
 
 
 
Who are they? 
 
TBWA was founded in Paris, France, in 1970.  Chiat\Day was founded in Los Angeles, 
California, in 1968.  In 1995, the two agencies merged to fulfill a mutual goal of forming 
the foremost creative network in the world.  Today, TBWA\Worldwide is one of the 
fastest growing of the top ten agency networks, with 258 agencies in 75 countries, and 
more than 10,000 employees worldwide.  TBWA serves such iconic brands as Absolut 
Vodka, adidas, Apple, Beiersdorf, Energizer, Infiniti, McDonalds, Mars, Michelin, 
Nissan, Samsonite and Singapore Airlines. 
 
Clients come to TBWA for its expertise in all facets of brand positioning, launching, and 
long-term management, including:  Brand Strategy Development, Account Management 
and Brand Stewardship, New Product Development, Integrated General Communications 
(Consumer and B2B), Regional Marketing, Shopper Activation, and Branded Content.  In 
today�s world of media proliferation, fragmentation and convergence, clients benefit from 
TBWA�s leadership at a brand strategy level, as well as its stewardship of all marketing 
communication activities. And clients stay at TBWA because of how the agency serves 
their soft needs. 
 
What they do 
 
Each agency in the TBWA network is grounded in a discipline and mindset called 
�Disruption� which provides a framework for interrogating and overturning the 
conventions that may be preventing a brand or company from succeeding.  United by this 
common methodology and strategic vocabulary, TBWA�s network of agencies is 
governed by shared values and intelligence rather than the institutional hierarchy popular 
with many other networks.   
 
Today�s primary challenges for clients are improving return on investment, 
understanding the optimal mix of Marketing Media expenditures, and driving better 
integration of all activities.  While many in the marketing and communications industry 
believe that integration results from the enforcement of strict brand guidelines and 
continuous coordination between disciplines, TBWA believes that type of orientation 
yields little more than uniformity at a superficial level � the equivalent of �matching 
luggage.�  Armed with this knowledge, TBWA deploys Disruption to help galvanize 
diverse stakeholders in a focused and collaborative conversation � in an effort to develop 
the biggest, sharpest, most fertile brand idea that will, in turn, inform what the brand 
believes, and how the brand behaves and communicates.  
 
This is an important differentiation in the TBWA approach.  Disruption helps the agency 
network develop a creative strategy that will drive the brand�s overarching global 



success, without sacrificing local relevance.  And because of the interrogatory nature of 
the Disruption process, client workshops deter �consensus by committee� or ideas borne 
of the �lowest common denominator.�   
 
And yet defining the Disruptive Strategy is only half of the equation.  The other half is to 
make sure the agency crafts an idea from the right perspective, and then engages the right 
disciplines to make full use of the media arts landscape. 
 
Whereas media used to be nothing more than a way for brands to target consumers, today 
media is THE way people are engaging with the world around them; so much so, that 
TBWA defines media as �any space between a brand and the audience� � the places, 
spaces, and experiences in which people choose to spend their time.  Consider that Apple 
stores are now media experiences, and iTunes, in serving millions of songs, podcasts and 
playlists, is now the brand delivering the media. 
  
TBWA refers to this as the �Era of Media Arts.�  
 
Every agency in the TBWA network is fluent in Disruption and Media Arts.  Everyone 
has led and attended Disruption workshops.  Everyone uses the same tools.  Collectively, 
everyone is constantly evaluating and documenting shifts in the media landscape, and its 
impact on audience behavior.  The commitment to and practice of these disciplines is 
what enables TBWA to serve global brands differently from their competitors. 
 
Their philosophy 
 
TBWA follows two practices that differentiate itself from competition:  Connections and 
Disruption. 
"Media Arts" defines the way the Agency connects audiences to a brand�s or a company's 
disruptive idea.  Media Arts capitalizes on today's ever-evolving media landscape, using 
every connection point from advertising, to architecture, to social networks, to packaging, 
to align audiences with contextually creative messages and experiences.   
 
Disruption is a proprietary tool and methodology utilized by TBWA to help companies 
and brands systematically challenge market conventions, identify new growth 
opportunities and develop strategies to drive future success.  The practice of Disruption 
combines the use of over 70 tools and diagnostics on a day-to-day basis, supplemented by 
collaborative workshops called "Disruption Days."  Disruption is part of TBWA's DNA 
and, as its application has continued to evolve, this discipline has originated consulting 
businesses in many markets. 
 
Disruption forms relationships 
 
Disruption is a tool for change and an agent of growth; a working methodology and a life 
view philosophy.  The word may conjure a sense of discomfort for some, but 
"Disruption" is not destructive.  It is creative.  Disruption is a means of creating 
something dynamic to replace something that has become static.  



