cting global
and brands,

niakes itap-
| industey is
slatively few brands
hile infernational serv-
5 are growing their

r\nulhm aspiee

presence, there 15 room for many
ore, Moreover, there are some ex-
cellent and successiul homegrown
Brariels, which have the potential to
move beyond their localmarket.

The Turkish advertising sector has
prown constantly st more than 20
percent over the past five yearsand
adexpenditure reached 52,6 billion
in 2006, However, the bi
lenge for the industry is 1
ndspend per copitn, While
the major global comms nefworks
hive longstanding interests in
Turkey in the form of partnerships
oraffilistions, further investment in
the country has not been a strong

'3
et There is asignif-
¢ i investment from

icant increase

MEWET COm Panics;
ted the country's potential, Thes®
include the AIM-listed Moscow-
based IMSG, which ucquired RPM-
Radar and Zap Medva, Medvaturk
was ilso acquired by Acpisin 2006,

Another fuctor driving chanpe
andgrowthin Turkeyis the negotin
tions for neeession to the Eutopean
Union, which formally bej
Oetober 2006, Much was expeeted
of Turkey, and it has always deliv-
ered. These past achievements and
the progress made in EU negotia-
tioms so far show that Turkey m,
not be as different from th
Pean mainstream assome miintiin

Turkey's econoniic performance
seems 1o bear this out, Whetber it
enters the EU ornot. by bringing its
laws in Hine wilh those of thg

political and 2
Hyperinflation no
the legal infiastructure NN
substantially chanped and is mt
or lessin lin

Moreaver, in 2010, M.mlwul will
b the Cultural Capital of [.urupc
Aswell ns preservingits authe
ty Turkey reflects Buropean values.
‘The Crystal Apple Awards, the
country's  crealive <!lWll|I»
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