Subscribe to Advertising Age today! July 14, 2000
Login | Registar Mo

AdvertisingAge. =

More from Ad Age: Treativity  Ad Age China EBogkstore Jobs Sign up for E-mail Newsletiers

* Latest Neaws
' wr [ s
* CMOD Strategy

» DataCenter

Digital
onel et ) 3 MINUTE AD AGE VIDEO
' HIEP:'IH':': I"'I':I'I keting Stay on top of the news, sign up for our free newsletters
+ Madison+Vme . e L = e s Marketing Restaurant Week: Cheap Eats
- MediaWerks _ _ _ _ at Top Joints
E-mall © License Eont Comment & B BSS

Is Bob Lutz the Right Guy to Run
GM's Marketing?
MNYZ ad Campaign Boosts Recession-wWracked

Far-From-Retiring Design Guru WillBe CMO, but He'll Heed Chefs
the Right Stuff to Lead in Hew-Media Age

By Jean Halliday
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TheBig Tent DETROIT {AdAge.com ) -- He's got the guts: He's a blunt- CLICK HERE
* Bob Garfield
* Campaign Trail

speaking attack-1et aviator who gets his jolies flying fighters at
age 77, He's got the name: He's an acknowledged automotive-
industry star and a design ace. And he's got the ex penence:
He's worked in the auto ndustry for 46 years.,

But the guestion being bandied BEOE GAERFIELD
about in advertising ardes Is
whether that vast experience

could waork against Bob Lutz in
an age in which selling cars is TouTube Sensation Takes on Some Universal
Truths About Corporate Culture

Music Video Forces United to Clean Up
Customer-Service Act

increasingly about amplifying
peer-to-peer recommendations

and data-driven direct marketing VIDEGQ: ABOUT DIGITAL

bk Cradity Tim Kigin and less about the mass-market  The Rise of 'Social Video' Marketing
commercials that have long been g - g

the mainstay of mostof GM's brands.
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RELATED STORIES True, the dramatic comeback of
fﬂ'r the vice charman --who was
K E:EH%?:_HN:!:: tﬁuh;'ru:'r: slated to retire at the end of the Zamsung Projed Suggests Online Advertising's
resear{:h N ataat vear before being named last wesk Future
Carmaker Emerges From to run marketing at the country's
from the Bankruptcy, Taps Bob Lutz fourth-largest advertiser — gives TERESSA IERZ]
TEr MAREtng i5M a much-needed "name” to put : ]
. . : : : ; P&G's Production Move Makes Industry
dlgital in front of a skeptical public, But s b
he up to the challenge of being, as GM President-CEQ Fritz a Worse Place
H Henderson called him, a change agent? Marketers Won't Gain Efficienoies by Stranagling
magaZIne Creatity

ex I’tS Even an ex-GMer who called himself a supporter of Mr. Lutz
pe " wondered whether the former Marine captain would have the THE WORK

energy to revolutionize the way the carmaker communicates, Crea tivity Weekly Top 5: July 13
saying, "GM needs to start over " .

The unflappable Mr. Lutz, wha until April headed global product
development, 1= taking on the added responsibility of advertising
and marketing czar. It's a far-reaching role. "Bob's

responsibilities beyond creative design will indude brands, fussie Beer VB Toasts the Everyman, Nike and
marketing, advertising and communications," and his job "is to Livestrong Send Messages to Cyclists and
integrate those activities and prowide accountability for Other Mew Waork

consistent messaging and results,” Mr. Henderson said.
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MNew blood needed?

5 Steps to Help Y A Fig ht
The new chief marketer put it in more typical Lutz fashion: "1 sl i elp Your Agency Fig

have always been a vocal oritic of much of the [advertizing] that Commoditization
Wirming Consumers In we do," he sad. "Maybe one of the reasons 1 got the job was Readers, Industry Leaders Suggest
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Media Opportunities in But some believe GM needs more of an up-and-comin
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S P e digital-sawvey CMO than an established Mr, Fix-It. They said new
Chay _:III;III:—- iiElﬁlmlf“ blood is needed to signal that it's not business as usual at the DO YOU THINK BOB LUTZ 5 THE RIGHT
TV Market " "mew" GM, which the appontment of Mr. Lutz seems to indicate, PERSOH TO RUN GM'S MARKETING?
"GM has to do something radical" in communications, one of ot SR
them said.
* Jobs . _ MARTIN LINDSTEQM VIDEQ
R e AT Indeed, one of Mr, Lutz's first tasks was to call meetings next BEEPORTS
_ In-::lu;l-:.’lrr'--' Pt week with officials of GM's remaining four vehide brands to see _
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most current messaging, But there wasn't mention of overall
marketing strategy, new media or media planning.
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e P Y Mr. Lutz, howewer, talked a good game when it came to
2000 Cable Guide : =y el |;| : 3 il e MOLT READ
integration and bringing design into the equation. "We're going
to shift resources," he told Automotive News, "We're going to 1. ZogalMedia Allows Giants to Exploit Niche
' . have design have a powerful influence on public relations and arkats N » :
Subscriptions i . : : 2, Padkage-Goods Giants Lean on Agendies for
 Madia it advertising and vice versa, It's really going to be, for the first Clits
el g edr : = mhnth
time, an integrated communications approach." And 1t won't be a 3, Shops Give fawayv the Shop as Recession

