Read our new manifesto >

@& Home Aw G n k S Open M Solutions A Nhat'sOn S s S Hi, Sheng ~
The Drum. Problem solved. : Q  The Drum Plus

NEWS IN DEFTH DIGITAL SUMMIT OFINION AWARDS CASE STUDIES 'WEBINARS TOPICS =

e A NOW AVAILABLE ON-DEMAND e —— -
{ ) :
| ;?:Itbaitlsr:rﬁmlt Get inspired. Find solutions. Harness the ‘(o_b”/ \ /““)0‘ \y‘

\ / power of digital marketing. \ /&h/ \ \ :

PN \ /

Out of ideas? Get yourself 25%
Problem solved.  off The Drum Plus

Buy now

Is a house style good for advertising
agencies?

Darren Woolley

Problem
solved.

This holiday season get yourself an
access all areas pass to thedrumcom
at a special 25% discount.

Buy now

+ Exclusive articles
+ Premium event sessions
+ In-depth insights & reports
+ Global edi al briefings

Related

Is a houst

for agencies and their clients? From a client per

There was a time when the best and most notable advertising agencies in the world were known for
their house-style, says Darren Woolley, the founder and global chief executive of TrinityP3. That is, an if'staris on

approach to their advertising for which the agency became known and loved. Agencies were known Known._ - for living up te its name:
for their jingles, their witty and charming copy, or their striking art direction. The Drum editorial team’s best of

Having just sat through 10 days of the Adforum Consultants Summit, this time held remotely via online
video, | think we are witnessing the rise of the agency house style again. Not from the larger network
agencies, but from the increasing numbers of high-profile independent advertising agencies that are
gracing the global scene.

Behind the 'scenes at Reliance
The exciting thing is that this could be the start of a new agency renaissance, a new golden era of Jio Platforms’ in-house agency
advertising, in much the same way as the celebrated sixties and seventies were a golden era. Oris it
merely an aberration that will wither and die through lack of commercial support? Let's hope for the
former because the work many of these agencies are creating is fresh, challenging and exciting. Even if it
does feel like it comes with a particular house style.

The Dmm Agency Outiook
During the presentations, the various agencies would present examples of the work they had developed Report: predicting a strong

recovery in 2021
for their clients. These agencies came from all over Europe, Africa and the Americas. (One of the great 3

advantages of a virtual summit.) With either 30 minutes or an hour, each agency set out to communicate
their offering and impress what is considered one of the toughest audiences in the advertising world -
pitch consultants.

= i . . 2020 round-up —So You Want M:
Interestingly, it was the independents where the house-style was most obvious. It could be earnest, or Job?: how to Eag the coolest Y
dramatic, or cheeky, or playful, or visually striking. It was particularly evident in the agencies where the rolesina...

founding partners included one or more creative partners. [t makes sense that starting their own agency
they would recruit other creative resources that would have a similar creative aesthetic.

Open Mic
Compare this to the larger, established network agencies. Here, even the most senior and influential
creative leader will inherit a creative department, rather than have the opportunity to recruit and build a Add your own content to Open Mic
creative department from scratch. At best, they can make some key position recruitments and raise the ~ AT 00H - The Broadcast medium

creative standard overall. ﬁ for Summer 2020

Interestingly, it is these new independents that are now being formed and led by those same creative
o ) ) ) 5 reasons your international
leaders who have a track record of raising the creative standards of many of the big network agencies. But T 1 SEO isn't working
¥ s
now they have the freedom to create a creative enterprise in their own image. In the process, recruiting
those who share their beliefs and developing a house-style for their agency, either consciously or

unconsciously. Demystifying D&l design

The final B2B frontier: PR and

Problem solve off The Drum Plus . Thadrum ™ keting integration
ot
1 know there will be some who disagree and say they are developing creative solutions to the clients’
individual business and marketing problems. But the fact is, creative people are people, who bring their Recommended Reports

own experience, taste, style and judgement to the role. They are inclined to surround themselves with
directors, photographers, deslgners and - mcreasmg\y Iechnologwsts who share their vision. The same

I \vhat Comes After Third-



approach happens on an individual basis within the creative departments of large network agencies,
except that over time, the mix becomes more eclectic as creative leaders come and go.

Butis a house-style good for agencies and their clients? From a client perspective, it certainly becomes a
clear differentiator in choosing an agency. Simply by looking at the agency showcase, you are able to
determine and understand the type of advertising solutions the agency would deliver. Even better if that
house-style has attracted other ‘non-competitive’ advertisers the marketer admires and respects.

The comparison here is the difference between the fashion-house boutique and the department store. On
one hand, you have the label that can be guaranteed to deliver a particular style and on the other you have
a place where you can pick any number of styles, depending on who is working on your account.

From the agency’s perspective, while it may be seen as putting all their eggs in one basket, the factis, at
least one of the founding directors is backing their talent. The trick will be, firstly, making sure the house-
style puts the agency in demand. Get this right and the second challenge is being able to scale to the size
of their multinational competitors and maintain the focus on the house style.

Either way, the rise of the independent agencies has created an environment and an opportunity for
particular creative styles to express themselves and flourish. This can only be a positive thing for the

industry as it provides a focus on and a consideration for the style and role of creativity, compared to the
blancmange of creative styles many agencies serve up.

Darren Woolley is founder and global chief executive of TrinityP3
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