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GLOBAL TRENDS
AdNews 28 January 2005

AdForum 2004
VISITING MADISON AVENUE LAST YEAR, COLIN WILSON-BROWN ATTENDED THE 3RD ADFORUM
WORLD SUMMIT AND CAME HOME WITH SOME STARK LESSONS FOR THE INDUSTRY.

Madison Avenue is the birthplace
of the craft of advertising, and of
advertising agencies. It is the
home of legends like David
Ogilvy and Bill Bernbach. 

Even though many agencies
have moved from Madison
Avenue to be physically and
philosophically nearer Wall Street,
New York remains advertising’s
capital city.

So, an opportunity to meet
with today’s legends in Manhattan
at the 3rd Adforum Worldwide
Summit 2004 was not to be
missed. The legends included
Nigel Bogle (BBH), Ed Meyer
(Grey Global Group), David Bell
(Interpublic), Kevin Roberts and
Bob Isherwood (Saatchi &
Saatchi), and Jean-Marie Dru
(TBWA).

The annual summit gathers
the world’s leading agency 
management consultants togeth-
er for meetings with agency
CEOs and management teams.
The 30 consultants (including
Peter McDonald, Cam Carter and
myself from Australia) handled
over 600 assignments in the 
past 12 months, representing
new business billings in excess 
of $10 billion.

One of the highlights was 
a supercharged presentation from
David Verklin, CEO of Carat
North America, entitled “The
crackle of change”. I defy anyone
to listen to his presentation and
deny that the advertising business
has changed – and is changing.

Verklin supports his message
with facts like these:
★  10 companies, the names of
most of which didn’t exist five
years ago, control the global busi-

ness of buying advertising time
and space;
★  75% of US network time sold
upfront was purchased by six
companies;
★  Three companies own over
50% of all the outdoor billboard
locations in the industrialised
world;
★  70 of the top 100 global 
advertising spenders have
reviewed their media services 
partner in the past three years.

Verklin made seven predic-
tions for the further transforma-
tion of media services in the next
three or four years (see predictions
at left).

Verklin also spoke of his
enthusiasm for outdoor: “In an
age of remote controls and TiVo,
a picture on a stick feels very
smart to me”.

But creative agencies should
take heed of his prophecy that
“media services will now move to
the forefront as advertisers seek
the most effective and measurable
ways of reaching consumers in an
ever-changing media environ-
ment.” In my opinion, this is the
most important challenge that
creative agency principals should
be grappling with right now.

Another of the best presenta-
tions was by Rishad
Tobaccowala, president of SMG
Next (Starcom ediaVest’s “futures
practice”). Tobaccowala was
recently admitted to the Internet
Hall of Fame and Time magazine
has dubbed him one of five

“marketing innovators”. He
made sense of the many predic-
tions on the future of media; he
spoke of the shift from media
consuming to using and choos-
ing, and of the need to learn to
leverage content to create engag-
ing brand experiences. He
describes four types of content.

These are:
1. Immersive: a company involves
itself in content.
2. Liquid: crosses media bound-
aries.
3. Reverberating: viral, buzz, blogs,
word of mouth.
4. Just in place. 

If he comes to Australia, make
sure you hear him.

So, I visited some great agen-
cies, saw some great work and
met some advertising legends.
What did I learn? (See below.)

What the industry is experi-
encing in Australia is little differ-
ent from elsewhere, but agencies
are better respected by clients in
the US and UK. It seems the best
agencies are in the process of 
re-invention; those that hear and
embrace the crackle of change
can be confident of their future
role in building brands and share-
holder value. The need for this
isn’t going away.

Did I need to go to Madison
Avenue to learn this? No, but 
it’s great to get it direct from the
horse’s mouth. ★  

Colin Wilson-Brown is principal 
of The Clinic. 

•  To use David Verklin of Carat’s words, the crackle of change is in the air.
•  Fragmentation of consumer attention is dramatically changing the way advertising works.
•  Technology is empowering the consumer, who might better be described as the chooser.
•  The best agencies are developing consumer/chooser solutions – and not just advertisements. Agencies must

embrace the changing role and opportunities for advertising. Those whose thinking remains dominated by the 30”
TV commercial will die. 

•  Creativity is being redefined as any idea that allows the brand to be invited into the mind, mindset and behaviour
of the consumer.

•  Agencies not only understand – they are practising media neutrality.
•  The oldest and largest agencies are delivering this through connected specialist cells; the newer agencies are deliver-

ing holistic solutions from one source.
•  Several agencies are working hard to develop competitively differentiated products and services in the new era of

permission marketing.
•  Global clients are starting to use the big holding company as a “portal” to co-ordinate access to a suite of cross-disc-

iplinary resources from various parts of the group.
•  With their investment in audience research, media agencies are taking over from creative agencies as the initiators

of communications planning. Unless creative agencies counter this, or partner with media agencies, they will be
relegated to the role of content makers.

•  Marketers should be encouraging great thinking from agencies, not allowing the cost focus of procurement to drive
great talent out of the industry (but that’s another story). 
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Creation of the digital-centric direct market-
ing company. He predicts holding compa-
nies will merge their digital and direct assets
in a new kind of marketing operation with
the web at its centre.

Experimenting with 100% composition
technology, whereby new TV technologies
will enable purchase of a defined target
audience with zero wastage. 

The collision of commerce and cause. 
(The Asian tsunami has fulfilled that 
prophecy already).

The rise of experiential marketing, by which
brands will focus on ways to come into
physical contact with their customers.

Media planning will be transformed into
communications planning. It’s happening
right now.

Online gaming is exploding with startling
results; it is a global media phenomenon.

Marketing analytics will be the hottest area
of marketing. Media researchers and the
insight groups of the big media services
companies have become the new rock stars
of the organisation.
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AdForum.com is the world’s largest
professional website focused on
the advertising business. More than
19,000 agencies are represented
on the site and users can consult 
a database of more than 38,000
campaigns from around the world.
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