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Somuch admin,
so little time

Falling staff morale and
increasingly high client
demands are breedingan
unhappy PR workforce.
Robert Gray examines
what can be doneto
improve the situation
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verworked staff. over-serviced
oclicms and inefficient adminis-

trative practices form an undesir-
able trio of issues that are often found
hand-in-hand at poorly managed PR
consultancies. Collectively theseshort-
comings are damaging to both work-
force morale and business profit mar-
gins, vet they remain widespread.

A recent study by Aurum Data Sys-
tems (see panel opposite) suggests
many consultancies are failing to take
the bull by the horns and address prob-
lems that are undermining business
performance. Although unreasonable

client expectations is one cause of staff
dissatisfaction, volume of administra-
tion and repetition of tasks also impact
negatively upon job enjoyment. Clear-
ly agencies with systems to streamline
workingpractices.and keepclient work
within agreed parameters, are more
likelytobe successful businesses.
“Ttisthejointresponsibility ofagency
leaders and the client to ensure service
delivery is focused where most value is
added, says Publicasityexecutivechair-
man Carl Courtney. If an agency is hav-
ing to streteh resourees to fulfill a brief,
it'snotclever buying by the client.”

Courtney goes so far as toargue that
agency leaders have a“duty of care’ to
their staff to broach overservicing
with their clients, Never-ending to-do
lists from clients do not create an envi-
ronment conducive to delivering daz-
zling resulis. And, he adds, if you over-
service by more than 20 per cent, you
will lose yourentire margin,

Shockingly, the Aurum study sug-
gests 10 percent of agency staff believe
they over-service their clients by 100
PErcent ormore,

The average over-servicing level to
which PRCA member agencies admit

BARA DGILYY NBILAUSTRATION




resultSINTERNATIONAL

PR Week — 18™ April 2008
[Page 2 of 2]

AGENCY MANAGEMENT

THE AURUM REPORT 2008

Research from Aurum Data centormare. Three times as nofinancial retum forthe agency  highly motivated, withmorethan  comparativelylow.
Systems paints a dispiriting “ many, 30 percent, think they business. aquartersayingthey are unhappy. HAurum CEOQ Peter Smith says
picture of an industry under overservice by astill 875 Coupled with long working Inaddition to long working despitethe widespread use of
ENOrMous pressure, inwhich to 100 percent; while 35 per hours— the average working hours, othermajorcausesofjob  technologies to supportsmarter
demotivated and overworked cent said they over-service by 50 K atatiring 50.5 dit fi epetitionof  working practices, the PR
consultancy staff make to 75 percent. With20percent  hours, with senior h tashs, v of industry relianton
inefficientuse of theirtime. giving clientsan extra 25 to 50 clockingup 59 hours—itcomes  administration and manual processes and huge
Clientoverservicingisrifeand  percentfree of charge, and only prise that jok L ble client d L amounts of unfulfilling repetitive
insome placesverges onthe five pe servicing by Jissatisfaction ishigh. For Hi i ) lating  work. ngthese
commercially reckless: 10 per lessthan25 percent. itisclear ¢ le, fewerth i ing envi level of b gues, would help
centofrespe be they thatanenor of at benefi elfare packag liftempl aleand
usually overserviceby 100per  h i ipwith fdescribeth improve motivation.

Working hours perweek

Causes of job dissatisfactio

of 2007 and the first twe

is 24 per cent, but this is still too high,
the body argues. :
‘PRisabuoyantindustryatthe mom-
entbutweneedtolook after ourstaffif
we are to maintain healthy growth and
margins.” says PRCA director general
Francis Ingham. “This means being
more confident with clients about the

pesof PR agencystereatypes. The
his for me* agency is very client-led
The more evolved ‘help me think
agency is more customer-centric. Fin-
ally, the'think for me’ model appliesto
avalued partner. The latter is by far the
smallest group butalsothe most profit-
able, able to charge for outcomes ins-
tead of just inputs, and able to comm-
and netmarginsof around 33 per cent.
Johnson says these agencies ha
tomated much of what they do,

“There is oo many agencies

i

still work on a largely manual basis, as
they have done for years.” says Vocus
Europe managing director Andrew
Muir, whose firmsupplies PR software.
‘However, forward-thinking agencies
increasingly are using technology to
automate the tedious, repetitive adm-

approach, launching a Global Res-
ource Optimisation service based in
Mumbai, India. In essence it is offshor-
ing time-intensive activities. Sister
agency Lexis has (as yet) no plans to
follow suit. but did recently start using
mediadatabase Gorkana, toallow staff

inistrative partsof theirb
Property PR specialist Bluelee Com-
munications has, says MD Elizabeth
Tagpe eliminated low-level admin jobs
using support software: ‘We no longer
require much photocopying or time
spent on report preparation. Junior
team members are therefore able to
devote themselves 1o writing, res-
carching and contacting journalists,
which is far more useful for the com-
panyandmoreinteresting for them.”
Intriguingly. late last vear tech
specialist Text 100 took a different

toexch infor e easily.

Firefly Communications head of
consumer Brandon Stockwell believes
there is scope for efficiency improve-
mentstobe made whenitcomes to cut-
tings: “The challenge for the cuttings
agenciesistoprovideaservicethatrea-
lly meets the apency’s needs and the
client’s needs rather than a plain van-
illa service where everyone has to like
itorlumpit,” he explains.

Although the majority of cuttings
are now provided in a digital form.
many agencies and clients still like 10

‘Agency leaders have a duty of

care to staff. And if you over-

service by more than 20 per
you lose your margins’

Carl Courtney, Publicasity, executive chairman

receive paper versions to display in
office receptions. Stockwell thinks
there is an opportunity to develop a
flatsereen digital cuttings display sys-
tem for reception areas, thus cutting
the*‘papertrail’ even further.

‘It is important team members
record activities in detail so directors
canestablish whether the problem lies
with staff training or with the client
side, says Kinross+Render CEO Sara
Render. “Where the issue is training.
the agencies need to re-allocate hours
to internal training. [f the problem lies
with the client then a full and frank dis-
cussionon howthey might reduce costs
isagoodidea.”

No one, on either side of the client/
agency fence, wanistosee adminsnow-
ball. Red Consultancy CEO Mike
Morgan says that a pic chart showing
the proportion of time spent on admin
usually brings evervone totheir senses,
while Lewis PR UK general manager
Kath Pooley says she knows of one cli-
ent who discavered that 60 per cent of
PR activity was admin-based and put a
financial costonit. The shock of seeing
the impact in financial terms brought a
swift changein focus.shesays. B
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