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55%
of clients

say existing agency 
models are not fit for 

purpose

Source: WFA’s survey on the future of agency rosters. 
Base: 50 client-side marketers. Date: September 2017.

74%
of clients

are currently reviewing 
the 

structure/capabilities 
of their agency roster



More effective agency 
management  
Survey results

5th of September, 2019



• Contains results of an online survey 
conducted in Q1 2019 with The Observatory 
International

• All respondents were in an agency 
management leadership role, with 68% 
having a global remit.

• 35 multinational companies took part, 
representing just under US$50billion in 
global advertising spend.

• Respondent base:

Background

Source: WFA Effective Agency Management Survey 2019; Base = 42 (35 companies); Date = January 2019
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Q. Please indicate what type of principal agencies you are
currently responsible for managing

Procurement

Marketing



Who owns agency management?

Source: WFA Effective Agency Management Survey 2019; Base = 42 (35 companies); Date = January 2019



Marketing and procurement collaboration is critical

Source: WFA Effective Agency Management Survey 2019; Base = 42 (35 companies); Date = January 2019
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Whilst many claim to work closely together, the reality is that we see few companies 

where Marketing and Procurement operate in total harmony.

We cannot stress enough the need to ensure close working and alignment between 

marketing and procurement.

Set clear guardrails for roles and responsibilities.

And strict governance guidelines.

You may also want to include legal in any new negotiation process.



Enduring Client-agency relationships are a key factor in 
producing great work…

Source: WFA Effective Agency Management Survey 2019; Base = 42 (35 companies); Date = January 2019

Q: Which of the following do you think helps produce great work?

→ 65% believe a long-term relationship with their agency is either important, very 

important or essential in producing great work. 



Media and creative have some of the most enduring 
relationships

Source: WFA Effective Agency Management Survey 2019; Base = 42 (35 companies); Date = January 2019

Q: How long, on average, has your organisation worked with the current agencies on your roster? 



Most agency types ranked higher in their output when 
retained

Q: What type of arrangement do you have with your agencies?
Source: WFA Effective Agency Management Survey 2019; Base = 42 (35 companies); Date = January 2019
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There’s a trend to greater degrees of project-based activity.

It may feel like a more flexible approach.

But there are watch-outs.

You will loose continuity and institutional knowledge on the business.

It will prove to be more expensive on a LfL scope basis.

You may need a hybrid operating model to guarantee a successful approach.



Increasing the time spent with agencies correlates to 
successful output

Fig: Participants who have spent more time with their agencies in the past 12 months than in previous years
Source: WFA Effective Agency Management Survey 2019; Base = 42 (35 companies); Date = January 2019



Clients perceive the relationship with their agencies as 
collaborative

Source: WFA Effective Agency Management Survey 2019; Base = 42 (35 companies); Date = January 2019
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We lead – they 
follow

Could be more
involved

As immersed
as they need

to be to deliver
great work

They are an
essential part
of our team

We work very
collaboratively

with them

They are
proactive and
open us up to
new thinking

and
opportunities

We see them
as trusted

advisers who
we can give
problems to

Q: How would you describe your relationship with your
agencies in general? (tick as many as apply)
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Involve your agencies. Don’t simply pay lip service to the relationship. 

Work collaboratively rather than leaving them to their own devices

Treat your agencies as partners and fully involve them with your business, its ambitions 

and it’s need to help you achieve these. 



Scope of work is on the increase…

Source: WFA Effective Agency Management Survey 2019; Base = 42 (35 companies); Date = January 2019

Q: On average, how much has your scope of work changed compared with the previous 12 months?

…while budgets are stable or in decline
Q: On average, how much has your budget changed compared with the previous 12 months?
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There is a clear desire for Companies to want more for less.

But you need to be realistic.

Think Value rather than Cost.

Agencies will have to re-structure to lower cost people to deliver.

Meaning poorer thinking and creative.

And probably longer time.



Scope of work is ill defined

Source: WFA Effective Agency Management Survey 2019; Base = 42 (35 companies); Date = January 2019

Q: How do you approach the scope of work 

information supplied to your agencies?
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#1 issue in tensions with Agencies.

And a consistent problem.

Marketers poor and giving real depth of scope.

But procurement locking agency into fees based on mis-information.

And the money runs out…..

You need to be rigorous with Scope definition.

Or have an operating model that can cope.



Great briefing viewed as essential to help produce 
great work

Source: WFA Effective Agency Management Survey 2019; Base = 42 (35 companies); Date = January 2019

Q: Which of the following do you think helps produce great work?
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Pop quiz

What % of WFA members 
feel their organisation is 
excellent at briefing?

• 6%

• 14% 

• 0%
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A lack of great briefing remains a significant issue

Source: WFA Effective Agency Management Survey 2019; Base = 42 (35 companies); Date = January 2019

Q: How good are you, as an organisation, at briefing your agencies?
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Source: WFA Effective Agency Management Survey 2019; Base = 42 (35 companies); Date = January 2019
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#1 issue in disappointment and concern over Agency performance.

#1 frustration from Agencies.

Poor briefing leads to poor outputs – and issues over costs.

A consistent problem which has caused tensions for years.

You need to make sure you are working to a consistent briefing (and evaluation) process.

That your people are trained to write briefs and apply consistent standards.

And that the Agencies are clear on that process and expectations.



Tackling problems early is seen to be important for 
majority…

Source: WFA Effective Agency Management Survey 2019; Base = 42 (35 companies); Date = January 2019



…however, most clients will look straight to the agency 
when issues occur

Source: WFA Effective Agency Management Survey 2019; Base = 42 (35 companies); Date = January 2019

Q: An agency has failed to deliver on a specific task two or three times and you are running out of time. What do you do?



Poor creative and strategy are the key issues behind calling a 
pitch

Source: WFA Effective Agency Management Survey 2019; Base = 42 (35 companies); Date = January 2019

Q: In your organisation, what are the principal reasons for calling a pitch?
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Evaluations conducted by most

Source: WFA Effective Agency Management Survey 2019; Base = 42 (35 companies); Date = January 2019

98% of respondents evaluate their agencies. Over 20% do not evaluate themselves

“                           

                ”

WFA Member

Q: How do you structure your agency evaluations?
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Evaluation is crucial – but only if it’s done properly.

And it needs to be simple to do – especially if those completing are working with multiple 

Agencies.

Needs to be a consistent approach across Agencies and Markets.

Done sufficiently regularly.

Can steer you towards the issues – and sort them before they deepen,

Make sure you have clear action plans to sort issues,

Needs to have a ‘Champion’ overseeing.



Key recommendations

Source: WFA Effective Agency Management Survey 2019; Base = 42 (35 companies); Date = January 2019

Ensure close working between 

marketing and procurement

Ensure you have 

detailed scope

Be realistic about 

budgets

Communicate during 

negotiation

Ensure your people are 

capable of writing a 

great brief

Dedicate time and work 

collaboratively with your 

agencies

Get a consistent, regular, 

two-way evaluation 

process in place

       ‘        ’     

oversees the agency 

relationships



Questions?



World Federation of Advertisers
London, Brussels, Singapore

wfanet.org
info@wfanet.org
+32 2 502 57 40

twitter @wfamarketers
youtube.com/wfamarketers

linkedin.com/company/wfa

For more information, please contact:

Julia Kraft
Global Marketing Services Manager
j.kraft@wfanet.org

mailto:c.Cristache@wfanet.org