" Help Center Buster

timid one, either, GM will be "less worried about 'Gee, what is

samebody going to think?" he said, "We're going to go from CoHE s Hl kg e e
y Fgbl : 40ing d 5, MusicMideo Forces United to Clean Up

a .ff-'-Th.;t 5 RS57) being very defensive and risk-averse in communications” and Customer-Service Ad
become "much bolder in getting our story out,”
Editorial Staff EFEANDED CONTENT
Outspoken ad man
e e Mo one doubts his shility to be bold, Dave Rooney a former Stay in front of the latest e-business
director-marketing and global communications at Chrysler, who data and trends
Dl ma thes worked with Mr. Lutz there, sad, "Bob 15 a marketer by passion .
Print Editicn and he has an nnate sense of the marketplaca.” DIGITAL MARKETING
(Coverleaf /T exterity) ANALYSIS CHANNEL emarister

Arthur "Bud” Liebler, farmer senior YP-marketing at Chrysler,
who also worked with M, Lutz there, sad his former bhoss has a
good understanding of marketing, Mr, Liebler, who now runs an
eponymous communications-strategy firm, recalled M. Lutz EEANDED CONTENT
being outspoken after being shown a proposal for an emotional
and sensual ad campaign for the Dodge Ram pickup in the
mid="90=, Mr, Lutz called the work "pretty advertising,” then

MCRE

Intzlligence for IT Yendors on How Best
to Market Your Goods

asked why the managers behind it weren't tellng consumers iTECH MARKETING CENTER

about the changes in the truck, "We changed that campaign in a CHANNEL v dark

hurry," Mr. Liebler said, | @ DG
MORE

He said he's unsure whether Mr, Lutz i1s up to speed on the
digital world, though he noted that the GM executive has a blog ERANDED CONTENT
and added, "I don't ke to second-guess Bob. "

Build a more effective search strategy

Susan Docherty, VP of Buick-GMC, told Ad Age last week that
mr. Lutz "already booked a meeting wath us Tuesday" to see the
most current messaging and work in progress for the two
brands. She called Mr. Lutz "an icon in this business" who has 3
"tremendous amount of experence.”

That's undebatable. M. Lutz began his automotive career in
1963 at GMin Europe befare joining BMW 1in Munich as exec
VP-sales for three years. Mr. Lutz spent 12 years at Ford Motar
Co. and served on its board. He logged a dozen years at
Chrysler, where he led all auto activities, induding marketing and
product development, and he chranicled his time there in his
1995 book "Guts: The Sewven Laws of Business That Made
Chrysler the World's Hottest Car Company." He rejoined GM in
2001,

There'l be those who'll say a guy who's been seling cars for 46
vears 15 gqoing to have trouble changing the way it's done, but
the consensus from those who know him is that if any
77-yaar-old can rip up the rulebook, it's Bob Lutz,
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Contnbuting: Jamie Laresu

9 Comments
By Rodney33 | FRISCO, Tx Juby 13, 2009 12:57:55 am:

Bob Lutz 15 the exact right person for the job here's why;

Fenewing interest and trust with consumers during this
tumultuous transitional period requires a stellar
understanding of all the resources, how they benefit the
consumer and which ones need the most emphasis and
attention no matter what the forum Is.

Bob can rely on good people and agendes to develop
appropriate go-to-market strategies, but at the end of the
day, if he's approving the communication priorities and
assuring that consumers are being listened to and have a
volce, he's got the best avalable gut to make the approwving
calls and prowvide macro direction,

Additionally, Bob can articulate the speafic challenges of the
industry probably better than anyone as he's Iiterally lived and
worked through every possible market condition the ndustry
has faced.

