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Woolley Marketing: To in-house AUSTRALIAN

or not to in-house, is that the ®Mumbrelia EANS

only question? BESPOKE Moty 2

Look beyond the walls and explore other options, suggests Trinity P3 founder and global Q‘W
CEQ Darren Woolley.
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Having been involved in optimising or dismantling as many in-house F‘Ei‘;‘é\':;“.ﬁf,?@égg"
agencies as [ have helped to create, I am always amused at the binary way @ e BOOkS Raxil %;:s, R%.ioz
agency in-housing is discussed. Most discussions are presented as a zero- _ LA

sum game, where every in-house agency means an agency loses another
client. Yet nothing could be further from the truth.

But rather than take my word for it or discuss this in general terms, let’s Click here to find
put some data here to really understand the state of the industry on the out how Bespoke can
issue of in-housing. And what better source than the industry body that help your business
purports to represent 90% of the global ad spend or almost $US900 billion

annually — the World Federation of Advertisers?

The WEA published a report last September. In the press release
promoting the report, it stated that of the 53 advertisers who responded
to a survey on the topic, 57% (30 advertisers) reported having in-house
agencies. 82% (43.5 advertisers) reported that workloads had increased in
the past year. Of the 30 advertisers with in-house agencies, 94% (28

advertisers) had creative capabilities for digital content and around half B REACI { OVER |\
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(14 adverhsers.) }-lacl in-house plar.]mng and buying. 74% (Z-Z-advemsers) JAUSTRALIAN A
had set up their in-house agency in the last five years as digital SPORTS

opportunities have driven growth. And why not? When you read about in-
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housing, the benefits including control, speed, collaboration and cost are
spelt out.
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The WFA survey supported this with 64% (34 advertisers) reporting better
integration, 59% (31.3 advertisers) reporting increased brand and
business knowledge, and 55% (29 advertisers) reporting in-house teams
had quicker and more agile processes, with reports of delivered cost
efficiencies (greater than 30% in some instances).

But here is the kicker. Of those 30 advertisers who stated they had an in-
house agency, 95% (28 advertisers) continued to work with external
agencies, meaning only two advertisers out of the 53 surveyed had
stopped using external agencies. That is less than 4% based on the sample

reported. So, it does not appear that the in-house agency is going to %\ REACHOVER \
replace outsourced agencies anytime soon. On the other hand, an B ZISMILLION, \\
o . - . . § AUSTRALIAN
optimist would argue this means there is nothing but upside. 4 SPORTS
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And remember that 94% said they have creative capabilities for digital MONTHLY* 3

content, so it is most likely that the elements of agency work they are in-
housing are the tens of thousands of Instagram, Facebook and digital
media updates that most agencies send straight to the studio.

But the fact is, based on these results, the choice is not between in-
housing and outsourcing, but between in-housing none of the workload,

some of it or all of it. In Australia this includes companies such as Foxtel
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and CUB. Plus, the hundreds of other advertisers that have a design studio by | 'us,DI} niggtuhs
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‘What is also not mentioned in this data is the rising incidence of

outsourcing the in-housing. Again, this can be some or all. Let’s call this
outsourced in-housing. This is when an advertiser engages an outsourced
company to build and maintain in-house agency capabilities within their
premises. The purists say this is not really in-housing. But try explaining
that to major advertisers in Australia, including Woolworths and Optus,
who are known to do this.

So, why is it so important that agency in-housing is not simply censidered
a dichotomy, a dilemma or a choice between doing it or not doing it?
Because on this simplistic consideration there will be some advertisers
who should definitely be considering some form of in-housing but are put
off by concerns around the difficulty and the impact on their agency or
agencies.
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Darren Woolley is the founder and global CEO at Trinity P3. Woolley
Marketing is a regular Mumbrella column.
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