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NIGERIA IS AN IMPORTANT MARKET

TIM LOVE, CHIEF EXECUTIVE OFFICER OMNICON APIMA REGION

10

like Tim Love sense of humour.

He sees fun and life in the busi-

ness he is known for. Tim is the
Chief Executive Officer of Omnicom's
Asia Pacific India Middle East Africa
(APIMA) region. Omnicom is a lead-
ing worldwide marketing and com-
munications services company. Tim is
responsible for helping Omnicom and
its clients be more collaborative and
effective at global brand-building, ar-
eas in which his own background and
expertise are particularly well suited
for the challenge. His experience is
diverse and extensive, providing him
with the unusual perspective of a true
citizen of the world.

An active member of the ad

tising
mmuni-
ty, Tim serves on several hoards and

advisory committees, including the
Advertising Council, the American Ad-

MarketingWorld

vertising Federation (AAF), the Heart
of America Foundation, and the Yale
School of Management's Center for
Customer Insight, the Organization of
Women in International Trade (OWIT)
and the Institute for Advertising Eth-
ics at the University of Missouri. He
also has been a member of the 4A's
Government Relations Council and
has served on self-regulatory panels
for the National Advertising Review
Council.

Tim was a founding member and the
first chairman of the 4A's Minoy-
ity Advertising Internship program,
a former board member of The Un-
derground Railroad Freedom Center,
and is a founding member and current

ion (BDA), an industry volunteer
ization focused on improving in-
ternational business cooperation.

He has had numerous articles pub-
lished that share his insights, and pre-
sented an array of papers and speeches
on globalization, and consumer and
cultural understanding. He has been a
guest lecturer at many venues world-
wide—including Oxford, Harvard,
Yale and Columbia universities, the
Institute for Public Diplomacy and
Security at Ohio State University, the
United Nations Business Council and
the Tokyo Foreign Correspondence
Club. Tim needs a good introduction;
he is not a common man. To me, he
is the Albert Einstein of the advertis-
ing industry. In this exclusive chat on
a Sunday afternoon with KEHINDE
OLESIN, Tim gives details of his visit
to Nigeria, the CASERS Group re-
lationship, Nigeria having a global
brand and many more. Excerpts.
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