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EDITORS’ NOTE In July 2004, 
Michae l  Ro th  was  appo in ted 
Chairman of IPG, and he became 
CEO in January 2005. He had been 
a member of Interpublic’s Board 
since 2002. Prior to this, Roth was 
Chairman and CEO of the fi nan-
cial services holding company, 
The MONY Group. He sits on the 
boards of directors of Pitney Bowes, 
Ryman Hospitality Properties, the 
Committee Encouraging Corporate 
Philanthropy, the Baruch College 
Fund, the Partnership for New York 
City and the Enterprise Foundation. Roth is a cer-
tifi ed public accountant and the recipient of an 
LL.M. degree from New York University Law School 
and a J.D. from Boston University School of Law.

COMPANY BRIEF Headquartered in New York, 
Interpublic Group (interpublic.com; IPG), is one of 
the world’s largest advertising and marketing com-
panies. From global communications networks like 
McCann Erickson to domestic advertising agen-
cies like Hill Holliday in Boston, Massachusetts, to 
global specialists like the events marketer Jack 
Morton, sports marketer Octagon, and public rela-
tions experts Weber Shandwick, Interpublic agen-
cies span the globe, employing 46,500 people in 
more than 100 countries, working with clients like 
L’Oréal, Unilever, and MasterCard.

What type of growth has Interpublic man-
aged and what is your outlook for growth go-
ing forward?

One of the benefi ts of being a global orga-
nization is that some markets are growing faster 
than others, and we take advantage of that.

The emerging markets are currently pro-
viding, in some cases, double-digit growth – for 
example, Asia-Pac and Latin America. We have 
strong capabilities within those markets and they 
are part of our mix of revenue.

On the other side, the U.S. – which makes 
up more than 50 percent of our revenue – is still a 
growth environment, but a mature market doesn’t 
grow double digits. However, constant growth in 
the U.S. is also an important factor in terms of 
our ability to deliver the needs of our clients. It’s 
still the world’s largest economy, so we have to 
provide all the resources to support our different 
capabilities.

The expertise is interesting because ev-
eryone knows that digital is the fastest growing 

opportunity among our disciplines, and 
we provide a full array of digital capa-
bilities. Digital is part of everything we 
do, be it PR, experiential marketing, 
creative, or media. If we’re not talking 
digital to our clients, then we don’t get a 
seat at the table. 

Most recently, we bought a com-
pany called Profero, which has a global 
digital capability that we utilize as part 
of our Lowe network. It was a capabil-
ity that Lowe needed to enhance their 
global offerings. We also have specialty 
global agencies like Huge, R/GA, and 

MRM//McCann, which are dedicated digital agen-
cies that anyone in the IPG family can tap into. 
Plus, each of the agencies has its own capabilities.

So we cover the geographic issues and spe-
cifi c capabilities in terms of growth.

Is Asia-Pac much broader than China 
and is Latin American much broader than 
Brazil for you?

Australia is a key growth market for us, and 
has provided very nice growth for us over the 
past quarter. India is an important growth oppor-
tunity. Japan not as much, but it’s still important. 
China provided double-digit growth, but we see 
that leveling off.

In Latin America, it’s not just Brazil – we see 
it in Mexico, Colombia, etc.

Is the African market advanced enough 
to take advantage of the capabilities you offer?

The largest growth in mobile happens to be 
in Africa. They don’t have the landlines so mobile 
is key for communication. Mobile is also how the 
Internet is accessed in that part of the world; re-
search and buying is done with phones. So we 
need to have a strong presence in Africa, and we 
do.

People don’t immediately think of Africa and 
Turkey when it comes to current growth, but in 
the future, there is no question that Turkey and 
Africa will be very strong markets and global hubs.

Do your various brands both comple-
ment and compete with each other?

That’s the nature of holding companies. On 
the one hand, it’s strange to have two of your 
agencies competing for the same work.

The other side is that, if you put them alto-
gether, you may have a better chance at success.

If you go back to the history of the holding 
companies, this is what the holding companies 
started out with – FCB was a large organization 
but because of confl icts, they were kept out of 

opportunities. This triggered the acquisition run 
in terms of creating holding companies, because 
we needed disciplines and confl ict shops. That is 
the premise of the holding companies today; we 
can have multiple offerings in certain segments 
without having confl icts.

