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AOM: We always say, "only break our vision limitation
can we take a broader view", while many western media
industry executives are not willing to give up their
comfortable life at home, you spend most of your time
overseas in Europe, Asia, Africa and so on, why did you
make such a choice? What kind of pleasure and confusion
does these travel experiences bring to you?

Tim Love(Hereinafter called "Tim"): Your question
reminds me of an old saying: "On the issue of who
discovered the water, we are pretty sure it was not the
fish." I got interested in people from different cultures
very early in my life. My father was a television
repairman. We had a tiny house in Ohio with televisions
and radios everywhere and always on. This exposed me
to people and places outside my fishbowl. I was a so-
called "child of the media" before this was a term and my
curiosity to understand people and places continues.
Adpvertising has enabled me to do what I enjoy--to create
ideas from human insights. It is fun to see how diverse
people see the world through different windows. I’'m
fascinated with their different perceptions, behaviors,
art and history. I find it more comfortable to learn new
things than to be stagnant in one place. To learn you must
be comfortable with being uncomfortable. The pleasure
comes when you see that the perspective that you bring
from this diversity of insight helps other people see the
world in a fresh way, hopefully as a friendlier place.
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It is exciting when ideas become realized, when they

have an effect. In the field of advertising and marketing
communications you can see the difference your ideas
make. I was lucky at the start of my career, because the
first thing I worked on was a public service campaign for
the Peace Corps. This quest for a more peaceful world left
a good imprint on me.

There can be confusion and "cultural faux pas." These
are mistakes and failures created from a lack of cultural
understanding and sensitivity. I assure you I have made
some over the years. Generally, you find that while beliefs
and behaviors differ between cultures, the value is in finding
similarities so an insight can be scaled. Most cultural faux
pas are due to misunderstandings of language or from poor
listening skills. For example, in Brazil, a US car company
wanted to introduce a model called Nova. However, in
Brazilian Portuguese, the name Nova is not a good brand
name for a car. In Brazilian Portuguese, "No Va" means "No
Go." The introduction failed miserably because their outdoor
billboards were essentially saying, "Introducing a new car
that doesn't go." I'm sure someone tried to tell the Nova
people there was a problem with the name. They didn't listen.
They were trapped in their own fishbowl.

AOM: The origin of your relationship with China can
be traced to '90s what has been deeply branded into
China advertising with changing times? The advent of
knowledge economy accelerates the transition from "made
in China" to "created by China", what is the highest
priority in building global brands for Chinese companies?
Tim: China initiated a historically significant program
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in 2009 about what products branded "Made in China"
means. China took an inspirational, leadership position
at a time when protectionism everywhere had intensified
as the global economic crisis deepened. The campaign
idea created by DDB Gouan on behalf of the Ministry of
Commerce hinged on the idea: Nothing is made anywhere,
anymore, it is made with someone or someplace. This
is a powerful idea because of its truth and because it
changes the way you see the world. Apple Iphone is made
in China, but conceived and designed in California. So,
where is it made? What does "made in" mean in today's
interconnected, interdependent world? For China to
declare to the world, "made in" is less relevant than "made
with," is inspired thinking.

I also admire that China recently adopted a "Code of
Responsible Marketing" for a post-digital world. The
code was developed in a collaboration of the CAA,
CANA and CAAC working with the World Federation of
Advertisers (WFA). It was impressive that the CAA (China
Advertising Association of the State Administration
of Industry and Commerce) came to visit Omnicom in
New York three years ago to discuss and learn about the
concept of self-regulation. China studied the issue of how
to encourage advertising standards and ethical practice in
a more connected world where individuals create content.
China's code is very helpful to an industry that creates
choice and exists in the idea exchange between people.
Your question about when "made in China" evolves to
become "created by China" is interesting. I think it’s
important that China continues to lead in advocating
harmonious collaboration. Brands are made with China
and brands are created with China, too. China will have
creative influence in a more transparent world through
the competition of ideas. The fantastic success of the
Beijing Olympics enabled the world to dramatically
see a China they had little real prior experience with.
Interest is accelerating in China’s diverse art, culture, music,
entertainment and history. China still needs help achieving
better communication of these assets with the rest of the world.
Omnicom has a unique culture that is a reflection of our
belief that an independent operating philosophy leads
to greater diversity of ideas. It is based on the service-
profit-chain discipline, which stresses a simple focus on
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people, product and profits. Omnicom’s history of creative
excellence in each of our global networks, plus the
advantage of not being tied to old industry infrastructure,
unleashes our talent for the future of brand building.
There has been excellent progress made with our China
advertising and marketing creativity, earning respect on
the global stage. The first Gold Lion won by China at
the Cannes global advertising festival was created by an
Omnicom agency (TBWA) for Adidas. This creative also
won the Great Wall Award at the 16th China International
Adpvertising Festival. And DDB Shanghai created China's
second Cannes Lion with the famous work for China’s
Green Protection Foundation. China is an exciting priority
for Omnicom. We recently had our worldwide Board
meeting in Beijing and we are proud that the work of
our talented colleagues in China has been capturing the
esteem of the global advertising community.

China's rapid growth of internet and broadband usage is
making it an extraordinary learning platform for us to go
to school on, all over the world. I believe this is assisted by
Omnicom being a teaching culture. We believe every problem
is a learning opportunity, every learning a gift to teach. Our
teaching culture carries with it the responsibility to share what
we learn. If we don't try new things, we don't learn. If we
don’t learn from failures, we will likely do so again. I want
to encourage our people to experiment, try new ideas, while
helping them overcome their natural fears: Fear of failure, fear
of creating something different from the expected. This culture
of experimentation and teaching depends on maintaining a
focus on people, product and profits. Talent conquers all. That's
why we work so hard to link the drive of an entrepreneur's
mind with the passion and magic of a creative heart.

