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Full-sarvice 115 ks o 0f the names that comes up when people are talking—* Thera s stiong anecdolal evidance now thal major global
agencles and the aboul bright, modern agencies with independence and integra-  brand owners aro just totally disilusioned with the traditionat
network giants all Liant i their blood, 50 1t 8 Slightly surprising when irls London  advertising and direcl marketing networks,” says Graham Heck
glé : managing direclos Sam Moble discloses that he ifts 8 mantra - eft, chief executive of Resulls Intemational, & specialist corpo
vie for o plece of fromWPP's Sir Martin Soreell for cracentials prosentations, rate finance praclice which advises clienls and agencies on
the digital pie. “His quote was: “the apency of the fulure ... will not rush merger and acouisitian aclivty,
How does a client thoughtlessly into traditianal media or conventional cieative “The watertront af services We nelworks offer are

guacitions. It will offer stralegies that transcand disciplines; il
choose to get will be @ porlal for many Lalents’ " says Noble, “We use it
genuinely because broadly we are in agreement with him," he
integrated work? el s, “with the erception of the use of the word fulure’
asks Adam Woods _E."“mm: that is ':-.'Ilui clients want now.

Networks have always heen juggemauls and relalive
newcomers have often bean itraverent, bul rarely has
1he battle among the medium-sized, he large
and e vary large agen.
cies been conductod
0N Such on equal
footing as it 18
loday. Independ
ents ara pun
ning far
nelworks
and digital
specialisls  §
e squar-
Ing up to
Above-1he
ling shaps,
all apainst a
backdrop of L
an unprece
dentad shill in
media consumption
and a sense of glient gissatisfaction with the
pevalling network model,

Arecenl qualilative study by Forester Re

serch in the US captures the moment, detail-
Inga majar gap betweaen the digital capabilities
of traditional agencies on one hand and the
chent demand for fresh thinking and digital solu-
Lions on the other. The epor found hat, as of the
fourth quarler of last year, just 21 per cent of mar
keters would recominend Lhe agency services they
pay lar,
Porlaps unsurprisingly, glven the global nature of
the agenda-satling larger chonts, a similar trend 15
emerging In the UK, where digital aclivity |5 growing

complelely disconnected from each other, and 85 a
consequence you can see clienls sock-
Ing out the lasgern dynamic independents
anc micro networks, which have a much
greater entreprenaurial and creative passion
and o generally agnostic attitude Lo media,"
ARLA's slatus as Yell.oom's main agency and
Agency.com's thiough-Whe-ine work far kea point
this way tamward, Aepis's glue Londan recently
lined up against Fallon and Beattio McGuin
ness Bungay o the £10 million
Eurostir account, picking
up an unspec|lied slice
of work, and agains!

Euro RSCG and Huerall
and Dawsanin the £27m
pitch lfar moblle phone
opemtor 3

Other digital agancies are
slealing budgets from
above-the-line without yen
turing far beyond the web, “in
seclors ke lravel andlinancial
SeMvices, whiere onling mar-
keting Is rapidly beooming the
primary form of business development, dipita
agpncies ara bacoming Lhe lead agencios,” says
Beckatt,

[he major marketing services networks and
their flagship agencies have been unpicking and
reassembling themselves compulsively for doc-

ades in pursull of the most profitable configura-
tions, evenlually setlling on the same silo
approach adapted by most clients,

But what most of them clearly didinl anticipate
was Ihe extent 10 which digital, having bagun tore
alise (ts potenlial, would seap across every others
ared of markating and imlo clignts’ fundamenlal
business practices. Suddanly, integralion is not just
an agency catchphrage bul an omphatic demand.
‘Evorybady is going {o have a crack al it

far tagter than most tradibional agencles oxpected and 1w, with varying, degress of success and
Cluedkin dipital agencies are more in demand than ever commibment,” says Nobile, "We argus that
I sty anytacly e soguipped to actually da
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The diffprence this time is that the impelus s coming from
consumers and clients, not agency warlords. "1 think there are
anough shifts in the way congumers are Intaracting with com
munications that raal integration might actually have a chance
g time,” says Nable.

