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A batch of creative agency execs have new jobs. LBB's
Brittney Rigby connects the dots, and asks Darren
Woolley whether the dust has settled, what this level of
change means, and why marketers start consultancies
while agency execs start indies
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"Your Voice |s Everything": Exploring the

There has been a flurry of creative agency CEO movements across People
Australia and New Zealand — and it “isn’t just standard musical chairs;

Fast forward almost 12 months, and most have new jobs. At their
. : : . LL THEIR NEWS
former businesses, successors have been appointed. But while it may
seem like the dust has begun to settle, Darren is adamant there’s more
change still to come.

“It has absolutely not settled,” he told LBB. “The ‘settling’ will only Workinee LRBIE onal

happen when macroeconomic conditions stabilise, which isn't on the
horizon for 2026.

He is observing two "camps” of leadership behaviour: those falling into
the “wait and see trap” by spending the past 18 months “trying to cost-
cut their way to prosperity.” And “the mad scramble”, when boards
realise shrinking doesn't lead to growth, and they look for a fresh
perspective.
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“This massive wave of newly-minted agency CEOs and shuffled
marketers is a desperate rush to find leaders who can structure for
flexibility, embrace Al-driven efficiency, and survive on leaner ® @ v/



budgets.”

not to pursue another full time exec role, but instead set up an
advisory which sees him plug in to a range of “best-in-class
operators.”

He's the exception; most of his peers have taken comparable agency

route, joining Tumbleturn Marketing Advisory to lead its new
partnership relationships practice.

WPP agency. “Enduring brands with emerging ideas. That's how we
need to be positioned. That's what we should be famous for.”

WPP creative stablemate VM

began a few weeks before Kirsty started at Ogilvy.
where he was AUNZ CEO and chair, after 20 years last year. The
business, now part of Omnicom Oceania’s structure, did not replace

In their fir:
entity — whose capabilities now span creative, media, CX, and data —
must be bigger and better than the sum of its parts.

"If it doesn't feel like a step forward, we haven't done our job,” Paul
said. “McCann isn't a nostalgia project. The lens is broader and the
standard is higher. If there's a difference now, that's it.”

Priya added the merger wasn't meant to be “tidy” but about “creating
something new.”

“And creation comes with friction ... We've very much skipped the
polite phase and gone straight to building something with edge and
substance.”

At dentsu, Kirsty’s former colleagues are emphasising simplicity.

turning the business performance around commercially” and wanted
the market to know dentsu AUNZ is “entering a new chapter and a new

era.

In his first months in the position, he has simplified dentsu’s go-to

how we show up.”

"We operate in a market where complexity has crept into agencies,”
David exclusively told LBB in February. “Our job is to remove friction,
not add toit.”

And dentsu's former AUNZ boss, Patricio, has relocated to Singapore
and returned to Accenture Song tolead Southeast Asia — eight years
after the founding global member of Accenture Interactive left the

business. He said the landscape has changed in those years, and the

The CEO layer is not the only one to have experienced upheaval.
Multiple CCOs have changed jobs (Kirsty is the only major creative
agency boss still hunting for a top creative — dentsu has paused its
search, and BMF hired The Monkeys' founder Scott Nowell as creative
chair instead of directly replacing the CCO job).
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According to Darren, this "proves that agencies are rewriting what
leadership roles even look like.

"They are holding off on traditional hires because the business model
itself is fluid. We will see more consolidation, more non-traditional
title changes, and more restructuring before this wave breaks.”

jumping straight into their next big roles. In contrast, many agency
execs who have left their posts in recent years have opted to join
another agency or set up an indie.

Asked why agency execs start agencies while marketers start
consultancies, Darren said, "Because of what they sell. When a senior
marketer goes out on their own as a consultant, they are selling
growth strategy, operational transformation, and commercial
alignment directly to the C-suite. They speak the language of the
board.

“When an agency CEO leaves, they almost always launch an indie
agency ... Their DNA is hardwired into the billable-hour, output-
producing agency model.

“In calling it an ‘indie’ rather than a ‘consultancy,  they accidentally
pigeonhole themselves back into the execution layer.”

The first half of 2026 in AUNZ has been characterised by a high level of

looking for stability, efficiency, and trust in their agency partners.

“If their current agency is also going through a CEQ [or] CCO
transition, the relationship lacks the deep ‘stickiness'required to
prevent a pitch,” Darren said.

“The pitch madness of H1is the direct downstream result of the CMO
shuffles of late last year and early 2026.

“When a client sees their account team, their CCO, and their agency
CEO change in the space of a year, they don't see fresh energy.
Instead, they see instability. And instability is the number one driver
for a client putting an account up for pitch.”
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