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MEDIA AGENCY TRENDS GLOBALISATION

ALL AROUND

+E

- WORLD

Media networks st focus on expansion if they are to tap inio
achvertisers thirst for « global presence. But there are differing
opinions an how best to achieve this. Meg Carter reports
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Internatinnal medio networks must think globally if (hey
are to et rising client expectations, Yer challages exisl
For those seeking w close the remaining gaps in their
inetworks, especially how to bnild while seevicing and
retaining deminding elients woday.

Any fnternational business wanting 1o gain a foollold
i a new national marken can either start from scratch,
by i existing local buisiness, or developa ew one
twough o local partsership o joint venture, Becanse of
e cost and risk, most now follow the Bter route,

“The challenge i o ensure thal a new market is
connected Into your network,” explaing Laln facob,
Starcom's chiel executive EMEA, "This comes
donvi 1o appropriate training and effective intermal
commumications, Five or 10 years ago, a global eliend
wnight have accepted ditferent standards of servics
dlelivery in emerging markels; nol now.”

Starcom has grown by reartanging parcit groogp
Publicis' existing assets in every new marketplace to
establish vach new toehold. Even so, finding the rghi
Teeal talent and managing it propedy has been critical,

‘I every local market you need a good Tocal CEQ, and
you omly et one of those iE they beleve they have the
freedom toacl on thetr own initiative,” Jacob siys. e
key s balancing this against the need 1o ensure they feel
totally embedded within the network's vision, 10s not 4
guestion of whether o manage centrally o reglonally. Try
toy el i al] froe the centre these days and you'll end ugp
with weak local management, You've got tw balance both”

For Havas Media, which has expanded its presence
(v 1o countries 1o 105 in i decacde, the answer has been
a franchise model. Alfonso Rodes Vila, its CEO, says!
“When we go ito alocal market we don't wani to be
seon s a Spanish bustoess bot as a local one, The
franchise approach means we form an allionee witl a
local comprany, and have the opportunity to by after
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OT EVERY INTERNATIONAL
ADVERTISER NEEDS OR WANTS
A GLOBAL NETWORK SOLUTION!

working together for years, which gives us time o find
out whether the partnership works”

Lowal legislation and eultural i, howeyes, can he
significint obstacles i certain markets, “Aceuiring any
Business raises infegration, standard isation and euliral
isstes, s Marlin Sambrook, global account divector,
Accenture Markeling Serviees.

“Doing so away Tom home is even more comples. This
Is why the Big five media grovnps, which probably aceount
for #a% af glabal media planing and buying revenues
onttside Asia, have jusl 20 in Asia”

Finding anid keeping tlent poses a challenge to
wlobalisation — one that palilic limited comparies
especially find hird bocause of their inability 1o
incentivise the best senior managers, belisves Jon Wilking,
i I;(:un-r“ng partner of media aliategy nelwork Naked,

“Beciuise wiere private we've lailt one presence [rom
the grass ronts upwards, starting by securing the best
talent then building a local structare aroune them,” he
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Says "The company model is incentivisation
||IJ'1'3|.I|,',|| :&!I.I[:‘hll’:”HH S0 el,\,':;|r|\.i||l1 15
stotetly talentdiven.

Wilkins adimies the partneg-shareholdeg
A h iy Dot b sustainable for o [.”Hm
arEanisation, b questions whethier o media
connpnny really needs to be in every marke)
it order o be glabal

"o onr view there will be twao Iy pes ol
netwerk b the Towore: the stenegists like as
elealingg with higher-order ideas, who don'|
have 1o be physically everywliere o provide
i plabal service, and the distiibution agencies
such os Mindshare and OMD, who do”

Sambrook, however, goes Turther " here
is an asswmption that as clients have gone
}',|hhrl-| so rmeedio and 1||.1|'|\'--Ii||g services hive
had 1o fo F';|nl|:||. too,” e lelioves

"Il not every intemmational o oven
global advertiser needs o wants a global
network sodution. And besides, within any
global media network you will tind prenplie,
or services, or standards, or roporting
procedures varying rmarket By market o

even by reglon, Clients asswime that if they

use a plobal network it will hive to go
suboptimal somewhere,”

Network execitives cancede this point.

Consistency s o challenge for any network
Bsiness,” Charles Conrtien, global CEO at
Mediavdge:cia, admits, “The Grst wave of
globalisation wis done a loig time ago,
What's happening now is diversification
al lwsinesses bevond taditional planning
and buying into diseiplines such as conlent
development, brasd enterlainment, retadl
miirketing amd ri|1r1|:-iur\||_ip_'

e real globalisation elallenge is low
you develop these businesses and pace (heir
global voll-ont in diffesent local markets, “You
necd to bulld hihs of cxperiise aronnd (he
werld Lo growe eapabilities across o region
then plpoint markels within vach region
where there is sulficient demand to develop a
particular skill locally,” Coutier sy

Resoree allocation, Jacob agrees, bs a
cantimuois evalution, driven mainly by
wmarket trends and advertiser demands, "We
Ko wliat we want Lo develop for the longer
teren, bl swe must also place resources in the
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right areas to meet client needs in the shorter
e, ton,” he adds.

Driverstfication may now be the order ol
thiee iy, yet a number of notworks are still
grappling with what are, by comparison,
mote lundamental ssues, The Asian
foatprints of Havis and Acpis, for example,
are lighter than these of WPP and Oninicom
owned netwirke e el nelworks
B s gled 1o make their mark e LK,
t's eritical for o network 10 have sulh

scale in the US 1o compete etlectively

globally, And itis likely that if o network
does not yet have (his that, wiven the extent
1o which the American macket is now lockes
Jovwen, they won't get it unless somelhing
qu
eliirmy

Junedamental changes,” Graham
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Avveven bigger challenge, however, lies

Just around the cormer for all 1ts the globnl

tootprint of new media beliemot s we should
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