Seismic Shifts
Without Reviews

New agency, no big search.
Is Volkswagen's move to
CP+B part of a larger trend?
See page 6

The Networks Go
Beyond TV Ads

Turning to nontraditional
marketing to gain viewers
See page 7

Dressing Up
Dockers decides ‘Nice pants’
wasn’t'good enough

See page 8

Vintage Miller
Brewer returns to 1907
with girl-on-the-moon icon
See page 8
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See page 23
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The Biology of Success

How much of business skill is built into your DNA?

here are more than 150 com-
Tpanies in Omnicom’s Diver-

sified Agency Services group.
Virtually all of them were acquired
over the past 20 years. Many of
them are run by the people who
started them. Add to that the
number of companies we looked
at but didn’t acquire, and it’s fair
to say that DAS’s management has
had an unusually high degree of
exposure to entrepreneurialism,
making us by experience, if not by
training, experts on the entrepre-
neurial phenomenon.

Many business studies have
shown that certain personality
traits are common among suc-
cessful entrepreneurs. Recent
scientific literature indicates that
as much as 50 percent of one’s
personality—likes, dislikes, atti-
tudes, predilections, outlook, mood—may
reflect our genetic coding the same way we get
our blood type, eye shape and hair color.
Could it be that success in business is built into
our biological structure?

I've been intrigued by this question for years,
and not only because it’s important that DAS
associate itself with “winners,” which, by and
large, we have. On the day I took my first step
into the business world, I did it from the cell-biol-
ogy lab of a major university, where I was pursu-

How useful will Shona Seifert’s
code of ethics be for the ad industry?

Very. It should be

required reading 10%
for everyone.
Somewhat. It's
too broad, but 21%
it is a start.
Not at all. It's a
complete waste of 69%

an opportunity.

Results are based on 449 responses between 9/2 and press time,
9/8. For this week’s question, visit www.adweek.com.

16 BDWEEK septemBer 12, 2005

TOM HARRISON

is chairman and CEO of
Omnicom Group's
Diversified Agency
Services unit and author
of the upcoming book
Instinct: Tapping Your
Entrepreneurial DNA to
Achieve Your Business
Goals. He can be reached
at tom.harrison@
dasglobal.com.

ing a post-graduate degree. And
my business career is somewhat
unusual since it includes a signifi-
cant stint as an entrepreneur, start-
ing, managing and ultimately sell-
ing a successful advertising agency.

Through it all, my academic
training has given me a surpris-
ingly (for a corporate type) sci-
entificmethod approach toward
analyzing the world around me.
Once a lab rat, always a lab rat.

Over the years I've observed that
some people have an innovative
bent—certain work habits, prob-
lem-solving skills and a tolerance
for risk that together seem to con-
tribute mightily to success in busi-
ness. Given the evidence that so
much about these traits is inborn,
a case can be made that some peo-
ple have an instinct for success.

One widely accepted model for assessing
personality structure is called the “five-factor
model,” or the “big five.” A handy mnemonic,
first used by researchers at the National Insti-
tute of Aging, for remembering these traits is
OCEAN, which stands for: openness to experi-
ence; conscientiousness; extroversion; agree-
ableness; and neuroticism.

There are numerous facets or subtraits
under each of these main captions, and it is pos-
sible to take an inventory of one’s personality-
trait holdings and see how they match with the
character profile common to many entrepre-
neurs. This survey will tell you whether you have
a head start on the road to success, butit's more
descriptive than predictive. Even though some
of us may have been born with a genetic “advan-
tage,” that only, if anything, makes success eas-
ier, not inevitable.

In fact, a comparison of one’s own profile
with the one common to entrepreneurs can
serve as a guide toward beneficial behavioral
changes. For example, someone who shows a
high degree of conscientiousness probably has
an easy time controlling impulses that could
interfere with achieving a goal. On the other
hand, someone who scores lower, while he or
she may be more likely to be spontaneous and
free-spirited, may also be inconsistent and unre-
liable. From the point of view of business suc-
cess, one end of this scale is obviously prefer-
able to the other, but even people without an
inborn drive can direct themselves toward goal
(continued on page 20)
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LETTERS

Adweek welcomes letters.

E-mail them to Tim Nudd at
tmudd@adweek.com, or fax (646)
654-5365. Please include your
name, title, company and location.
Letters may be edited for length
and clarity. Op-ed pitches and
completed pieces may be sent to
the same e-mail and fax.
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