 
Disruption is the art of asking better questions, challenging conventional wisdom, 
overturning assumptions and prejudices that impede the imagination of new possibilities 
and visionary ideas.  It is a system for people who hate systems.  Disruption has evolved 
and matured as communities within the TBWA network have used, adapted and 
reinvented the tools for specific market or client needs.  
 
The methodology and process can be employed universally to answer just about any 
challenge a brand or company may encounter.  Disruption is not limited to marketing and 
communications but can be applied to deeper levels of an organization including products 
and services or the core business offering.  
 
It is through the process of Disruption that the initial client relationships are formed and 
becomes the bridge as the connections with clients evolve.   
 
Their culture 
 
Tom Carroll, President of TBWA Worldwide, commented on how TBWA differentiates 
itself from competition.  �The success of the network was not a sure thing when it was 
put together.  In fact, when you look back over the past 30 years, particularly in the 
United States, the industry is littered with failure.  Many big, powerful and great creative 
agencies no longer exist.  Equally poor outcomes came of the hundreds of mergers and 
acquisitions � couplings that never delivered on the promise of their combined talent or 
client rosters.�  
 
He continued, �So what is it about a network that brought together TBWA, Chiat\Day, 
BDDP and Hunt\Lascaris, that defied the odds and succeeded?   In our case, these four 
agencies all shared similar philosophies and a vision for the business.  Each had a passion 
and dedication to creativity � across every department, particularly media.  And long 
before any of us called it 'Disruption,' we each had demonstrated a need to seriously 
challenge the status quo.  
 
�So it is our culture that separates us from the rest of the world, and I believe has 
contributed to our rapid arrival among the top global agency networks.  What took our 
competitors 100 years to accomplish, we did in less than 30.  Not only did we catch up, 
but we are now passing them in terms of growth, global clients and creativity.� 
 
Jean-Marie Dru is the CEO of TBWA.  In 2007, he published the book, How Disruption 
Brought Order � The Story of a Winning Strategy in the World of Advertising, in which 
he discusses the importance of culture in the success of a company.  Part memoir, part 
business playbook, How Disruption Brought Order tells the story of what happens behind 
the scenes when everyone practices the art of Disruption in their own business.  It is the 
story of how TBWA has come to be one of the most successful and creative networks in 
the world, in an exceptionally short period of time. 
 
Jean-Marie outlines many reasons for this success, but is clear that the most important is 



culture.  He writes, �Any culture, corporate or not, is the fruit of a collective adventure.  
Something shared.  A mental structure, an evolving language, a collection of desires, a 
kind of élan and while culture is legitimized over time, its infancy is equally important.�  
 
Communications and Feedback 
 
TBWA facilitates workshops in which client and agency associates engage in a series of 
exercises designed to explore a specific issue.  Highly collaborative, strategic, and 
creative in nature, these workshops generate actionable output.  Using a selection of tools 
from a bank of over 50 diagnostics, the workshop participants explore three distinct 
domains necessary for success:  Convention, Vision, and of course, Disruption. 
 
Conventions are the limits (either real or perceived) to which organizations often 
unknowingly adhere:  aspects of communication, consumers, the marketplace, and the 
company that have always �been done that way.�  By identifying existing conventions 
and asking �why� things are the way they are, conventional thinking can be overturned to 
the benefit of the company.  Insights or hidden truths can be leveraged to help clients 
define a fundamentally different vision of the future, one in which they have a greater 
share and unlimited potential.  
 
The Vision becomes the guiding premise that opens an organization�s horizons, and 
changes how it communicates and acts.  In many cases, TBWA�s clients have strong and 
future-forward visions, but they haven�t been well articulated to employees or consumers.  
A well-articulated vision inspires the people behind the brand.  It provides a rallying cry 
that propels the brand into the future.  In the words of Lee Clow, TBWA Chief Creative 
Officer, �A brand is the sum of all its actions.  Who it is, what it does, what the world 
expects of it�  If the brand is passionate, honest and committed, innovative and, at the 
same time inspirational; if the brand is true to its history, its passion and true to itself, the 
world will love that brand.�  
 
Disruption seeks to retire old, low-yielding ideas and launch new, highly profitable ones. 
A disruptive idea is, quite simply, the best and fastest way to overturn conventions and 
achieve a vision.  Over the past three years, TBWA has conducted more than 500 
Disruption Day workshops for clients and brands around the world, including Apple, 
Standard Chartered Bank, adidas, Nissan, PlayStation, Pedigree and Whiskas.  Each of 
these workshops identified opportunities to redefine how these companies operate, what 
they offer consumers, and how they communicate.  
 
