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-

From the agency glory days of Madison Ave to living, breathing and running io keep pace
with digital, Tim Love has seen an industry in transition. Deepa Balji Jegarajah taks to the
Vice-Chairman of Omnicom Group and CEQ of Omnicom APIMA,

it debt brought linancial institutions to their knees, the inlernet.
togather wiln 1ne global financiaf crisis, nas brought 2 metamerphosis to
lhe infamous Madison Ave.

The assembly lings of accounl execulves, brand planners, media
planners, copy writers/art directors and media buyers are slowly being
erased wilh the agency medel coming under ieview by one word - digiial.
So what does Tim Love, vice chairman ¢f the Omnicom Group & CEQ of
Omnicom APIMA, Irink?

“The hnancial crisis brougnl cnallenges. bul mostly opportunity
because thare was littky doubt the world needed rew ideas. The old way
of doing things nad 1o change.” ne says.

“This pul advertising mera fronl and cenire 1o Nelp drive innavalion
and be the engine lor economic devetopment il has historically been.

“Clients wenl from asking their pariners Lo do mare 64 wha 1hey nag
been Joing. o inslead think diflerent”.”

With digilal technology being the apple of 1ne glient’s eye - the ability
10 tailor-make a specific message o a speciic persan - agencies” fees
are heading soutn, How has Omnicem coped?

By treating digital a5 tne air wa breathe. ¢smos his reply, espogially
"when we communicale wilh each olher. It is not a separale channel,
Tnig is a rapidly ¢hanging procass
due to the accelgraling speed
of technological advances thal
digila? enables. This means we
naed to run pretty 1ast 19 maintain
ralevance.

“Relevance i1 this  world
raguires superior listening skills and
being able 10 maintain a lrame of
relerence ihal ' more intellecluaily
and emotionally in concerl with Ine
consumer.”

Digial is 1he oxygen thal allows.
earned media to go further, ne explains, bul it's only possible when there
Is superiar cottaboration hetwean 2l brand-buiiding services.

Love says s <olfaboralion happens when we snare e common
cbigctive of 1aking care of the brand first, the agency second and our
individual agendas nird, regardiess o whetnar we are all under one root
OF CouNtrias aparl.

“Beyond this, with 1he enormaus amounts of data digital is delivering at
Gut Gisposal, we have worked wilh some clients on specific analytical largets
for messaga engagemant and linked tris 1o compensation,” Love says.

Whal are some examples? Tribal DDB crealed & suctesslul launch ol
suparior chickgn-wings in China for McDanakd's wiln a digdally detiverad
coupon offer; BBOO and Gillette created a digitally iocused largel
programme in India based on the igea of “Woman Against Lazy Stubbis™
which was 50 revokalionary il won silver al Cannes.

TRWA's Media Ans Lab is also digitatly inlegrated and “you can ses
Lne way Ihis influences the work on Apple”; PHD's digitally leveraged work
lor saveral chients garned worldwige industry recognition: Figishman-
Hillard has made real-lime digital listening and chalogue an integral part
of its wark for many of s clents, along with its sovereign reputalion
management tor government-based programmes,

“Relevance in this world
requires superior listening skills
and being able to maintain a
frame of reference that is more
inteliectually and emotionally in
concert with the consumer.”

Love's enlry into advenising was accidental, He won a nalional
copywriling contest in 1970 when he entered a press ad that presented
an anli-drug argument,

“I didt that ad because | was trying to figure out myset why ong should
not do drugs,” Love says.

Two of the conten judgas were the deans of adverlising schools
al University of liknois and Norttweslern University and both wrole
16 Laove encouraging him 1o apply 10 their graduale adverlising and
commuynicalions programmes.

*l wag named a James Webh Young Scholar and received a full-ime
scholarship al the Uaiversity of lllinois and laler was recogrised as ine
most culstanging graduate of 1672, Tnis helped ma reabse advertising
was a good it for me.”

His firs1 assignment in advartising was for e US Ad Council's public
service campaign for the Peace Corps.

“Working with 1he Ad Council on the Peace Corps campagn
#mprinted on me that advartsing is & Noble caraer which can help improve
dvas.

Later, he was wited by 1ne US State Dopartment 1o wrile a white paper
on ing issue of rising anli-Amerdcanism okowing 9/11.

Out of curicsily | steered the
conversalion lo he lelevision drama
sefies Mad Mon.

Was his experience similae 1o
what was depicted in the ciitious
ad agency Roger Stering Draper
Pryce on Madison Avenua?

Tng represeniation o tna show
i580% rua. bul 20% exaggeralion,
says Love, because ils depiction
is much like 1ne agency Dancer
Fiizgesald Sarmple he joined in
1972 which wanl througn simitar
experiences. such as a Balisn company 1aking it over,

“Martinis, Mannaitan or Rob Roy lunches were common. But | did not
see stashes of kquar ineach office or see peopke drinking in ine ofiice during
work nours. Maybe 1nal was imove lrue before 1972, fika in 1ne 18605 wnan
e bukk of Mad Mer takes place, but il & over emphasised.” Love says.

He does remember slanding oulside a wriler's office, namad Don,
wnon a huge New York City cockroach ran trom underneatn a baseboard
in front &f him.

Love yelled: “Hoy Don tera's a big roach on the floor here.” He
reptied: “Pick it up and smoke it, man!*

Love says te behaviour atierhours spiligd in10 the work environment
and he worked with people just ke tnose porirayed: glamorous, dapper,
sexist and briliant. *| do miss some of them, tngir idiosyncrasies and
intellects. They are parl of wno | am,” Love says.

The new young talent Lovo works with today rerwigorates him. He
is inspired Dy their 1alen. curiosily and grasp of Ing advanced media
technologies tha world has at ils doorsiep.

"Maybe they see me as one of those weird characlers depicted In
Mad Men. | don’t ming al all. You do have 1o be a lillie ‘mad’ you know. It
is more art than science.” B
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