From a branding point of view, do you 
independently promote the brands or is it 
important that the Interpublic tie-in be 
well-known?

More and more, we’re getting requests from 
clients to provide what is called an “IPG solution.” 
Our approach to those solutions is different from 
our competitors. Some of our competitors create 
dedicated agencies as part of the holding com-
pany that may be somewhat inconsistent with 
their brands. Our approach is that the strength is 
in our brands, and IPG is a resource. We create 
what is known as open architecture, and that is 
an IPG solution that brings to the table the best 
IPG has to offer, and we pick and choose which 
of those agencies can provide the solution. These 
agencies then work together on behalf of the 
brand.

For example, we recently won Microsoft. 
Although it was principally a McCann offering, 
Erwin Penland is also part of the team, as is Lowe 
in China. So we had an open architecture offering 
that the client felt met their needs and that repre-
sented the best of IPG.

Having a strong brand like McCann was 
key to our success in this case. But I don’t think 
we would have been as successful without the 
strength of the other brands that were part of the 
mix. These were a key differentiator from the cli-
ent’s perspective – the ability to tap into other 
networks.

With the range of brands you have, is 
there a sweet spot for IPG?

IPG is a brand. But what the brand IPG 
stands for is different than what a McCann, FCB, 
or Lowe stands for. IPG has to stand for fi nancial 
strength, multiple disciplines in all the different 
markets, and a reputation for diversity and corpo-
rate social responsibility. These have to permeate 
all of our brands throughout the organization.

IPG is a brand, but it’s not in the marketplace 
of brands that clients have to necessarily view as 
their agency of record. We do have IPG offer-
ings that technically our agencies have under their 
brands – they’re comprised of the best of IPG.

Without the strength of the brands and all 
that they bring to the table, you’re missing the 
strength of our overall organization.•

Michael I. Roth

An IPG Solution
An Interview with Michael I. Roth, 

Chairman and Chief Executive Offi cer, Interpublic Group
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EDITORS’ NOTE Dennis Friedrich 
was appointed to his current post in 
July 2012 following a year as President 
and Global Chief Investment Offi cer. 
Before this, he held the position of Chief 
Executive Offi cer of U.S. Commercial 
Operations since 2009. Previously, 
he was President of U.S. Commercial 
Operations, following two years as its 
Chief Operating Offi cer. Prior to join-
ing Brookfield Office Properties, 
Friedrich was Co-Head of Jones Lang 
LaSalle’s tenant advisory practice in 
New York. He holds a business de-
gree in fi nance from Baruch College and cur-
rently serves as the Chair of Baruch’s Real Estate 
Department Advisory Board.

COMPANY BRIEF Brookfi eld Property Partners 
(brookfi eldpropertypartners.com) is a global com-
mercial property company that owns, operates, 
and invests in best-in-class offi ce, retail, indus-
trial, multi-family, and hotel assets. The offi ce di-
vision owns, develops, and manages premier offi ce 
properties in the United States, Canada, Australia, 
and the United Kingdom. Its portfolio is comprised 
of interests in 113 properties totaling 88 million 
square feet in the downtown cores of New York, 
Washington, D.C., Houston, Los Angeles, San 
Francisco, Toronto, Calgary, Ottawa, London, 
Sydney, Melbourne, and Perth, making Brookfi eld 
the global leader in the ownership and manage-
ment of offi ce assets. Landmark properties include 
Brookfi eld Places in Manhattan, Toronto, and 
Perth. 

How strong is the real estate market and how 
sustainable is that strength?

It is stronger in some regards than even pre-
recession levels. A positive aspect of this recovery, 
which will also make it sustainable, is that we con-
tinue to diversify in terms of tenant-side demand 
across industries, more than we have ever seen.

The New York real estate market and many 
of our other core operating markets have histori-
cally been driven by fi nancial services, but today 
it is also being driven by a more diversifi ed group, 
which is comprised of tech and creative class busi-
nesses that have further opportunity to grow. 

In the early stages of this cycle, the recov-
ery has also been driven more by small- to mid-
size tenants, and as the larger tenants get back 
into growth mode, that will kick the market into 
a higher gear.

