Omnicom's $13.5 billion merger signals the end of DDB’s creative legacy
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As Omnicom Group moves closer to finalising its $13.5 billion acquisition of Interpublic Group (IPG), the advertising industry is bracing for a significant shift, with one of the most iconic names in creative advertising—DDB—likely to be retired. Founded in 1949 by Bill Bernbach, James Doyle, and Maxwell Dane, DDB has been synonymous with creativity and innovation, famously launching campaigns such as Volkswagen’s "Think Small" that helped redefine modern advertising.
The upcoming merger, approved by the U.S. Federal Trade Commission, aims to consolidate the newly formed advertising giant's creative operations under three core global networks: BBDO Worldwide, McCann, and TBWA\Worldwide. This strategy leaves little room for DDB, which currently stands alongside BBDO and TBWA as Omnicom's flagship creative agencies. With IPG's agencies like McCann, FCB, and MullenLowe joining the fold, industry experts widely anticipate the brand’s gradual phasing out, effectively ending a 75-year legacy noted for its creative prowess.
Omnicom has maintained a cautious silence, neither confirming nor denying the rumours. An Omnicom spokesperson stated that the company is "undertaking a rigorous and considered process to ensure we have the very best solutions for the future for us and for our clients," emphasising the independent status of both companies until the merger’s completion. Once finalised, expected in the fourth quarter of 2025, the combined entity will become the largest advertising holding company globally, surpassing rivals WPP and Publicis Groupe with estimated annual revenues above $25 billion and a workforce exceeding 100,000.
Signs of this consolidation are already visible. For example, DDB's integration under the Omnicom Advertising Group banner in Canada in 2023 and the New York merger creating Adam&EveDDB indicate a move toward unified branding. Nonetheless, DDB has faced recent setbacks, such as losing key clients like McDonald’s and Westpac in Australia and witnessing leadership changes that mark a broader transition phase. The departure of David Tang, a significant figure in DDB’s Asia-Pacific creative strength, symbolizes this change.
Omnicom’s CEO John Wren has openly acknowledged that brand consolidation will be part of the post-merger strategy, focusing on growth and career opportunities for top talent. He described the merger as an opportunity to build the industry's most talented team with strategic advantages in data, media, creativity, production, and technology. The company’s increasing severance expenses, which have more than doubled to $127 million this year, also underline ongoing rationalisation efforts.
The retirement of DDB not only reshapes the global creative landscape but also signals a poignant end to a brand that helped revolutionise advertising. While the strategic logic behind consolidating and streamlining networks for operational efficiency is clear, it marks the close of a historic era in the sector. Bernbach’s timeless belief that "creativity is the most powerful force in business" faces a formidable challenge as corporate realignment prioritises scale and integrated capabilities over legacy brands.
The implications of this merger extend globally, including in regional markets such as Australia, where uncertainty remains about the future roles and structures within these newly merged networks. Staff across Omnicom and IPG have reportedly been instructed to maintain confidentiality until the deal completes. The industry watches closely as the merger promises both a renewal of capabilities and a farewell to one of advertising’s most venerated names.
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