The art of global brand-building requires getting firsthand
experience with people. Personal ideas exchanged with
one person often beats all the data in the world. Research
of one is better than none.

AOM: You were promoted to CEO of Omnicom APIMA
by virtue of rich experience in global brand-building
and business cooperation. You specialized in brand
communication. What great changes have taken place
in the industry? What strategic measures will Omnicom
possibly adopt for the China market in the future?
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Tim: The biggest change is how everything is connected.
Just twenty years ago, sovereign economies weren't
connected or nearly as interdependent as they are now.
With the economic crisis of 2008, we all found our
economies depended on one another. Isolation was no
longer an option. We now realize we are not operating
independently. Actions in one country will have broad
effects on other countries.

I can’t predict the future. But one of the strategies that
clients are looking to achieve is to integrate marketing
disciplines and collaborate better. Our collaboration-
value-chain approach that builds on the "Service-Profit-
Chain" is a set of principles designed to help us unleash
our creativity in this more borderless world. The first
principle is that the consumer is client, not the other way
around. For example, a client says they want to tell the
world how great their product is. I have to be prepared
to tell the client, the consumer, the most relevant insight
about the brand, even if we discover this is different from
what the client wants to say. We are engaged by clients
to help them achieve goals with their consumers. So,
consumers are really the clients in the end and it is their
needs which must be prioritized and appealed to.

The second principle is that we need to take care of the
brand first. I don't mean do what the client says, per se. I
said "brand first," because we co-own the brand with our
clients. We get paid to help clients build brands. If I don’t
take care of the brand first, we don’t have a business.
We put the agency second, and take care of individual
agendas third. These are not mutually exclusive. Talent
development is fundamental for success, but this principle
helps us make decisions in the face of the complexity of
alternative ideas. These are some of the principles we are
using to guide our strategy for China.

AOM: As CEO of Omnicom APIMA, like you said
"work across 12 time zones in a day " What do you think
is the greatest challenge in diverse markets with many
complicated economic and medium environments?

Tim: The great challenge across diverse markets (even
in a single country like China or India where there
are so many languages and dialects) is balancing the

understanding of difference in communication with
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learning how to connect and create ideas of scale. |
think sustaining fresh communication is about creating
a dialogue. Sometimes, observing the way people use a
product will tell you how to better satisfy their needs. You
have to be ready to start learning all over, fresh, in each
market, and not assume understanding. I keep learning the
way forward is to teach good listening skills.

The first thing to set up is a disciplined way of
communicating to help assure a rich dialogue with your
colleagues and consumers. The speed of idea transfer is
very important today. Those who are first with a good idea
set the stage for dialogue in a community of people who
rely on each other for information. This is how to achieve

a multiplier effect with an idea.

AOM: Omnicom is remarkable in global marketing
service, digital media and media buying, meanwhile
competitors are also expanding business. What positive
measures will Omnicom take correspondingly? Compared
with WPP, which is famous for its M&A, Omnicom
keeps a low profile, attaching great importance to internal
coordination rather than external expansion, what can we
learn from Omnicom’s unique corporate culture?

Tim: We are always looking to advance our capabilities
and talents. We have a high level of restless dissatisfaction
at Omnicom. We have a good track record in terms of
delivering results for our clients’ brands while achieving
creative recognition. We don’t think size is a very
important factor. As you know, Omnicom’s focus has
always been about talent. We have had our share of
acquisitions, and continue to look for partnerships in
terms of what new talent and ideas can help our clients.
We believe we are in the business of creating value.
There has to be freedom to express ideas, fearlessly
challenge convention, and foster experimentation. If there
is fear of trying new ideas, the system will be sluggish,
or even freeze up. What we try to do is encourage an
entrepreneurial spirit about mastering creativity and
insight. Operating more independently makes an enemy
of command and control. It requires individuals to take
responsibility and deliver on their commitments.

Albert Einstein said: "We can't solve problems by using
the same kind of thinking we used when we created them."
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Omnicom's culture has a bias for unconventional thinking.
AOM: Whether in China or worldwide, Omnicom
has maintained its leadership in digital marketing. It is
reported that Omnicom plans to align with Google and
decides to spend hundreds of millions of dollars on online
display advertising. Is this one of Omnicom’s marketing
tactics in new media era? What innovative digital
solutions will Omnicom provide for clients in the future?
Tim: We like collaborating. We want to be the best at
it, so we can co-create ideas for clients and consumers
(people) we have in common.

The way we are approaching digital is based on three
beliefs. First, digital isn’t a channel or a media. It’s the air
we breathe in communicating with each other. We want
to focus less on the technology of digital, more on the
personal insights of communication between people that
assumes a post-digital conversion.

Second, post-digital thinking requires that we get
comfortable with being uncomfortable in the constant face
of change and the iterative conversations with people who
influence each other.

The third belief is that the analog-to-digital conversion
will make far more information and data available to us
than mankind has ever seen before. There will be a greater
need for objectivity and intuitive creative skills because
the amount of data, which is already staggering, will
terrorize innovation unless contextualized. Ideas come
out of brains, not machines. For example, most people
have moved away from digital wristwatches back to
analog because they can see the context around the data.
Digital will enable us to have more data and information,
but more data means more need for contextual, intuitive,
creative thinking. This kind of thinking depends on
combining the fresh talents of young rebellious minds
with the experienced wisdom of people who have a
responsibility to teach what they learn.

The old mantra of "Think global, act local" becomes
obsolete in this context. We need a tool that helps us step
back from our fishbowl and see the world as a richly
diverse collection of individuals. I call this tool "Think
like the Sun." It helps me contextualize information,
to step outside my fishbowl. And, like the Sun, this

monitoring of perception is always on.
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