
Building Brands in a Short term world



ARE YOU SATISFIED WITH YOUR 
CURRENT _______ AGENCY?



shit. 



A big source of the problem: 

what agencies want to sell is not the same 
as what clients necessarily want to buy.  



And to be fair to clients, it’s really hard to 
tell what it is an agency specializes in.





Creatively led. Strategically driven. 
Technology friendly. Humanity obsessed ”

“



Ideas through the lens of culture.

”

“



Creating meaningful connections between 
people and brands.

”

“



Make brands matter in culture.

”

“



Here for tomorrow.

”

“



 Creating stuff people love.

”

“



 The imaginative application of 
art and science.

”

“



Creating cross-disciplinary campaigns for 
progressive marketers.

”

“



To create shareable and provocative 
campaigns that engage audiences

”

“



 We’re a modern, data-inspired agency.

”

“



WHAT THE FUCK?



“Positioning is an exercise in 
relativity.  

Our goal in positioning ourselves 
is to reduce or outright eliminate 
competition.  

When we reduce the alternatives to 
hiring us, we shift the power 
balance. 

This shift allows us to impact the 
selection process and protect 
ourselves from having to part with 
our thinking for free. 



However…



Specialization reduces uncertainty and competition 

Clients don’t like having to deal with multiple agencies

How can we specialize in doing everything?



Deliver short term results that  
also build a long term brand



RFP The Ask The Process The output

…Instead of specializing here

Specialize here…



Tap into currents as ways to drop a droplet of dye in the water and have it 
spread.

Agency Offering: A droplet. A small, low investment “thing” that is done, 
meant to start rumors and build reputation.  

(Maybe: The goal is to have it not be known who orchestrated it.)





Clients are shopping.





To most clients, there 
are three types of 
“creative” agency. 

 (yes branding & design are often seen as the same)(yes, digital & social are often seen as the same)

The 
branding/
design 
agency

The ATL agency

The digital/
social 
agency



PROBLEM ONE: 
At best digital is still 
confined to executional, 
platform based work.  
- (No matter how we position ourselves, the digital agency will 

always be the social agency.  
- Smirnoff is a great singular example of a bigger issue. 

“Platform gimmicks”  



Implication:  
Our offering has 
to be explicitly 
defined.



PROBLEM TWO: 
Short term thinking 
discourages brand building.  
- And we’re currently in the most short term world of 
client thinking (No matter how we position ourselves, the 
digital agency will always be the social agency.  

- Smirnoff is a great singular example of a bigger issue. 
“Platform gimmicks”  



Implication:  
What we offer has to 
include short term 
KPIs in tandem with 
building brands. 



PROBLEM three: 
Client subjectivity has too 
big an impact on the work. 
- They aren’t hiring for expert opinions, they are 
outsourcing labor and production 



Implication: what we 
sell has to be beyond 
something of “taste” 
and instead of 
expertise. 



Should include short 
term KPIs in tandem 
with brand building 

Our offering has to be 
explicitly defined.

be beyond something 
o f “ t a s t e ” a n d 
i n s t e a d o f 
expertise.





What can we offer?





Appendix.







The four largest are WPP, Publicis, 
Omnicom Group, and IPG. Each groups 
its agencies into five categories by 
discipline: creative and branding 
services, digital, media planning and 
buying, public relations, and market 
research











What do they want?











1. The client-agency relationship 
should be built on a common 
definition of effectiveness 

2. Client trust in agencies is 
falling, as transparency concerns 
persist 

3. Strategic planning can help 
creative agencies avoid becoming 
mere ‘vendors’ 

4. Clients favor paying agencies for 
results







We will acknowledge that it is the 
availability of substitutes – the 
legitimate alternatives to the offerings of 
our firm – that allows the client to ask, 
and compels us to give, our thinking away 
for free. If we are not seen as more expert 
than our competition then we will be viewed 
as one in a sea of many, and we will have 
little power in our relationships with our 
clients and prospects. 















Make demands
+

Be afraid



Creating a reputation for your 
brand. 
One line brief: We’d like [brand] to be known 
for _____
(Only one word allowed)