Su v do clients wanl thelr integratad sohiions sened up
to them? Wall, scomingly, any way that genuinely works

Ihe nalance of opinion sugaests that size s not Inharently o
bad thing, providad there 15 cohosion. Thare is certalnky & case
o be made for agencies of sufficient hefl Lo build multl
disciplinary, clienl-locused teams which can incorporale nu-
mernus media into one satution

“| beligve clients would far rather have a onestop shop for
full-service provision,” says Richard Marshall, business devel
opment direclor al Tullo Marshall Waren, which integrated dig:
ital with tha launch of digitallmw in 2007, " The onge-siop
approach gves the client greater cansistency, not only across
strateglc planmng but also creative implementation, You can
engure a consistent visian, you have ana team working neoss
the whiole of your account, all in one otfice,”

Mini-agencies
O Lhe media side, Aepis's Caral has wan acclaim [orits Lmely
restructure, winch dvides the company broadly inbo sic multi
disciplinary, client-facing mini-agencies of 50 or 60 people
each, all shatng bestpractice guidelnes under Whe Isebarum
bralla watl sislor ouliits gloe, difinitl and oeconstruct

“Thiere is nao mystery to whal we have dong,” says Henry Rowe,
joint managing director of Carat Digital, “We are i o gisgusting
tower ol 12 Noors, so literally our biggesl headache has heen d
physical one, bul, fundamentally, everyone hias baen well up for
it." The [dea of intograting channel planning |5 so simple in the-
ory that even Rowe hails it self-deprecalingly as “obvious”,
thaugh many of the ageney's clients apparenlly mpard the new
sobup as arovelation, "I you ask our Dell client, it has been the
best thing that has ever happened,” be Says

Sueh an appoach depends on faving enoup) stall o fit oat A
larpe number of accownt teams with multiplo disciphnes, as
Rowe polnts oul. "Each team needs a data person, a digital

Each team needs a
tata person, a digital
parson, a decent
strategist. We have 60
digital people, 25 data
planners. | don't think
many paople have got
that sort of scale

Henry Rowe
Carat Digital

Digital specialists
need tobaina
position where they
are talking to each
other, sharing their
axpertise and
leamnings

Davin Reader
BLM Quantum

person, a decont strolegist. We have 60 digtal people, 25 dato
nlanners. | dan'l tink many pecpls ave gol that sort of 2cals,”

While it i5 ¢learly imporiant for digital experls W0 mingle with
their above-Lhedine equivalents in the inferezls of integration
it |s also imporant Lo recopaise that digital is evalving fast and
can benefit from a focused, hol-house envranment. Adherants
of the latter dispute the argument for inlegration

“[ipilal spocialisls need to be in a pasition whoee they are
tatling Lo each athen shanng their expartize and laarnings, and
that simply can't happen in such a model,” says Gavin Reedar,
hoad of strategy at media speciahst BLM Quantum,

Hm Brlpden, managing director of The Search Works, adds
“You need (o be able 1o (eed your lgamings from search or dig
ital inta offline media. The good thing aboul digtal is you can
seq instantly what your sales ara, what yaur relurn rates are,
and our approach 18 to share that with Lhe offling behemoths
=0 they can foed it into their TV campaigns

Precedent pitches iksell as o stralegic, digial and brandmg
apeney, and managing director Paul Hoskins nolas that digital
apencics with an undersianding of those three disciplings are
s wall-qualified as any 1o Lake (he lead ale in an agency
goalition,

"Whal Is happening now is whal we always (alked aboul
yeurs ago - Lhot the web site s slarting to become the mos!
impoetant presence for a lob ol peeple, after face-to-lace, 50 we
aravery often at the beart of the branding tiscussions

As important as the ability bo provide sohulions, Hosking adds,
is the ability Lo identity instances where something is reguiced
which isn't availabilo under your ewnraaf, "1 don't think you neod
10 do it all yoursel and | Link i is detimental to do it yourself,
bocauise what you oo then is sell what you do, rather than what
the chienl neecs.”

