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“Once upon atime, Batey
was like the Beatles”

@ David Tang on Batey’s decline, page 18

ANALYSIS 1

Stengellooks to alife beyond Procter & Gamble

The former head of global marketing at the world’s largest marketer prepares to make his mark on his own. By Asiya Bakht

PROFILE

hen you’ve taken on the

biggestjobinmarketing —

and done so to wide ac-

claim — what do you do
next? For most, the questionis aca-
demic; for Jim Stengel, former
global marketing officer of Procter
& Gamble (P&G), it’s his next ca-
reer move.

While at P&G, Stengel com-
manded an ad budget of US$6 bil-
lion, and is credited with trans-
forming the company’s marketing
function into one of the most con-
sumer-centric, innovative and
evencreative in the business. It was
Stengel who, famously, led the
‘Proctoids’to Cannesinanattempt
tobeefup their creativity.

Now he is swapping the corpo-
rate machine of the world’s largest
advertiser for his own business
(named after himself), in an at-
tempt to “make an impact beyond
P&G”.He certainly haslofty ambi-
tions.“Look at the state of market-
ing right now,” he says. “Brands
could be much healthier. Agencies
are sometimes confused about
whatisimportantand are unable to
understand what their role is.
There isn’t a common measure-
ment.Ithink allthese things are op-
portunities and I can help address
them coming from my position of
experience and reputation.”

With the new venture and a book
due out in 2010 — titled Packaged
Good, it is designed to raise stan-
dardsintheindustry — heisclearly
relishing hisnewlife.“In the corpo-
rate world you have so much re-
sponsibility — there are too many
things you are involved in. Now I
will still have day-to-day business
but I will be able to float around to
different activities that I think will
helpmereachmy goal.”

It’s easy to see why Stengel, who
came to Asiatospeak at the Global
Brand Forum in Malaysia in De-
cember, rose through the ranks in
his 25 years at Procter & Gamble.
He likes to listen to others and
build consensus rather than court
controversy — in person, he can
seem like an affable professor
rather than a hotshot marketer.
The head of one P&G agency de-

Stengel... after 25 years at P& G, he is writing abook and has set up his own consultancy, giving him the freedom to move from one business project to another

scribes him as “incredibly refresh-
ing, open to outside learning and
stimulus sources”. In conversation
he is patient and calm, interested
and focused — an excellent men-
tor,youmight think.

Ahighlightof Stengel’s time with
Procter & Gamble wasintroducing
innovative thinking, or “an open-
ness to better ideas” in its market-
ing. In practice, that involved
benchmarking “admired compa-
nies”such as Nike and Google with
whom P&G started exchanges and
shared learning. “We changed
many of the ways we work,” he
says. “We changed agencies, we
changed how we think about inno-
vation. We started to think more
about total innovation, not just
productinnovation.”

Stengel helped change the com-
pensation model for ad agencies to
link it more closely with sales. But
at the same time he helped put cre-
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ativity at the heart of a marketing
function known for dull-but-effec-
tive work — hence the trips to
Cannes, and the introduction of
agencies such as Wieden &
Kennedy ontoits agency roster.
Stengel is reluctant to spend too
much time talking about his former
employer, though he does believe
that the group’s ‘Asia one’ initia-
tive, which centralises operations
across the region into a single unit,
will raise its game in the region.
“The whole purpose behind it is to
make Asiastronger,” he says.“This
is the most important region of the
future.We have alot of talenthere,
and are developing more talent
here. There is momentum and in-
novation and buzz. India and
China are the big ones but you see
P&G investing a lot in Malaysia,
the Philippines and Australia.”
Stengel really comes alive when
looking ahead. At P&G he devel-

oped a reputation for his candid
thoughts on the breakdown of tra-
ditional advertising. He’s still con-
vinced that “the old model no
longer exists”.

So is there a new model? “I am
not sure,” he says. “There won’t be
one answer. You have to put more
importance on the creativity of the
organisations. When I was young,
advertising was pretty standard.
Marketingis going to get more and
more differentiated, a place of
ideasthatcome from organisations
intouch with their consumers.”

And as his life of consultancy be-
gins, that is his key message: that
the best marketers will be those
that allow themselves to be guided
by consumers. “You have to have
anaspirational goalabout whatim-
pact you are trying to make. You
have to be driven by something be-
yond,” he says.“Think of coming to
work for ahigher call.”

“We
hereby
declare a
‘four nos’
policy: We
will not watch it, appear
onit, listentoit, or talk
about it.”

A group of 22 academics and
lawyers launch a campaign against
Chinese state TV.

“It's a slap in the face to
show this young woman
because she’d never
have the money to shop
there, whereas | do.”

A 50-year-old woman in a UK survey
points out the key flaw in using
young models in luxury brand ads.

“One needs to
acknowledge that more
often than not you are
interrupting private

conversations.”

Moray MacLennan, president of the
UK’s Institute of Practitioners in
Advertising, spells out the problem
with social media.

“There’s a underlying
sense amongst some of
us in the Apple
community that [Steve]
Jobs may never return
as the company’s CEOQ,
and that he’s slowly
saying his goodbyes.”
Kasper Jade, editor of
Appleinsider.com, predicts that

Apple has seen the last of Steve
Jobs.

“That’s going to stop.”
New Yahoo CEO Carol Bartz tells
armchair analysts in no uncertain
terms that their advice is no longer
welcome.



