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Exaggeration? …



Lets look at the facts



Top ten ad markets – growth in 2009

Source:  ZenithOptimedia
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Top ten ad markets – growth 2010

Source:  ZenithOptimedia
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2008 Adspend 2011 Adspend

1. USA 171,913 1. USA 151,684

2. Japan 44,947 2. Japan 41,663

3. Germany 27,540 3. Germany 27,053

4. UK 22,810 4. China 24,098

5. China 20,074 5. UK 20,548

6. France 14,946 6. France 14,453

7. Italy 12,684 7. Brazil 13,074

8. Brazil 11,563 8. Italy 11,932

9. Russia 10,736 9. South Korea 9,945

10. Spain 10,246 10. Russia 9,852

Source: ZenithOptimedia, US$m, Current prices

Top 10 advertising markets



Top 10 contributors to global ad growth 2010

Source: ZenithOptimedia
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Global adspend share by medium

Source: ZenithOptimedia
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Changing relationships with media

• Time spent with media overall is higher in Tier 1 cities – in total around 1 hour extra per day
• Time spent out of home has increased in recent years and is now the second media place after TV
• The time spent online has increased almost at the same pace across T1-3
• Time reading newspapers has dropped by almost ¼ for T2/3 and by 20% for T1, while time with 
magazines is also shrinking from a small base



Changing relationships with media (2004-09)

• Internet has obviously seen the most dramatic increases, 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
• TV is still the most consumed media although it has fallen against all age groups, most notably the youngest, 
who are watching 20% less TV than they were 5 years ago
• Newspaper reading has diminished by around 20% against all age groups, with older demos spending most time 
reading – around 50% more than 15-19s

15-19 20-24 25-29 30-34 35-39

366 421 419 399 393TOTAL MEDIA MINS



• Worst advertising recession in history.

• The Internet is mainstream media.

• But… TV and Print are still important – And will 
remain so.



How are Saatchi & Saatchi 
Reinventing Ourselves?



By Being Timeless and Timely



Product Truth Human  Truth

Brand  Truth

Core 
Promise

A BRAND’S CORE PROMISE

Timeless…



Product Truth Human  Truth

Brand  Truth

Powerful 
personal 
victories

Inspire and 
Empower: 
Just Do It

Built for athletic 
performance

Core 
Promise



To bring inspiration and innovation to every 
athlete* in the world.

* If you have a body, you are an athlete.





The World’s Favourite Refreshment.



Happiness in a Bottle



Coke gives a little physical 
and emotional uplift

Sparks an attitude of stubborn 
positivity

Helps me to choose to live on 
the positive side of life

Happiness

Happiness in a bottle



The Age of the 
Media Brand



Timely…

• An idea is not an idea until people participate in 
it.

• ROI: Return on involvement.

Saatchi & Saatchi Beliefs 2009



Timely…

• 50% of creative staff from digital background. 

• Titanium at Cannes.

Repurposing our structure, processes and goals.



Have a ‘ BETA’ mindset



Entertain 

Answer

Utility Value



Branded content

User generate

Virals

Sites

Social 
media

Widgets Search

Ut
ilit

y V
alue Answer

Entertain

Mobile



JJ



THANK YOU