The digital discipling has broadened so fast in recenl years
that even experts acknowledge thal oo indwidual can possioly
cover all bases, Certain fields demand o specialist Louch,
Among (beso are developing technakogles such as mobile and
in-pame advertising, which do nol yet represent a sufficiently
ucrative niche for most largor aponcies, and search, which |5
compliey and Ume-consuming enot gh ba stand alone
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How the players measure up

Networked agencios

Pros

Reach - a global corporation
managing wotldwide
communicalions and sales
aclivity typically needs a
netwark that can co-ordinale
acroas different lermtories
Areadth - networks
[ncorporate a wide varlety of
specialists in differenl
diseiplings

Cons o
Inflexibility — networked
apencies st largely operale
In clearly delined aweas and
may hawe difficulty
integrating with othar skil
se1s, aven within the group
{radition - solutions will
Lend Lo be based around
what an agency doas, rather
than what a client needs
lalent shorfage — most
nelworks admit digital has
Lakan them by surprse and
lack top digital talent
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Full- sorvice agencies

Pros

Flexibifity = (he ability lo
bl multi-diselplinary
teams around clients

Seale - a degre of scale is
undoubtedly a good thing
where Integration is
cancarned, particulaely
whitres clients requine digital
and tratitional media o ba
created and planned side
fy-sia

Cons

Budged issues - full-senice
agencies will typleally add
cutting-edge specialists lo
Llélr Leams only once a
Slrong business oase oan be
made for them

Credlbility = can one agency
really be the best at
overylhing?

Specialists

Fros

Focus = ey knaw i
ared inside and out and ara
more likely to offer genuing
Innowation

Teamwork = spocialisls have
long expaionce of bolting on |
ta other agancies

Size = they are I pht on thelr
Tael and able o adapt fast
Cons

One-chmensional = thilr
area may be all [hey know
Slze = most speclalists
focus on a single lamitory
and culture, with no
International notwork

“|Lhas always been claimed by the networks that (hey undor-
sland pretty specialist diseiplines and they con da 1hem as well
a5 aspealist, In he o ol search, we know that is complate
nonsense,” says Brigdon."To get the mast cut of search, you
need o undorstand the chent’s margin, what (hey e lng to
gall, the conversion rate, whal the return onivesimant is all
alrout, and then manage thousands of Keywords across multl
plesearch enpines with a protty complex methodology,"

Melworks, meanwhile, are endunng Lroubled LUmes. | feal
sorry for them,” says Becretl, “They have got such a legacy of

b difficult place to sla

Lol
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wirshad interest in thair ensting busingss modals andit is a very

t fram,”

some ang recopnisod 1o be irying harder than others (o adap
Lo the limes, but they face a number of challenges. One is o
lind veays to combing the skills of previously separate divisions
Lo offer the kind of seamloss inlegralion even the simplost
CAMPAIENS Ao requine, ©If clients go down the network moute
Lo achiove integration, they need to take cam 10 ensure Lhey o
ally are going to recalve an Integrated way of Working,” says
Karsnall. "All thi skills may be available across Lhe nelwark,
but have all the agencies really workad together in a cohesive,
o wily bafore?”

Analher protlam for networks (S persuading chonts that their
solutions are nspired by & brand's requiremants, rathar than by
an agency's Iraditional skills base. Noble s Tl Martin Sor
fell model pives you a bunch of spenalist agences thal ae all
soparale usinesses = very clunky and amwioldy,”

| BKills shortage

| Pemaps the most important challenge s incorporating digital

into established agency brands in the middle of o skills short-
age. "You can't buy your way out of a problem lka this,” says
Howe

somu raditional agency networks are iaving morfo success
in adapting than ofhars. Euro RSCE works alongside sister
apencies EHS Brann and Euro RSCG 40 Digital on [he through-
Peugeot actount, and, in Decambear, FHS Brann namad
Anne Dawis, already Eura RSCE 40 Digital managing direclor,
as its depuly ME 10 halp drive digital through the collective
agency group. Meanwhile, Leo Bumell group has structured
the Leo Burmnetl adverlising operation and ks A below-Uie line
countorpart under a sinple commearcal umbrells

Bruce Haines, chaleman and CEQ of Leo Bumetl, says: “We
ean say 1o any client hal it really doesn't make any difference
wihere they place the business [within the group] because | git
inaposition of camplete neutralily,”

Undoubtedly, apency networks aie having Lo work hard in a
market wiich currently prizos Nexibility and new thinking over
firepower and global roach, Speclalists and full-semce opera
Lors aro in the ascendant, and the agency landseape may in-
deed never be the same, but if the past 20 yoars have taught us
amyining, t1s that nothing lasls forever,

] @ & Nowyoi'me hinking
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