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Introduction
Interpublic Group: The Story of An American Company is a journey through the
turbulent, innovative, and consequential history of one of Madison Avenue’s greatest
institutions. From its humble beginnings during the depths of the Great Depression to
its status as a global marketing powerhouse, Interpublic Group (IPG) offers a lens
through which the evolution of the modern advertising industry can be understood. As
we trace its rise, reinventions, and enduring influence, we witness not only the story of
a company, but also the shifting landscape of media, business, and culture in America
and beyond.

IPG’s path has been anything but linear. Tapped as the pioneer of the advertising
holding company model, IPG’s early decades saw visionary leaders grapple with
challenges both internal and external, steering the organization through periods of
dramatic growth, near-catastrophic crisis, and bold reinvention. The company’s
survival in the late 1960s, followed by its exponential expansion in the decades to
follow, mirrored the restless spirit of American enterprise — a willingness to chart new
courses and pursue new frontiers, even at great risk.

This book delves into the strategic milestones and momentous deals that have defined
IPG’s existence, from its defining mergers and landmark acquisitions to its
breakthrough embrace of internationalization and diversification. Equally, it explores
the setbacks and scandals that have tested its leadership and resilience — including
fiscal crises, boardroom shakeups, and industry disruptions brought about by
technology and changing consumer habits. Through it all, IPG has continued to shape
and adapt to the markets and cultures it serves.

In the twenty-first century, as advertising converges with data analytics and artificial
intelligence, IPG has continued to innovate in response to new industry realities. The
acquisition of Acxiom’s Marketing Solutions business was emblematic of this shift —
positioning the company at the vanguard of data-powered marketing. Under recent
leadership, IPG has doubled down on combining creativity, technology, and data to
generate real-world results for clients, leveraging its vast portfolio of agencies and
talent across the globe.

Today, as IPG stands at the brink of another transformative chapter — with its planned
merger with Omnicom set to redefine the global marketing landscape — its story
remains unfinished. The union promises to create an even more formidable force in
media, technology, creativity, and client solutions, extending the legacy of innovation
and adaptability that has long defined both organizations.
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This book seeks to offer an in-depth chronicle and analysis of IPG’s past and present,
while considering the forces that will shape its future. Across the following chapters,
readers will encounter the trailblazers who built its foundations, the campaigns that
made history, the crises that threatened collapse, and the strategic vision that has
propelled it to the forefront of its industry. More than merely the tale of an American
company, this is the story of how ideas, ingenuity, and perseverance can impact the
world.
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CHAPTER ONE: The Birth of a Giant: McCann-Erickson
and the Roots of IPG
The story of Interpublic Group, one of the modern titans of the advertising world,
begins not with a grand corporate unveiling, but with a handshake in the midst of
economic turmoil. The year was 1930, a period when the Great Depression was
beginning its relentless grip on the American economy, casting a long shadow over
industries nationwide. Yet, amidst this uncertainty, a significant consolidation occurred
in New York City, one that would lay the very foundation for what would eventually
become IPG. It was on October 2, 1930, that two prominent advertising agencies, H.K.
McCann Co. and Erickson Co., formally merged to create McCann-Erickson. This new
entity immediately claimed the title of the largest advertising agency in the industry.

To understand the magnitude of this merger, it's essential to look at the individual
legacies that converged. H.K. McCann Co. was founded in 1911 by Harrison King
McCann. McCann, born in Maine in 1880, was no stranger to the world of promotion
and communication. After graduating from Bowdoin College in 1902, he honed his
skills working for Hiram Ricker & Sons, proprietors of Poland Spring water, initially as a
bellboy and later as a salesman. His journey into advertising began in earnest when he
joined the Amsterdam Advertising Agency as a copywriter in 1903. He then moved to
the New York Telephone Company, where he successfully ran an in-house advertising
department of 100 staff by 1910, even conducting an experimental campaign to
prevent customer loss to competitors.

McCann’s talent for advertising eventually caught the eye of the Standard Oil
Company. After the U.S. government ordered the breakup of the Standard Oil Trust on
monopoly grounds, Harrison McCann, who had been advertising manager for the trust,
seized the opportunity. In 1912, he opened his own agency, H.K. McCann Co., with
Standard Oil of New Jersey (later Exxon) as his inaugural client. The burgeoning
automobile age promised a soaring demand for refined petroleum products, placing
McCann in a prime position for success. His agency adopted the enduring creative
philosophy "Truth Well Told," a credo that would become central to its identity. This
slogan was so significant that in 1920, it became the first service company emblem to
receive intellectual property protection through the U.S. Copyright Office, and formally
granted trademark registration in January 1921 by the U.S. Patent Office. H.K. McCann
Co. quickly expanded its footprint, opening an office in Toronto, Canada, in 1915,
followed by Montreal in 1918. By 1927, McCann had established a presence in Europe
with offices in Paris, Berlin, and London.

On the other side of the merger was Erickson Co., founded in 1902 by Alfred Erickson.
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Erickson, a former advertising manager for a Manhattan department store, had also
made a name for himself in the nascent advertising industry. Both McCann and
Erickson were considered industry pioneers, contributing significantly to establishing
core general practices and ethical guidelines within the advertising field. Their
influence extended to helping launch important industry organizations like the
American Association of Advertising Agencies and the Audit Bureau of Circulations.
While the specific details of Erickson Co.'s early clients and campaigns are less
documented than McCann's, its significant standing in the industry by 1930 speaks
volumes about its success and influence.

The merger to form McCann-Erickson brought together two formidable forces, creating
an immediate advertising powerhouse. The combined entity was positioned to
leverage their collective client rosters, talent, and expanding international networks.
The newly formed McCann-Erickson, with its $15 million valuation at the time, was
truly a giant in its field. The 1930s, despite the economic headwinds, saw McCann-
Erickson continue to grow and innovate. They were early adopters of radio and later
television, with a McCann-produced show, "Swift Home Service Club," becoming the
first regularly scheduled sponsored TV program in 1947. The agency also made strides
in research, hiring Viennese psychology researchers Dr. Herta Herzog and Dr. Hans
Zeisel in 1943, becoming one of the first agencies to employ psychological research
staff.

McCann-Erickson's client list during these formative years and beyond included some
of the most recognizable names in American commerce. They handled advertising for
companies such as Standard Oil (Esso, Exxon), Vaseline, Beech-Nut, Del Monte,
Nabisco, Coca-Cola, General Motors, Martini, Gillette, L'Oréal, Bacardi, Nestlé, R.J.
Reynolds, and MasterCard. Their campaigns became iconic, shaping consumer culture.
While many of their most famous campaigns, such as "Put a Tiger in Your Tank" for
Esso (1964) and Coca-Cola's "It's The Real Thing" (1971), would come later, the
groundwork for this creative excellence was laid in these early decades. These
successes, built on a foundation of strong client relationships and an expanding global
footprint, established McCann-Erickson as a leading force in the advertising world,
poised for further evolution.

Sample from MixCache.com - The Online eBook Marketplace



SHARING STRICTLY PROHIBITED - For personal use of the licensed account only - See MixCache.com Terms of Use.

SA
MPL

E 
CO

PY

This is a sample preview. Purchase the book to read the full content.

Visit MixCache.com to purchase the complete book.

Powered by TCPDF (www.tcpdf.org)

Sample from MixCache.com - The Online eBook Marketplace

http://www.tcpdf.org

