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Special Report Mepia AGENCY OF THE YEAR

BOLD ACROSS BORDERS: Tim Jones, USA CEQ, and Steve King, ZenithOptimedia worldwide
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CEO, liken the edia giant's runto “U2 ontour last year.”

enithOptimedia makes likearock star

GLOBAL MEDIA AGENCY

OF YEAR leaves impact

on ['Oreal and Nestle
By EMMA HALL

[LONDON| ONE DECEMBER mMoTn
ing, ZenithOptimedia executives to-
taled up and tound the global media
network had picked up $440 million
in new business before lunchtime—
from TNT Europe, Nestle in France
and Flyundai outside the U.S

That was a better than average
day, but 2005 was that kind of year
for ZenithOptimedia

“We were like U2 on tour last
year,” says Steve King, worldwide
CEQ of ZenithOptimedia

His agency team’s gam-hug;

schedule paid off. By the end of the
year, Publicis Groupe's ZenithOpti-
media held 65% of Nestle’s global
media business (up from 19% be-

fore the review began in 2004) and
77% of L'Oreal’s worldwide media
billings (up from 26% at the start of
2005).

The operation also significantly
grew its business with Hewlett-
Packard Co. and Toyota, and pro-
;hm‘d~':\nwu\mt‘mdiugcx.unp]u:-nl
creative media thinking for those
two and other marketers,

‘It was bloody hard work; I flew
as many miles as a qualified pilot—I
was away 60% of the ime,” says Mr.
King, whoalso has five children dgt'al
10 to 18. “It was tough on the whole
team. Whole weeks went past when

we weren't in the office.”

[/Oreal, for instance, awarded
ZenithOptimedia about $1 billion in
media billings for its European con-
sumer products division—a big
chunk of the$2.5 billion the network
picked up in new business in 2005.
Further L'Oreal wins in the U.S,, for
Maybelline, followed.

STRATEGY IMPLEMENTATION
Patrick Rabain, president of con-
sumer products at L'Oreal Paris,
says: “They won the pitch not juston
value negotiation but also on their

ability to train our managers to
question the traditional way to build
amedia plan. Innovation is a key fea-
ture in L'Oreal product culture, and
we are now loeoking forward to im-
plementing it in media strategy and
planning.”

Mr. King, who was promoted to
his current role in March 2004, be-
lieves the cohesion of the top team—
including John Taylor, client servie-
es-worldwide, and Tim
promoted to CEO of ZenithOptime-
dia USA in 2005—and its position-

Jones,

ing as “the ROl Agency” help
ZenithOptimedia stand out from its
rivals

Although competitors scoff that
focusing on return on investment is
hardly original, Mr. King insists: “It’s
unifying, clear and memorable. It
opens a conversation with prospec-
tive clients.”

And  marketers
like it,

“These guys are the real deal,”
says Scott Berg, worldwide media di-
rector for Hewlett-Packard. “They all
report to one person. There's one
throat to choke.”

The ROI Agency positioning
grew out of a difficult merger be-
tween Zenith and Optimedia in Oc-
tober 2001.

Only in the U.S. do the two for-
mer international networks operate
separately, to smooth dlient conflict
issues.

“We lost people,” Mr. King says.
“There was disruption. We had is-
sues with clients. We did a lot of
navel-gazing before we decided on
our position as the ROl agency.”

ZenithOptimedia has applied the
ROI principle to its own operations
by investing in Touchpoints, a com-
munications planning tool.

Touchpoints helps marketers fig-
ure out where they should be spend-

seem to
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ing their dollars, demonstrating how
to move money around for maxi-
mum effect.

Although every media agency
has a proprietary tool kit, Touch-
points draws rave reviews from
marketers. L'Oreal’s Mr. Rabain
says the tool played a role in the
agency’s appointment.

“It allows us to ask the right
questions,” he says. I'Oreal has al-
ready used Touchpoints to conduct
studies in six countries measuring
the relative impact on consumers of

one of its shampoo brands vs. that of
aleading competitor.

“It's important that every euro
we spend is being spent effectively,”
he says.

HP's Mr. Berg says Touchpoints
provides consistency across the
globe, as well as cost savings because
homegrown tools don't have to be
developed in each country.

GROWTH OF 15.7%
ZenithOptimedia posted the highest
growth rate of any international
dia shop network last year—1!
to total billings of $16.7 billion
against an industry average of 7.4%
growth, according to Paris-based
media monitoring group RECMA
T}IL‘ .‘]gL‘nﬂ_/ ﬂ!f(' ﬁW\.‘P' some ”[ f.hL
top creative prizes for media,

The network’s “Virtual History”
project for HP won more media
awards than any other campaign in
2005, according to the “Gunn Report
for Media,” which monitors media
awards shows. (Another of the net-
work’s HP projects ranked fourth.)

Going beyond simple sponsor-
ship, “Virtual History” was a collab
oration between HP and Discovery
Networks Europe to create a new
technology-driven

programming
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