resultSINTERNATIONAL

Campaign — 15" February 2008

22 campalgn 15 Fehruary 2008

OPINION

Staki“g Aegis is j“S' me |LETTERS TO THEEDITOR 174 ammersnits R, London s 2o campaign@barmarie.com|
0.should be concentrating more on share of mind

beginning for Bolloré

The linguistically challenged US president George Bush is
famously quoted assaying that* the trouble with the French
is that they don’t have a word for entrepreneur”, What he
would make of Vincent Bolloré is anybody’s guess.

The billionaire Havas chairman, poised to bid for Aegis,
isn’'t easy to label, Entrepreneur? Undoubtedly. Corporate
raider? Bolloré dislikes this sobriguet. but by investing in
companies,forcing through change and exiting witha profit,
he’s built up a reputation that’s hard to live down. France’s
most powerful media-mogul-in-waiting? Quite possibly.

What is certain is that Bolloré brings a new dynamicto the
global marketing communications scene, Associates claim
his plans will not end with Aegis, and that once his proposed
acquisition is bedded in, he will set hissightson Interpublic.

Even more engrossing is how he seems to be the standard
bearer for the global aspirations of the French president,
Nicolas Sarkozy, whose friendship with Bollor¢ goes back
30 years. The link between the Elysée Palace and the coun-
try’s ad industry has always been close. It's said you could
barely move at the 80th birthday party thrown for the late
Publicis founder, Marcel Bleustein-Blanchet, because of
the number of former prime ministers who turned up.

Butitgoesbeyond the most publicmanifestations. At their
mostintimate level,such relationships give industry leaders
the kind of respect and influence undreamt of by their UK
counterparts. It's hard to imagine a British adman being
asked — as the Publicis Groupe chairman, Maurice Lévy,
was—tojoin a group of business leadersinvited to Downing
Street todiscuss Europe's future,

Sarkozy is known to be eager for French companies to be
leaders in areas such as banking and telecoms. Will Bolloré
carry his hopes in marcoms? If so, the sector could have a
Galliceentre of gravity in the coming vears. Bolloré has said
he does not see Publicis Groupe or WPP maintaining their
potency after Lévy and Sir Martin Sorrell, their respective
leaders, step down, and that he predicts Omnicom will be
his major long-term rival. Soit looks like he may be about to
show that the endgame in the global consolidation of the
communication groups hasyet tobe played out.

Itsnotrocketscience...well, actually, itis
If the number of enquiries lo Campaign is any indication,
there will be no shortage of digital shops seeking to build
a stellar reputation by winning NASA's astronaut recruit
ment digital brief. And why not? It's not rocket sciency

But, ther n,maybeilis,
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Deareditar,

I read with great interest and sad-
ness your picee about integration
offering a digital breakthrough
for traditional shops (Campaign,
| February). which discussed
Media Republic's loss of the O:
account, Partly because | run the
mediadepartmentin Inbal DD B.a
sister agency. and partly because
1 know how good Media Repub-
lie’s work has been for Oz, but be-
cause I believe it made the wrong
decision by using a flawed method
of assessment.

Letsfaceit,the de
madconbuying®cff 5
if we are brutally honest,ona huv
ing promise that Zenith can absorb
through its profits in consolidating
the business.

Buying ability (and Media Re-
public was not beaten on this in
true terms) is just part of wh
should be taken into account when
undertaking agency reviews.

What is most worrying is that cli-
entsolsuchlarge pu.m of business

e

.. sed a' flawed method of assessment’ to make decisions

1t pains me to believe that clients
arestillsoreliant onsuch an out-of-
date model. Surely, a client such as
O:should strive to lead the market
in understanding how each pound
of its spend translates to share of
mind and not share of voice, Not
reach, not how many people have
seen its ad, but how many people
have become engaged by the ad,
involved with the brand and, thus,

can base eritic: S upon
rates and how this impacts on their
share of volume models - the anti
thesis of efficiency in the digital
age. | doubt it has anything to do
withintegration.

