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Lets look at the facts
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. — in total around 1 hour extra per day

» Time spent and is now the second media place after TV
* The time spent ! ¢ # o 1 ¢ ¢ # S 4

* Time , 3t " A S | J4 I #5 for T2/3 and by 20% for T1, while time with
magazines is also shrinking from a small base
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, rapidly increasing the share of media time from 15% to
25% for under 30s. For 30-39 year olds the increase has been a higher rate, but the overall share is less than 20% of
total media time
. , most notably the youngest,
who are watching 20% less TV than they were 5 years ago
-7 £, 3, A4 4 1 F Ok 3 # #3431 , with older demos spending most time
reading — around 50% more than 15-19s




« \Worst advertising recession in history.

e The Internet is mainstream media.

e But... TV and Print are still important — And will
remain so.




How are Saatchi & Saatchi

Reinventing Ourselves5




By Being Timeless and Timely
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Timeless...

A BRAND’S CORE PROMISE
g




Inspire and
Empower:
Just Do It

Powerful
personal
victories

Built for athletic
performance







ACCEPT FALLURE
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AdvertisingAge
Ik A LIST - .MA_GAZ_‘HES.

The Age of the
Media Brand




Timely...

Saatchi & Saatchi Beliefs 2009

e Anideais not an idea until people participate in

IT.

e ROI: Return on involvement.




Timely...

Repurposing our structure, processes and goails.

< 50% of creative staff from digital background.

e Titanium at Cannes.




Have a ‘ BETA’ mindset




Entertain

Answer

Utility Value




Entertain

Sites

Social
media

Mobile Widgets










