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Merger Of Advertising Giants Brings Together
Largest Collection Of People With No Discernible
Skills

NEWS IN BRIEF - Advertising * News * Business * ISSUE 49-31 + Jul 29, 2013

OmnicomGroup PUBL|C|S ;ﬁ
GROUPE

NEW YORK~In a historic announcement that analysts

say marks major changes for the advertising industry,

senior leadership at Omnicom Group, Inc. and Publicis

Groupe SA outlined plans on Sunday to merge the THE MYSTERY OF

advertising giants into one firm, bringing together the largest THE ORDINARY .
JUNEA*_IOCTOBER "* 2014 “M€4<C

collection of people with no discernible skills whatsoever. LEARN MORE*

“With thousands of employees and billions of dollars of

assets between them, the consolidation of Omnicom and

Publicis will create an intimidating workforce of 135,000
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who’s winning now
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who’s winning now

Figure 4
Muarketing trodka: CMOs fall into one of three categories

B Digital Pacesetiers B Socal Strategsts W Traditionalists




who’s winning now

Figure T
Inside-autside: Digital Pacesetters are infegrating data from all sources in order to better understand customers
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Insights - clarity - simplicity




customer activated enterprise

Figure 9
Close limks: Dipital Pacesetters are focusmmg on forming stromger bords
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who’s winning now

Figure 5
Fine figures: Dital Pacesetters belp their companies fare better financully
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customer activated enterprises

An architecture of -

applied analytics and insights

clarity and simplicity

Integrated continuum of brand promise
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