Ewen now, as the hybrids are finally being embraced, Lutz 15
leading the charge to change the game for the better, He and

aM hawve been harshly labeled by the Washington Post as
armbivalent in their efforts to mowve forward on ther 2010

launch of ther new hybrd Yalt,

Volt 15 a game-changer for hybrids, as the category to date
uses small electric mators for low speed driving, and switches
to a gas engine for faster speeds. The Yolt uses the electric
motor at all times, with the gas engine serving as a3 generatar
for the batteries. The first 50 miles require no gas, just a3
charge. After that, the car 15 on target to get 50 MPG. 10
gallaons of gas will gill get 550 miles or 55 MPG,

Lutz hasn't settled for the norm in this expensive,
controversial space, He has helped move 1t to a place where
only a category leader can take it, And he's done so with
personable, open communication designed to buld a pipeline
of customers and assogates in waiting through social media
and PR,

He can and will do the same for all the restof GM,

FRodney Mason, ChMO
Moosylvania

The Great State Of Design
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By Rodney33 | FRISCO, TX July 13, 2009 01:12:04 am.

Two corrections for abowve from the same paragraph - "But”
and "gallons"

But Yolt is a game-changer for hybrids, as the category to
date uses small electricmotors for low speed driving, and
switches 1o a gas engine for faster speeds. The Yolt uses the
glectric motor at all times, with the gas engine serving as a
generator for the batteries, The first 50 miles require no gas,
just acharge, After that, the car s on target to get 50 MPG.
10 gallons of gas will gill get 550 miles or 55 MPG.,

Rodney Mason, ChO
Moosylvania

The Great State Of Design
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By Matthew | Chicago, IL July 13, 2009 10:12:49 3m:

I llke and admire Bob Lutz. But the most recent news of him
reviving the Caprice name for the awesome but defunct
Pontiac G8 shows how much things haven't changed and will
continue not to, It's time for GM to reinvent itself - like it
promised the taxpayers who saved it

2 Permalink

By tddaly | Yardley, Pa July 13, 2009 11:32: 37 am:

If their most recent emaill marketing campagn over the
weekend, called the "New GM', iz a starting point for a new
marketing approach, it might be wise to re-evaluate, First,
they didn't have my opt-in permission to speak with me and
second, they didn't provide a proper Cpt-0Out mechamsm that
functioned correctly, Mot a good start,

2 Permalink

By 1| DanaPoint, C4& July 13, 2009 01:36: 07 pm:

Bob Lutz has the experience to do the job, but the question
1= does he hawve the nsight as to what the next 10 or 20
years for GM will need to be?

His ideas and future thinking can not be based on what
happened in the past couple of decades at GM,

2 Permalink

By mrjoe | Redondo Beach, CA July 13, 2009 02:52: 40 pm:

Bob Lutz is part of the problem not part of the salution,
Bringing in this 77 wear old dinosaur who has been wrong
about EVERYTHING for at least three decades now 15 exactly
the kind of faled mid Z0th Century thinking that has made GM
the joke of a bailed out falure they are today.

Lutz on global warming 1s evidence of Lutz's complete
duelessness and falure to connect with the reality based
world, He's agas guzzling Camero in a plug-in world,

vou could take all the relevant expertise Bob Lutz has today,
stuff it in the navel of a flea and stil have room for the
intelligence of those who suppoaort his continued relationship
with what's left of GM.

Maybe Lutz the Putz should paint himself green and pretend
to be the new enviro friendly version of an auto exec,

& Permalinl

By jmsptrck 101 | Chicago, IL July 13, 2009 03:43:14 pm;

i
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By ymsptrac101 | Chicago, IL July 13, 2009 03:48:50 pm

"He's worked in the auto industry for 46 years." Somehaow,
with public perception of the ineptitude of the entire American
auto industry over the past few decades, I'm going to bet
that this doesn't exactly sound reassuring.

Guess we'll just have to walt and see,

But. let's put it this way... how many of you with money to
Invest are investing in GM? Thought so.
Permalink

By mmirkil | Portland, OR July 13, 2009 06:04:28 pm

[ hope GM succeeds, but in order to do so, that company
needs far more than a seasoned wveteran to "shake things

up." GM needs fundamental change throughout all aspects of
the organization, not just in adwertising, non-traditional media
and marketing.

GM has a major brand issue,

['ve seen nothing yet that shows me they are entering into
this post-bankruptoy stage with open eyes knowing exactly
how tough of a challenge this will be (and how to tackle it),

and I'm not sure that a senior executive with 40+ years of
Iving and breathing the old GM and Detroit auto industry
culture 1= going to be the one to lead them successfully out of
thiz mess.

Best of luck, Gm!
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