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Jeremy Tayler spent a week in May 2021 attending the AdForum Consultants Forum, on the receiving end of
nine full credentials presentations from some of the leading global advertising networks and from some up-
and-coming independents.

No agency credentials story is complete without a reference to the number of people they employ and the
number of effices they have, Big or small, what does it really matter?
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WHAT DIFFERENCE DOES THE SIZE OF THE AGENCY MAKE TO THE CLIENT RELATIONSHIP?

After the statement of agency size comes the ‘so what?’ section. And an interesting thing about agency
management teams is that they almost universally spend the next few minutes re-assuring the prospective client
about all the things they won't be missing out on as a result of the agency’s size

So the big networks tell the tale about how they provide personal service and fast turnaround despite their size and
structure, due to the excellence of their systems and the quality of their people. While small agencies expand the
story of their ability to service global accounts despite their lack of employee numbers and global presence, through
their alliances and networks.

In short, big agency networks want to reassure you that working with them is just like working with a small agency,
and smaller agencies are keen to let you know that they are just like the big ones. At the AdForum Conference, there
was a feeling that the prospective client could end up feeling that all agencies ultimately want to be ‘all things to all
people’

It's because agencies have a habit of backing up every factual point made in the credentials with a subjective pitch
focused on the emotions and presumed reaction of the prospective client. They really want you to like them; but
there is a risk in this approach that you can miss the actual benefits of working with them. And i's only by going
beyend the emotional, subjective aspects of the credentials presentation that you get to the objective benefits of the
relative size of the agency business. Let's try to dissect those pitches and dig out the true positives of agency size —
both large and small.

WHY IT'S GOOD TO BE BIG: WHAT NETWORKS BRING TO CLIENTS

Here are a few of the things you get when you work with a big agency that you might miss out on with a smaller
independent. All of them were tucked away in the AdForum network credentials, although sometimes it was
necessary to go searching for them

« Networks can provide a global talent pool. in depth. Teams can be selected for specific client engagement, so
you don't just get what's available that week from the agency talent pool. The networks can also provide
global heads of excellence, to fly in and oversee the quality of work (if you can afford it), and global
coordinater account heads

This approach should add up to global consistency for the wark, with no dependency on alliances of
independent agency businesses and sub-contracted suppliers.

Available from the networks is their investment in content delivery systems. For example, Dentsu announced
their new system at the AdForum conference — Dentsu Connect, which operates across all the network
businesses internationally.

« High quality data and insight tends to be on tap as a proprietary service, and this can alse include the benefit
of including market overview surveys of general customer developments and industry trends. This all needs
paying for, of course

Large numbers of employees working across multiple offices do make available a depth of experience that is
simply beyond a smaller independent.

Also available for clients might be considerable breadth of experience across multiple markets (vertical and
national) and skill specialties. Properly hamessed this can provide unexpected benefits through the provision
of a different angle on the brief - for instance, health sector experts providing a specialist overview of the
health aspects and implications of a creative concept, a point well made by the McCann Worldwide team

If you are inferested in the financial health of your agency partners, PLCs and publicly quoted agencies are
required to publish their results (tumover, negative and positive growth, and profit) on a regular basis. So
there should be few sudden, hidden financial surprises during your working life with them.

Public limited companies with institutional shareholders have another benefit over some of the independents.
Investors in the newer stari-ups tend to be hedge funds and venture capitalists with high expectations on rate
and speed of return on their investment, and they have been known to apply corresponding pressure to the
agency management teams to achieve results. Not necessarily to the benefit of the clients

In-housing your agency resource is growing as an option amongst advertisers. Agency networks are the
major suppliers of this service, with experience and resources 1o call on globally and locally.

NO NETWORK: WHY IT'S GOOD TO WORK WITH AN INDEPENDENT AGENCY

Conversely. there are also many positive aspects to werking with independent agencies. Here are a few that they do
talk about, alongside some observations of the different approaches to producing the creative product that they are
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Flexibility — any smaller company is usually able to work with more flexibility and adaptability than its bigger
equivalent, and this holds true with advertising agencies. The big agency story about the power of the
production system is replaced by the small agency tales of just gefting the job done’

Agility — taking this approach to the next level, it's noticeable that smaller agencies are less intimidated about
taking on the apparently impossible. They often pride themselves on better lateral thinking skills about
problem solving, and couple it to a can-do outlook and approach. Maybe they just try harder

Smaller businesses usually work with less reliance on bureaucracy, which means less resistance to working
flexibly. (There is of course an attendant risk to working this way — bureaucracy does have a role in business
life.)

Buying advertising services from an independent often also means that you get only the services you want,
with less temptation for the agency management team to cross-sell other network resources and companies
= Linked o this benefit is the presence of a unified, single P&L bottom line for the agency. The client is therefore
not landed with multiple commercial relationships and associated extra cost

No network also means no network overhead costs to cover within your fees, accompanied by better
transparency in the working relationship

Ideas and creative concepts in independents are more likely to come from left-field sources — typically from
people from backgrounds such as experiential, PR, media or even gaming. This can result in seme truly
original thinking and stand-out work

Independents are the new home of a revival in agency house styles. Not seen much since the nineteen
eighties, this can produce very distinctive work.

- New independents are often driven by a hunger for success and results in their work to build reputation and
growth. Again, this can be reflected in edgy creative work.

HOW SHOULD THE CLIENT CHOOSE THE IDEAL SCALE OF THEIR AGENCY?

To complicate things a little further, it's not just about size. Agencies of all sizes offer specialisations in specific
markets, with in-depth experience. Others offer a particular approach and working process you might identify with
You might be attracted by an agency belief in the power of brand purpose, or the importance of building a customer
experience out of every creative campaign. If you want it, you'll ind a commitment to the power of creativity to
transform marketing, or sometimes to transform entire businesses.

Most agencies are more generalist in their approach, and that also brings benefits. But maybe you'll be excited to be
on the ride with an agency that has ambitious growth targets and a corporate mission to lead the world in its own
market place; or maybe you would prefer an agency that's happy as it is and just wants to produce effective and/or
award winning work. Whichever of these lights your fire, your job during the credentials presentation is to look for the
evidence benhind the claims to satisfy yourself they have substance

The choice can be overwhelming, especially as there are very few poor sales people fronting up agency pitches.
Ultimately there is only one piece of advice for clients on making their choice of agencies to work with. Be objective
about it and choose the one that's the best fit for your requirements, current and future. The ene with the ability to
service your account, to produce the most effective work and to work best with your team, all at the right level of
remuneration for both parties.

That is the TrinityP3 philosophy. We work hard to help our clients arrive at the right solution for their business.
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