Integration is a fallacy in most
traditional media agencies. Most
meetings | attend with traditional
| agenciesincludea 15-minuteintro-

duction session for their “channel

teams, although I concede that
thisisnowchanging.

becomeinfl fothers.

Yes, as Sally Cowdry says, “the
lines are blurring between the
offline and online media space”,
buttheobserva :emslostupon
adesire todriv ni have
matching-luggage creative.
Writing this, I feel the wave of
consolidation confront me, and |
don't like my odds, However, T will
take some comfort in realising my
prediction that traditional media
<|g4:ncu:5 will start to hire media

‘This is where integ is criti-
cal. But not just in your communi-
cations planning (and not channel
planning), but in your creative,
vour use of technology and media
placement. Digital is changing the
connectivity between people: il
providesthemwiththecontent, the
tools and the rewards they value,
So.lo and behold, you have a whole
new model, a model that offers a
much truermeasure of ROL

,creative media plan-

= creative and
agencies. We
will then have come full circle.

We will definitely have integra-
tion, and we might. fingers crossed,
even have clients who understa
what actually makes their cam-
paigns successful.

Matt Redman
Mediagroup head
Tribal DDB

It luu}.c like there's a &
inthe investment cloud.
John Tyle cent article a
how @ recession could affect (ge
industry (Campaign, 1 Februar)
might well have given agency pri
cipals wishing to sell their busines
inthe foreseeable fulureanegative
perspective of the marketplace.
This would be a false impression,
atleast fora well-run business.
MrTylee is correct in stating that
some pnhluly quoted companies
could find it tougher to raise the
funding for such act “ertainly,
the smaller companies in the UK
are finding their growth plans frus-
trated by investors who have lost
interest in the smallerstocks. How-
ever,thisisscen as a good opportu-
nity by a growing number of other,
potential investorsin the industry.
The major players, Omnicom an
WPP in particular, have plenty
cashflow firepower for accretiye,
stralegic acquisitions. Although,
generally speaking, the UK is fiot
topoftheirshoppinglist given,
have had their fill of most
andy here already,

therstheir aims,and they ve always
beenable to use emotive orcontro-

they can buy 100 per cent of a com
pany, as well as i
of possibilitics inv
and minority positions, MBOs,
development fundingete.
Owners of successful independ-
:nt agencies should be aware thal
lere are more oplions open no
r funding growth than our ind
trjhas previously enjoyed.

You've got your wires
crossed over the law

Dear editor,
Your report that the Charity Com-
mission is st to relax the rules on
charitics’ freedom torun broadeast
ad campaigns (“Charities to be
given go-ahead for TV ads™, Cam-
paign, | February) reflected a lot
of crossed wires.

Next month, we'll be publishing
guidance for charities about the
uh.m|uwh1thlhwmmnp in

bul the lawitselfhasn' tchanged.
Charities have always been able
to engage in campaigning if it fur-

and political activity,

versial Iwhen doing so.
The issue of whether or not chari-

ties,can run political or issue-based

Braad : i

by the Communications Act. so
those decision for Ofcom, and
not the Charity Commission.

We hope that our guidance will
make it much clearer for charity
trustees who want Lo engage in this
kind of activity, but we don’t have
the powertochange the law,

Sush Amar
Communications marnager
Charity Commission Direct

Not sure what this ad
is trying fo say to me

Deareditor,

It's hard to know where to start
with the offensive onslaught that is
Leagas Delaney's offering for
FilmOn. The world's least convine-
& Elvis impersonator? Meaning-
Benny Hill-style boob flash-
ing? Logos hombarding the screen
from all angles? God only knows
whatitissupposed to be selling me.
Ican only assume the ad istryingto
encourage me loreduce my carbon
footprint,s lime it comes
on TV I desperately scramble to
switch off myset.
Paul Howarth
Via e-mail