We operate across a signifi cant 
geography in 15 major cities, and 
we’re seeing continued urbanization. I 
consistently hear from business execu-
tives that they want to grow in New 
York because it’s where the primary 
talent they’re trying to recruit wants 
to live and play.

Is there a healthy vacancy 
percentage?

I can remember over the past 10-
plus years that 8 percent was the tip-
ping point – who actually determined 
that level, I don’t know. We fi nd that 

when vacancy drops below 10 percent, we tend 
to be in a very healthy environment, but it de-
pends on where the vacancy resides and the 
quality of the vacant space in the market.

It’s very encouraging on the supply side in 
New York today that the quality of the available 
space is at a very high level. It resides in new 
development at the World Trade Center and 
on the Far West Side of Manhattan. Brookfi eld 
Place in lower Manhattan represented a large 
portion of that. However, we have largely ad-
dressed that with successful new leasing total-
ing 2.7 million square feet.

Over the past 15 to 18 months, I was often 
asked if we were frightened by the prospect of va-
cancy exceeding 15 percent in lower Manhattan 
because that was where the market was headed. I 
consistently said no. We were very well-positioned 
in a value-oriented market, and tenants have been 
looking for a certain type of product. 

So there is no magic percentage. You have 
to drill down below the overall vacancy fi gure 
and look at submarkets and what is represent-
ing that availability. Now we’re fi nding more 
demand at the larger block level and it’s being 
absorbed very quickly.

How great is the opportunity in lower 
Manhattan?

The opportunity has been seized by many 
tenants at this point.

A number of factors have converged at 
the same time for lower Manhattan. One is the 
value that people are seeing in the modern in-
frastructure that is coming online. It has taken a 
while for some of that to turn to reality, but it’s 
now very tangible and easy for business leaders 
to grasp and see the value that the mass transit 
and modern infrastructure creates. It differenti-
ates lower Manhattan from Midtown, which has 
a more dated infrastructure.

The second dynamic is that we have great 
connectivity to the high-growth residential 
neighborhoods. Our connectivity and proximity 
to the neighborhoods that are attractive to the 
Millennials is unquestionable. Employers based 
in lower Manhattan have great access to an 
impressive labor pool – residing in downtown 
Brooklyn, Jersey City, and Chelsea. When we 
interact with prospective tenants and see the re-
sults of their demographic studies and commut-
ing patterns, Lower Manhattan continues to rise 
to the top of the list in making those decisions. 

Another key factor is that it continues to 
be a value-oriented market. If you look at the 
sectors that have grown, they are sensitive to 
rental rates and the more attractive rental rates 
have been available in Lower Manhattan, which 
has enabled us to generate a lot of momentum. 
But the gap between Midtown and Downtown 
is closing faster from a rental rates standpoint, 
with all of the amenities and lifestyle factors that 
are converging. We have been able to capture 
that at Brookfi eld Place; these growing compa-
nies are targeting a new modern, urban work 
environment and Lower Manhattan is well-po-
sitioned to provide that. This is also partly due 
to a strong private/public partnership, with ma-
jor private investment, be it Brookfi eld invest-
ing $250 million in Brookfi eld Place to improve 
the retail, amenities, and the public areas, or 
the Trade Center, which is doing much of the 
same. There is $20 billion-plus of public/private 
investment that has either been spent or is un-
derway, and that has all come together at the 
right time as the leasing market has improved.

Is this what also excites you about 
Manhattan West?

Yes, it’s much of the same with our prox-
imity to Penn Station, the most heavily traf-
fi cked transportation hub in North America. 
At Brookfi eld, we are fi rm believers that there 
has been a migration from east-to-west in 
Manhattan, partly due to the infrastructure in-
vestments, the Hudson River Park, and the High 
Line, and the residential patterns that have also 
evolved.

What we think is even more unique about 
the West Side is the ability to create almost from 
scratch a new modern urban work environment 
and business district where companies can re-
ally program their headquarters experience. We 
are capturing that scarce land that doesn’t exist 
in other centrally located hubs in Manhattan, yet 
is close to major transportation hubs.•

Dennis Friedrich

Creating Places
An Interview with Dennis Friedrich, 

Chief Executive Offi cer - Global Offi ce Division, Brookfi eld Property Partners Brookfi eld Place in New York’s Lower West Side as seen from the marina
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