The Disruption process yields higher quality input and feedback.  TBWA believes that 
Disruption facilitates creativity, inspiration, and the right environment for the agency to 
perform at its best.  In fact, it feels so strongly about the role of Disruption that when 
approached by clients to participate in an agency review, TBWA will not compete unless 
the client is willing to participate in Disruption Day as part of the pitch process.  
Feedback and communications are hallmarks of Service Excellence, and are clearly 
inherent in the TBWA process. 
 



Connecting with Clients 
 
Laurie Coots, TBWA Chief Marketing Officer, put it this way; �Doing great work that 
drives a client�s business is the result of an open and collaborative relationship.  We are 
all about connecting with our clients by communicating deeply and thoroughly.  Having a 
process that in itself is interactive, engaging and stimulating helps us bring out the best in 
everyone � what is in their heads and what is in their hearts.�  She continued, �We pride 
ourselves on understanding and satisfying the �soft needs� of our clients.  We recognize 
that clients need to be appreciated, feel involved, to participate, be listened to, and to 
collaborate.  We know that client satisfaction is not a result of just filling orders.� 
 
In a previous chapter we discussed the concept of leading those you serve.  Laurie 
pointed out that agencies used to fall into one of two categories in serving clients:  either 
you were a �creative shop,� producing breakthrough or award-winning work that was 
often criticized for not being strategic; or you merely �filled orders,� doing what the 
client asked of you and relying heavily on their briefs for guidance.  In the 1980�s, the 
Account Planning process helped agencies bring consumer insights into the equation.  
But other than major consolidation, and the unbundling of media services, the agency 
business hasn�t changed much over the years � lagging behind professional services 
innovations in other industries. 
 
Laurie remarked that, �Disruption is TBWA�s way of leading those we serve, in that we 
strive to collaboratively take our clients to a better place, to fulfill their ambitions for 
their brands and their companies.  We do this through our creative product, but 
Disruption is the reason we are able to do it again and again.  In fact, we differentiate 
ourselves not only by �what we do� but also by �how we do what we do.��  
 
Another noteworthy element of TBWA�s service approach is how they activate each new 
client relationship.  �We begin every relationship with a cultural audit.  This is best when 
it can take place in the pitch stage.  The objective is to make certain we understand all 
aspects of the client; their language, their culture, their rhythm, their expectations of us, 
what matters most to them, and especially their Key Performance Indicators, how they 
are judged and evaluated.  It is a very complete assessment.�  Laurie went on to explain 
that, �You can�t be successful in a partnership if you don�t have the same finish line in 
mind.  If we create solutions for problems that nobody has the incentive to solve � we 
will disappoint and fail.  If we create solutions that are at odds with a client�s culture or 
business model, we will miss opportunities and fuel nothing but frustration.  From this 
initial understanding of needs, we are able to judge how our client service team should be 
formed and staffed, ensuring a cultural alignment based upon shared values and trust.  
These are the building blocks for a successful and satisfying partnership.� 
 
Traits 
 
Tom Carroll, TBWA Worldwide President, shared these additional thoughts on client 
relationships:  �In providing creative services, we are intellectually honest in that we try 



to get clients to see what they may not have seen before.  Service Excellence to us is 
about leading and challenging clients and ourselves to strive to be our very best.�   
 
He observed that, �Mediocre agencies tend to protect revenue in hand.  Great agencies try 
to grow their clients � and thus their revenues � by looking at all aspects of a brand 
situation.�   
 
We talked about the traits that Tom looks for in his people.  �Trust, intelligence, honesty, 
courage, and being collaborative are all traits we judge to be important.  In creative 
businesses, egos can challenge client relationships.  So we have to be certain that our 
successes are channeled in such a way as to serve our clients� best interests, and always 
guard against the unbecoming trait of arrogance.� 
 
Tom reinforced this point by describing the relationship that exists between Lee Clow, 
their Chief Creative Officer, and Jean-Marie Dru, their CEO.  �When these two first got 
together, Jean-Marie had the idea for Disruption and Lee created the strategy to market 
the concept.  Humility guided that collaboration.�   
 
Tom talked about his role in the agency; �I suppose I�m the chief client interaction 
person.  It�s my job to understand what is really going on between the client teams and 
the principal; to set the tone for the relationship between both of our companies.  I have 
got to be certain we are building trust by communicating effectively and being 
completely honest with one another.  Creating an environment that is honest and open 
builds loyalty, which is what we all strive for.� 
 
Isn�t it interesting?  What they do, wins clients.  How they do what they do, retains 
them.  And that is what this book is all about. 
 
 
 
 
 
 
 
 
 


